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[bookmark: _Toc136446362]ABSTRACT
This research evaluates Jumia’s branding strategies and consumer satisfaction. Branding involves all methods a business adopts to create awareness, connect to its audience, position itself in its market and further differentiate itself from its competitors. Jumia is the largest online retail firm in Africa; it adopts several strategies for its branding. However, studies on Jumia’s branding mainly focused on the company perspective. Research has not thoroughly explored how Jumia’s consumers perceived its branding strategies. Therefore, this research investigates how Jumia’s branding strategy, especially its advertisement, has influenced its positive image, increased patronage, and the challenges consumers experienced with Jumia’s branding strategies. The research adopts the qualitative methodology, which collects data through semi-structured interviews. Semi-structured interviews were adopted to gain in-depth and detailed data from interviewees. Interviews were conducted with thirty customers of Jumia. Interviews were further analysed using the thematic approach. The major findings of the research include the use of adverts by Jumia gives it a high rating because its ads reflect it provides good value and timely delivery of products. However, ads did not influence patronage as customers were more concerned with price, exact products, and timely delivery. Furthermore, the research discovers that the challenges facing Jumia’s use of ads as a strategy are linked to its overemphasis on ads, the platform it used for ads, out-of-style ads, and ads that did not reflect the challenges of its app payment system. Thus, the research recommends Jumia's focus on other means of branding, including social media campaigns, content marketing and emotional marketing; these have greater customer connection and resonation.
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[bookmark: _Toc136446364]BACKGROUND
[bookmark: _Toc136446365]1.1. Research Overview
This research evaluates the influence of branding strategies on consumer satisfaction, focusing on Jumia. This is driven by the need to empirically discover how (and if) Jumia's branding strategies especially its advertisement has created a positive perception, influenced loyalty and also explored challenges Jumia faces while adopting advertisement as its branding strategies. Existing literature discusses Jumia's branding from a company perspective. This research, however, goes beyond that, it studies Jumia's branding from a customer perspective, thus bridging the existing gap in the literature.
Branding involves all activities which a company adopts to separate itself or create awareness amongst its customers. These include all logos, symbols, names, advertisements, campaigns, and services (Abugu et al., 2018; Awoniyi et al, 2021). It is essential as a company itself as it reflects what the company does and how it is perceived amongst its customers (Abioro and Odunlami, 2021). This explains why companies such as Facebook, Amazon, and Starbucks spend huge amounts on branding. Josh (2023) notes that companies like Pepsi spend $ 1 million on their branding. 
Branding creates a strong feeling of trust, loyalty and identity among customers. Companies chose their branding strategies effectively therefore developing core channels of communicating with customers (Baran and Galka, 2016). The prominent role of branding, therefore positioning, developing effective mediums for overcoming competitors and further developing strong ideals, values, and recognition among customers (Awoniyi et al, 2021). 
Given the high competition in Nigeria's retail industry, which accommodates several retail firms such as Jumia, Konga, Jiji, Shoprite, and Shopify, retailers are responsible for developing strong and effective branding strategies. Companies such as Jumia spend heavily on their branding in 2022, the company spent $ 57.4 million on advertisements (Statista, 2023).
[bookmark: _Toc136446201]Figure 1. 1. Jumia’s expenditure on Advertisement
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Source: Statista (2023)
 Anthony et al (2017), prove that by adopting unique branding strategies Jumia has been able to position itself amongst other retailers, thus increasing customer loyalty. The high competition in the retail industry compels Jumia to adopt unique branding strategies, therefore, achieving customer loyalty (Adene, et al, 2019). Jumia's branding strategies focus on explaining its products and services to customers, thus keeping customers satisfied with the brand and enhancing loyalty to the brand (Murmimi, 2016). Through the challenges of high competition, changing customer needs and keeping up with societal trends, Jumia ensures that its branding strategies are targeted more at creating stronger awareness, bonds and vibrant engagement between customers and the company. Existing literature such as Anthony et al (2017); Okpighe et al (2020), focus more on Jumia's branding strategy from the company perspective, therefore explaining how Jumia has effectively created a brand identity among its competitors. Adene, et al (2019), also note that Jumia through its advertisement, logos, promos, and social media campaign effectively connects with customers, thus ensuring their consistent patronage. This explains the successes of Jumia in Africa. 
However, the above, research is silent on how customers perceived Jumia's branding strategies. It is necessary to understand how customers relate to the branding strategies of companies, thus identifying specific challenges, and drafting strategies for improvement. Therefore, this research considers Jumia's branding strategies from a customer perspective. The research investigates how Jumia's branding resonates with customers, therefore answering specific questions such as "How customers perceived the Jumia brand?" "if customers were loyal to Jumia's brand based on its branding?" and "challenges customers considered were evolving from Jumia's branding strategies". 
Jumia is an African giant retail firm, which offers logistics and payment services (Anthony et al, 2017). Its retail, logistics and payment services enable the delivery of products and packages through its network of local partners. Its online payment platforms allow it to provide transactional services to over 700 million Africans (Johann, 2018). Jumia's ecosystem fosters the interaction of sellers and buyers, which allows over 100,000 active sellers over its platforms and allows over 700 buyers to shop and get products delivered. Its key competitors include Amazon, Konga, Jiji and Noon (Murmimi, 2016). 
Jumia was founded in Nigeria in 2012, by Jeremy Hodara, Sacha Poignonnec, Tunde Kehinde and Raphael Kofi Afaedor. However, due to its business operations and branding, which focuses on creating awareness through ads, and campaigns on social media platforms, further backs this up with rapid and quality service delivery. In the same year, the company expanded to five African countries Egypt, Morocco, Ivory Coast, Kenya, and South Africa. By 2014, it also expanded to Tunisia, Tanzania, Ghana, Cameroon, Algeria, and Uganda. By 2015, Jumia was present in 14 African countries. In 2015, the company generated $234 million in revenue, which accounts for 265% growth from 2014 (Murmimi, 2016). In 2016, the company was considered the first unicorn, as it was valued at over $ 1 billion, this exceeds Amazon's brand value in the African continent (Adene, et al, 2019). 
Jumia's success is largely attributed to its branding strategy. Adene, et al (2019), notes that Jumia operates a branding strategy focused on customer relations, quality goods and services, and developing trustworthy business. The company adopts ads, campaigns, and social media platforms to create awareness of its business, products and services (Anthony et al, 2017; Okpighe et al, 2020). The company considers the online platform as essential to its brands, thus its operations were 99% internet-based, therefore creating a network of logistics agencies, which aims at offering better services to its numerous customers (Anthony et al, 2017; Adene, et al, 2019). Its customer-centric business and branding strategies influenced its business performance. The company has received countless awards, in 2020, the company received a global rank of 1,503 engagements, making it among the leading visited websites in the world (Okpighe et al, 2020). Jumia's branding is considered essential to its numerous successes. 
Despite the above, there is a lack of research explaining Jumia's branding strategy from a customer perspective. Therefore, explaining how customers perceived Jumia's branding strategy. This research thus seeks to understand how customers viewed Jumia's branding strategy and if it was essential to its overall business success.
[bookmark: _Toc136446366]1.2. Research Purpose
The research purpose seeks to evaluate Jumia's branding strategies on customer satisfaction, therefore understanding how customers perceived Jumia's strategy as essential to loyalty, and patronage. Despite Jumia being the giant of retail in Africa, recent analysis reveals the company faces challenges, especially concerning its branding. Unlike Amazon whose customers were highly aware of the quality of products on its app, Jumia's customers had to contend with the legitimacy of reviews provided on Jumia's websites, and apps. Significant trust challenges have evolved with many customers noting that verified purchases on Jumia's app or website do not solve trust problems between customers and sellers because most products ended up meeting up to customers' satisfaction (Okpighe et al, 2020). The Status quo for solving customer-related trust challenges relies heavily on branding, therefore Jumia needs to set itself apart from other businesses by implementing quality assurance standards and establishing favourable business policies for its customers. This, however, has been a major challenge to Jumia over the years, the inability of the company to get passed the high skepticism among customers to ensure that customers saw its company as offering credible products, creates a level of dissatisfaction (Murmimi, 2016; Johann, 2018). Jumia needs to develop a new business strategy focused on proper branding techniques, which increase the trust, confidence and loyalty customers had in the brand (Adene, et al, 2019). Therefore, this research evaluates the current status of Jumia's branding strategy, further discovering challenges customers had with it, and also recommending areas for improvement. 
[bookmark: _Toc136446367]1.3. Research Questions
The following are the research questions: 
i. How effective is Jumia's branding strategy?
ii. What ways has Jumia adopted its branding strategy to connect with customers?
[bookmark: _Toc136446368]1.4. Research Objectives
The following are the research objectives.
i. To critically examine the impact of branding strategies of Jumia on consumers' perception
ii. To critically examine the impact of branding strategies of Jumia on consumers loyalty 
iii. To critically discover the challenges consumers faced in relation to Jumia's branding strategies.
[bookmark: _Toc136446369]1.5. Significance of the Study 
Branding strategies are essential to developing core business image, value and perception, a successful branding strategy enables companies to connect better with customers, therefore presenting themselves differently from their competitors (Awoniyi et al, 2021). Companies position themselves, further developing trust and confidence amongst consumers (Amadi and Obayi, 2022). A study on Jumia's branding strategy is essential to discover how effectively the company utilizes its branding strategy to connect to its customers. It further enables the company to discover the challenges customers face in relation to its branding and adjust increase trust and confidence amongst customers. Therefore, this study is significant for understanding the overall perceptions consumers have about Jumia and making recommendations for Jumia to build a credible and reliable brand. 
The study is also essential in developing models which other brands can use in their branding attempts. Also, the research provides an academic analysis of Jumia's branding strategy, thus the research will serve as a reference for further investigations on branding and consumer perceptions. 
[bookmark: _Toc136446370]1.6. Summary of Chapters
The research is subdivided into five major sections.
Chapter One: Background: This contains the background of the research including the research purpose and objectives. This chapter is essential as it establishes the foundation of the research as well as what the research intends to achieve. 
Chapter Two: Literature Review: This contains the literature review. Existing studies relating to the research objectives are reviewed. Thus, making connections, and identifying gaps to fill. This section also contains the conceptual framework where the variables to investigate are contained. 
Chapter Three: Methodology: This contains all frameworks, tools and instruments used to achieve the research objectives. This chapter is important to clarify the type of research undertaking, areas of data collection, participants and data analysis. 
Chapter Four: Analysis and Discussion: This chapter contains the analysis of data and discussion of findings. This section is essential in noting how the data collected achieve the research objectives.
Chapter Five: Conclusion and Recommendation: This chapter concludes the research, drawing upon significant implications, contributions, limitations, and recommendations. 
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[bookmark: _Toc136446373]2.1. Introduction 
The review of literature in this section offers a narrative, theoretical, and empirical evaluation of relevant studies related to the aim and objectives of this research. The goal of the literature review is to clarify existing arguments, considering the knowledge that is currently known. Additionally, the literature review critically examines relevant studies, identifies gaps, and provides areas for this research to focus on. The review of literature covers the concept of branding, branding strategies used in the Nigerian online retail industry, branding and customer loyalty, and the challenges that Nigerian consumers encounter with branding. In general, the literature review is carried out to develop the conceptual framework, which relates the variables of this study and describes how it influences data collection and analysis.
[bookmark: _Toc136446374]2.2. Concept of Branding
The ability of firms, institutions, and organizations to define their business and the kind or type of services they render simply explains the entirety of branding. Branding for businesses may be presented in a number of elements such as logo designs, brand names or business slogans etc. (Farhana, 2012). However, studies have indicated that branding's whole concept doesn't just revolve around its visible characteristics as it also concerns its influence on the customers' feelings (Ajeyalemi & Dixon-Ogbechie, 2020; France et al., 2020; Vendantu, 2023; Wiedmann et al., 2018). This could drive customers towards developing trust and a level of loyalty to the company and product. According to Wiedmann et al. (2018), customers can be triggered to make purchases when they can visualize the name, identity, and logo or even listen to the message communicated by the company. Marketers design marketing environments or stimuli that influence their customer's incidental emotions. The designs and stimuli may persuade negative emotions however, most cases have seen marketers try to entreat positive emotional responses from their customers through music, enticing displays on many other platforms (Benjamin et al., 2019; Cavanaugh et al., 2007). The Appraisal Tendency Framework (ATF) is built on emotions that integrate an appraisal or an immediate cognitive response leading to an effect on a decision (Han et al., 2007). This can be explained in another way as a situation where an individual's felt emotions tamper with his/her judgment or decision (Tucker, 2021). Businesses will have to understand the influence of emotion on their customer judgment and work with this format to drive customer loyalty and the continuous patronage of their Brands (Abioro & Odunlami, 2021).
The Psychosocial framework is a tool that can be used by marketers in developing brands. The psychosocial framework is a distinctive practice framework that originated early in the profession's history (Goldstein, 2013). This model is based on the nature of self-understanding, social relationships, and the mental processes that aid the integration between an individual and their social world (Elliott & Yannopoulou, 2007). Businesses can capitalize on the structures of their customer's environment's influence on their development to build brand trust (Ndubisi & Natarajan, 2018). For instance, symbolic brands market their products in a way whereby customers could easily trust the brand to make a purchase choice no matter the risk and the price attached. Using the model for their brands results in customers easily trusting and staying committed to the brands and this is as a result of the products being easy for the customers to relate with their society. The Psychosocial frameworks focus on the societal structures that influence the development of an individual and will be a suitable model for companies as they try to market their products since every business's success banks on maintaining customer loyalty and the framework provides such opportunities. 
According to Reagans (2011) research, the models of the formation of networks buttress the importance of social similarity and propinquity in producing strong interpersonal connections. The result of that study specifies that social similarity and propinquity contribute to building strong ties independently and when combined. The Propinquity Effect could be considered by companies while developing brands for their products. The more companies put out their products and content, customers get to see them frequently, which could generate loyalty from the customers (Baughn, 2019). Baughn (2019) says that great brands understand the importance of exposure and reach of their products because they bring in new customers and improve engagement. Another way to stand out and compete against other rival brands is by putting out a lot of content every month on websites and social media platforms. The constant interaction that companies have with their customers on social media platforms can improve their brand experience because the more they see you and read about you, there is great a great possibility for them to like your products, buy or even stay loyal (Uncles et al, 2003). The continuous creation of awareness of products on social media platforms could push consumers to develop strong bonds with that product. Therefore, companies need to enhance their engagement with their customers, to bring them to a place of brand loyalty.
As a result of many fierce competitions in today's business, many companies and firms have shifted focus to building long-term profitable relationships with their customers as well as achieving customer loyalty (Arslan, 2020). This is the reason why a lot of companies now adopt branding strategies that foster relationships between consumers and their products. Dam and Dam (2021) believe loyal customers are very vital to every firm because they are most of the time less costly to serve and are also willing to buy and pay more for their products. They further highlight that for a business firm to build customer relationships and loyalty, brand equity, value equity, and relationship equity are important factors to consider. A comfortable brand which a customer is likely to have a relationship with and remain loyal to is one that a customer can trust, is committed to properly serving customers, maintains communication with customers and is swift and good in the handling of conflicts (Belás & Gabčová, 2016). According to Samuel (2018), branding strategies are important elements in building customer loyalty for a company's products. This shows that businesses can establish customer loyalty through effective branding. Therefore, strategies must focus on producing and clearly explaining products and services to make customers satisfied and become loyal. 
Abugu et al. (2018) argued that the challenges faced by businesses in adopting and implementing branding strategies limit their impact on the performance of businesses and the ability of the business to create the needed loyalty among its customers. While customer loyalty seems important for businesses, Chukwuma and Valentine (2021) suggested that customer loyalty is better achieved through other business functions such as product design and quality rather than depending on branding strategies. Thus, it can be said that branding is crucial in creating brand identity and loyalty, however, when not properly implemented may not achieve the goal of ensuring brand loyalty among customers.
This section outlines the concept of branding and its importance to businesses. While branding helps businesses to promote and create brand awareness, it also considers customers' perceptions of the entirety of the brand or business. Therefore, branding is considered a crucial business process that businesses must integrate to promote and ensure product awareness as well as ensuring customer satisfaction and brand loyalty. 
[bookmark: _Toc136446375]2.3. Branding Strategies in the Nigerian Online Retail Industry 
Over time, branding and its strategies have become highly significant to businesses and therefore allocate funds and efforts towards these strategies to achieve the patronage and shareholder value they aim to get (Abioro & Odunlami, 2021). Branding strategies relating to Nigerian business have experienced some developments in recent years (Osotimehin et al., 2012). With the introduction of social media and other technologies in the Nigerian business world, new branding and marketing strategies have evolved and are looking promising because of their acceptance by the customer (Kibandi & Reuben, 2019). Thus, businesses across several industries in Nigeria have adopted several branding strategies such as advertisement, promotions, brand logos and designs, brand campaigns etc. (Ajagbe et a., 2014; Ogbuji et al., 2011). For instance, the major network providers in Nigeria (MTN, Glo, 9mobile, Airtel) always find a need to brand their services as customers are willing to jump ships immediately if they are displeased with the service provided by such network providers (Egwuonwu et al., 2017). This has led to the adoption of several branding strategies by telecom companies in Nigeria. Nkpurukwe et al. (2020) mentioned that telecom companies in Nigeria have adopted branding strategies such as website promotions and SMS marketing to influence customer loyalty. Such branding strategies have helped telecom companies to maintain customer loyalty. 
In the same vein, the proper implementation of branding strategies by online retailers has become important for their business performance and competitiveness. For online retailing businesses to improve their consumer patronage, it is required of them to focus on the quality of goods they merchandise or provide, and this can be achieved by using good branding strategies (Savastano et al., 2019). Amadi and Obayi (2022) observed that the quality branding strategies all have a positive influence on the sale performance (i.e., sales growth and sales turnover) of online retailers. Thus, for online retailers, it is essential for them to adopt branding strategies that will help them improve performance. Ijaz and Rhee (2018) note that the web designs and content of online retailers are the early components that strengthen the online brands of retailers. In addition, Redjeki and Affandi (2021) observed that online retailers can design customer-friendly websites and platforms to gain the attention of consumers or online users. The web community also has proven to be relevant in assisting online retailers to build strong relationships with their customers and strong recommendations (Nkwo et al., 2018). Associate and Affiliate marketing are also big strategies used by online retailers to enhance their recommendations and customer relationships (Dwivedi et al., 2017). Most customers online prefer that the duration of purchasing goods is swift and convenient for them. Hence it is expedient for online retailers to provide reliable and fast trading platforms for their customers both new and old (Dwivedi et al., 2017).
Branding strategies amongst Nigerian businesses are responsible for how companies' brands perform in the market. The patronage of customers depends most times on how good and well-structured the definition of these products are (Benjamin et al., 2019). However, companies are advised to make use of branding strategies that have strong customer approval and are also able to generate the expected value for their investors. In this modern marketplace, Nigerian businesses now explore the option of using digital and social media platforms to communicate with their customers. Businesses aside from their television and paper adverts now use online platforms (such as emails and social media) to brand their products (Anyanwu et al., 2018). Therefore, widen their scope and market coverage. 
Osakwe et al. (2016) explain that branding in Nigeria has been quite a difficult task for businesses. Nevertheless, Olunlade (2021) emphasizes that branding needs the convincing of the business' customers as the entirety of branding defines not just a business but the business team and its customers. Therefore, businesses need to integrate the entirety of branding into their business to build a brand and identity. The concept of branding is one of the most effective ways for businesses and firms to outsmart their competitors (Grubor & Milovanov, 2017). This entails utilizing strategies that subdue that of your competitors. Doole and Lowe (2012) believe a brand is termed successful if the values, ideals and living condition it lays out are received by the customers and influences their action and not just the product it sells. Thus, branding in Nigeria requires strategies that build and maintain the image of the business as this image helps the business sustain its grasp on its customers and differentiates itself from the competition. 
This section outlines branding strategies among businesses in Nigeria. However, branding strategies in Nigeria are not limited to specific industries, several studies have shown the adoption of different branding strategies among other sectors such as agriculture (Nebo & Ejionueme, 2017), food/beverages (Amadi & Obayi, 2022), finance (Harcourt & Ikegwuru, 2020), sports (Awoyinfa et al., 2018), education (Farinloye et al., 2020) etc. Therefore, it is evident from studies that Nigerian businesses across different sectors of the economy have adopted branding strategies ranging from advertisement, promotions, brand logos and designs, and campaigns etc. and this has successfully helped these businesses to improve their performance and sales growth as well as ensure customer satisfaction and loyalty.
[bookmark: _Toc136446376]2.4. Overview of Jumia’s Branding Strategy
Jumia is a Pan African online retailing company which was previously known as African Internet Group (AIG). The company was founded by Jeremy Hodara and Sacha Poignonnec in the year 2012. According to Nkwo et al (2018), Jumia is the leading E-commerce and online store in Nigeria and one of the leading online stores in Africa. It has its Headquarters in Lagos, Nigeria and offices in 12 other African countries which includes Egypt, South Africa and Morocco (Badran, 2021). The online store has over 6 million products, over 50 thousand international and national brands, 10 thousand active vendors and over 4 million subscribers (Jumia, 2023). Jumia also has received many accolades both internationally and nationally such as being ranked among MIT's 50 smartest companies for two consecutive years and being the first African company to win the world retail awards in 2013 (Jumia, 2023). Its introduction of Jumia Black Friday has attracted over 2 million visitors in Nigeria. According to Statista (2023) Jumia's home market, Nigeria recorded the store's highest percentage of visitors which is around 31 %, while Morocco and Egypt followed with shares of 17% and 14% respectively. In 2020 the number of Jumia Africa visitors was about 380 million (Statista, 2023). 
The Jumia online store in Nigeria doesn't run a monopoly in the country's Online retailing industry. Some other international and local online stores such as Ali Express, eBay, Konga, JiJi, payporte and many other online stores that are now accessible in Nigeria and competing with Jumia for customers patronage and relevance in the country's online retail industry (Ojedokun, 2019). Last year Amazon announced plans of kick-starting operations this year by April in the country (NIPC, 2022). Hence Jumia patronage is likely to experience a setback because of the attractive and promising services Amazon provides. According to Wu and Gereffi (2018), Amazon is among the largest online retailers and provides a broad selection of products at competitive prices. It also offers free shipping for its prime members (Warrier et al., 2021). Ali Express is also an online retailer that provides products at low prices from suppliers around the world to consumers (Bai et al., 2020). The Konga and Jiji online stores, despite being small and young developing companies, have been able to introduce new services that boost their competitive advantage in the industry (Bananda & Nwagwu, 2021). Matos and Krielow (2019) also believe that many other online stores are being established which is mostly attributed to the e-services convenience experienced by the customers. Customers are attracted to online stores because of the convenience and efficiency it promises. However, Al-Adwan and Al-Horani (2019) believe that customers are exposed to the risk of uncertainty and product reliability. Many customers face the issues of lack of consistency between the products ordered and the actual condition of the quality of the product delivered. Mazhar et al, (2022) believe the continuous complaints of customers concerning the quality of the products delivered could cost the online stores their good reputation. Most of the online stores in Nigeria have many visitors but have few subscribers (Rahman et al.., 2022). This implies that the Online retailing industry in Nigeria lacks consumer loyalty. 
[bookmark: _Toc136446377]2.5. Branding Strategies and Customers Loyalty in Nigeria's Online Retail Industry 
The survival and advancement of any business is largely dependent on the marketing and branding strategies and models it uses from time to time (Morgan, 2012). To ensure business continuity and competitiveness Nigerian businesses have adopted several branding strategies in order to create brand awareness and promote products (Ajagbe et al., 2014; Goodie-Okio, 2022a). This is believed to foster greater sales and improve the performance of the business (Amadi & Obayi, 2022; Ugbam & Okoro, 2017). Thus, after businesses have successfully built a level of brand recognition and awareness for the business, there is then the need to have a strong customer base. According to Wali and Opara (2013), for businesses to have a competitive advantage, and achieve their desired corporate goal, they must build branding strategies and tactics that support and encourage customer relationship management. Therefore, in as much as businesses provide goods and services, they also need the loyal patronage of these customers to maintain their market presence. Across several sectors of Nigeria, businesses' branding strategies have been adopted to promote products and create a brand identity. 
A lot of online retailers are now aligning into advertisements and consumers are beginning to have a say in the products and services that are whisked into the market, especially at this point where the competition for market dominance is becoming fierce in the online retailing industry (Anyanwu et al., 2018). According to Ogidi and Adekitan (2014), advertisement is relevant in creating consumer interest and loyalty for brands and products. However, the prompt developments of the Internet have eased the expansion of online stores, thus creating the need for more efforts towards branding and advertisements. Also, it is right to say that customer loyalty is a key factor in sustaining an online retailing business and that is why Shankar and Jebarajakirthy (2019) believe that customer management is essential in building customer loyalty. Hence businesses like online stores need to adopt branding strategies that will be customer-centric to ensure better customer relationships. For instance, Anyanwu et al. (2018) stated that online retailers will need to be able to relate with their customers through their branding strategies. Thus, it can be suggested that these online stores need to create valuable information content as they brand their services that could easily be accepted by consumers and play a significant role in developing customer loyalty. Also, building a collaborative relationship with manufacturers of the products sold by online retailers, customers and other relevant stakeholders are essential to sustaining the demand for an online retailing store over a long-term period. According to Agbaje (2014), there will be a high rate of customer loyalty to a company's brand or products if its good customer relationship is also at a higher rate. Nwulu and Nwokah (2018) believe customer management is essential in building customer loyalty. Thus, businesses need to adopt branding strategies that will be customer-centric to ensure better customer relationships. For instance, Bautista and Belandres (2022) stated that businesses need to be able to communicate with their customers through their branding strategies. Despite the importance of branding, Ndubisi et al, (2015) believe that many online retailers in Nigeria have not yet succeeded in developing branding strategies that will help them attract new customers as well as maintain the old ones. However, it is observed that business organizations including online retailers are now increasingly making efforts towards branding strategies that will help them gain customers and improve their performance (Ezenwafor et al., 2021; Izogo & Jayawardhena, 2018). Kibandi and Reuben (2019), believe that online retailers need to have a good comprehension of their customer's behaviour so that they can develop appropriate marketing and branding strategies directed towards relationship building and continuous customer patronage and loyalty. 
[bookmark: _Toc136446378]2.6. Branding Challenges 
Every company's brand aims to properly define its products and drive consumers to patronize these goods and gain their loyalty (Eshiett & Eshiett, 2021). However, this is not totally achieved by these companies due to some limitations and this in turn affects their customers’ services and reduces patronage and the loss of customers to competitors. According to Egwuonwu et al., (2017), customers are easily discouraged and will want to try new brands when they don't enjoy the level of satisfaction they desire. This is only possible among brand products with many competitors while for products having the monopoly of their industry, they might experience a reduction in the number of sales (Faith, 2018). Despite the relevance of branding to companies, the challenges associated with branding limit them from gaining its full benefits. Some challenges may include the cost of branding, the nature and segmentation of the market, unfavourable authorities and regulations, organizational orientation, increased competition etc. (Abioro & Odunlami, 2021; Egwuonwu et al., 2017; Eshiett & Eshiett, 2021; Souiden et al., 2019). Organizations may face these peculiar challenges, for instance, some businesses may have smaller budgets due to their size, thus, implementing branding can impose financial constraints on the business to operate effectively. Abioro and Odunlami (2021) note that cost is a major consideration when it comes to branding. Therefore, businesses need to carefully evaluate their branding options to adopt the most cost-friendly branding strategies. In another hand, competition within the industry has also imposed branding challenges for companies. The increase in competition intensity has been influenced by both demand- and supply-side variables (Bernstein et al., 2021). In the highly competitive industry, brands implement several branding strategies to stay competitive. These strategies may require additional costs and managerial efforts. Thus, if not prepared it becomes a challenge for the business to compete with competitors. Itam et al. (2020) observe the effect of external policies on the implementation of branding for businesses. Several restricting policies can hinder the implementation of some branding strategies by businesses. For example, the implementation of social distance policies during the Covid-19 pandemic has hindered several branding strategies such as brand campaigns and trade exhibitions (Abioro & Odunlami, 2021; Nelke, 2021). Thus, businesses may resolve to implement other forms of branding that may not be suitable for their brands and products. In addition to external policies, online retailers all operate in a highly volatile external environment. While external changes affect every product, online retailing is especially susceptible to economic downturns, cyberattacks, and natural disasters. With the global Covid-19 outbreak and other current events, such as the economic downturns occurring in several nations, this seems truer than ever (Nelke, 2021). People's media consumption is influenced by these external crises, which restricts their access to online brands and their branding strategies. These several challenges tend to hinder the effective adoption of branding by companies. Thus, organizations must take note of these challenges and devise ways to cope with these challenges. 
Specific to online retailing in Nigeria, several challenges can be associated with branding. This includes inadequate communication with customers, social factors, savvy customers, and slow responses to angry customers among others. 
2.6.1. Inadequate Communication 
Customer communication is seen to be important for the continuous success of a company's products (Cornelissen, 2020). These communications could come in the form of customer references and reviews. According to Oluwafemi and Adebiyi (2018) getting customers to refer to your products is a vital marketing tool for businesses operating in the industrial markets. Also, the provision of platforms built to gather customer reviews can help a business secure online visibility (Oluwafemi & Adebiyi, 2018). Abugu et al. (2018) believe that most Nigerian businesses find it difficult to provide platforms that gather reviews or customer references. Anyanwu et al. (2018) note that this is due to a lack of adequate communication between brands and their customers. Also, the adoption of such platforms to improve their marketing strategies and communication is slow, thus resulting in higher costs of managing such platforms. Without these mediums, it will not be easy for them to manage their customer's continuously changing needs. According to Goodie-Okio (2022a), the availability of online platforms to collect customer's reviews and references could provide brands with the information they need that could help them satisfy their customers such as offering discounts, manufacturing new products, and upgrading their services.
2.6.2 Social Factors 
It is possible for consumer or customer needs to change due to different social factors and pose difficulties for companies to satisfy these changing needs. This is because of the company's products having a lot of customers who use the same product for different purposes and from different social and cultural backgrounds (Abugu et al., 2018). Without an absolute knowledge of consumer's social background, Goodie-Okio (2022b) says that the company might not be able to find out what feature or upgrades they should concentrate on and this will negatively impact their customer satisfaction. The continuous change in the needs of customers isn't subject to a particular social or cultural class and so it is difficult for the company to tackle such problems. Different customers from diverse cultural backgrounds perceived the value of products or services differently. Therefore, when customers can't get the value, they desire they look out for the next brand (Egwuonwu et al., 2017). Marshal (2017) believes that market surveys and research are necessary in branding to identify ideal customer segmentations based on different social and cultural classifications. This will help brands identify customers' needs and values based on their social and cultural class. Doing this will enhance customer satisfaction irrespective of their social or cultural class. Customer satisfaction can be improved by making sure brands have a sound understanding of their target customers and their needs so as to channel their strength into providing products that are unique and also valued by customers (Marshal, 2017). This is highly important for online retailers as they cover a wide range of customers due to their high online presence. 
2.6.3. Savvy Customers 
The content used in branding by companies helps customers in the understanding and usage of their products and this can encourage customer patronage (Ross et al., 2019). Most products are believed to be intuitive and therefore need no proper guide for their use but that is not true because consumers have different levels of exposure. According to Goodie-Okio (2022b) how well a customer understands a product directly affects how the customer uses the product and consequently the satisfaction of the customer. Thus, determining the most appropriate content in advertising and branding a product can be a challenge for brands and businesses (Amankwah‐Amoah et al., 2022). With the increased use of the internet, users now have access to a wide range of information, thus keeping them highly educated (Kibandi & Reuben, 2019). Therefore, if branding lacks the right information, it may cause resentment by customers. Abugu et al. (2018) note that modern customers are highly sensitive to information about the product they intend to purchase. This is further influenced by high competition, in other words, a customer is likely to look towards a competitor's product when he/she is not satisfied with the information they get about a product or brand. Therefore, online retailers like Jumia need to adequately provide simple and relevant information about their products when branding them. 
2.6.4. Slow Response to Angry Customers
Khadka and Maharjan (2017) believe that no matter how great a company's product or brand is there will always be dissatisfied customers. This could bring unpleasant confrontations and even the loss of customers or clients. Strategies to manage angry and upset clients will be the best resolution for the company. Response to any displeased customer should be quick and adequate (Khadka & Maharjan, 2017). Stephen et al. (2018) stated that one of the basic elements to ensure customer satisfaction is the effective handling of customer complaints. However, customers are often faced with the challenge of lack of proper branding which leads to customer dissatisfaction with the product or brand. Thus, if businesses fail to quickly respond to such complaints further destroy their brand in the eyes of the customers. Ezenwafor et al. (2021) believe that business can further build their brand through more effective and efficient customer service. Thus, a complaint management process that allows customers to easily report their complaints to businesses and then produce solutions as soon as possible will positively affect customer satisfaction (Ezenwafor et al., 2021). Online retailers can easily implement this since they have an online presence. With various online complaints and review tools, online retailers can leverage these tools to ensure quick and effective ways of responding to customers' complaints and reviews. 
This section, therefore, outlines the challenges of branding faced by customers in the Nigerian business environment. Studies show that customers are challenged with a lack of adequate understanding of brands, brands fail to meet customers' needs, lack of adequate response to customers' complaints and concerns etc. These challenges may hinder the branding of the business and thus lead to customer dissatisfaction with brands. Hence, businesses must be aware of such challenges and put efforts towards addressing such challenges. 
[bookmark: _Toc136446379]2.7. Empirical Reviews
Several scholars have explored branding strategies among Nigerian business and how it influences their business processes and performance, particularly in terms of customer loyalty. Amadi and Obayi (2022) use quantitative and descriptive survey research to gather information on the relationship between brand quality positioning strategy and sales performance of food and beverage manufacturing entrepreneurs in the Small and Medium Enterprises (SMEs) sector in Rivers State, Nigeria. The findings of their study show that there is a significant positive relationship between brand quality strategy and sales performance of SMEs and thus recommend that SMEs should improve the quality of their products and adopt a branding strategy that will position their products in a way that will yield more sales. Abioro and Odunlami (2021) assess the implication of product branding on customer patronage. The study uses branding strategies such as product quality definition, branding perception and customer relationship management to examine the influence of branding on customer patronage. The study found that brand perception (R2 = 0.308, P=0.000), product quality (R2 =0.623, P=0.000), and customer relationship management (R2 = 0.585, P=0.000), shows a significant influence on customer patronage. Thus, the study concludes that product branding can lead to increased customer patronage and consequently customer loyalty. Therefore, businesses should put effort towards adopting suitable branding strategies to promote their brand patronage and loyalty. 
Benjamin et al. (2019) use product packaging as a branding strategy to appraise the effect of branding on consumer patronage. The study gathered data from 54 respondents using the questionnaire tool. The study showed that over 50% of the respondents agreed that product packaging has a significant influence on customers’ buying behaviour. Thus, the study concludes that branding affects the patronage of customers and their buying decisions, as well as increases sales for the business. Eshiett and Eshiett (2021) examine the relationship between customer patronage and customer loyalty. The study examines the customers of Shoprite in Lagos, Nigeria. The study findings show a significant positive relationship between consistent patronage by customers and customer loyalty. The study, therefore, recommends that businesses in Nigeria should maintain a robust customer relationship through improved quality delivery and satisfaction as this will increase customer patronage and consequently their loyalty. Goodie-Okio (2022a) explored the effect of branding on brand performance. The study uses viral marketing as a branding strategy. 60 respondents were used in the study. The findings of the study show that there is a significant relationship between viral marketing and brand performance. Thus, the study recommends that businesses in Nigeria should adopt branding strategies such as viral marketing, promotions, and product campaigns in order to improve their brand performance. 
Kibandi and Reuben (2019) investigated the impact of online shopping on consumer buying behaviour using Jumia online retailers. The study adopted a descriptive design and sampled 94 Jumia customers. Analysis of the study shows that consumer buying behaviour is influenced by product awareness and website design. The study further shows that these variables contribute to a 31% variation in online consumer buying behaviour. Thus, the study recommends that online vendors can put efforts towards creating awareness and simplistic web design to influence the behaviours of consumers in buying their products. Nkwo et al., (2018) analyse Jumia and Konga (two Nigerian major online retailers) branding strategies implementation through the E-Commerce personalization framework. The study compared how online retailers used personalized branding strategies to influence consumer experiences. Results of the study show that Jumia and Konga provide unique products to customers using users' purchase history, user preferences, browsing history, on-site behaviour, and personal data. This branding strategy led to an increase in customer loyalty, as well as increasing sales for online retailers. The study recommends that online retailers can implement branding strategies such as personalized E-commerce experience to increase sales and customer loyalty. Anyanwu et al. (2018) investigate how internet advertising influences Nigerian consumers' preference for online stores. The main goal of this study was to determine how internet advertising affected consumers' preference for Jumia's service delivery. The survey method was used to obtain comments from 306 respondents who were Lagos State, Nigeria, citizens. The correlation analysis and Somer D symmetric measure were used to analyze the data. The findings showed that a sizable majority of respondents had access to brand advertisements in Internet stores. Additionally, the study suggests that businesses use online advertising to increase consumer awareness of their products and services.
The results of the empirical review depict that branding strategies are important tools for achieving customer patronage and customer loyalty. These studies have shown that different branding strategies such as advertisement, promotions, product quality, brand identity, customer relationship management, brand personalization, viral marketing and brand campaigns have a significant effect on customer loyalty. Hence, businesses in Nigeria can adopt these strategies to increase their customer loyalty. 
[bookmark: _Toc136446380]2.8. Gaps in the Literature
Based on the literature reviewed, several gaps can be identified that this study aims to fill. First, several studies have shown the concept of branding in businesses and its relevance to customer loyalty. However, there are limited studies on the impact of branding strategies on brand customer loyalty in the online retail sector in Nigeria. Therefore, this study tries to focus on branding strategies in the online retail industry in Nigeria and how it affects customer loyalty. Secondly, the study presents a case study on the effect of branding on maintaining customer loyalty in Jumia Nigeria. From the review of the literature, it is found that studies only focus on online retailers, however, this study focuses on a specific case study which is Jumia. This study, therefore, attempts to contribute to the literature by providing an understanding of the effect of branding on customer loyalty and how Jumia can adopt branding strategies to increase its brand awareness and customer loyalty. 
Thirdly, due to the limited literature on the adoption and implementation of branding among Nigerian online retailing, there is not a clear understanding of the challenges of branding faced by Nigerian customers with online retailers. While it is found that there are challenges commonly faced by Nigerian customers with branding, there is a need for further studies on the challenges of branding among Nigerian businesses and their customers. Therefore, this study seeks to fill this gap by providing an understanding of the challenges of branding faced by Nigerian customers and how these challenges can influence their brand loyalty. 
Therefore, this section outlines several gaps in the literature that have been identified from the review of literature conducted in this study. Hence, this study is focused on addressing and filling these identified gaps in the literature by satisfying the research aim and objectives of this study. 
[bookmark: _Toc136446381]2.9. Conceptual framework
The fundamental study variables and how they are included in the research are contained in the conceptual framework (Hughes et al., 2019). Based on the review of literature conducted in this study a conceptual framework is developed. Figure 2.1 illustrates the conceptual framework of this study. 
[bookmark: _Toc136446206]Figure 2. 1. Conceptual Framework
[image: ]
Table 2.1 further illustrates the conceptual framework of this study. 
[bookmark: _Toc136446212]Table 2. 1. Conceptual Framework
	Sn 
	Research Objective
	Definition 
	Data collection 

	1. 
	To critically examine the impact of branding strategies of Jumia on consumers perception

	A brand strategy is the comprehensive method used to increase a brand's recognition and favorability among current and potential customers. Thus, businesses across several industries in Nigeria have adopted several branding strategies such as advertisement, promotions, brand logos and designs, brand campaigns etc. (Ajagbe et a., 2014; Ogbuji et al., 2011).
	Branding strategies adopted by Nigeria businesses. 
· advertisement, 
· promotions, 
· brand logos and designs, 
· brand campaigns

	2. 
	To critically examine the impact of branding strategies of Jumia on consumers loyalty 

	[bookmark: _Hlk129954690]The possibility that a customer will continue to do business with a particular business or product is measured by customer loyalty. This results from consumer satisfaction and increase patronage (Abioro & Odunlami, 2021; Benjamin et al., 2019; Eshiett & Eshiett, 2021)
	· Customer satisfaction 
· Customer patronage 
· Customer loyalty

	3. 
	To critically discover the challenges consumers faced in relation to Jumia’s branding strategies. 

	According Egwuonwu et al., (2017), customers are easily discouraged and will want to try new brands when they don’t enjoy the level of satisfaction they desire. Thus, challenges with branding may lead to customer dissatisfaction (Abugu et al., 2018).

	· Inadequate communication
· Social factors
· Savvy information driven customers



The variable outlined in the conceptual framework of this study is further discussed thereof. 
Branding strategies 
The branding strategies used in this study include the following: 
i. Advertisement: Advertisement is a technique used by business marketers to promote their products brand to a specific group of customers (Ogidi & Adekitan, 2014). This seeks to increase the consumption of the firm's products or services. It is seen that many customers have attributed their purchase of specific products brands over time to the advertisements of the said products (Anyanwu et al., 2018). It shows that advertisement, among other factors, plays a major role in consumer's patronage of brands.
ii. Promotions: Promotions just like advertisements are activities that seek to communicate a company's products, brand, and services to a consumer. The importance of promotion activities for businesses is to increase or improve a brand's customers' perception and boost their sales as well (Awoniyi et al., 2021). According to Goodie-Okio (2022a), promotions are the final step of marketing as they provide the needed motivations that turn visitors into buyers. Companies believe that promotional activities are relevant in influencing sales of their goods and services and thus spend large amounts of money to organize such activities (Awoniyi et al., 2021). 
iii. Brand logos and designs: Brand designs and Logos are pictures and signs that represent a company or business brand. Most brand logos and designs are created with stunning marks swaying the public or consumers to get interested in the brands (Ajagbe et a., 2014). Most successive brands attribute a part of their success to their logo and designs. 
iv. Brand campaigns: Brand Campaigns control a firm's story and its message in front of the public, with the goal of improving brand awareness and improving brand equity in the mind of the consumer. It is believed to be a way of controlling a business's public image as well to distinguish the business from its competition (Ogbuji et al., 2011). According to Abioro and Odunlami (2021), Successful brand campaigns have the power to stir up emotions and stay in the minds of the customer for a long time and influence their patronage directly or indirectly. 
Challenges of Branding 
Branding challenges constitute factors that hinder the effective implementation of branding strategies by businesses. It is observed in this study that several challenges affect the adoption and implementation of branding by online retailers. The study conceptualizes the challenges of branding as detrimental to the effective implementation of branding strategies by Jumia to achieve customer loyalty. Thus, the study assumes that in the presences of branding challenges such as lack of adequate communication, social and cultural factors, lack of fast response to customer complaints will hinder Jumia from benefiting from adopting branding strategies. As earlier mention Egwuonwu et al., (2017) note that customers will be dissatisfied with brands if they are not satisfied, and challenges with branding are believed to lead to customer dissatisfaction (Abugu et al., 2018). 
Customer loyalty 
i. Customer perception/patronage: Customer perception is considered as the value in which a customer places on a brand or product. Over time businesses seek to create a positive perception of their brand or product in the minds of their customers. As a result, branding strategies have been adopted by businesses to create brand awareness that will positively influence the perception of their customers. Based on France et al. (2020), it is assumed that positive customer perception will lead to that customer loyalty. 
ii. Customer satisfaction: the satisfaction of customers with a brand or product is the level at which a customer feels his value has been met by a product or brand. Customer satisfaction measures the level to which a customer's expectation is being met or surpassed. Abioro and Odunlami (2021) note that a satisfied customer is likely to patronize a product more and develop loyalty to the product. Hence, it is seen that if the branding strategies used by Jumia allow customers to be satisfied with Jumia products then the customers are likely to become loyal customers. 
iii. Customer patronage: customer patronage can be seen as the act of respecting purchasing of products or services by a customer. France et al. (2020) note that customer patronage can lead to customer loyalty. Therefore, it is assumed that when customers continually patronize a brand there will be a tendency to maintain customer loyalty. 
From Figure 2.1 above the conceptual framework models that by adopting and implementing branding strategies the business can achieve customer loyalty. However, several challenges may hinder the proper implementation of branding strategies and thus, this may hinder businesses to achieve customer loyalty. Therefore, the conceptual framework of this study illustrates that businesses need to adopt branding strategies that will lead to increased customer loyalty; however, they need to pay attention to the several challenges that may hinder their successful implementation of these branding strategies. 
[bookmark: _Toc136446382]2.10. Conclusion 
This chapter contained the literature review with the evaluation of the basic variables of the research. From the general review information provided in this chapter, several topics concerning branding, branding strategies, customer loyalty and challenges of branding were not discussed. This research also tries to bridge the gap in literature by identifying gaps from the review of the literature. Therefore, this aims at helping the researcher in achieving the overall aim and objectives of this research. 





[bookmark: _Toc136446383]CHAPTER THREE
[bookmark: _Toc136446384]RESEARCH METHODOLOGY 
[bookmark: _Toc136446385]3.1. Introduction 
This section contains the research methodology which shows the complete framework for accomplishing the objectives of the research. Thus, it provides knowledge of the steps used for data collection, and analysis. The study makes use of the qualitative framework which adopts the interpretivism, inductive approach, exploratory design, and strategy. 
[bookmark: _Toc136446386]3.2. Research Design 
The study makes use of a research design to guarantee that all aspects of the study are combined in such a way that cohesion can consistency in the findings are achieved. It combines research objectives and questions with the data collection and analysis, methodologies, thus ensuring that the research is conducted in a logical manner. According to Collins and Hussey (2013), it guarantees that research conclusions are acceptable and logical. Therefore, this research makes use of a research design to be able to evaluate the branding strategies of Jumia and how they impact customer satisfaction. There are three research designs: descriptive, experimental, and exploratory designs. This research adopts explanatory design. 
The exploratory design makes use of non-numerical data to investigate problems that are not clearly defined. It has been used to gain better insights into the issues in which previous research has presented inconclusive results. The exploratory design has its strength which according to Sarantakos (2012), is its flexibility and subjective nature, thereby allowing the researcher to make use of various techniques to determine the most appropriate one. Its weakness, on the other hand, due to its subjective nature is it can be manipulated by the researcher thereby making it biased.
This study makes use of exploratory design as it is most suitable for attaining the research objectives due to its flexibility, it allows the researcher to explore and evaluate the branding strategies of Jumia and how they impact customer satisfaction. 
However, the exploratory design has been criticized for its lack of measurement variables, according to Bryman and Bell (2015), it does not measure the extent to which variables occur and are established in a study. This will not affect the study as the research only tends to understand and not quantify the branding strategies of Jumia and their impact on consumer satisfaction. Thereby, gaining in-depth insights into branding strategies. Thus, the research does not test hypotheses. 
[bookmark: _Toc136446387]3.3. Research Paradigm 
A research paradigm is a method or pattern for conducting research. According to Creswell (2013), a research paradigm has been adopted for every research as it allows the researcher to comply with the requirements for conducting research, therefore ensuring the genuineness and accuracy of the research findings. A research paradigm is essential to this study as it sets the standards for carrying out the research in a reliable way. There are two types of research paradigms: positivism and interpretivism. This research adopts interpretivism. 
Interpretivism deals with human behaviours and how social realities are been put together by human beings. Interpretivism is, therefore, a method of gaining knowledge of the universe through observation and interpreting meanings attached to human behaviours. According to Saunders et al (2012), interpretivism has its strength in how it vividly discovers the associations, influences, and impacts between variables and in its flexibility. It also has its weakness which is it being less reliable as it does not support the scientific method of data collection and authentication (Bajpai, 2011).
Creswell (2013), notes that Interpretivist studies are used to gain an in-depth and detailed understanding of issues. Thus, this research adopts interpretivism to gain a more in-depth and detailed understanding of branding strategies which Jumia adopts and how it impacts customer perceptions. Also, the researcher adopts the Interpretivism paradigm as the research aims to gain insights and understanding of the branding strategies and customer satisfaction in Jumia. The research uses the Interpretivism paradigm which focuses on subjectivism to study a phenomenon; therefore, it emphasizes the importance of a phenomenon to be carefully observed and interpreted. Therefore, by adopting the Interpretivism paradigm, the researcher will be able to explore and analyze the branding strategies in Jumia and achieve the research objectives. 
While interpretivism is essential for this study it has been criticized for its subjective nature (Collins, 2010). It means that research outcomes are sometimes not reliable, as the research findings are normally manipulated due to the researcher's interpretations, ways of thinking, and preferences. However, the researcher's interpretations did not affect this research, as the researcher adopted methods of validity and reliability (which are further explained below) to ensure that all findings were directly linked to the data collected. 
[bookmark: _Toc136446388]3.4. Research Approach 
The research approach is a plan and procedure that covers everything from general assumptions to specific methods of data collection, analysis, and interpretation. The essence of a research approach in this study is to guide the conclusion of the research, making it logical, reasonable, and consistent. It enables the researcher to gain an understanding of the branding strategies used by Jumia and how it affects customer satisfaction. There are three types of research approaches: inductive, deductive, and abductive. This study makes use of the inductive approach which seeks to uncover in-depth meanings attached to human behaviours and experiences. According to Sarantakos (2012), and Bajpai (2011), the inductive approach is suitable for answering questions such as how, when, where, what, etc. Its use in this study will enable the researcher to have detailed observations and authentication of variables in relation to branding strategies and customer perception in Jumia. Since the research does not test hypotheses but uses more qualitative interpretations, the inductive approach is adopted. This is because the inductive approach excels in drawing conclusions from qualitative and narrative data. Therefore, this research adopts qualitative data. The inductive approach is relevant to this research. 
[bookmark: _Toc136446389]3.5. Research Strategy 
There are two types of research strategies: the quantitative and the qualitative research strategy. This study makes use of the qualitative research strategy which works well with the exploratory design. The qualitative strategy provides an exploratory analysis and narrative method towards carrying out research (Franklin, 2012). It has been used in this study due to its non-numerical approach to data collection. The qualitative strategy gathers data from sources such as interviews, documents, and observations (Denscombe, 2014). Using the qualitative strategy, the researcher gets a comprehensive and detailed understanding of the branding strategies of Jumia. It will also enable the researcher to analyse the various impacts the strategies have had on customer satisfaction. However, the qualitative strategy has been faced with various criticisms. According to Franklin (2012) the strategy has been noted to be tedious and time-consuming if the researcher is not well trained the findings of the research will be subjected to misinterpretation and falsification. However, to ensure the genuineness and reliability of the study the researcher adopts the method of credibility and validation (for explanation see the section on validity and reliability)
[bookmark: _Toc136446390]3.6. Sources of Data
Data is raw information collected to be analyzed in order to gain a full understanding of a situation and for the course of this study, data is very much essential in achieving its objectives (Kara, 2015). There are two types of data collection: primary and secondary data. 
Primary data is collected directly from the respondents through interviews, according to Bryman and Bell (2015) it is meant to be accurate in reflecting issues from the perspective of the respondents. Secondary data, on the other hand, is already collected data from primary sources, sources such as articles, reviews, and other printed materials (Denscombe, 2014). 
The study makes use of both data sources, it uses the primary data collection to understand how the branding strategies of Jumia have impacted customer perceptions. It uses this source to gain direct insights from Jumia's customers. The secondary data source on the other hand has been used in the study to identify and clearly establish the branding strategies being used by Jumia. 
[bookmark: _Toc136446391]3.7. Methods of Data Collection 
Since the research adopted both sources of data collection, for the primary source it made use of interviews. An interview according to Bryman and Bell (2015), is an organized discussion with the respondent through a series of questions and answers. The use of interviews made it easy for the researcher to gain an understanding of the branding strategies in place at Jumia and how these strategies are applied to impact customer perceptions. The interviews also enabled the researcher to gain knowledge of peculiar experiences, events, and descriptions which interviewees had to offer. Therefore, gaining more credible and quality data to conclude on the research objectives (Demscombe, 2014). 
This interview was carried out with 30 customers of Jumia. The interview was designed using a semi-structured and open-ended process which allows the researcher to monitor the participant's responses ensuring that they are in line with the questions. Thus, the researcher ensured that all responses provided by the participants were in line with the research questions and objectives. The researcher also made use of the semi-structured interviews to gain insights from participants on how they saw the branding strategies of Jumia and if it is satisfactory to them. The semi-structured interviews enhanced the ability of the researcher to probe the customer responses even further. Thus, gaining more insights the semi-structured interviews were conducted via online platforms (WhatsApp). The interviews lasted 40 minutes and were transcribed and further analyzed to gain insights into customers' perspectives towards Jumia's branding strategy. 
Though the interview process has been criticized for its inability to establish variables it does not affect the study as the study aims to explore and understand the branding strategies of Jumia and how it impacts customer perceptions. 
[bookmark: _Toc136446392]3.8. Population/Sampling Techniques 
The population in research refers to the people a researcher collects data from about a phenomenon. The population of this study includes only customers who patronize Jumia. Customers were chosen for the research because the research aim was to investigate the perception of customers concerning Jumia's ads and branding strategies. The researcher interviewed 30 customers of Jumia, this enabled the researcher to better understand the branding strategies of Jumia and how they direct them to impact customer perception.
The 30 interviewees were customers of Jumia who had patronized Jumia for some time, the least was 6 months of patronage. This shows that most of the interviewees had a good understanding of Jumia's branding and activities. Also, all interviewees were within Jumia's target market i.e., Gen Y and Z. Thus, they provided significant information concerning their perceptions of Jumia's ads, branding strategies and activities. 
For the sampling, the study made use of the judgmental sampling technique. The judgmental sampling technique is a non-probability sampling technique in which the researcher chooses participants based on the researcher's knowledge and judgment (Creswell, 2013). It is also based on selecting participants based on selected eligibility criteria. The eligibility criteria is being a customer of Jumia.
The judgmental sampling technique has been criticized for being biased because it is based entirely on the researcher's judgment which leaves room for human errors. However, judgmental sampling increases the credibility of data as it ensures that only those with knowledge of the phenomenon are involved and chosen. Hence, this study adopts the judgmental sampling technique to ensure that only the managerial staff of Jumia and the customers who patronize Jumia were interviewed. 
[bookmark: _Toc136446393]3.9. Access and Ethics 
Ethical standards are put in place to make sure that research is being done properly in accordance with selecting participants, managing data, and acknowledging the sources used (Saunders et al, 2012). While carrying out this study the researcher made sure to adhere to all ethical standards which are the individual's willingness and safety were strictly respected, participants were not forced to participate in the research, and they were given the choice to withdraw from the study without penalty. Also, the identities of the participants were confidential. Furthermore, the guidelines for citing academic sources were followed by the researcher thereby avoiding plagiarism. The researcher also implemented the following ethics.
· Consent: The researcher ensured that the participants signed the consent form, see Appendix A
· Anonymity: The researcher ensured that all personal details of the participants were not asked, hence the participants were completely anonymous. 
· Free will: Participants had the free will to exit the research at any time without having difficulties. 
· Safety: The interviews were conducted over Zoom and WhatsApp platforms; therefore, the research was conducted to ensure the safety of all participants. 
· Storage: the researcher made use of a flash drive to store the data.
[bookmark: _Toc136446394]3.10. Test of Validity and Reliability 
Validity and reliability determine the consistency of the research instrument and also the ability of a research instrument to measure what it was designed to measure (Bryman and Bell, 2015). Validity and reliability reduce problems such as research bias, errors, subjectivity and manipulation of research findings by external forces (Creswell, 2013). The study made use of the pilot test to determine validity and reliability. A pilot test is like a trial run carried out in preparation for the full study (Teijlingen and Hundley, 2001). It enables the researcher to conduct preliminary interviews with a group of prospective respondents. A pilot test helps in the following ways. 
· Highlight ambiguities and discard or modify them.
· Record the time it takes to complete an interview to determine if it is reasonable.
· Determine if the questions prompt an adequate response.
· Determine if the researcher has incorporated all the questions needed in line with the study (Berg, 2001).
· It allows the researcher to practice and perfect interviewing techniques (Berg, 2001). 
The findings from the pilot test revealed that the interviews may contain some errors, so the researcher corrected the interviews to eliminate the errors. Also, member checking was done after the interviews were analyzed. The researcher sent the interview analysis to the participants for them to cross-check and ensure that the findings were in line with the data they presented. Participants therefore agreed that the outcome of the research was in line with their perspectives. 
[bookmark: _Toc136446395]3.11. Analysis of Data
Analysis of data simply means summarizing and interpreting the already collected data. In analyzing the data gotten from both the primary and secondary data sources, the researcher made use of the thematic approach to analyze the data. According to Braun and Clarke (2012), the thematic approach is a method used to identify, organize, and provide a systematic perception of patterns of themes in each dataset. Themes help explain the data generated and the results associated with it. This approach also provides clarity and conciseness of the research findings. The thematic approach used takes the following methods. 
· Transcription of interviews: Interviews were transcribed based on the interview questions. Thus, flittering the questions from internal errors
· Coding: The coding of interviews was done using an Excel spreadsheet. This enabled the researcher to get several themes.
· Themes: Themes were generated based on the codes; thus, themes explained the prevalent responses within the interviews
· Synthesis: Findings were synthesized with secondary data and discussed under several themes. 
[bookmark: _Toc136446396]3.12. Conclusion 
The research methodology, which is the overall framework for data collection and analysis, was covered in this chapter. This section revealed that the overall methodology is the qualitative approach which made use of the exploratory design in line with primary and secondary data. Thus, this section details all of the processes involved in the use of primary and secondary data. The next section contains the analysis of data. 

















[bookmark: _Toc136446397]CHAPTER FOUR
[bookmark: _Toc136446398]ANALYSIS AND DISCUSSION OF FINDING
[bookmark: _Toc136446399]4.1. Introduction
This section contains the analysis and discussion of findings based on 30 interviews conducted with customers of Jumia. Customers were mainly from Jumia’s target audience, i.e. Generation Y and Z (those between 20-35 years). The table below provides the demographic details of interviews. However, given the principle of anonymity which is guided by the ethical principles of this research interviewees names are not presented only their initials. 
[bookmark: _Toc136446226]Table 4. 1. Interviewees Demographic Data

	DESCRIPTION
	AGE
	GENDER
	YEARS PATRONISING JUMIA
	MAJOR PURCHASES

	AN
	25
	M
	1 year
	Gadgets like phones, laptops, and other accessories

	HL
	25
	F
	6 
	Wristwatches and other products

	OL
	26
	M
	4 
	Household things like kitchen utensils.

	SO
	23
	F
	2 
	Hair salon equipment

	BB
	27
	F
	5 
	body cream, perfumes, clothes, and shoes

	GH
	30
	M
	6 months ago,
	Clothes, shoes, television, speaker, and phones

	YT
	26
	F
	4 
	Television, fridge, home theatres, and generator

	HH
	32
	F
	5 
	Books, schoolbags, and shoes.

	CF
	24
	F
	2 
	Wristwatches, clothes, shoes and body creams.

	MJ
	27
	M
	2 
	A lot of products

	EE
	23
	M
	1 
	phones, shoes, laptops

	AB
	27
	M
	6 
	Shoes and clothes

	KH
	28
	F
	4 
	Household stuff

	MP
	25
	M
	9 months
	Clothes

	JP
	34
	M
	4 
	Body cream, television, clothes, and shoes

	KT
	24
	F
	9 months
	Apparel, footwear, televisions, speakers, and mobile phones

	MB
	23
	F
	4 
	Television, fridge, home theatres, and generator

	OT
	32
	F
	7
	Educational supplies such as textbooks, backpacks, and footwear.

	AS
	26
	F
	4
	Phones, wristwatches, clothes, shoes and body creams.

	RT
	32
	M
	2
	Media items

	UT
	29
	F
	2
	Clothes, shoes, Televisions and other accessories.

	PO
	33
	M
	7
	Clothes

	TA
	32
	F
	5
	kitchenware

	OG
	29
	M
	3
	Perfumes

	HE
	25
	F
	8 months
	body cream, perfumes, bags and human hair

	EJ
	28
	M
	1 
	Clothing, footwear, TVs, speakers, and mobile phones

	KM
	27
	M
	6
	Phones, wristwatches, clothes, shoes and body creams

	NO
	27
	F
	5
	Television, fridge, shoes, and car

	GO
	32
	M
	6
	Textbooks, backpacks, and footwear.

	DD
	25
	F
	2
	A lot of purchases



The interviews were analysed based on the thematic model, thus coding several responses, and drawing a theme from the major ideas provided. The themes were grouped under each research objective. Thus, each theme seeks to provide explanations to each objective as discovered from the analysis. Due to the high number of responses collected during the interview process, not all responses are used for the analysis, however just the main points which highlighted issues targeted at achieving the research objectives were included.  The table provides a breakdown of objectives, themes, and sub-themes. For details on all themes, see the Appendix where the excel coding sheet is attached.  


[bookmark: _Toc136446220]Figure 4. 1. Research Objectives, themes and sub-themes
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[bookmark: _Toc136446400]4.2. Research Objective One: To critically examine the impact of branding strategies of Jumia on consumer’s perception.
This objective sought to examine how the branding strategies of Jumia focusing on its Ads has influenced the customer perception of Jumia. Therefore, the objective critically appraises how Jumia’s branding strategies have created a positive or negative perception for the online retailer. Three themes were developed in relation to this objective including: Advertisement creates high rating of Jumia, advertisement increases trust and confidence for Jumia and Advertisement creates a positive image for Jumia. 
[bookmark: _Toc136446401]4.2.1 Theme one: Advertisement Creates High Rating of Jumia 
High rating of businesses is largely desired amongst business owners (Wiedmann et al., 2018). High rating of business signifies a positive perception; thus businesses adopted several strategies to influence brand rating including Ads (Tucker, 2021). In relation to Jumia’s Ads, several opinions were provided however as noted earlier all responses cannot be included in the analysis, only the most insightful responses are included. Overall, participants noted that Ads were relevant in providing Jumia with a good perception, however other factors were essential to Jumia’s high rating. 
For AN who just started from Jumia last year, notes that branding strategies of Jumia is highly rated, thus he notes that: 
“On a scale of 100%, I would give them an 80%. They are doing quite well”-AN (M, 25)
Also, HL who has been a customer for 6 years shares the same perception of the high rating of Jumia, however she points it in a different way.
“Jumia has been fantastic. I have never had any issues with a transaction before. I always get what I ordered and at the right time also. If allowed, I would give them a 100%”-HL (F, 25)
While HL notes that Jumia is highly rated, what influences her perceptions because she has never had a transaction problem and always gets what she wants at the right time. Therefore, seamless transactions and effective delivery is considered a reason why Jumia has a high consumer perception.  SO, who mainly purchases hair salon products and has been a customer of Jumia for 2 years, also talks about effective time delivery, however, adds something new, she identifies a reason why she rates Jumia very high is based on how Jumia effectively tackles issues with her others
“I would rate them with a seven out of ten. I am satisfied with their delivery time. They usually address any problems concerning my purchase and the products I order”-SO (F, 23)
From SO’s response an extra reason why Jumia had a high rating was because they always addressed problems relating to purchase and product orders. This therefore implies that Jumia had a good problem-solving strategy. Its good reputation is linked to its good problem-solving strategy. 
The above responses denote that a reason why Jumia had good high rate was because of its efficient service delivery, less transaction challenges and solving any arising transaction challenges. 
[bookmark: _Toc136446402]4.2.2. Discussion for theme one
The above theme reveals that Jumia’s branding strategies have resulted in high ratings for Jumia. Good branding strategies enhanced a positive perception amongst customers (Reagans, 2011). This is why organisations adopted several methods to ensure that their branding strategies were effective and efficient reaching the target market (Baughn, 2019)., Anthony et al (2017), also note that with branding strategies Jumia effectively positions itself as a customer-centred brand, in the likes of Amazon. 
The theme also reveals the reasons why customers had a high rating of Jumia, this consists as sub-themes of the research. The central reason why customers highly rated Jumia was due to less transaction problems i.e customers rarely had problems when transacting with Jumia. Jumia’s app was created to ensure that customers had a seamless experience, therefore preventing challenges and problems emanating from transactions (Adene, et al, 2019). Also, this research finds that Jumia provides fast and timely deliveries. Jumia has a strategy of delivering products within 4 or 5 days, it intends on reducing that to rival Amazon (Murmimi, 2016). Furthermore, Jumia is always ready to solve and address transaction problems, therefore, proving that it is a customer-centric business-like Amazon (Murmimi, 2016)
[bookmark: _Toc136446403]4.2.3. Theme two: Advertisement Creates Trust and Confidence
Another impact of branding strategies of Jumia discovered from the interviews is that Jumia creates. Trust and Confidence through mainly advertisement. Trust and confidence is necessary for customer loyalty (Arslan, 2020). Businesses developed several means to increase their trust and confidence (Samuel, 2018). From this study, interviewees were particularly excited concerning the trust and confidence they had in Jumia due to its Ads. Jumia’s Ads created several emotional feelings for customers. 
For instance, for BB, who patronised Jumia for 5 years purchasing mainly clothes and beauty products, is confident about Jumia’s Ads
“Through their various advertisement, I have seen that they care so much for their customers. You can easily see through those advertisements that they are constantly seeking new ways to provide goods and services to their customers at a more affordable price. It’s a good feeling to know that your suppliers have your satisfaction at heart beyond just profit”- BB (F, 27)
While BB notes that Jumia has successfully created trust and confidence, she notes why she feels confident in Jumia, by stating that through adverts Jumia shows that it seeks to always provide good services, at affordable prices, and having a heart beyond profits. Similarly, 
SO, also echoes the theme trust and confidence, however, adds something new:
“Beyond being enticing and persuasive, Jumia’s Ads are realistic and honest. The product in the adverts is what you would get if you ordered them”- SO (F, 23)
According to SO, why she is confident in Jumia is because their advertisement is realistic and honest. Also, Jumia provides what was ordered. OL, who has been a customer of Jumia for over 4 years also authenticates the trust and confidence customers had about Jumia. He was excited with Jumia’s advertising and further explains how advertisement creates a strong trust base convincing him to buy more. 
“Yes, the company does a lot of advertising. I never believed I would get to patronize online shopping companies. However, the series of comments I read about how customers got their products delivered safely without any issues convinced me”-OL (M, 26)
OL adds that a reason why he had trust and confidence in Jumia is due to the feedback from other customers. Therefore, as customers noted that they got their products safely delivered without challenges, he is convinced to patronise Jumia. 
The above analysis reveals that Jumia, through its branding strategies, especially adverts, has created confidence and trust. Participants had high trust and confidence in Jumia because its adverts reflect it is always seeking new ways to offer value to customers, give customers more affordable prices and offer services beyond profit seeking. Also, Jumia’s ads were realistic and honest, and customers always got what they ordered without challenges. The trust and confidence that customers had about Jumia is also linked to feedback provided on Jumia’s website and app.
[bookmark: _Toc136446404]4.2.4. Discussion for theme two
From the above thematic analysis, the research finds that Jumia’s adverts increased trust and confidence amongst customers. This is due to several reasons; firstly, the research finds that Jumia is always seeking ways to offer value to customers. This proves that Jumia is a customer centric business, as it constantly adopts strategies to ensure that it provides more and acceptable value to its customers (Okpighe et al, 2020). By providing extra value Jumia has created a strong trust and confidence perception amongst customers (Murmimi, 2016). Also, Jumia is being realistic and honest, thus it did not deceive customers by advertising products that it did not have. Jumia always provides what was ordered for (Adene, et al, 2019). Honesty is an essential branding strategy, businesses can develop a strong base of support and trust, if they were honest, thus providing customers with what they ordered for (Ajagbe et al., 2014; Ogbuji et al., 2011). Jumia always ensured that customers got the exact products they ordered (Murmimi, 2016). Several feedbacks of customers authenticate this, Jumia’s website supports reviewing their products and making feedback. Through countless feedback provided by customers on how Jumia ensures that it delivers products and allows customers to get their exact orders, trust and confidence is built amongst other customers. Feedback is an essential strategy to ensure that customers heard from other customers (Amadi and Obayi, 2022), therefore influencing their confidence and trust in businesses (Ijaz and Rhee, 2018). By Jumia ensuring that customers could review its services, it makes it certain that customers can air their views about its products and services. This was mainly positive and convincing other customers to order from Jumia. 
[bookmark: _Toc136446405]4.2.5. Theme Three: Advertisement partially creates Positive Image 
Advertisement is an essential instrument for branding and image building (Samuel, 2018). Good Ads create positive images from a customer’s perspective (Abugu et al., 2018). Thus, the researcher investigates how Jumia builds its image positively through adverts. The participants had several opinions concerning how Jumia builds positive image, however most of them note that positive image was not directly linked to advertisement but rather based on service provision. 
EE, who has been a customer of Jumia for 5 years, notes that Jumia has done well through advertising, however, does not consider it as significant in building a positive image. He, however, relates Jumia’s success in positive image building to the services Jumia offered. Therefore, he notes that: 
“I do recall having this conversation with my brother just the other day. He was pleased that he began utilizing Jumia's services. He noted that it is more taxing to shop at physical stores and pointed out one of the major draws for him was Jumia promises delivery of their items on time”- EE, (23) M. 
Therefore, for EE, Jumia excels in its service delivery, service delivery to him is considered better than advertisement in terms of building a positive image. Similarly, AN just started shopping at Jumia last year notes that the positive image he had concerning Jumia is not only due to their advertisement but through quick and timely deliveries. Therefore, he notes.
“I confirm that while conversing with someone recently. He was triumphant that he had started patronizing Jumia, citing the difficulty in procuring goods from physical locations as one of his motivations. Apparently, he was drawn to Jumia owing to their strong advertising campaigns touting quick and timely deliveries”. - AN (25, M)
From EE and AN’s response, it is evident that Jumia’s positive image is not totally because of its advertisement, but also because of its good service delivery. The Ads of Jumia, however, are still important to developing a positive image. BB, who has been a customer of Jumia for 7 years notes the importance of Ads to positive image building, she explains that: 
“Okays am not a gadget or internet freak. I like things simple and straight to the point. That’s one of the factors that attracted me to Jumia. I saw an ad reiterating that Jumia’s website is easy to navigate. That alone does it for me, and I am sure it has helped attract customers to their website countless times. So, I feel their advert has a positive effect on people”- BB (27, F)
Thus, BB confirms that Jumia’s Ad were simple, straightforward further having a positive effect on people. Nevertheless, not all participants had a positive impression about Jumia’s Ads creating a positive image. MB, who started patronising Jumia for 4 years reveals something different, while she notes that positive image building is linked to advertisement, she does not see Jumia as having a positive image from their adverts. She notes that.
“No, I do not appreciate their advertising strategy. They have a lot to improve on. They should employ capable hands to utilize every avenue to achieve that. There is a lot of competition, and they must bring their A-game to the peak of the advertisement business”- MB (23, F). 
For MB, her major challenge is that Jumia had a lot to improve on given the competition, thus, Jumia’s Ads needs to be at its “A” game.  Likewise, YT, who patronised Jumia for 4 years, notes that Jumia’s Ads did not create a positive image, because it did not balance its Ads with adequate services. Thus, she notes that.
“Well, I don’t know about positive awareness, but with the number of complaints I see these days about some of the inadequate services Jumia has offered to their customers, they will be lucky if they keep afloat in the next two years. So, my answer to that is a NO”- YT (26, F)
The above reveals that most of the participants interviewed expressed that they were sure Jumia had a positive image, however advertisement does not totally lead to a positive image. Jumia can build a positive image in addition to its services. The relevance of balancing Ads with services is also buttressed by participants that did not agree that Jumia had a positive image, most of these participants revealed that their encounter with Jumia was poor, thus, it did not matter if Jumia had good adverts, as long as Jumia had poor services, its image will remain poor. 
[bookmark: _Toc136446406]4.2.6. Discussion for theme three
The theme above reveals that Jumia has a positive brand image which is linked to its simple, entertaining, and direct advertisement. However, its positive brand image is not totally dependent on its advertisement. Jumia had to balance its advertisement with positive services, therefore building and maintaining its positive image. Service delivery is an essential part of developing a positive image. Scholars as Chukwuma and Valentine (2021) note that despite targeted and relevant advertisement and brand awareness programmes. There is a need to balance advertisement with good service delivery (Abioro & Odunlami, 2021). Service delivery creates greater awareness, especially through word-of-mouth recommendations. From the interviews some interviewees note that they knew that Jumia had a positive image based on testimonials provided by close relatives. Service delivery provides several extra advantages including differentiating businesses from competition, using it as a competitive advantage, retaining customers and making profits (Ajagbe et al, 2014; Ogbuji et al., 2011). Within the context of Jumia, the brand has a good service delivery, it delivers products in less than 4 or 5 days, with the exact quality as requested (Murmimi, 2016). However, not all customers were satisfied with Jumia, from the interviews some interviewees noted Jumia had poor services which influenced its positive image. This only buttress that a positive image is not a totally product of advertisement. Jumia needs to balance its advertisement with good service delivery, therefore achieving and maintaining a positive image. 
[bookmark: _Toc136446407]4.3. Objective Two:  Examine the impact of branding strategies of Jumia on consumers loyalty.
This objective sought to discover the impact of Jumia’s branding strategies i.e., Ads on consumer loyalty. The researcher’s intention was to investigate if Jumia’s Ads was sufficient in preventing its customers from patronising other brands and sticking to them for a long while.  The interviews reveal several opinions on the impact of Jumia’s branding strategy i.e., adverts on overall consumer loyalty.
[bookmark: _Toc136446408]4.3.1. Theme one: Advertisement is partially essential for patronage. 
Customer patronage is a representation of customer loyalty (). Loyal customers consistently purchased products from brands (Olunlade, 2021). Therefore, businesses developed strategies to increase customer patronage, especially through advertising products (Benjamin et al., 2019). In relation to Jumia, the overall analysis of interviews suggests that advertising products influenced patronage in some instances, while it did not in certain situations. Interestingly, Interviews gave their reasons for patronising or not patronising Jumia despite its Ads. 
GH, who just started patronising Jumia in the last 6 months and purchased shoes, and electronics, considered Jumia’s Ad good and essential, however it did not play any essential role in influencing his decisions to patronise Jumia. He notes that.
 “Jumia’s advertisement has nothing to do with me patronizing them. I appreciate their advertisement strategy, and I would employ them to keep up the excellent work it is working for them”-GH (M, 30) 
While GH notes that Jumia’s ads were not a factor influencing recurrent purchases, he commended Jumia for its ads and employed them to keep up the excellent. YT, however, notes that patronising Jumia is not linked to its Ads, however, she includes a reason for this. Therefore, she notes that.
 “No, not really. If they have what I need at an affordable price, I will order it without hesitation, nothing minding whether they even have an online campaign”-YT (F, 26)
YT’s opinions suggest that she will patronise Jumia despite its adverts if the price was affordable. Therefore, adverts were not sufficient reason for YT to patronise Jumia, but pricing.
Also, CF who has been a Jumia customer for 2 years, and purchases wrist watches, shoes and beauty products points that Jumia’s advertisement did not influence constant patronage or loyalty, but other factors, 
“No, sir. My patronage does not have anything to do with their advertisement. I get my satisfaction from getting the exact product within the time frame I requested for it and at the right price”- CF (F, 24)
For CF, her patronage is not linked to advertising, however getting the exact products ordered, at the right time and with the right price was significant in patronising Jumia. 
From the above interviews, it is established that Jumia’s ad as a branding strategy did not influence its customer loyalty and consistent patronage. This is because customers were more concerned about the affordability of commodities, getting the exact products they ordered, and at the right time. 
However, other customers note that advertising influenced their desires to patronise from Jumia. This is because of reasons as peace of mind, assurance, discounts, and promos. 
For MJ, who had patronised Jumia for 2 years, and purchased many things, Jumia’s Ads gave him a confidence to constantly purchase from Jumia, because it gives him the assurance that his money is safe, thus he notes: 
“The firm's ongoing initiative grants me much assurance and belief in their services. Each patron continuously craves the conviction that their money is in safe hands, and Jumia’s online campaign reliably provides that peace of mind to its customers”- MJ (M, 29)
Similarly, UT, who has been purchasing from Jumia for 2 years and purchases mainly clothing and shoes, notes that she purchased from Jumia due to its Ads. Jumia’s ads were reassuring and reinforcing of her faith in the company, therefore she notes.
“The frequent reinforcement of my faith in the organization contributes to my assurance. Customers always desire the security of their funds, and Jumia's online campaign has constantly provided that confidence for its clients”. UT (F, 26)
In a different opinion, AB, who has been patronising Jumia for 6 years now, notes that his desire to purchase from Jumia is linked to Ads, however, he notes that it was because of certain promos and discounst which Jumia occasionally provides:
“On occasion, I have purchased items that weren't necessarily required but were advertised at discounted prices”- AB (M, 27)
From the above analysis, this research finds that Ads increased the desire for customers to patronise Jumia. This is because Jumia’s Ads offered an assurance, that the business is serious, thus customers can trust the business by purchasing and getting their products delivered. Therefore, customers had peace of mind while purchasing from Jumia. Also, Jumia’s Ads reinforced positive values of the business especially its value for customers. Customers also purchased from Jumia when there were promos and discount prices on products, this is mainly conveyed through Ads. 
[bookmark: _Toc136446409]4.3.2. Discussion for Theme one
This research finds that Jumia’s ads as a branding strategy on some occasions did influence consistent patronage. Therefore, ads were on some occasions is not a strong branding strategy for Jumia. Jumia’s focuses on a lot of adverts, therefore selling most of its values, missions, and operational strategies via ads (Redjeki and Affandi, 2021). However, the analysis of interviews reveals that none of those is essential to Jumia as its ads had less impact on customer loyalty and patronage. This is because rather than ads, customers were more concerned with price. Despite good ads, customer’s purchase of products is limited based on their income and purchasing power (Nkwo et al., 2018). Thus, Jumia’s loyalty and patronage was not based on its ads but significantly due to low pricing. 
Also, the research finds that they consistently purchased from Jumia not because of ads but getting the exact products they ordered. Jumia ensured that all products ordered were exactly delivered without challenges (Okpighe et al, 2020). This gave Jumia a positive reputation, further influencing recurrent purchase, also customers were motivated by the constant feedback given by other customers concerning how products they ordered were always exact. Therefore, Jumia’s patronage and loyalty was in its ability to maintain exactness with products ordered and that which was delivered. Disparity in product ordered and delivered, created trust issues and loss in confidence for online retail stores, retail stores consistently strived to ensure that they balanced products ordered with those delivered (Dwivedi et al., 2017). Furthermore, timely delivery of Jumia’s products is what influenced its patronage. Ads were not a strong factor influencing consistent patronage (Benjamin et al., 2019). 
However, the research also finds that Jumia’s Ads in some context influenced customer’s patronage. This is due to certain reasons as peace of mind and assurance. This research finds that Jumia’s ads gave customers peace of mind by reassuring them of the company’s customer centrism, its dedication of value and its determination towards quality service. Reassurance of customers increased trust and loyalty (Olunlade 2021). When customers were certain that businesses will always deliver based on their values and mission, they were prone to patronise the business further (Grubor & Milovanov, 2017). Businesses that gave customers assurance, and fulfilled such assurance had high level of loyalty (Ojedokun, 2019). This is because customers desired satisfaction and experience (Warrier et al., 2021). Businesses that gave customers peace of mind and assurance, created positive satisfaction and experiences (Bai et al., 2020). This increased recurrent patronage.  
[bookmark: _Toc136446410]4.3.3. Theme Two: Jumia’s Advertisement partially stopped purchase from Competitors.
A proof of customer loyalty is a disregard for other brands and patronising their most preferred brands (Bananda & Nwagwu, 2021). Therefore, businesses desiring to measure their customer’s loyalty should consider the customer churn rate (Rahman et al.., 2022). This research therefore studies if Jumia’s ads as a branding strategy will reduce customer churn rate i.e the patronising of other competitors like Konga and Jiji. Overall, the analysis finds that Ads made certain customers loyal to Jumia based on certain reasons, while others were not. 
For instance, MJ, who has been a customer for 2 years, notes that Jumia’s ads made him more conversant with the brand, therefore stopping him from patronising other brands. He was more comfortable to order from Jumia, and did not purchase from other online stores, this was also influenced by Jumia’s user friendly website and product affordability.
“No. I am more conversant with Jumia. I feel more comfortable order products from Jumia. Their website is user friendly, and their product are affordable”. MJ (M, 29)
Also, CF who has consistently purchased from Jumia for 2 years notes that she felt comfortable to purchase from Jumia, due to similar reasons with MJ, however she had patronised other stores if they had promos or low pricing when compared with Jumia.
“I prefer to purchase products from Jumia; their site is easy to navigate, and their prices are regulated and affordable, but I have had to patronise other online shopping malls before. Most time when those online malls have a promo that offers products at a very low price”- CF (F,24)
Unlike CF, whose loyalty to Jumia was dependent on several factors, HH, who has been a customer of Jumia for 5 years, and purchased products as kid’s school material from books, schoolbags, and shoes, displayed unalloyed support to Jumia. This is due to her ability to get everything she wants from Jumia. 
“No, I have never needed that. I usually get everything I need from Jumia. I guess I am a loyalist”- HH (F, 32)
Nevertheless, YT, who had purchased from Jumia for 4 years notes that she was not totally loyal to Jumia, but her patronage was determined by several associated factors. 
“Honestly, I don’t have any exceptional loyalty to Jumia. If they have the product I need at an affordable price, I will get it. However, if I get a better offer from another franchise, I won’t hesitate either. So I order products from other online shopping malls, from Konga Jiji to Shopify”- YT (F, 26)
From the above interviews, Jumia’s advertisement created loyalty by preventing customers from purchasing from competitors in some cases, and not purchasing from competitors in other cases. The situations were related to several reasons. 
[bookmark: _Toc136446411]4.3.4. Discussion for Theme two
Purchasing from Jumia’s competitors was determined by several factors, therefore the occurrence of these factors determined loyalty to Jumia. The ease of use was a factor determining loyalty to Jumia. The research notes that certain customers were loyal to Jumia due to the ease of navigating on their websites and apps. Therefore, they could easily get what they wanted. Ease of use is a significant factor determining patronage, customers wanted apps and sites that were easily navigated offering them the exact and direct information they requested (Osakwe et al., 2016). Customers also had short attention span; therefore, they could easily change to competitors who offered more friendly and direct websites (Olunlade, 2021). Jumia, however, can maintain its customers due to ease of website and app navigation. However, in cases where customers patronised competitors it was due to price, therefore, if prices from competitors like Konga, Jiji or Shopify had cheaper products in comparison to Jumia, customers were quick to change loyalty. Pricing was therefore a significant factor influencing the loyalty of customers (Grubor & Milovanov, 2017). Customers were rarely loyal to brands with higher prices, customers are price sensitive especially in the retail sector that mainly offered fast moving consumer goods (Nebo & Ejionueme, 2017), switching to brands that offered more friendly or affordable pricing. Jumia’s branding strategy of ads was not thoroughly effective in ensuring that customers do not purchase from competitors. If Jumia’s pricing was friendly, customers would purchase, however if it was not customers would purchase from another website. Product availability was also considered before purchasing from competitors (Farinloye et al., 2020). Thus, customers would purchase from competitors of Jumia who had products which Jumia did not have. Also, when competitors offered promos, customers would purchase from them. 
[bookmark: _Toc136446412]4.4. Objective Three: To critically discover the challenges consumers faced in relation to Jumia’s branding strategies.
Despite the relevance of Jumia’s branding strategies, especially Ads. Jumia still faced certain challenges. Businesses occasionally faced challenges associated with branding (Ugbam & Okoro, 2017). Branding was difficult to draft, it must target the right customers, with the right messages or frameworks and adopt the right channels. This research therefore sought to discover the challenges Jumia faced in relation to its branding. 
[bookmark: _Toc136446413]4.4.1. Theme one: Challenges of Branding Facing Jumia
Interviewees revealed several challenges they encountered in relation to Jumia’s branding strategies, especially its advertisement. These challenges were insightful, majority of interviewees suggest that Jumia is limiting itself with ads, they recommended that Jumia should broaden its scope and integrate other branding strategies.  For instance, EE notes that: 
“The only difficulty I have with them is not just limited to advertising. Jumia ought to think about offering other items that could help bring in more customers to their sites. For instance, they could offer exercise sessions or even news updates”. -EE (M, 23)
EE, notes that Jumia’s focus on advertisement as a branding strategy is too limited, there are other areas Jumia could explore including exercise sessions or news update. KH, who has been a customer of Jumia for 28 years, and purchasing products as household accessories notes that. 
“In general, I believe their performance is commendable. The only issue I have with Jumia's advertising strategies is that they focus too much on platforms whose target audience may not be ideal for their products and services”- KH (F, 28)
For KH, platforms which Jumia uses to market its products is not ideal for its set of target customers. Thus, Jumia should explore using other platforms which it can effectively reach its target audience. 
MP also notes a challenge about Jumia’s ads by noting.
“It appears as though Jumia may not be too concerned with the preferences and needs of their customers. Their advertisements often do not reflect what shoppers are looking for. Oftentimes, out-of-style or outdated products are being showcased, which does not help build trust between the company and customer base” MP (M, 25)
Thus, to MP, adverts of Jumia was either out-date or out of style, this could affect trust between the customers and its base. 
Contrarily JP, who has been a customer of Jumia for 4 years, notes an operational challenge with Jumia, thus, noting she explains that.
“I have a major concern regarding the advertising from Jumia that states Jumiapay as the most efficient and secure way of payment. Despite this, I have had difficulty with it being slow in practice, and there was one instance where my account was deducted for something I was attempting to buy but had not been credited for paying”- JP (F, 32)
JP’s challenge with Jumia is it is Jumiapay system. Despite Jumia’s ads showing it to be the best and most secure mode of payment, it had challenges of sluggish performance, and deducting customers without reason. 
From the above the challenges facing Jumia’s advertising branding strategy relate to overemphasizes of advertisement and not considering other methods of reaching customers. Platforms used for ads did not effectively meet its target audience. Its ads were sometimes outdated, and their ads gives a different operational message than what is obtained. 
[bookmark: _Toc136446414]4.4.2. Discussion for Theme one
This research finds the challenges of Jumia’s branding strategy, especially its ads. Several participants had several issues regarding Jumia’s use of adverts. The overemphasis of ads by Jumia is a considerable challenge. Some interviewees note that other effective means as exercise sessions, and news update can be adopted by Jumia, however its use of ads limited its reach. Businesses considered several other mediums to reach customers (Amadi & Obayi, 2022). With the advent of social media and other internet means of connecting to customers, businesses have diverse alternatives for brandings (Harcourt & Ikegwuru, 2020). Using several alternatives enhanced business reach and increased customer base (Farinloye et al., 2020). Therefore, Jumia is limiting itself by focusing on ads.
Also, the platform Jumia used for ads did not effectively reach its target market. Jumia’s target market is mainly Generation Y, they were more present on Facebook and Instagram. However, Jumia’s ads were mostly done on Youtube. Youtube users mainly consisted of Generation Z. Thus, by focusing its ads on Youtube, Jumia could not effectively reach its target audience. Adopting the best platforms for targeting audience becomes essential to branding (Wali and Opara, 2013). Businesses that adopt the right platform could connect, engage, and interact with customers (Mazhar et al, 2022). Therefore, building awareness, reputation, and cognisance (Ajagbe et al., 2014; Goodie-Okio, 2022a). Use of Youtube instead of Facebook, limited Jumia’s potential of connecting to its customer base. 
Another challenge was Jumia’s use of out-date and out-of-style adverts. Ads needed to be based on contemporary trends, therefore eliciting the right responses (Wali and Opara, 2013). Some participants, however, note that Jumia did not change its ads, most of its ads used trends which were not popular or out of fashion. Ads need to be carefully constructed, reflecting contemporary issues therefore attracting customers (Amadi and Obayi, 2022). Ads were more effective when they reflected newer trends that revolve around the target market (Farinloye et al, 2020). However, Jumia’s out-dated and out-of style adverts did not allow the target audience effectively to resonate with its ads. This affected its branding strategy.
Finally, some participants note that Jumia’s ads, especially on its operational systems, was not thoroughly genuine. Jumia’s payment system was not infallible as their ads made it seem. Some customers experienced challenges regarding its payment system. Payment systems were sometimes slow and other times had transaction difficulties where customers had their accounts unduly deducted. This cause stress, panic, and dissatisfaction amongst customers. Operational systems played a significant role in modern retail business (Amadi and Obayi, 2022). Apps, websites, and other means need to be carefully developed to ensure comfort, ease of use and prevent challenges (Nwulu and Nwokah, 2018). Most customers were wary of internet means of purchase due to transaction difficult and undue deduction of accounts (Izogo & Jayawardhena, 2018). Therefore, instead of Jumia’s ads to display its aps as being infallible it should consider making its apps more effective for payment. 
[bookmark: _Toc136446415]4.5. Overall Discussion and Comparism of Research Finding to the Literature Review
The overall discussion will link certain findings of the research to the literature review 
The performance of Jumia’s branding strategy especially its ads is a main research finding. Findings from research objective one (theme one and two) reveals that Jumia has created a confidence, trust and honesty from its customer based. It also provides good services, it delivers products on time, with exactness and desired quality. This is corresponds to the literature review about Jumia’s branding strategy. Ojedokun (2019), notes that Jumia is considered the Amazon of Africa due to its customer centrism, it is able to maintain its reputation due to quality service delivery. Bananda & Nwagwu (2021), notes that Jumia constantly seeks to offer quality to its customers by providing value, addressing transactional problems and fostering cordial relationship with its customers. This is attributed to several awards given to Jumia. Jumia in 2022 was presented with the GAGE award which places at the best e-commerce platform offering quality and seamless shopping experience for customers (Okojie, 2022). 
The research findings on objective two and three, which discusses the customer loyalty of Jumia in relation to its branding strategies and also the challenges facing Jumia do not correspond to the literature review, these are new findings of this research. For instance, this research finds that Jumia’s advertisement is not totally responsible for its positive perception and image, this is different from scholars like Nkwo et al (2018); Badran (2021), who note that Jumia’s positive perception is linked to its consistent use of ads, thus drawing awareness and attention to its business values. Also, this research finds that not all customers purchased from Jumia because of ads. Some purchased due to price, affordability and if products satisfied their desires. This is different from Ojedokun (2019); Rahman et al (2022) who express that consistent use of ads by Jumia stimulates individuals into purchasing from Jumia, as it creates a mental picture of Jumia. While, this research discovers that ads influenced individuals to purchase from Jumia because promotes Jumia’s values, and confidence, it also reassures customers of Jumia’s determination and commitment to service quality. The research also finds that not in all cases did customers purchased from Jumia due to ads. The challenges facing Jumia are totally a new finding of this research. Challenges as the over use of Ads and not focusing on other branding strategies, Jumia using YouTube instead of Instagram or Facebook were majority of its customers are, and Jumia misrepresenting itself by not balancing its Ads with good services especially its payment platforms are new discoveries peculiar to this research.
[bookmark: _Toc136446416]4.4. Summary of Findings
This chapter has discussed the major themes discovered from the analysis of interviews. The chapter discussed these themes based on the research objectives. The research finds that use of adverts by Jumia gives it a high-rating because its ads reflects it provides good value and timely delivery of products, its ads show that Jumia’s is concerned with solving customer challenges. Also, the research reveals that Jumia’s its branding strategy i.e focus on ads did not influence patronage as customers were more concerned with price, exact products and timely delivery. Furthermore, the research discovers that challenges facing Jumia’s use of ads as a strategy is linked to its overemphasis on ads, the platform it used for ads, out of style ads, and ads that did not reflect the challenges of its app payment system. Therefore, these findings have implications. The next chapter discusses the implications and how Jumia can improve its branding. 
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[bookmark: _Toc136446418]IMPLICATIONS, CONTRIBUTIONS, RECOMMENDATIONS AND CONCLUSION
[bookmark: _Toc136446419]5.1. Implications of the Research Findings
The research findings have several implications, especially on the practice of branding for Jumia and other retail firms and the theoretical discourse on branding. 
The analysis shows that advertisement was not a strong branding strategy, especially in increasing customer patronage or loyalty. Ads were a means of creating awareness for Jumia; through adverts, Jumia can positively create a good image, confidence and trust in its brand (Chukwuma and Valentine, 2021). It was also able to show itself as a customer-centric business. However, this is not sufficient to increase patronage or loyalty (Abioro & Odunlami, 2021). A significant factor contributing to patronage and loyalty is the affordability of products. Therefore, customers considered pricing better than ads (Ogbuji et al., 2011). Pricing, therefore, is an effective branding strategy Jumia and other retail brands should consider. Product availability is also an effective branding strategy; Jumia offering products that other competitors did not have could influence the rate at which customers consistently patronised its products. Retail brands with a high spectrum of products increase the constant purchase from customers (Nkpurukwe et al., 2020); brands such as Jumia and other retail firms must consider improving the spectrum of products, therefore influencing recurrent purchases.
Furthermore, effective time delivery and exactness of products were reasonable factors influencing customer perception and recurrent purchases (Anyanwu et al., 2018). Jumia ensured that the products ordered were the same as those delivered, enhancing consistent purchase and patronage. Retail firms should consider implementing this approach. 
Moreover, this research finds that there still exist vast techniques for branding, which Jumia was yet to explore. Jumia's focused more on ads which were not thoroughly effective. Its Ads, however, were sometimes outdated and did not resonate effectively with its target audience. Developing Ads should be focused and more direct, especially in the message's content (Benjamin et al., 2019). Developing messages for Ads should suit the population, further ensuring that the target population is connected effectively with Ads (Redjeki and Affandi, 2021). Jumia's ads were outdated furthermore did not effectively connect to its population. Retail firms can also adopt this approach, therefore developing other potent means of connecting with customers and improving awareness. The channel Jumia adopts for Ads, i.e, Youtube, is inconsistent with its target market, i.e., Generation Y. Most of them were on Facebook and Instagram. Thus, Jumia's ads did not effectively meet its target audience. Branding is more effective when the chosen channels meet its target audience (Nkwo et al., 2018). Jumia and other retail firms in Nigeria needed to ensure that the platforms chosen for meeting their target audience were reliable, thus effectively aiding the transmission of their messages. 
The implications of the research findings portray that though Jumia has achieved some form of relevance in its current branding strategy; however, there is still much the company can do to improve its branding and reach its target audience. 
[bookmark: _Toc136446420]5.2. Contributions of the Research
The research has contributed to getting in-depth findings from Jumia's branding strategies. Most literature on Jumia's branding did not focus on customers; furthermore, they gave a generalist view of Jumia's branding and use of ads. However, this research goes in-depth by discovering the impact of ads on perception and patronage. The research discovers that ads impacted perception because it shows Jumia as a reliable and honest company that focuses on customer service rather than profit; it also shows that Jumia was a customer-centric business allowing for communication and solving challenges that evolve. This is why Jumia is highly rated by its customer base. However, the research also notes that ads were not an effective branding strategy, as customers considered pricing, affordability, and delivery of products. In other words, the performance of retail firms was a better strategy for achieving awareness and popularity amongst customers. This goes in line with the Appraisal Tendency Framework (ATF), which notes that by businesses performing some specific functions, they can create an immediate cognitive response leading to decisions amongst customers (Han et al., 2007)
[bookmark: _Toc136446421]5.3. Limitations of the Research
The limitations of the research are mainly in the management of data. Qualitative research especially using interviews, was cumbersome and rigorous that required seasoned expertise to manage and collate data effectively. The short timeframe for the research limited the ability to effectively manage and collate data collected through interviews. Also, the researcher conducted interviews via Whatsapp platforms; this limited the researchers' ability to physically watch the participants while they were making their comments about issues. This limited the researcher from understanding the extent to which questions created emotional appeal amongst participants.
Nevertheless, these limitations did not affect this research. The researcher ensured that all data was presented precisely without manipulations. Thus, increasing the quality and credibility of the research.
[bookmark: _Toc136446422]5.4. Recommendations for Practice
Based on the findings of the research. The following is recommended.
The research finds that overemphasising ads is a challenge to Jumia's branding. This is because customers found other areas in which Jumia can build an effective branding strategy. Thus, the research recommends Jumia's focus on other means of branding, including social media campaigns, content marketing and emotional marketing; these have greater customer connection and resonation (Nkwo et al., 2018). This will create a broader platform for Jumia to reach and position itself amongst its customers.
The research finds that the platform Jumia uses for its ads and branding strategies did not effectively meet its target market. Currently, Jumia focuses much on Youtube for its ads; most Youtube users are Generation Z (Dwivedi et al., 2017). However, Jumia's target audience was Generation Y, which is mainly on Facebook and Instagram. Thus, the research recommends that Jumia should focus on using platforms such as Facebook and Instagram. This way, it can meet with its major customer, i.e., Generation Y. 
The research finds that Jumia ads were out of date or out of style and mostly did not meet up with current trends in the marketplace. Therefore, this research recommends that Jumia should adopt ads based on contemporary trends and happenings. This way, it can excite customers, creating awareness as a relevant and up-to-date company. 
The research finds that Jumia's app was sometimes faulty, thus leading to challenges while purchasing. Therefore, the research recommends that Jumia considers making its app more operational without faults, thus reducing the negative perception it obtains from using poor apps. 
Finally, the research finds that customers considered price, affordability and availability of products when making purchases rather than ads. Thus, Jumia should consider making its prices friendlier and products more affordable to the age group it markets to. This will increase the level of patronage. In addition, participants noted that they patronised Jumia's competitors because of pricing and affordability. Thus, Jumia can make its pricing friendlier to increase patronage and loyalty. 
[bookmark: _Toc136446423]5.6. Recommendations for Future Research
Future researchers can conduct a comparative analysis between the branding strategies of Jumia and its African competitors, i.e., Konga and Jiji. Thus, discovering the similarities and differences and what customers found attractive or not attractive. This can increase knowledge about the overall branding strategies adopted by retailers in Nigeria. 
Future researchers can also conduct a comparative analysis between Jumia and its international competitors, i.e., Amazon. Thus, noting the difference in their branding strategies and which was more effective in meeting customer expectations. 
Future research can study managers at Jumia, therefore noting why the adopted ads as the most preferred branding strategy. Future researchers can also discover the challenges of branding from a managerial point of view. Finally, future researchers can use questionnaires to gain more data from customers of Jumia, therefore testing the hypotheses and discovering if there is a connection between branding and customer loyalty and patronage. 
[bookmark: _Toc136446424]5.7. Overall Conclusion/Reflection
This research has revealed the relevance of Jumia's branding strategy, i.e., ads on Jumia's perception and loyalty. The research reveals that Jumia's focus on ads is essential for the company as it creates trust, loyalty, and confidence. It also creates a high image of the quality and customer-centric nature of Jumia. This was essential to its popularity and awareness, especially amongst Nigerian consumers. However, its branding strategy focusing on ads was ineffective in driving recurrent purchases or loyalty because customers value price, affordability, and timely delivery of products over ads and awareness. Jumia, therefore, needs to focus more on the pricing of products, affordability, and timeliness in its delivery of products. These factors can significantly increase Jumia's positioning, making it overcome its competitors in the Nigerian market. 
Reflecting on this research, I acknowledge that it was difficult, especially the data collection and analysis. However, with the help of my supervisor and with consistent determination, I was able to complete this dissertation. The study on Jumia has also been intriguing and interesting. I have learned a lot, especially about the relevance of branding strategies to customer perception. I have also learned much about research methodology. This is an aspect I needed help with during the course works and writing the dissertation. However, completing this dissertation has given me more experience with methodology. I will continue researching other aspects of branding, customer perception and marketing. 
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Appendix A: Informed Consent 

INFORMED CONSENT FORM 

I.	Research Study Title: An Evaluation of Branding Strategies and Consumer Satisfaction: A Study of Jumia
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan. 
Researcher Name: Oluwaseun Michael Ojedokun
Email: seunojedokun@gmail.com
II.	Clarification of the purpose of the research

The aim of this research is to evaluate the influence of branding strategies on consumer satisfaction, focusing on Jumia. This is driven by the need to empirically discover how (and if) Jumia's branding strategies especially its advertisement has created a positive perception, influenced loyalty, and explored challenges Jumia faces while adopting advertisement as its branding strategies Furthermore, through a combination your participation and the latest research into Jumia’s branding strategy. This research will add to the body of academic understanding of branding and consumer satisfaction. 
III.	Confirmation of particular requirements as highlighted in the Plain Language Statement
This project involves taking part in semi-structured interviews.  The interviews/survey responses will be recorded and seek to gather information on your experience as a customer of Jumia. Questions are directed towards your thoughts on Jumia’s branding strategy. I estimate the interviews will take no longer than 40 minutes to complete.

Every attempt will be made not to interfere with normal business operations, as such interviews and or surveys will not be conducted at month or quarter end.

Participant – please complete the following (Circle Yes or No for each question)

Have you read or had read to you the Plain Language Statement	     Yes/No
Do you understand the information provided?			     Yes/No
Have you had an opportunity to ask questions and discuss this study?    Yes/No
Have you received satisfactory answers to all your questions? 	     Yes/No
Are you aware that interviews will be audiotaped?			     Yes/No
IV.	Confirmation that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete.  
V.	Advice as to arrangements to be made to protect confidentiality of data, including that confidentiality of information provided is subject to legal limitations 

Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   
VI.	Participant Signature:
I have read and understood the information in this form.  My questions and concerns have been answered by the researcher, and I have a copy of this consent form.  Therefore, I consent to take part in this research project
Participants Signature:		[image: ]						
Name in Block Capitals:			AJURI JAMES 				
Witness:					SEUN OJEDOKUN					
Date:								13/05/2023						





[bookmark: _Toc136446427]Appendix B: Plain Language Statement
	Introduction to the Research Study
Research Study Title: An Evaluation of Branding Strategies and Consumer Satisfaction: A Study of Jumia
University: Griffith College, Graduate Business School.
Principal Investigator: Dr Garrett Ryan. 
Researcher Name: Oluwaseun Michael ojedokun
Email: seunojedokun@gmail.com
II.	Details of what involvement in the Research Study will require

This project involves taking part in semi-structured interviews.  The interviews/survey responses will be recorded and seek to gather information on your experience as a customer of Jumia. Questions are directed towards your thoughts on Jumia’s branding strategy. I estimate the interviews will take no longer than 40 minutes to complete. 
III.	Potential risks to participants from involvement in the Research Study (if greater than that encountered in everyday life) I do not anticipate any risk to participants because of participation in this Research Study.
IV.	Benefits (direct or indirect) to participants from involvement in the Research Study
The objective of this Research Study is to gain new knowledge that will enable understand the branding strategies of Jumia. This study may, therefore, be of benefit to you by providing you with the opportunity to contribute to the body of knowledge on Jumia so that you and our society may benefit.
V.	Advice as to arrangements to be made to protect the confidentiality of data, including that confidentiality of information provided is subject to legal limitations 
Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   
VI.	Advice as to whether or not data is to be destroyed after a minimum period 
Audio tapes/Survey data will be destroyed on the successful completion of this master’s degree in full compliance with GDPR regulations.  
VII.	Statement that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point.  There will be no penalty for withdrawing before all stages of the Research Study are complete.  

If participants have concerns about this study and wish to contact an independent 
person, please contact: 

Dr Garrett Ryan
Graduate Business School
Research Committee
Griffith College
South Circular Road, Dublin 8, Ireland
 
Phone:  + 353 1 416 3324
Email: garrett.ryan@griffith.ie
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Hello, 
My name is Seun Ojedokun a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; Case study of Jumia’s. For information’s sake Branding involves all attempts of a business to create a positive and well-known brand, branding strategies include: •	Advertisement, 
•	Promotions, 
•	Brand logos and designs, 
•	Brand campaigns
Thank you once again for your participation, please can you confirm you read the plain language statement and consent form? And confirm that you’re participating at your own free will and aware that this interview will be recorded for transcription accuracy purposes only? Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized. 
Okay let’s start with some basic information. 
1. Are you a customer of Jumia? 
2. How long have you been a customer of Jumia?
3. What products do you mostly purchase from Jumia?
4. How will you rate Jumia’s services so far?
Alright, let’s get into the main business.
5. Has Jumia created a positive feeling of trust and confidence to you through its advertisement?
6. Do you see Jumia as having a positive business image based on its advertisement?
7. Has Jumia used its online advertisement to successfully create positive awareness about its business?
8. Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
9. Do you think that your buying things of Jumia is related to its advertisement and online campaigns?
10. Do you purchase products from Jumia’s close rival Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
11. What challenges do you face based on Jumia’s advertisement strategies?
12. Have these challenges affected your buying things from of Jumia?
13. Are there channels which you communicate these challenges to Jumia?
14. Has Jumia reacted positively or negatively to these challenges?
15. What strategies can Jumia adopt to solve some of these challenges?
Conclusion: Is there anything you would like to say that has not been contained in this interview? 
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[bookmark: _Toc136446430]INTERVIEW WITH AN
I: Good afternoon, Sir
R: Good afternoon, sir.
I: Thank you for agreeing to take this interview. My name is Seun Ojekodun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in International Business.
: Okay. It is nice meeting you, seun. Can we begin, please?
I:  So, this interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Alright.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And also, confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. 
R: Thank you very much, sir. I confirm that I am participating in this interview of my free will. Yes, I read the plain language statement and consent form, and you have my full consent.
I am also reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Alright, thank you, sir.
I: Okay, let’s begin with some basic information.
R: okay.
I: Are you a customer of Jumia?
R: yes. I have bought some gadgets from Jumia.
I: How long have you been a customer of Jumia?
R: I just started shopping at Jumia last year.
I: What products do you mostly purchase from Jumia?
R: I buy gadgets like phones, laptops, and other accessories from Jumia.
I: How will you rate Jumia’s services so far?
R: On a scale of 100%, I would give them an 80%. They are doing quite well.
I: Alright, let’s get into the business of the day.
R: okay.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Yes, it has. The advertisement featured how safe it is to shop with the company. So, this assures me that my transactions are secure. I have had cases where people were tricked while trying to make payments on online platforms. But that’s not the case with Jumia. Small acts like this help to build confidence in your customers.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Okay am not a gadget or internet freak. I like things simple and straight to the point. That’s one of the factors that attracted me to Jumia. I saw an ad reiterating that Jumia’s website is easy to navigate. That alone does it for me, and I am sure it has helped attract customers to their website countless times. So, I feel their advert has a positive effect on people.
I: Has Jumia used its online advertisement to create positive awareness about its business?
R: Yes, it has. I remember discussing this with a friend the other day. He was glad that he started patronizing Jumia. He explained how it takes longer while patronizing other online shopping malls. He told me that one of the things that attracted him to Jumia was adverts he saw about Jumia delivering their products as at when due. 
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: (laughs) Yes, I do get paid for referrals. So, the better the company’s advertising strategy, the easier it is for me to convince potential customers to patronize them and, by extension, increase my take-home pay. 
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: It consistently boosts my confidence and trust in the company. Every customer always wants reassurance that their investment is safe, and Jumia’s online campaign consistently does that for their customers.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: No, I have not. 
I: What challenges do you face based on Jumia’s advertisement strategies?
R: The only challenge I have with them is beyond just advertising. Jumia should seek to feature other products that could help bring potential customers to their sites. For example, they could provide virtual yoga classes or even news updates.
I: Have these challenges affected your buying things from Jumia?
R: No, I won’t say it has affected my buying of products from Jumia.
I: Are there channels through which you communicate these challenges to Jumia?
R: I have communicated my grievance through the customer help centre on their website.
I: Has Jumia reacted positively or negatively to these challenges?
R: (laughs) Do they read those comments? If they do, I have yet to see any changes in that regard.
I: What strategies can Jumia adopt to solve some of these challenges?
R: It is simple. Their advertisement should feature information that would benefit both their customers and potential customers. For example, they could inform their customers of health tips and even relationship tips. This would increase the traffic to their site and give the impression that they care for their customers.
I: Is there anything you would like to say that has not been contained in this interview? 
R: Okay. Should I send my account details? I thought we were supposed to be paid for this (laughs).
I: (laughs) How much do you want me to pay you? Thank you very much for your time.
R: Thank you, sir. Do have a wonderful day.
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I: Hello, 
R: Hi, good morning.
I: Good morning. How are you doing today?
R: I am fine, thank you very much.
I: My name is Seun Ojedokun, a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay, that’s a good one. I hope to put in for my master’s degree soon.
I: Oh! That’s nice. All the best, sir. So, this interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Okay.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form?
R:  I can read the plain language statement and consent form.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R:  Yes, I do. I consent to this interview of my own free will.
I: Okay, let’s start with some basic information.
R: Okay.
I: Are you a customer of Jumia?
R: Yes, I am. I am a very loyal customer. I deserve an award (laughs).
I: (laughs) How long have you been a customer of Jumia?
R: Let’s say, six years now. I remember the first time I patronized Jumia was during the 20th birthday of my brother six years ago. I had to get him an iPhone, and someone suggested I do so through Jumia.
I: What products do you mostly purchase from Jumia?
R: I am a student at the state university. I usually buy watches from Jumia and sell them to students and lecturers in my school. I mostly purchase wristwatches from Jumia, but I buy other products too.
I: How will you rate Jumia’s services so far?
R: Jumia has been fantastic. I have never had any issues with a transaction before. I always get what I ordered and at the right time also. If allowed, I would give them a 100%.
I: okay. I am glad you feel that way. So, let’s start with the day’s business (laughs).
R: (laughs). Okay.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Jumia is doing great in terms of advertising. Their advertising strategy is epic and worth emulating. So, yes, their advertisement speaks confidence and class. And I would say that reassurance is worth it.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Yes, I feel Jumia understands its customers’ needs and consistently seeks to meet them. Most importantly, their offerings are genuine. Most of my friends are loyal customers of Jumia. They have a great image, and people are talking about Jumia. They should keep up the excellent work.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: yes. Jumia’s advertising copies are usually accessible on various platforms, from Facebook, Twitter, and blog posts to Instagram. Some of these ads are in the form of videos that showcase customer testimonials. This helps create a positive image of Jumia in their customers. 
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No. Not really. 
I: Is your buying things from Jumia related to its advertisement and online campaign?
R: yes. Sometimes I get to buy products not necessarily because I needed them at that point but because I saw an ad showing that those products would sell at a lower price. 
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?  
R: Yes, I shuffle between Jumia and Jiji. No, my patronizing other online shopping malls has nothing to do with Jumia’s online campaign. 
I: What challenges do you face based on Jumia’s advertisement strategies?
R: Sometimes, the advertisement is not realistic. This is because after seeing that a product would sell for a specific price on an advert, the actual price would be different on Jumia’s site. This is usually not nice and feels like deception. I think that they should do something about that. They should try to be realistic and factual as possible.
I: Have these challenges affected your buying things from Jumia?
R: Yes, it has. When I see adverts like that, I usually don’t believe them because I have had bad experiences with them. 
I: Are there channels through which you communicate these challenges to Jumia?
R: Yes, I once stated my grievances in the complaint section.
I: Has Jumia reacted positively or negatively to these challenges?
R: Yes, they have improved on that significantly.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should try to update their adverts. The problem is that some of those adverts need to change their time frame. So, for instance, you would see an advert for a reduction in price for a festive period like Christmas long after those offers are no longer viable or a Black Friday offer on Tuesday (laughs).
I: Is there anything you would like to say that has yet to be contained in this interview? 
R: No.
I: Okay, thank you very much for your time.
R: Thank you. The pleasure is mine
              
[bookmark: _Toc136446432]INTERVIEW WITH OL
I: Hi, Good morning, sir.
R:  hello, good morning, sir. How are you doing today, sir?
I: I am fine, thank you. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: okay, it’s nice to meet you, Seun.  
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, using Jumia as a case study. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: okay. Thank you for intimating me with that information.
I: Thank you once again for your participation. Please confirm you read the plain language statement and consent form.
R: Yes, I do. I read the plain language statement, and you have my consent.
I: Please can you also confirm that you’re participating of your own free will and also aware that this interview will be recorded for transcription accuracy purposes only? 
R: Yes, I know this interview will be recorded, and I agree to this interview.
I: Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I understand. Thank you very much.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: yes, I am. I get some of my stuff from Jumia.
I: How long have you been a customer of Jumia?
R: Let’s say for like four years now.
I: What products do you mostly purchase from Jumia?
R: I purchase most of the things I use in the house from Jumia—especially my kitchen utensils.
I: How will you rate Jumia’s services so far?
R: how do you mean?
I: Let’s say, on a scale of one to ten, how would you rate the company?
R: okay, I would give them a seven. 
I: Alright, let’s get into the main business for the day.
R: (laughs) You mean to tell me we have not started? I thought we were almost done.
I: (laughs) Don’t worry, I won’t take too much of your time. So, has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Yes, the company does a lot of advertising. I never believed I would get to patronize online shopping companies. However, the series of comments I read about how customers got their products delivered safely without any issues convinced me.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Yes, I think it does. There are virtually few sites you visit where you don’t get to see Jumia’s ads, and 80% of the comments that follow those ads are positive. So, yes, I think Jumia is doing quite well.
I: Has Jumia used its online advertisement to create positive awareness about its business?
R: Yes, Jumia has done that.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: no, I wouldn’t say that. 
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No. Not currently. Before now, I would have said yes. I have had good experiences with shopping from Jumia. So, I think they have earned my trust.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: yes. It is not in any way related to Jumia’s online campaigns. I think a few times I have had to get some product from Konga. The reason was that the product was not available at Jumia.
I: What challenges do you face based on Jumia’s advertisement strategies?
R:  Generally, I think they are doing very well. My only concern with their advertising strategy is that Jumia concentrates its advertising at sites that do not have a traffic of customers well suited to patronizing them.
I: Have these challenges affected your buying things from Jumia?
R: No, it has not affected how I patronize the company.
I: Are there channels through which you communicate these challenges to Jumia?
R: No, I haven’t done so at any time. I did not know that there were avenues to do that.
I: Yes, there are provisions where customers could lay out their complaints and state their grievances on their website. 
R: Thank you for that information. I would find that function and make use of it next time.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should try to ascertain how much sale they make from every site that features their ads. They should compare the sale the sales margin from those sites and confirm which site has a poor sales turnout. Then, they should concentrate their ads on those sites.
I: Is there anything you would like to say that has not been contained in this interview? 
R: no, nothing, sir. Thank you for your time.
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I: Good afternoon. How are you doing today, ma?
R: I am fine, thank you very much.
I: My name is Seun Ojekodun, a student of Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Thank you, sir. It is nice meeting you, sir.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Alright.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And, confirm that you’re participating of your own free will and also aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Thank you. I would want my name to be private. I consent to the interview; yes, you have my full permission.
I: Please confirm that you read the plain language statement and consent form.
R: Yes, I do
I: Okay. Thank you for your consent. So, my question to you is: Are you a customer of Jumia?
R: Yes, I am.
I: How long have you been a customer of Jumia?
R: I have been a customer of Jumia for two years.
I: What products do you mostly purchase from Jumia?
R: I usually get hair products from Jumia as I have a hair salon.
I: How will you rate Jumia’s services so far?
R: I would rate them with a seven out of ten. I am satisfied with their delivery time. They usually address any problems concerning my purchase and the products I order. 
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: yes, it has. Beyond being enticing and persuasive, Jumia’s ads are realistic and honest. The product in the adverts is what you would get if you ordered it.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: The advertisement on Jumia is concise, clear, and straight to the point. People usually have limited time to spend perusing products on the internet. So Jumia provides all of this through its advertisement. As a result, people out there are talking positively about Jumia, which is working well for them.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes, some of the advertisements contain social proof to authenticate the company’s claim. This involves real people with positive experiences from purchasing a product. This creates a positive outlook for the company, and people are more aware of online shopping and the advantages of patronizing Jumia.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes. Sometimes I get to know that a product is available through advertisement. I probably tried to purchase the product while it was not available. So usually, an ad helps me know when the product is available.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No, I have come to trust the company over the years. It’s reassuring to see people have a positive image of the company, but beyond just that, I like to patronize them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I am not too acquainted with those other online shopping malls. So, I like to stick to things I am familiar with. So, no, I don’t purchase products from those online shopping companies.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: I feel like Jumia doesn’t care about its customers. Their ads usually don’t feature the needs of their customers. Sometimes they advertise outdated products that are no longer in fashion or trend. This is generally not helpful as sometimes we as customers want to depend on the fact that our sellers have done their research and are giving us nothing but the best. We should be able to have that confidence and rely on Jumia.
I: Have these challenges affected your buying things from Jumia?
R: Yes, it has. With my work, we must be constantly updated with trending hair products. Failure to do so will be detrimental to business. Hence if those products are not available, I would have to look for other means of getting them. Usually, I resolve to use physical malls.
I: Are there channels through which you communicate these challenges to Jumia?
R: Yes, a few times, I have had to complain in the comment section. 
I: Has Jumia reacted positively or negatively to these challenges?
R: No. I don’t think anything has been done about that. I still see outdated products in their ads. 
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should employ individuals who can look into some of the products that are in fashion and trends. Also, they could have popular brand promoters in the person of celebrities that are constantly updated in style.
I: Is there anything you would like to say that has not been contained in this interview? 
R:  No, thank you very much, sir.
I:  Thank you for your time.
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 I: Hello, 
R: Hello, good afternoon, sir. How are you doing today, sir?
I: I am fine, thank you. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay. Nice to meet you, sir. Please hope this will not take too much time because there is somewhere that I need to be.
I promise I won’t be taking too much of your time. This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand, and branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns. 
R: okay. 
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form?
R: I read the plain language statement and consent form.
 I: Please confirm that you’re participating of your own free will and aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Yes, I am participating of my free will, without cohesion. Can we go ahead now, please? You have my consent.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: Yes, I think I am. I do frequent their site occasionally to get some of my consumables.
I: How long have you been a customer of Jumia?
R: I have been patronizing Jumia for like a year now.
I: What products do you mostly purchase from Jumia?
R: I get products like body cream, perfumes, clothes, and shoes from Jumia.
I: How will you rate Jumia’s services so far?
R: I would give them 70% credit. They are doing a great job.
I: Alright, let’s get into the main business we are here for.
R: You mean to say that we have not even started the business we are here for (laughs).
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: I would say yes to that. Through their various advertisements, I have seen that they care so much for their customers. You can easily see through those advertisements that they are constantly seeking new ways to provide goods and services to their customers at a more affordable price. It’s a good feeling to know that your suppliers have your satisfaction at heart beyond just profit.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: If they continue with their strategies are worth emulating as they are honest and substantiate their
as Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes, through their advertising, they have created a niche for themselves by being honest to their customers. People love buying things from Jumia.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Jumia’s advertisement has nothing to do with them satisfying me as a customer. I know what I want, and I go for it. I usually just search for the product I need.
I: Is your buying things from Jumia related to its advertisement and online campaign?
R: Jumia’s advertisement has nothing to me patronizing them. 
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I have patronized other online shopping companies, but Jumia is more satisfying. One time, I had to buy a product from one of those online shopping companies which was a bad experience. The delivery was late, and the product was substandard.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: One of the issues I have with the advertisement on Jumia is difficulty using the Jumia pay. Their advertising reiterated that Jumia pay is the fastest and safest means of payment; however, it is usually slow. I was once debited for a product I wanted to buy without being accredited to have paid. 
I: Have these challenges affected your buying things from Jumia?
R: It has affected my patronage at Jumia because, most of the time, I am scared that it would take too much time trying to pay on the platform. So, I would rather just utilize traditional shopping.
I: Are there channels through which you communicate these challenges to Jumia?
R: I communicated these through the help centre on the Jumia website.
I: Has Jumia reacted positively or negatively to these challenges?
R: They fixed the problem. My only challenge is that it usually takes a lot of time. Most times, I have had to pay twice while waiting for the previous transactions to be rectified.
I: What strategies can Jumia adopt to solve some of these challenges?
R: I think they should upgrade their payment system. They could also provide different means of payment and give compensation for a faulty transaction (laughs).
I: Is there anything you would like to say that has not been contained in this interview? 
R: I want to thank you for an excellent job and, by extension, appreciate Jumia for bringing the marketplace to our doorsteps.
[bookmark: _Toc136446435]INTERVIEW WITH GH
I: Hello, 
R: Hi, good morning.
I: Good morning. How are you doing today?
R: I am doing very well.
I: Thank you for taking this interview. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: It’s nice meeting you, Mr. Seun.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Wow, that’s interesting to know.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And confirm that you’re participating of your own free will and also aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Thank you very much, Mr. Seun, and yes, I read the plain language statement.
I: Please, can I get your consent for this interview?
R: You have my consent, sir.
I: Are you a customer of Jumia?
R: Yes, I am.
I: How long have you been a customer of Jumia?
R: I just started buying products from Jumia six months ago, and it has been a beautiful experience.
I: What products do you mostly purchase from Jumia?
R: I order products like clothes, shoes, television, speaker, and phones from Jumia.
I: How will you rate Jumia’s services so far?
R: Jumia is a blessing to me. I do not have to worry so much about buying substandard products anymore. So, if I were to rate them, they deserve a 9 out of 10. 
I: That’s great. So, you love Jumia that much? I think they should give you an award (laughs)
R: (laughs) You could give me one on behave of them.
I: So, has Jumia created a positive feeling of trust and confidence in you through its advertisement?
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Jumia is doing a great job, like I have said before. But like all businesses, there are always challenges, and Jumia as an enterprise is not exempt from that. So, they do their best to meet customers’ needs and expectations. Not all customers will be satisfied. Not necessarily because it was the fault of the company but because a lot of factors come to play between the point of requesting a product to the delivery of that product. Jumia’s advertising is doing its best with the resources available to them. I think their consistency will reflect on people’s perception of them if they continue to be persistent.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R:  Based on customers’ testimonials and comments attached to their various advertisements, I think Jumia is doing a great job creating a positive awareness of themselves through a good ad. 
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer, 
R: Jumia’s advertisement has nothing to do with me patronizing them. I appreciate their advertisement strategy, and I would employ them to keep up the excellent work it is working for them.
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: No, sir. Jumia’s online campaign and advertisement have nothing to do with my patronage. I am a loyal customer with no strings attached (laughs).
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online color?
R: Yes. Most times, the price at those other online shopping sites is lower than those for the same product at Jumia. At other times the design of the product I needed was not available at Jumia. So, I have had to buy products from Konga before, which has nothing to do with Jumia’s online campaign or advertisement.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: Okay, the flash sales deals on Jumia feel like a scam. They advertise a deal that is too good to be true but never get to give those deals to anyone. I don’t know if anyone has landed those deals before, but personally, I have not been opportune to get those deals.
I: Have these challenges affected your buying things from Jumia?
R: No, not at all.
I: Are there channels through which you communicate these challenges to Jumia?
R: I know there are channels to do so, but I have never done so.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Whenever there is an offer like that, there should be a countdown to show the number of those offers that have been exhausted and those that are still vacant. It creates transparency between sellers and customers. A section where those who won those offers could give a testimonial should also be designed to validate their claims that those offers are real. 
I: Is there anything you would like to say that has yet to be contained in this interview? 
R: No, I have nothing to add, sir.
I: Okay, thank you very much for your time.
I: Thank you very much, sir. The pleasure is all mine.  

[bookmark: _Toc136446436]                                                              INTERVIEW WITH YT
I: Good afternoon, ma.
R:  Good afternoon, my friend. How are you?
I: I am doing well, sir. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay. That’s a good one. All the best with your studies.
I: Thank you, sir. So this interview is intended to gain your knowledge, opinions and perception about “Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns. So thank you once again for your participation; please can you confirm you read the plain language statement and consent form?
R: I give my consent, and I confirm that I can read the plain language statement.
I: Please confirm that you’re participating of your own free will and also be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: yes, I also confirm that I am participating of my own free will, without cohesion.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: Yes, sir, I consider myself a bonified customer of Jumia.
I: How long have you been a customer of Jumia?
R: The first time I bought products from Jumia was, like, four years ago.
I: What products do you mostly purchase from Jumia?
R: I have gotten products like a television, fridge, home theatres, and generator from Jumia.
I: How will you rate Jumia’s services so far?
R: They are doing a great job. I am satisfied with their delivery time, and the price is usually lower with online shops than with their physical counterparts. So, they earned an eight out of ten.
I: Alright, let’s get to business.
R: Okay, business it is (laughs).
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R:  Yes, I have trust and confidence in Jumia, and their consistent advertisement has helped in this regard.
I: Do you see Jumia as having a positive business image based on its advertisement?
R:  No, I do not appreciate their advertising strategy. They have a lot to improve on. They should employ capable hands to utilize every avenue to achieve that. There is a lot of competition, and they must bring their A-game to the peak of the advertisement business.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Well, I don’t know about positive awareness, but with the number of complaints I see these days about some of the inadequate services Jumia has offered to their customers, they will be lucky if they keep afloat in the next two years. So, my answer to that is a NO.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes, I do. 
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No, not really. If they have what I need at an affordable price, I will order it without hesitation, nothing minding whether they even have an online campaign,
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: Honestly, I don’t have any exceptional loyalty to Jumia. If they have the product I need at an affordable price, I will get it. However, if I get a better offer from another franchise, I won’t hesitate either. So, I order products from other online shopping malls, from Konga Jiji to Shopify.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: Jumia needs better scrutiny for the authenticity of the advertised products on their sites. Some of these products are fake.
I: Have these challenges affected your buying things from Jumia?
R:  Yes, it has. I don’t buy everything from an online mall, even if they are available. I prefer to purchase products with many fakes from a physical mall. This way, I would be able to confirm their authenticity before I pay for the products.
I: Are there channels through which you communicate these challenges to Jumia?
R: I bought a watch recently only to discover it was fake. I complained about it in the help center. That is the suitable medium to do that.
I: Yes, that’s one way to go about it. Has Jumia reacted positively or negatively to these challenges?
R: They responded to my complaints promptly, as I got a refund about two weeks following the transaction.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should validate the authenticity of a product before displaying them in their adverts. Strick measures should be taken against perpetrators who sell fake products at Jumia’s online shop. 
This would discourage the number of fake products being marketed on their website.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. I have nothing to say for now.
I: Thank you very much for taking the time to take this interview. 
R: Thank you. Do have a wonderful day.

[bookmark: _Toc136446437]                                                        INTERVIEW WITH HH

I: Hi, Good afternoon, ma’am.
R: Hello, Good afternoon. How are you doing?
I: I am doing okay. Thank you for asking.
R: Hope this will not take too long because I need to pick up my kids from school in an hour.
I: No, ma. I would be as brief as possible. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns.
R: Okay.
I: Thank you again for participating; please confirm you read the plain language statement and consent form. 
R: Yes, I can read the plain language statement and the consent form. I agree to be interviewed.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R:  Yes, I am participating of my own free will, and I am fully aware that this interview will be recorded, and Tran scripted.
I:  So, my first question for you is; Are you a customer of Jumia?
R:  Yes, I am.
I: How long have you been a customer of Jumia?
R: I have been a customer for five years now.
I: What products do you mostly purchase from Jumia?
R: I get my kids’ school material from Jumia—Stuff like books, schoolbags, and shoes. 
I: How will you rate Jumia’s services so far?
R: On a scale of one to five. I Would give them a four.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Yes. I have some level of trust and confidence in the firm. The information provided through their advertisement is reliable and trustworthy.
I: Do you see Jumia as having a positive business image based on its advertisement?
R:  yes, Sir. 
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes, I think Jumia’s advertising has contributed significantly to their customer’s perception of them. The general population is becoming more aware of E-shopping, and if Jumia keeps up with its good work, they have a good chance of winning these potential customers over.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No, Sir. I rarely bother myself with those ads. 
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No. Jumia’s online campaign and advertisement have nothing to do with buying a product from them
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice b to Jumia’s online campaigns?
R: No, I have never needed that. I usually get everything I need from Jumia. I guess I am a loyalist (laughs). 
I: (laughs) What challenges do you face based on Jumia’s advertisement strategies?
R: Okay. As I have said before, I care very little about Jumia’s advertisements, but I feel they could improve the quality of the pictures in the ads. I don’t know if the fault is from the sellers or the Jumia’s website, but some of the images in their advertisement are not of optimal quality.
I: Have these challenges affected your buying things from Jumia?
R: Yes. A few times, I have had to postpone buying a product because I was unsure of the product as the picture was not very clear. 
I: Are there channels through which you communicate these challenges to Jumia?
R:  Yes, I communicated the issue through the help centre on the Jumia’s website.
I: Has Jumia reacted positively or negatively to these challenges?
R: Well, some of the product pictures are good, but some are still unclear.
I: What strategies can Jumia adopt to solve some of these challenges?
R:  They could create a system of accreditation that regulates not just the price of a product but also the image quality of the product that is to be advertised. This would also help reduce the number of customers complaining about getting what they did not order. Thus, enhancing customer satisfaction.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. 
I: Thank you very much for your time.
R: Thank you.
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I: Hello, Good morning, ma
R: Hi, how are you?
I: I am doing Okay. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master's degree in international business. 
R: It's nice to meet you, sir.
I: The pleasure is all mine, sir. This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns.
R: Okay, I didn't know they were into all of that stuff too.
I: They do. So, thank you once again for your participation; please can you confirm you read the plain language statement and consent form? 
R: Yes, I read the plain language statement and the consent form.
I: please confirm that you’re participating of your own free will and know that this interview will be recorded for transcription accuracy purposes only.
R: I confirm that I am taking this interview of my own free will, and I am aware that this interview will be recorded, and Tran scripted.
I: Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Okay, thank you very much.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: Yes, I am a customer of Jumia.
I: How long have you been a customer of Jumia?
R: I don't think it's up to two years now that I began to patronize Jumia.
I: What products do you mostly purchase from Jumia?
R: I purchase products like phones, wristwatches, clothes, shoes, and body creams. I have even had to order a generator from Jumia before.
I: How will you rate Jumia’s services so far?
R: I would rate them as satisfactory. Their services are top-notch, and they are constantly improving their service delivery.
I: Alright, let’s get into the main business.
R: Alright, business it is.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Yes, I think I have a positive outlook and impression about Jumia. This can be attributed majorly to their advertisement.  
I: Do you see Jumia as having a positive business image based on its advertisement?
R: With their current efforts in the aspect of advertising, I think Jumia will do very well in the near future.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: The strength of the positive image of any company is a direct reflection
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No, sir. My satisfaction does not have anything to do with their advertisement. I get my satisfaction from getting the exact product within the time frame I requested for it and at the right price.
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: Yes, I am not just a customer; I also sell products on Jumia. An improvement in their ads will facilitate the traffic of customers to their site and hence increase the number of sales I make from Jumia. The more sales I make, the more resources are available for me to patronize them also.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I prefer to purchase products from Jumia; their site is easy to navigate, and their prices are regulated and affordable, but I have had to patronize other online shopping malls before. Most of the time those online malls have a promo that offers products at a very low price.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: I think Jumia should start considering selling goods at a cheaper price with respect to the amount of product a customer is buying. And these should be reflected in their advertisement. So, the more a customer buys, the lower the price. This will encourage more sales.
I: Have these challenges affected your buying things from Jumia?
R: Yes, it has. If I get a better offer at a lower price from another online shopping mall for the same product, I will opt for the more affordable offer.
I: Are there channels through which you communicate these challenges to Jumia?
R: (Laughs) I have never thought of doing so for this reason anyways.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Advertisement on Jumia should be done in such a way that it is categorized. Those that are buying a single unit of a product have a price allocated, those buying two units of the product should have a slight reduction, and those buying, let's say, ten units of the same product should also have a significant reduction. 
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. Thank you very much.
I: Thank you for your time, sir.
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I: Good afternoon, sir, how has your day been?
R: Good Afternoon. I am doing very well. 
I: My name is Seun Ojedokun, a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: It's nice meeting you, sir. 
I: The pleasure is all mine, sir. This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; Case study of Jumia’s. For information’s sake Branding involves all attempts of a business to create a positive and well-known brand, branding strategies include Advertisement, Promotions, Brand logos and designs and Brand campaigns.
R: Alright.
I: Thank you once again for your participation, please can you confirm you read the plain language statement and consent form?
R: Yes, I read the plain language statement and the consent form. You have my consent.
 I: please can you also confirm that you’re participating at your own free will and aware that this interview will be recorded for transcription accuracy purposes only?
R: Yes, I am aware that the interview will be recorded and transcribed and I am participating at my own free will.
I: I am also reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Okay, I'd appreciate that.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R:  I have bought a few things from Jumia. I think that qualifies me as a customer, right? (laughs).
I:  Okay, I would take that as a yes. So how long have you been a customer of Jumia?
R:  I have been a customer for two years now 
I: What products do you mostly purchase from Jumia?
R: I buy a lot of products from Jumia. I buy virtually everything from Jumia. I work in a bank. I hardly have time to spare for regular physical shopping. So, what I do most of the times is just order products from Jumia while my sister helps me pick the products when they are delivered.
I: How will you rate Jumia’s services so far?
R: I would rate them with a seven out of ten.  The idea that you could shop with your phone from the comfort of your bed is intriguing (laughs).
I: (laughs) I totally agree with you. So, would you say Jumia has created a positive feeling of trust and confidence in you through its advertisement?
R: I have trust issues. I rarely trust a structure or process until it has proven itself beyond reasonable doubt that it is dependable. Over the years, I think Jumia has consistently demonstrated through its advertisement that they are worth our confidence and trust. So, I would say they have earned mine.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Yes. Soon, I see Jumia becoming one of the best online shopping sites. They are putting a lot of effort into advertising. If they don't relent and keep up the good work, I see them taking over the advertising market and online shopping.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes, I feel they have.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes, I think it does. 
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: No, my buying things from Jumia has nothing to do with their online campaign. Like any business, jumia has shortcomings, but I think they are doing their best. It's easier for me to shop for products while having a range of choices. It makes evaluating and selecting a product easier.
I: Do you purchase products from Jumia’s close rival Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: No. I am more conversant with Jumia. I feel more comfortable ordering products from Jumia. Their website is user friendly, and their products are affordable.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: There should be a provision for preliminary information about a product. Most times, Jumia gives slipshod details about products. This leads to customers complaining about getting what they did not order. 
I: Have these challenges affected your buying things from Jumia?
R: Yes, it has. I remember one time I ordered a shirt, and the color of the clothes in the advertisement was white. I was shocked when the color turned out to be blue on delivery.
I: Are there channels through which you communicate these challenges to Jumia?
R: Yes, I complained via the complaint section. I tried explaining how the color of the advertisement did not match the product I received.
I: Has Jumia reacted positively or negatively to these challenges?
R: As expected, nothing was done about that. I only hope they ensure the picture on the advertisement matches the product.
I: What strategies can Jumia adopt to solve some of these challenges?
R: A well-encompassing yet precise information should be provided about a product. At the corner of any advertisement, A section should be created where complete information about the product is given. The color of the product to its specification should be clearly stated without reservations.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No, thank you very much.
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I: Good afternoon.
R: Good afternoon, sir.
I: Thank you for agreeing to take this interview. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay. It is nice meeting you, Seun. Can we start.
R:  So, this interview is intended to gain your knowledge, opinions, and perception about Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Alright.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And, confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. 
R: I am grateful for your time, sir. I can confirm that I have decided to take part in this interview of my own volition. Yes, I carefully read the straightforward statement and waiver of consent, and you now have my unequivocal authorization.
I: I am also reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Alright, thank you, sir.
I: Okay, let’s begin with some basic information.
R: okay.
I: Are you a customer of Jumia?
R: Yes. I have bought some products from them.
I: How long have you been a customer of Jumia?
R: I just started shopping at Jumia last year.
I: What products do you mostly purchase from Jumia?
R: I buy gadgets like phones, shoes, laptops, and other accessories from Jumia.
I: How will you rate Jumia’s services so far?
R: On a scale of 100%, I would give them 80%. They are doing quite well.
I: Alright, let’s get into the business of the day.
R: okay.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: The advertisement highlighted the safety of shopping with this company, which has provided me with assurance that my payments will be secure. Unfortunately, other online platforms have been known to deceive some customers. Nonetheless, Jumia guarantees a different experience. These little actions help foster trust among its consumers.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I am not an avid internet user, so I appreciate the simplicity of Jumia's website. The advertisement that emphasizes how easy it is to use likely has brought in plenty of customers. As someone who likes to get things done quickly, this drew me in, and I believe it has been a successful approach for them.
I: Has Jumia used its online advertisement to create positive awareness about its business?
R: I do recall having this conversation with my brother just the other day. He was pleased that he began utilizing Jumia's services. He noted that it is more taxing to shop at physical stores and pointed out one of the major draws for him was Jumia promises delivery of their items on time.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: (laughs) I receive a remuneration for referrals; therefore, it is beneficial for the company to have an effective advertising strategy to facilitate my task of persuading potential customers to use their services, resulting in an increase in my compensation.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: The firm's ongoing initiative grants me much assurance and belief in their services. Each patron continuously craves the conviction that their money is in safe hands, and Jumia’s' online campaign reliably provides that peace of mind to its customers.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: No, I have not. 
I: What challenges do you face based on Jumia’s advertisement strategies?
R: The only difficulty I have with them is not just limited to advertising. Jumia ought to think about offering other items that could help bring in more customers to their sites. For instance, they could offer exercise sessions or even news updates.
I: Have these challenges affected your buying things from Jumia?
R: No, I won’t say it has affected my buying of products from Jumia.
I: Are there channels through which you communicate these challenges to Jumia?
R: No, I have never done that.
I: Has Jumia reacted positively or negatively to these challenges?
R: I have never made any complaint in that regard.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Their advertisement should provide useful information that is beneficial not only for existing customers but also potential customers. Ideas could range from health advice to relationship guidance; this will increase website traffic and help show that the company is invested in the wellbeing of its customers.
I: Is there anything you would like to say that has not been contained in this interview? 
R: Okay. Should I send my account details? I thought we were supposed to be paid for this (laughs).
I: (laughs) How much do you want me to pay you? Thank you very much for your time.
R: Thank you, sir. Do have a wonderful day.
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I: Hello, 
R:  Hi, good afternoon.
I: Good Afternoon. How are you doing today?
R: I am fine, thank you very much.
I: My name is Seun Ojedokun, a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay, that’s a good one. I hope to put in for my master’s degree soon.
I: Oh! That’s nice. All the best, sir. So, this interview is intended to gain your knowledge, opinions, and perception about Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Okay.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form?
R: I can comprehend the straightforward language of the notification and agreement form.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R:  I agree to partake in this interview of my own volition.
I: Okay, let’s start with some basic information.
R: Okay.
I: Are you a customer of Jumia?
R: Yes, I am. I am a dedicated patron and feel that I ought to be acknowledged in some way (laughs).
I: (laughs) How long have you been a customer of Jumia?
R: I have been using Jumia for six years now; I recall my first time using their services was for my wife's birthday.
I: What products do you mostly purchase from Jumia?
R: I am a professor at the state college. I typically purchase shoes from Jumia and offer them to my peers in my university. But I also buy other items as well.
I: How will you rate Jumia’s services so far?
R: I have been consistently satisfied with Jumia. I have not experienced any issues in regard to my transactions thus far, and always receive my order as expected and on time. If allowed, I would rate them a perfect score.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Jumia is performing exceptionally in terms of marketing. Their promotional strategy is exemplary and deserves admiration. Indeed, their adverts exude confidence and sophistication. Therefore, investing in this approach will provide assurance that it was worthwhile.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I can confirm that Jumia is highly attentive to its customers' demands and works hard to satisfy them. Furthermore, their products are genuine. A lot of my acquaintances remain committed customers of Jumia, and the company has created a fantastic reputation; people are speaking positively about them. Undoubtedly, they should continue their outstanding service.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Jumia's advertisements are available on a variety of outlets, such as Facebook, Twitter, blog posts and Instagram. These ads often take the form of videos displaying customer testimonials, which help foster a positive perception of Jumia in the minds of its customers.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No. Not really. 
I: Is your buying things from Jumia related to its advertisement and online campaign?
R: On occasion, I have purchased items that weren't necessarily required but were advertised at discounted prices.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?  
R: Yes, I alternate between Jumia and AliExpress for my shopping. No, the fact that I choose to shop at various other online stores is not related to any of Jumia's promotional activities.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: Yes, it has happened to me. Whenever I encounter a promotion like that, I usually do not trust it due to my past experiences with them.
I: Have these challenges affected your buying things from Jumia?
R: Yes, it certainly has. I tend to be skeptical when viewing ads like that due to prior negative experiences.
I: Are there channels through which you communicate these challenges to Jumia?
R: I did express my dissatisfaction in the grievances section at one point.
I: Has Jumia reacted positively or negatively to these challenges?
R: Indeed, they have made considerable progress in that area.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should make attempts to revise their advertisements. The issue is that some of these ads need to be updated according to a certain timeframe. For example, an advertisement showcasing a sale price or special promotion during holidays like Salah might still be advertised long after the offer has expired, or a Black Friday offer displayed on a Monday (laughs).
I: Is there anything you would like to say that has yet to be contained in this interview? 
R: No.
I: Okay, thank you very much for your time.
R: Thank you. The pleasure is mine.
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I: Hi, Good morning, sir
R: Greetings, sir. Hope you are doing well this morning.
I: I am fine, thank you. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Pleasure to make your acquaintance, Seun.
I: This interview is intended to gain your knowledge, opinions, and perception about Branding and Customer Loyalty, using Jumia as a case study. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: I appreciate you providing me with that information.
I: Thank you once again for your participation. Please confirm you read the plain language statement and consent form.
R: I affirm that I have read the straightforward explanation and hereby give my approval.
I: Please can you also confirm that you’re participating of your own free will and aware that this interview will be recorded for transcription accuracy purposes only? 
R: I am aware that this interview will be recorded, and I am in agreement with this arrangement.
I: Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I comprehend. Much appreciated.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: Yes, indeed I do. Some of the items I purchase come from Jumia.
I: How long have you been a customer of Jumia?
R: Let’s say, for like four years now.
I: What products do you mostly purchase from Jumia?
R: I tend to acquire most of my household items from Jumia, particularly Household stuff.
I: How will you rate Jumia’s services so far?
R: how do you mean?
I: Let’s say, on a scale of one to ten, how would you rate the company?
R: okay, I would give them a seven. 
I: Alright, let’s get into the main business for the day.
R: (laughs) Are you trying to say that we haven't even begun yet? I thought we were nearly finished.
I: (laughs) Don’t worry, I won’t take too much of your time. So, has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Yes, the organization does a great deal of promotion. I never thought I would be able to utilize online shopping organizations. In any case, subsequent to perusing the numerous positive remarks from customers about how they got their items securely conveyed without any issue, I was persuaded.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Yes, I believe that Jumia is doing quite well. Their ads are virtually everywhere and most of the responses to them are favorable. It seems like they are succeeding.
I: Has Jumia used its online advertisement to create positive awareness about its business?
R: Yes, they have.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes. It intimates me with information on the latest product.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No. it has nothing to do with their advertisement.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: No. I have never had to do that. Buying products from Jumia is cheap and affordable. So, I just stick to them.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: In general, I believe their performance is commendable. The only issue I have with Jumia's advertising strategies is that they focus too much on platforms whose target audience may not be ideal for their products and services.
I: Have these challenges affected your buying things from Jumia?
R: No. not really.
I: Are there channels through which you communicate these challenges to Jumia?
R: No. I didn’t know that was possible.
I: Yes, there are provisions where customers could lay out their complaints and state their grievances on their website. 
R: Okay. I will keep that in mind next time.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should assess the number of sales resulting from each website featuring their ads. They should compare the earnings brought in by those sites and determine which one has the lowest rate of conversion. They should concentrate their advertising on those sites then.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They ought to analyze the income they are obtaining from each site that contains their advertisements. They should compare the sales amount and profit margin from those places to distinguish which locations are yielding a low sales yield. Consequently, they should concentrate their ads on those regions.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No, sir. Thank you for your time.
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I: Good afternoon. How are you doing today, ma?
R: I am fine, thank you very much.
I: My name is Seun Ojedokun, a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Thank you, sir. It is nice meeting you.

I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Okay.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And also, confirm that you’re participating of your own free will and also aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: You have my consent. Thank you.
I: Please confirm that you read the plain language statement and consent form.
R: Yes, I do
I: Okay. Thank you for your consent. So, my question to you is: Are you a customer of Jumia?
R: Yes, I am.
I: How long have you been a customer of Jumia?
R: I have been a customer of Jumia for nine months now.
I: What products do you mostly purchase from Jumia?
R: I usually get clothes as I have boutique where I sell clothes.
I: How will you rate Jumia’s services so far?
R: I would rate them a seven on a scale of ten. I am content with their delivery speed. They typically take care of any problems related to my purchase and items I order.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Jumia's advertisements are not only appealing and convincing, but also truthful and accurate. When you purchase something advertised, you will get exactly what is shown in the advertisement.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Jumia's advertisement is succinct, comprehensible, and direct. People usually only have a limited amount of time to review products online. Jumia provides all of this in its advertisement and people respond positively to it, proving advantageous for the company.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Some of the advertisements include evidence from customers who have had good experiences with the product, providing social proof for the company's claims. This can generate a positive reputation, making people more aware of the convenience of buying items from Jumia.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: I am aware that advertisements are often an indication of when a product is available for purchase. On occasion, I may have attempted to buy something only to discover it was not yet in stock. Ads can generally provide me with an understanding of when the item is available.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No, I have come to trust the company over the years. It’s reassuring to see people have a positive image of the company, but beyond just that, I like to buy things from them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: No. I have never patronized any of those sites.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: It appears Jumia may not be too concerned with the preferences and needs of their customers. Their advertisements often do not reflect what shoppers are looking for. Oftentimes, out-of-style or outdated products are being showcased, which does not help build trust between the company and customer base. We should have faith that our providers have taken the necessary steps to ensure that they are offering nothing but top-quality items. It is essential that we can depend on Jumia in this regard.
I: Have these challenges affected your buying things from Jumia?
R: It is imperative that I stay up to date with the most current hair products for my work. Not doing so would be detrimental to business; thus, if necessary, items are not available, I must seek out alternative methods of obtaining them. Most commonly I turn to physical shopping malls.
I: Are there channels through which you communicate these challenges to Jumia?
R: I have had the need to register a complaint in the comments section on multiple occasions.
I: Has Jumia reacted positively or negatively to these challenges?
R: Yes. The situation was promptly solved.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Companies should hire individuals who are knowledgeable about the current trends in fashion and products. Additionally, they can have influential celebrities serve as promoters of popular brands to ensure their branding is up to date.
I: Is there anything you would like to say that has not been contained in this interview? 
R:  No, thank you very much, sir.
I:  Thank you for your time.
[bookmark: _Toc136446444]INTERVIEW WITH JP
I: Hello, 
R: Hello, good afternoon, sir. How are you doing today, sir?
I: Hello, 
R: Hello, good afternoon, sir. How are you doing today, sir?
I: I am fine, thank you. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay.
I: I promise I won’t be taking too much of your time. This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand, and branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns. 
R: okay. 
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form?
R: I went over the straightforward explanation and accepted the agreement.
I: Please confirm that you’re participating of your own free will and aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I am willing to take part voluntarily and without hesitation. May we proceed now? I approve.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: I believe so. I occasionally visit their website to purchase items I need.
I: How long have you been a customer of Jumia?
R: I have been patronizing Jumia for like four years now.
I: What products do you mostly purchase from Jumia?
R: I get products like body cream, television, clothes, and shoes from Jumia.
I: How will you rate Jumia’s services so far?
R: I would give them 60%. They are doing a wonderful job.
I: Alright, let’s get into the main business we are here for.
R: Okay.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: I would affirm that. Evident in their numerous ads, they clearly demonstrate a commitment to customer satisfaction. It is manifest in the advertising campaigns that they are constantly striving to make products and services more accessible and of better value. It's satisfying to have confidence that your vendors prioritize your contentment above all else, above profits even.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
I: Do you see Jumia as having a positive business image based on its advertisement?
R: If they keep up their current practices, I anticipate them developing into one of the top online shopping sites. Their advertising tactics are commendable as they are straightforward and support their promises.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Jumia has established a positive reputation for themselves in the market through their trustworthy advertising, making them stand out as a reliable option for customers. People have responded positively to this and are happy to invest in buying goods from Jumia.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: I am aware of my requirements, and I make sure to obtain them. I take the initiative to search for the product that I need and Jumia's advertisement has no effect on my satisfaction as a customer.
I: Is your buying things from Jumia related to its advertisement and online campaign?
R: I am aware of what I desire and look for, so Jumia's advertising has no bearing on my satisfaction as a consumer. Typically, I just search for the item that I need.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I have used other e-commerce companies, however Jumia is much more satisfactory. One time, when I made a purchase from another retailer, it was not a great experience; the delivery was tardy and the product inferior.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: I have a major concern regarding the advertising from Jumia that states Jumia pay as the most efficient and secure way of payment. Despite this, I have had difficulty with it being slow in practice, and there was one instance where my account was deducted for something I was attempting to buy but had not been credited for paying.
I: Have these challenges affected your buying things from Jumia?
R: My patronage of Jumia has been impacted due to my fear that the payment process on their platform will take too long, so I choose to do my shopping elsewhere.
I: Are there channels through which you communicate these challenges to Jumia?
R: I relayed this information through the support page on the Jumia website.
I: Has Jumia reacted positively or negatively to these challenges?
R: They remedied the issue; however, it can be a lengthy process. On more than one occasion, I've had to pay twice while waiting for the prior transaction to be resolved.
I: What strategies can Jumia adopt to solve some of these challenges?
R: I suggest they upgrade their payment system by offering a variety of payment methods and offer some kind of compensation in the event of an unsuccessful transaction.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No, thank you for the interview.   
                                                                                         
[bookmark: _Toc136446445]INTERVIEW WITH KT
I: Hello, 
R: Hi, good morning.
I: Good morning. How are you doing today?
R: I am doing very well. Thank you.
I: Thank you for taking this interview. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: It’s nice meeting you, Mr. Seun.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Okay.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And, confirm that you’re participating of your own free will and also aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: My sincerest gratitude, Mr. Seun; and yes, I comprehended the straightforward explanation.
I: Please, can I get your consent for this interview?
R: You have my consent, sir.
I: Are you a customer of Jumia?
R: Yes, I am.
I: How long have you been a customer of Jumia?
R: I have been patronizing Jumia's products for the last six months and it has been a delightful experience.
I: What products do you mostly purchase from Jumia?
R: I procure items such as apparel, footwear, televisions, speakers, and mobile phones from Jumia.
I: How will you rate Jumia’s services so far?
R: I would highly rate Jumia as they have been an immense boon to me. I no longer have to be concerned about acquiring inadequate items. Thus, if I were to judge them, they would receive a score of 9 out of 10.
I: That’s great. So, you love Jumia that much?
R: (laughs) They are doing great.
I: So, has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Jumia is achieving great success, as I have noted earlier. But, like all companies, there are always stumbling blocks and Jumia is no exception to this. As such, they do their utmost to meet the demands of customers. Not everyone will be content with the outcome; it may not necessarily be due to any fault of their own as numerous aspects can influence the process from when a demand for a product is made until it is delivered. Their advertising offers its best with whatever means at their disposal. If they maintain this consistency, I believe that people's view of them will improve in time.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: According to customer feedback and remarks linked to their promotions, I believe Jumia is doing an excellent job in constructing a beneficial impression of themselves via a noteworthy advertisement.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer.
R: I commend Jumia for their advertisement tactics, and I recognize that it has no bearing on my patronage. I would strongly urge them to continue using this strategy since it appears to be effective.
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: No, sir. My patronage has no connection to Jumia's online promotion and advertising. I am a dedicated customer without any incentives (laughs).
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online color?
R: Yes, usually the prices on other online shopping sites are less expensive than those at Jumia for the same items. Furthermore, sometimes the design that I was looking for was not available at Jumia, so it has been necessary to purchase certain items from Konga regardless of Jumia's online campaign or ads.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: It appears that the flash sales bargains on Jumia may be deceptive. While the advertisement of such deals may appear too good to be true, no one seems to actually receive those offers. I am not aware if there is anyone who has ever been successful in acquiring these offers, and personally, I have not had any luck in being able to purchase them.
I: Have these challenges affected your buying things from Jumia?
R: No, not at all.
I: Are there channels through which you communicate these challenges to Jumia?
R: No. I have never had to do that.
I: What strategies can Jumia adopt to solve some of these challenges?
R: A countdown should be established to indicate the number of offers that have been taken and those which remain available in order to ensure transparency between merchants and consumers. Additionally, a section should be developed where participants who have made use of said offers can provide reviews to authenticate that these opportunities are genuine.
I: Is there anything you would like to say that has yet to be contained in this interview? 
R: No, I have nothing to add, sir.
I: Okay, thank you very much for your time.
R: No, I have nothing to add, sir.
I: Thank you very much, sir. The pleasure is all mine.  

[bookmark: _Toc136446446]INTERVIEW WITH MB

I: Good afternoon, ma
R:  Good afternoon, my friend. How are you?
I: I am doing well, sir. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay. That’s a good one. All the best with your studies.
I: Thank you, sir. So, this interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns. So, thank you once again for your participation; please can you confirm you read the plain language statement and consent form?
R: I give my consent, and I confirm that I can read the plain language statement.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I can affirm that I am willingly taking part in this, with no pressure being applied.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: I can certainly confirm that I am a legitimate client of Jumia.
I: How long have you been a customer of Jumia?
R: The first time I bought products from Jumia was, like, four years ago.
I: What products do you mostly purchase from Jumia?
R: I have gotten products like a television, fridge, home theatres, and generator from Jumia.
I: How will you rate Jumia’s services so far?
R: I am impressed by their work. I am content with their turnaround, and online shops typically offer a lower cost than brick-and-mortar stores. As such, they have earned an 8/10 from me.
I: Alright, let’s get to business.
R: Okay, business it is (laughs).
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: I have faith and trust in Jumia, and their frequent promotion has been supportive in fostering this belief.
I: Do you see Jumia as having a positive business image based on its advertisement?
R:  No, I do not appreciate their advertising strategy. They have a lot to improve on. They should employ capable hands to utilize every avenue to achieve that. There is a lot of competition, and they must bring their A-game to the peak of the advertisement business.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes. They are doing very well. I must commend.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes, I do. 
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No, not really. It has nothing to do with me patronizing them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: Honestly, I don't have any strong allegiance to Jumia; if they have the item I need at a reasonable price, I will purchase it. Nonetheless, if another store presents an even better deal, then I won't think twice about buying from them instead. As a result, I also make orders from other web-based retail outlets ranging from Konga Jiji to Shopify.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: There are a lot of fake products on their sites.  Certain items have been found to be counterfeit.
I: Have these challenges affected your buying things from Jumia?
R: Jumia should exercise more rigorous oversight of the items being advertised on their website, as certain items are not genuine.
I: Have these challenges affected your buying things from Jumia?
R: I have not always chosen to shop at an online mall, even though they provide so many options. Instead, I prefer to go to a physical shopping mall, where it is easier for me to identify authentic products and avoid counterfeits before paying.
I: Are there channels through which you communicate these challenges to Jumia?
R: I recently purchased a shoe, only to discover it was not genuine. I took my grievance to the customer service center to address the issue. Is this the appropriate channel for doing so? Furthermore, they should strive to make improvements in this area.
I: Yes, that’s one way to go about it. Has Jumia reacted positively or negatively to these challenges?
R: They responded to my complaints very fast, as I got a refund about two weeks following the transaction.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Before advertising their products, they must ensure that they are genuine. Strict action should be taken against those who are selling counterfeit products on Jumia's online store.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. I have nothing to say for now.
I: Thank you very much for taking the time to take this interview. 
R: Thank you. Do have a wonderful day.
I: Thank you very much for taking the time to take this interview. 
R: Thank you. Do have a wonderful day.


[bookmark: _Toc136446447]INTERVIEW WITH OT

I: Hi, Good afternoon, madam.
R: Hello, Good afternoon. How are you doing?
I: I am doing okay. Thank you for asking.
R: Hope this will not take too long because I need to pick up my kids from school in an hour.
I: No, ma. I would be as brief as possible. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns.
R: Okay.
I: Thank you again for participating; please confirm you read the plain language statement and consent form. 
R: Yes, I can read the plain language statement and the consent form. I agree to be interviewed.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I am willingly taking part in this interview, and I am fully cognizant that it will be recorded and transcribed.
I:  So, my first question for you is, Are you a customer of Jumia?
R:  Yes, I consider my humble self a good customer.
I: How long have you been a customer of Jumia?
R: I have been a customer for seven years straight now.
I: What products do you mostly purchase from Jumia?
R: I obtain my children's educational supplies from Jumia, such as textbooks, backpacks, and footwear. I: What products do you mostly purchase from Jumia?
I: How will you rate Jumia’s services so far?
R: I'd rate them a four out of five.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: I do indeed have faith in the organization. The data that was supplied through their marketing is dependable and credible.
I: Do you see Jumia as having a positive business image based on its advertisement?
R:  yes, Sir.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: I strongly believe that Jumia's marketing campaigns have had a major influence on its customers' perceptions. People are becoming more aware of e-commerce, and if Jumia continues to do well, they may be able to gain even more of these prospective customers.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No, Sir. I rarely bother myself with those ads. 
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: It should be made clear that there is no correlation between Jumia's online campaigns and advertisements and acquiring an item from them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice b to Jumia’s online campaigns?
R: I have never had to look elsewhere for what I need -- Jumia always has what I need. I guess you could consider me a loyal customer (chuckles).
I: (laughs) What challenges do you face based on Jumia’s advertisement strategies?
R: I have previously stated that it is of little significance to me what Jumia advertises, yet I believe they could refine the quality of their pictures in such ads. I am uncertain if this issue lies with the vendors or Jumia's website, however some of the images seen in ads are not as clear as they could be.
I: Have these challenges affected your buying things from Jumia?
R: Yes. A few times, I have had to postpone buying a product because I was unsure of the product as the picture was not very clear. 
I: Are there channels through which you communicate these challenges to Jumia?
R:  Yes, I communicated the issue through the help center on the Jumia’s website.
I: Has Jumia reacted positively or negatively to these challenges?
R: Some of the product images are satisfactory, however, there are still some that are not as clear.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They could establish accreditation standards that would not only manage the cost of a product, but also guarantee the quality of the item being marketed. This may assist in reducing customer complaints regarding receiving something other than what they ordered, thereby increasing client satisfaction.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. 
I: Thank you very much for your time.
R: Thank you.
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I: Hello, Good morning, ma
R: Hi, how are you?
I: I am doing Okay. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master's degree in international business. 
R: It's nice to meet you, sir.
I: The pleasure is all mine, sir. This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns.
R: Okay, I didn't know they were into all of that stuff too.
I: They do. So, thank you once again for your participation; please can you confirm you read the plain language statement and consent form? 
R: yes, I read the plain language statement and the consent form.
I: please confirm that you’re participating of your own free will and know that this interview will be recorded for transcription accuracy purposes only.
R: I affirm that I am voluntarily consenting to this interview and am aware that it will be audio recorded and transcribed.
I: Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Okay, thank you very much.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: Yes, I am a customer of Jumia.
I: How long have you been a customer of Jumia?
R: It has been less than four years since I started patronizing Jumia.
I: What products do you mostly purchase from Jumia?
R: I purchase products like phones, wristwatches, clothes, shoes and body creams. I have even had to order a computer from Jumia before.
I: How will you rate Jumia’s services so far?
R: I would say they are satisfactory. They provide excellent services and are always striving to better their services.
I: Alright, let’s get into the main business.
R: Alright, business it is.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Yes, they have done that in a lot of ways.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: With their current efforts in the aspect of advertising, I think Jumia will do very well soon.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: The strength of the positive image of any company is a direct reflection.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No sir, my fulfillment has nothing to do with their ad. I am satisfied when I receive the product on time, at the correct price and as expected.
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: I am not only a consumer but also a seller of Jumia. Enhancing the advertising would bring in more shoppers and hence raise my sales revenue from there. The larger the number of purchases I make, the more resources I have at my disposal to make further transactions with them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I typically opt to shop on Jumia due to their easy-to-navigate website and reasonable prices; however, I have had to use other online stores before. Most of the time, these sites run promotions that offer items at very low costs.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: I suggest that Jumia investigate offering discounted prices for bulk purchases. This should be made known in their promotional materials, so customers are aware of the incentive to purchase more. Such an approach could significantly stimulate sales.
I: Have these challenges affected your buying things from Jumia?
R: If an alternative online marketplace can offer the same item for a cheaper rate, then I am going to opt for the more budget-friendly option.
I: Are there channels through which you communicate these challenges to Jumia?
R: I haven't considered taking such action, in any case.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Advertisements on Jumia should be structured to distinguish between quantities purchased. A distinct price should be assigned to those buying a single unit of the product, with a slight reduction for those who purchase two units, and significant reductions for purchases of ten or more units.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. Thank you very much.
I: Thank you for your time, sir.




[bookmark: _Toc136446449] INTERVIEW WITH RT

I: Good afternoon, sir, how has your day been?
R: Good Afternoon. I am doing very well. 
I: My name is Seun Ojedokun a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: It's nice meeting you, sir. 
I: The pleasure is all mine, sir. This interview is intended to gain your knowledge, opinions and perception about Branding and Customer Loyalty; Case study of Jumia’s. For information’s sake Branding involves all attempts of a business to create a positive and well-known brand, branding strategies include: Advertisement, Promotions, Brand logos and designs and Brand campaigns.
R: Alright.
I: Thank you once again for your participation, please can you confirm you read the plain language statement and consent form?
R: Yes, I read the plain language statement and the consent form. You have my consent. 
I: please can you also confirm that you’re participating at your own free will and aware that this interview will be recorded for transcription accuracy purposes only?
R: I am aware that the interview will be recorded and transcribed, and I am voluntarily taking part.
I: I am also reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Okay, I'd appreciate that.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: I believe I am a customer of Jumia since I have purchased several items from them. Is that correct?
I:  Okay, I would take that as a yes. So how long have you been a customer of Jumia?
R:  I have been a customer for two years now.
I: What products do you mostly purchase from Jumia?
R: I make most of my purchases from Jumia as I do not have much free time due to my banking job. It is a very convenient way to get all the things I need in one go, as my sister assists me with picking up the items when they are delivered.
I: How will you rate Jumia’s services so far?
R: I would give them a seven on a scale of ten. The concept of being able to shop on your phone while in bed is quite appealing.
I: (laughs) I totally agree with you. So, would you say Jumia has created a positive feeling of trust and confidence in you through its advertisement?
R: I harbor a considerable amount of distrust. It takes a significant demonstration of reliability before I will trust something. Jumia has met this requirement through their advertising for quite some time, leading me to believe that I can rely on them and have faith in the company.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I anticipate that Jumia will become one of the most successful online shopping sites soon. They have been actively promoting and investing in their marketing—if they remain diligent, I foresee them dominating the advertising and online shopping sectors.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes, I feel they have.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes, I think it does. 
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: I'm not influenced by Jumia's online campaigns when it comes to buying from them. They have their flaws like any business, but I believe they're striving to do their best. Shopping through them affords me a wide range of options and that's what makes comparison and selection of products a much simpler task.
I: Do you purchase products from Jumia’s close rival Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I am more familiar with Jumia and prefer to make purchases from them. Their website is easy to use and their products are reasonably priced.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: Product information should be provided in an adequate manner. Jumia tends to provide only limited details about goods, resulting in customers being unhappy with what they receive.
I: Have these challenges affected your buying things from Jumia?
R: Indeed, it has. I recollect that I purchased a shoe once and the shade of the shoe in the advertisement was white. When the item arrived, however, it was a blue color which left me quite surprised.
I: Are there channels through which you communicate these challenges to Jumia?
R: I submitted a grievance via the complaint section, noting that the advertised color of the product I received did not match what was presented in the advertisement.
I: Has Jumia reacted positively or negatively to these challenges?
R: As anticipated, no action was taken about it. I hope they guarantee that the image depicted in the ad corresponds to the item.
I: What strategies can Jumia adopt to solve some of these challenges?
R: A comprehensive yet exact description of a product should be provided. There should be a designated area at the end of any advertisement which contains all the pertinent details regarding the item, such as color and specifications. This information should be expressed clearly and without any ambiguity.
[bookmark: _Hlk134886819]I: Is there anything you would like to say that has not been contained in this interview? 
R: No, thank you very much.

[bookmark: _Toc136446450]INTERVIEW WITH UT
I: Good afternoon.
R: Good afternoon, sir
I: Thank you for agreeing to take this interview. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay. It is nice meeting you, Seun. Can we begin, please?
I:  So, this interview is intended to gain your knowledge, opinions, and perception about Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Alright.
I:  So, this interview is intended to gain your knowledge, opinions, and perception about Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Alright.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. 
R: I am very appreciative, sir. I would like to confirm that my participation in this interview is completely voluntary. Yes, I read the straightforward disclosure and authorization document and I sign off on it with my full consent.
I: I am also reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Alright, thank you, sir.
I: Okay, let’s begin with some basic information.
R: okay.
I: Are you a customer of Jumia?
R: Yes. I have bought a few products from them.
I: How long have you been a customer of Jumia?
R: I just started shopping at Jumia about two years ago.
I: What products do you mostly purchase from Jumia?
R: I buy gadgets like clothes, shoes, Televisions, and other accessories from Jumia.
I: How will you rate Jumia’s services so far?
R: On a scale of 100%, I would give them a 70%. They are doing very well.
I: Alright, let’s get into the business of the day.
R: okay.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: The advertisement certainly demonstrated the security of shopping with this company, making me confident that my transactions are safe. I have had experiences before where people were taken advantage of when making payments online, but this does not appear to be the case with Jumia. Such small gestures help create trust between customers and the company.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I'm not a big tech-junkie; I prefer things to be straightforward. That's one of the reasons why I like Jumia. Their advertisement emphasizes how easy their website is to navigate, which really caught my attention. This undoubtedly has pulled in lots of customers, so it seems like their advertising is working well.
I: Has Jumia used its online advertisement to create positive awareness about its business?
R: I confirm that while conversing with someone recently. He was triumphant that he had started patronizing Jumia, citing the difficulty in procuring goods from physical locations as one of his motivations. Apparently, he was drawn to Jumia owing to their strong advertising campaigns touting quick and timely deliveries.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: I do get compensated for referrals. As such, having a successful advertising scheme makes it easier to persuade people to use the company's services, which results in more money for me.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: The frequent reinforcement of my faith in the organization contributes to my assurance. Customers always desire the security of their funds, and Jumia's online campaign has constantly provided that confidence for its clients.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: No sir.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: The primary obstacle I experience with Jumia is not limited to just advertising. They should explore other items that may attract possible customers to their website, such as providing news coverage.
I: Have these challenges affected your buying things from Jumia?
R: No, I won’t say it has affected my buying of products from Jumia.
I: Are there channels through which you communicate these challenges to Jumia?
R: No sir.
I: Has Jumia reacted positively or negatively to these challenges?
R: I have never lodged any grievances related to that.
I: What strategies can Jumia adopt to solve some of these challenges?
R: The solution is straightforward. It would be advantageous for their advertisement to include information that benefits both current and potential customers. This could encompass health advice and even partnership assistance, thereby driving higher web traffic and furthering the sentiment that they value their customers.
I: Is there anything you would like to say that has not been contained in this interview?
R: No, thank you.
[bookmark: _Toc136446451]INTERVIEW WITH PO
I: Hello, 
R:  Hi, good morning.
I: Good morning. How are you doing today
R: I am fine, thank you very much.
I: My name is Seun Ojedokun, a student of Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay, that’s a good one. I hope to put in for my master’s degree soon.
I: Oh! That’s nice. All the best, sir. So, this interview is intended to gain your knowledge, opinions, and perception about Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Okay.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form?
R: I can comprehend the simple terms of the statement and consent form.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I agree to being interviewed voluntarily.
I: Okay, let’s start with some basic information.
R: Okay.
I: Are you a customer of Jumia?
R: Yes, I certainly am. As a dedicated customer, I believe I deserve some kind of recognition (smiles).
I: (laughs) How long have you been a customer of Jumia?
R: I have been using Jumia for seven years now; I recall my first time using their services was for my brother's matriculation.
I: What products do you mostly purchase from Jumia?
R: I am a professor at the state university. I usually purchase footwear from Jumia, which I then resell to my colleagues within the academic institution. However, I acquired other items as well.
I: How will you rate Jumia’s services so far?
R: Jumia has been incredible. I have never experienced any problems with a purchase before. The items I have bought have always arrived on time and are exactly as ordered. If possible, I would give them a 100.
I: okay. I am glad you feel that way. So, let’s start with the day’s business (laughs).
R: (laughs). Okay.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Jumia has performed remarkably in terms of advertising. Their approach to promotion is exemplary, making it a model for others to follow. As one can see, the company's ads convey a feeling of assurance and prestige. Their efforts pay off.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I believe Jumia is indeed cognizant of its customers' requirements and continuously strives to fulfill them. What's more, the merchandise they provide is authentic in quality. Many of my acquaintances are dedicated patrons of Jumia, attributing to their remarkable reputation; people are raving about how wonderful the business is. They ought to maintain their outstanding performance.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Jumia's advertising campaigns can be viewed on numerous platforms, such as Facebook, Twitter, blog posts and Instagram. These promotions often consist of videos featuring customer testimonials to help build a positive reputation for the company in the minds of their customers.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No. Not really. 
I: Is your buying things from Jumia related to its advertisement and online campaign?
R: Occasionally, I will purchase items that I may not have required now, but due to seeing an advertisement indicating a discount, I will still buy them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?  
R: I alternate between shopping on Jumia and AliExpress. My habit of patronizing other online stores is unaffected by Jumia's advertising efforts.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: Yes, it certainly has. I tend to be skeptical when viewing ads like that due to prior negative experiences.
I: Have these challenges affected your buying things from Jumia?
R: Yes, it has happened to me. Whenever I encounter a promotion like that, I usually do not trust it due to my past experiences with them.
I: Are there channels through which you communicate these challenges to Jumia?
R: I previously submitted my grievances in the complaint area.
I: Has Jumia reacted positively or negatively to these challenges?
R: Yes, they have made considerable progress in that area.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should attempt to refresh their ads. The concern is that some of those ads need to adjust the duration for which they are active. As an example, someone could see an advertisement for a discount during a holiday such as Eid al-Fitr far past when the deal was no longer applicable or a Black Friday offer on a Monday (chuckles).
I: Is there anything you would like to say that has yet to be contained in this interview? 
R: No.
I: Okay, thank you for your time.
R: Thank you.

[bookmark: _Toc136446452]INTERVIEW WITH TA
I: Hi, Good morning, ma.
R: Good morning, sir. How are you faring today?
[bookmark: _Hlk134881068]I: I am fine, thank you. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Pleased to make your acquaintance, Seun.
I: This interview is intended to gain your knowledge, opinions, and perception about Branding and Customer Loyalty, using Jumia as a case study. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: I appreciate you providing me with that information.
I: Thank you once again for your participation. Please confirm you read the plain language statement and consent form.
R: I affirm I read the clear statement and hereby give my agreement.
I: Please can you also confirm that you’re participating of your own free will and aware that this interview will be recorded for transcription accuracy purposes only? 
R: I am aware that this interview is being taped, and I consent to it.
I: Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I got it. Many thanks.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: Yes, I do. Some of what I possess is sourced from Jumia.
I: How long have you been a customer of Jumia?
R: Let’s say, I have been a customer for like five years now.
I: What products do you mostly purchase from Jumia?
R: I buy most of the items I use for home from Jumia, especially my kitchenware.
I: How will you rate Jumia’s services so far?
R: I don’t understand.
I: Let’s say, on a scale of one to ten, how would you rate the company?
R: okay, I would give them a six out of a ten. 
I: Alright, let’s get into the main business for the day.
R: Are you telling me we haven't even begun yet? I thought we were close to completing it.
I: (laughs) Don’t worry, I won’t take too much of your time. So, has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Yes, the company engages in a lot of advertising. Initially, I had my doubts about buying from digital stores. However, after browsing through customer reviews where they mention their successful deliveries without any problems, I was won over.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I firmly believe that Jumia is having great success. You can't go to many places on the internet without seeing their advertisements, and most responses to these ads are positive. Therefore, I think that Jumia has been performing extremely well.
I: Has Jumia used its online advertisement to create positive awareness about its business?
R: Yes, they have.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes. It intimates me with information on new products.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No. it has nothing to do with their advertisement.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I have never had the need to purchase from any other source than Jumia because the cost of acquiring products from them is low and reasonable. So, I just stick with them.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: In general, I believe they have been performing excellently. My only apprehension pertaining to their advertising tactics is that Jumia focuses its advertising initiatives on websites which do not garner a flow of customers likely to be interested in them.
I: Have these challenges affected your buying things from Jumia?
R: No. not at all.
I: Are there channels through which you communicate these challenges to Jumia?
R: No. I have never done that.
I: Yes, there are provisions where customers could lay out their complaints and state their grievances on their website. 
R: Okay.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should analyze the number of sales gained from each website that holds their advertisements. They should contrast the sales income from those outlets and determine which has a low conversion ratio. Afterwards, they should direct their advertisements towards those outlets.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should evaluate their income produced in every space which has their advertorials. They should compare the sales amount and gain from those locations to recognize which places bring about a small sales performance. Consequently, they should concentrate their commercials in those areas.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No, nothing, sir. Thank you for your time.


[bookmark: _Toc136446453]                                                                               INTERVIEW WITH OG
I: Good afternoon. How are you doing today, ma?
R: I am fine, thank you very much.
I: My name is Seun Ojedokun, a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Thank you, sir. It is nice meeting you, sir.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Alright.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And, confirm that you’re participating of your own free will and also aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: You have my consent. Thank you.
I: Please confirm that you read the plain language statement and consent form.
R: Yes, I do
I: Okay. Thank you for your consent. So, my question to you is: Are you a customer of Jumia?
R: Yes, I am.
I: How long have you been a customer of Jumia?
R: I have been a customer of Jumia for three years.
I: What products do you mostly purchase from Jumia?
R: I usually get perfumes from Jumia as I have a shop where I sell perfumes.
I: How will you rate Jumia’s services so far?
R: I would give them a seven out of ten rating. I am pleased with the speed at which they deliver my orders. They are quick to resolve any issues concerning my order or the products I buy.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Jumia's ads are not only enticing and persuasive, but they also reflect reality and display honesty. When ordering any product advertised, you can expect to receive exactly what is depicted.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: Jumia’s advert stands out due to its brevity, clarity, and directness. Since many individuals have limited time available when browsing items online, Jumia can offer all the necessary information without any fuss. People are responding positively to this, which is proving beneficial for the company.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Some of the advertisements Jumia present feature social proof that verifies their assertions. These include customers with positive experiences from using their products, which gives a good 
impression of the company and further promotes online shopping.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: I often find out about a product's availability through advertisements. I may have attempted to purchase the item when it was not available beforehand, so having an advertisement can help me determine if the product is ready to be purchased.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No, I have come to trust the company over the years. It’s reassuring to see people have a positive image of the company, but beyond just that, I like to buy things from them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: No. I have never patronized any of those sites. I usually get all that I need from Jumia.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: It appears that Jumia is not considering their customers' needs when they advertise their products. Often, these advertisements promote items which are out of style or no longer applicable, making it difficult for customers to trust the seller and have confidence in the quality of what is being sold. This lack of reliance on Jumia's research could be avoided if the ads were more up-to-date and catered to customer preferences.
I: Have these challenges affected your buying things from Jumia?
R: Yes, staying up to date with the latest hair products is a must in my work and not doing so will harm our business. Therefore, if they are not accessible to us, I must find an alternate way of procuring them. Usually, I visit physical stores for this purpose.
I: Are there channels through which you communicate these challenges to Jumia?
R: I have occasionally voiced my dissatisfaction with the comment section.
I: Has Jumia reacted positively or negatively to these challenges?
R: No. Nothing was done.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They should hire personnel who can research the current products that are in vogue, as well as enlist the assistance of celebrities to promote popular brands. Such individuals should be up to date on fashion trends.
I: Is there anything you would like to say that has not been contained in this interview? 
R:  No, thank you very much, sir.
I:  Thank you for your time.

[bookmark: _Toc136446454]                                                                                     INTERVIEW WITH HE

I: I am fine, thank you. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: It was a pleasure to make your acquaintance, sir. I do hope this process won't take long since I have an appointment to keep.
I: I promise I won’t be taking too much of your time. This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand, and branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns. 
R: okay.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form?
R: I perused the straightforward language declaration and authorization form.
I: Please confirm that you’re participating of your own free will and aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I agree of my own accord, without any pressure. Can we proceed now with your permission?
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: I do believe so. I make it a point to visit their website from time to time to obtain items for my own personal use.
I: How long have you been a customer of Jumia?
R: I have been patronizing Jumia for just eight months now.
I: What products do you mostly purchase from Jumia?
R: I get products like body cream, perfumes, bags and human hair from Jumia.
I: How will you rate Jumia’s services so far?
R: I would give them a seven out of a ten.
I: Alright, let’s get into the main business we are here for.
R: Alright’.
R: I would answer in the affirmative. It is evident that they take their patrons into consideration based on the various ads they broadcast. One can tell that they endeavor to come up with new ways to provide the best commodities and services at a more inexpensive rate. It's reassuring to know that our suppliers are attentive to our satisfaction over simply earning revenue.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: If they persist in their present trajectory, I envision them becoming one of the most prestigious online shopping sites. Their marketing tactics are commendable since they are genuine and back up their claims.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Jumia has successfully strengthened their presence in the market by keeping true to their customers through advertising. Their sincerity has been greatly appreciated, leading people to have an affinity for their products.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Jumia's promotion does not guarantee that I, as a customer, will be content with whatever I purchase. I am familiar with what I want and seek out the item that meets my requirements. Generally, I just look up the product and go from there.
I: Is your buying things from Jumia related to its advertisement and online campaign?
R: I am aware of what I require and will pursue it accordingly, thus Jumia’s advertisement does not play a part in me being content as a customer. Generally, I just search for the product I require.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I have patronized other online retailers in the past, but Jumia has offered me the most satisfaction. One time, I had an unpleasant experience with another online shopping company; the delivery was late, and the product was of poor quality.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: I have a few problems with the Jumia advertisement. It emphasized that Jumia pay is the quickest and most secure way to pay; nonetheless, it tends to be sluggish. I was once charged for an item I was trying to buy without being credited with my payment.
I: Have these challenges affected your buying things from Jumia?
R: My patronage at Jumia has decreased due to my apprehension that payments on the platform will take too much time. Consequently, I prefer to utilize traditional shopping methods.
I: Are there channels through which you communicate these challenges to Jumia?
R: I relayed this information through the customer support portal on the Jumia website.
I: Has Jumia reacted positively or negatively to these challenges?
R: They solved the issue, though it consistently takes a lot of time. I have had to wait for the prior transactions to be settled and pay twice in many instances.
I: What strategies can Jumia adopt to solve some of these challenges?
R: It is my opinion that they should modernize their payment system. They could also offer multiple forms of payment and provide compensation for an unsuccessful transaction.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No, thank you for the interview.                                                                                            

[bookmark: _Toc136446455]INTERVIEW WITH EJ
I: Hello, 
R: Hi, good morning.
I: Good morning. How are you doing today?
R: I am doing very well. Thank you.
I: Thank you for taking this interview. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: It’s nice meeting you, Mr. Seun.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand. Branding strategies include Advertisements, Promotions, Brand logos and designs, and Brand campaigns.
R: Okay.
I: Thank you once again for your participation. Please can you confirm you read the plain language statement and consent form? And, confirm that you’re participating of your own free will and also aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I'm greatly appreciative of you, Mr. Seun, and yes, I did take the time to review the plain language statement.
I: Please, can I get your consent for this interview?
R: Yes, I consent.
I: Are you a customer of Jumia?
R: yes. I would say I am a patriotic customer.
I: How long have you been a customer of Jumia?
R: I began purchasing goods from Jumia half a year ago, and it has been an incredibly positive experience.
I: What products do you mostly purchase from Jumia?
R: I purchase items such as clothing, footwear, TVs, speakers, and mobile phones from Jumia.
I: How will you rate Jumia’s services so far?
R: I find Jumia incredibly beneficial and no longer must worry about finding poor quality items. I would easily give them an 8 out of 10 rating.
I: That’s great. So, you love Jumia that much?
R: (laughs) They are doing great.
I: So, has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: Jumia is doing a commendable job, as I have expressed in the past. Yet, like every company, there are always challenges that Jumia must face. So, they strive to satisfy their customers’ requirements and expectations. Not everyone will be fulfilled in the end, not only due to something wrong done on the company's part but rather because many aspects come into play from when an item is requested up until it reaches its destination. Jumia's advertising does its best with what resources are available at their disposal. If they remain consistent, then this should reflect positively on how people perceive them going forward.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: The customer feedback and reviews linked to Jumia's ads indicate that they are succeeding in their effort to promote a positive image of themselves through successful advertising.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer.
R: I am impressed with the advertising that Jumia is utilizing and applaud them for their success. Despite having no personal experience with their services, I would highly recommend that they continue utilizing their current strategies.
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: No, sir. Jumia’s online advertising campaign has no influence on my decision to be a returning customer. I am simply loyal and have no ulterior motives (smiles)."
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online color?
R: Generally speaking, the cost of items from other e-commerce platforms is typically cheaper than those available at Jumia. Additionally, sometimes the exact product model I needed wasn't featured on Jumia's website. On these occasions, I have purchased products from Konga as Jumia's promotional ads or campaigns didn't provide what I was looking for.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: It appears the discounted sales on Jumia are questionable. They advertise offerings that seem too good to be true, yet no one ever seems to get them. I do not know if anyone has received these deals in the past, however I have yet to take advantage of them personally.
I: Have these challenges affected your buying things from Jumia?
R: No, I wouldn’t say so.
I: Are there channels through which you communicate these challenges to Jumia?
R: No. I have never had to do that.
I: What strategies can Jumia adopt to solve some of these challenges?
R: An expiration timer should be implemented to indicate the amount of offers left and those that have been redeemed. This provides a clear understanding between vendors and buyers. Additionally, a space where individuals who received the offer can give feedback should be available to prove its legitimacy.
I: Is there anything you would like to say that has yet to be contained in this interview? 
R: No, thank you for your time.
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I: Good afternoon, sir.
R:  Good afternoon, my friend. How are you?
I: I am doing well, sir. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay. That’s a good one. All the best with your studies.
I: Thank you, sir. So, this interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty; A Case Study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns. So, thank you once again for your participation; please can you confirm you read the plain language statement and consent form?
R: I give my consent, and I confirm that I can read the plain language statement.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I affirm that I am voluntarily taking part in this without any pressure.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: I believe I am a legitimate client of Jumia.
I: How long have you been a customer of Jumia?
R: The first time I bought products from Jumia was, like, five years ago.
I: What products do you mostly purchase from Jumia?
R: I have gotten products like a television, fridge, shoes, and car from Jumia.
I: How will you rate Jumia’s services so far?
R: They are doing an admirable job. I am pleased with their delivery time, and the costs from online shops tend to be lower than what you would find at a physical store. Therefore, they have rightly earned an seven out of ten rating.
I: Alright, let’s get to business.
R: Okay, business it is (laughs).
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: I have faith and assurance in Jumia, and their ongoing promotion has added to my confidence.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I am not pleased with their advertising plan. There is room for improvement, and they must enlist competent help to maximize all potential. As there is considerable competition in the ads industry, they must strive to be at the cutting edge of promotion.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes. They are doing very well. There is room for improvement. They should keep doing their best.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes, I do. 
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: No, not really. It has nothing to do with me patronizing them. Though I must commend them for their dedication to their online campaign.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I am not particularly devoted to Jumia in particular. If they present me with an item at a reasonable price, I will buy it from them, but if another establishment has a better bargain, I will be swift in taking advantage of the offer. Therefore, in addition to buying from Jumia, I also periodically purchase items from sites such as Konga Jiji and Shopify.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: There are a lot of fake products on their sites.  Certain items have been found to be counterfeit.
I: Have these challenges affected your buying things from Jumia?
R: I do not obtain everything from a virtual mall, even when it is accessible. I prefer to purchase items with many counterfeits from an actual mall, so that I can verify their genuineness before paying for the products.
I: Are there channels through which you communicate these challenges to Jumia?
R: I recently acquired a computer only to discover it was counterfeit. I lodged a complaint with the customer service center, which is the correct way to address this issue. It would be beneficial if they upgraded their system in this regard.
I: Yes, that’s one way to go about it. Has Jumia reacted positively or negatively to these challenges?
R: They responded to my complaints very fast, as I got a refund about two weeks following the transaction. That was quite impressive.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Before showing products in their advertisements, Jumia should verify their authenticity. Strict consequences should be imposed on those who offer counterfeit goods through the Jumia online store. This would discourage the number of fake products being marketed on their website.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. I have nothing to say for now.
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I: Hi, Good afternoon, madam.
R: Hello, Good afternoon. How are you doing.
I: I am doing okay. Thank you for asking.
R: Hope this will not take too much time sir.
I: No, ma. I would be as brief as possible. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: Okay.
I: This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns.
R: Okay.
I: Thank you again for participating; please confirm you read the plain language statement and consent form. 
R: Yes, I can read the plain language statement and the consent form. I agree to be interviewed.
I: Please confirm that you’re participating of your own free will and be aware that this interview will be recorded for transcription accuracy purposes only. Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: I am choosing to participate in this interview of my own volition, and I understand that it will be taped and written out.
I:  So, my first question for you is, Are you a customer of Jumia?
R:  Yes, I consider myself a humble self-customer.
I: How long have you been a customer of Jumia?
R: I have been a customer for six years straight now.
I: What products do you mostly purchase from Jumia?
R: I procure my children's educational supplies from Jumia including textbooks, backpacks, and footwear.
I: How will you rate Jumia’s services so far?
R: I would rate them as four out of five.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R: I have faith in the company and believe their advertising materials are reliable and trustworthy.
I: Do you see Jumia as having a positive business image based on its advertisement?
R:  Yeah, I think they are doing well in that regard.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: I do believe that Jumia's advertising efforts have had a positive effect on how customers view them. With more people becoming more familiar with e-commerce, if Jumia continues to put forth a good effort, they stand an excellent chance of acquiring these new customers.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: No, I rarely disturb myself with those ads. Though it could be entertaining.
I: Do you think your buying things from Jumia relates to its advertisement and online campaigns?
R: Jumia's online marketing and promotional efforts are not connected to making a purchase from them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice b to Jumia’s online campaigns?
R: No, I have never felt the necessity for that. I normally obtain everything I require from Jumia, so I suppose I am a dedicated customer (chuckles).
I: (laughs) What challenges do you face based on Jumia’s advertisement strategies?
R: I have already stated that I am not particularly concerned about Jumia’s ads, but I do think the visuals could be improved. Whether it is due to the vendors or Jumia’s itself, some of the advertisements don't appear to be of the highest quality.
I: Have these challenges affected your buying things from Jumia?
R: Yes. A few times, I have had to postpone buying a product because I was unsure of the product as the picture was not very clear. 
I: Are there channels through which you communicate these challenges to Jumia?
R:  Yes, I communicated the issue through the help center on the Jumia’s website.
I: Has Jumia reacted positively or negatively to these challenges?
R: Some of the product images are satisfactory, however, there are some that remain blurred.
I: What strategies can Jumia adopt to solve some of these challenges?
R: They could develop an accreditation program that not only controls the cost of a product but also guarantees the quality of what is being advertised. This would lessen the rate of customer dissatisfaction and increase customer satisfaction.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. 
I: Thank you very much for your time.
R: Thank you.
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I: Hello, Good morning, sir.
R: Hi, how are you?
I: I am doing Okay. My name is Seun Ojedokun, and I am a student at Griffith College, Dublin. I am currently pursuing a master's degree in international business. 
R: It's nice to meet you, sir.
I: The pleasure is all mine, sir. This interview is intended to gain your knowledge, opinions, and perception about “Branding and Customer Loyalty, a Case study of Jumia’s. For information’s sake, Branding involves all attempts of a business to create a positive and well-known brand; branding strategies include Advertisements, Promotions, Brand logos and designs and Brand campaigns.
R: Okay, I didn't know they were into all that stuff too.
I: They do. So, thank you once again for your participation; please can you confirm you read the plain language statement and consent form? 
R: Yes, I read the plain language statement and the consent form.
I: please confirm that you’re participating of your own free will and know that this interview will be recorded for transcription accuracy purposes only.
R: I agree to take part in this interview of my own volition, and I am conscious that it will be documented and transcribed.
I: Also, I am reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Okay, thank you very much.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: Yes, I am a customer of Jumia.
I: How long have you been a customer of Jumia?
R: It has been like six years now since I started patronizing Jumia.
I: What products do you mostly purchase from Jumia?
R: I purchase products like phones, wristwatches, clothes, shoes, and body creams. I have even had to order a cushion chair from Jumia before.
I: How will you rate Jumia’s services so far?
R: I would rate them as satisfactory. They provide exemplary services and are perpetually striving to better their service delivery.
I: Alright, let’s get into the main business.
R: Alright, business it is.
I: Has Jumia created a positive feeling of trust and confidence in you through its advertisement?
R:  Yes, they have.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: With their current efforts in the aspect of advertising, I think Jumia will do very well in the near future.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: The strength of the positive image of any company is a direct reflection.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?

R: No, sir. My contentment is not related to their advertisement. I am fulfilled when I receive the exact item inside of the timeframe that I requested and at an acceptable price.
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: I am not just a customer; I also function as a seller on Jumia. Enhancing the advertisements, they put out would attract more customers to the website, which in turn would result in more sales for me. The greater quantity of sales I make from them, the more resources I have available to patronize them.
I: Do you purchase products from Jumia’s close rival, Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I generally choose to shop with Jumia due to their straightforward navigation and low prices, however, I have purchased items from other online retailers when they have particularly good deals.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: I believe Jumia should begin offering discounts based on the quantity of goods a customer purchases. These should be voiced in promotional materials so that buyers are incentivized to make larger purchases, as the more they purchase, the lower their final cost will be, which would lead to increased sales.
I: Have these challenges affected your buying things from Jumia?
R: Yes, if a different online shopping mall can provide the same product at a cheaper price, I will certainly choose the more cost-effective option.
I: Are there channels through which you communicate these challenges to Jumia?
R: I have never had such a thought in mind anyway due to this reason.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Advertisements on Jumia should be organized according to categories. Those purchasing one item should have a specified price tag, while those buying two items should receive a slight discount and buyers of ten or more units of any given product should receive a considerable reduction in cost.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No. Thank you very much.
I: Thank you for your time, sir.
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I: Good afternoon, ma, how has your day been?
R: Good Afternoon. I am doing very well. 
I: My name is Seun Ojedokun, a student at Griffith College, Dublin. I am currently pursuing a master’s degree in international business. 
R: It's nice meeting you, sir.
I: The pleasure is all mine, sir. This interview is intended to gain your knowledge, opinions and perception about Branding and Customer Loyalty; Case study of Jumia’s. For information’s sake Branding involves all attempts of a business to create a positive and well-known brand, branding strategies include: Advertisement, Promotions, Brand logos and designs and Brand campaigns.
R: Alright.
I: Thank you once again for your participation, please can you confirm you read the plain language statement and consent form?
R: Yes, I read the plain language statement and the consent form. You have my consent. 
I: please can you also confirm that you’re participating at your own free will and aware that this interview will be recorded for transcription accuracy purposes only?
R: I understand that the interview will be captured and transcribed, and I am voluntarily taking part in it.
I: I am also reaffirming that your responses are entirely confidential, and your name and any other name mentioned in this interview will be stated as anonymized.
R: Okay, I'd appreciate that.
I: Okay, let’s start with some basic information.
R: Alright.
I: Are you a customer of Jumia?
R: I have obtained a few items from Jumia. Would that make me a customer?
I:  Okay, I would take that as a yes. So how long have you been a customer of Jumia?
R:  I have been a customer for two years now 
I: What products do you mostly purchase from Jumia?
R: I make a lot of purchases from Jumia. I use it to acquire practically everything I need. Given my job in the bank, I don't often have time to go out shopping - so, I usually just order items on Jumia and have my sister collect them when they arrive.
I: How will you rate Jumia’s services so far?
R: I would give them a seven on a scale of ten. The concept that you can shop by phone while still in the comfort of your own bed is quite fascinating.
I: (laughs) I totally agree with you. So, would you say Jumia has created a positive feeling of trust and confidence in you through its advertisement?

R: I have difficulties in placing my trust. Until something has established its dependability beyond any doubt, I am hesitant to believe in it. But through their advertising materials over the years, Jumia has proven that they deserve our confidence and trust, so I would say that I now put my faith in them.
I: Do you see Jumia as having a positive business image based on its advertisement?
R: I anticipate that Jumia will soon become a premier online shopping platform due to their continuing efforts in marketing. If they persist and maintain this dedication, I can foresee them dominating the advertising and e-commerce industries.
I: Has Jumia used its online advertisement to successfully create positive awareness about its business?
R: Yes, I feel they have.
I: Do you consider Jumia’s advertisement an essential part of its ability to satisfy you as a consumer?
R: Yes, I think it does. 
I: Do you think that your buying things from Jumia is related to its advertisement and online campaigns?
R: I'm not influenced by Jumia's online campaigns when it comes to buying from them. They have their flaws like any business, but I believe they're striving to do their best. Shopping through them affords me a wide range of options and that's what makes comparison and selection of products a much simpler task.
I: Do you purchase products from Jumia’s close rival Konga? Or any of its competitors? If yes, or NO? is your choice related to Jumia’s online campaigns?
R: I am most familiar with Jumia, so I feel comfortable purchasing items from them. Their website is easy to navigate, and their products are reasonably priced.
I: What challenges do you face based on Jumia’s advertisement strategies?
R: Providing customers with reliable and comprehensive information about a product prior to purchase is imperative. Jumia often falls short in this regard, resulting in customers receiving something other than what they originally ordered and consequently generating complaints.
I: Have these challenges affected your buying things from Jumia?
R: It has certainly happened before. I can recall a period when I bought a shirt, and the color representation in the advertisement was white. To my surprise, when it arrived, it was blue.
I: Are there channels through which you communicate these challenges to Jumia?
R: I lodged a complaint in the complaint section, detailing how the color of the advertisement did not align with what was delivered in the product.
I: Has Jumia reacted positively or negatively to these challenges?
R: It is as anticipated that no action was taken in relation to that. My only hope is they guarantee the image on the advertisement coincides with the product.
I: What strategies can Jumia adopt to solve some of these challenges?
R: Provide comprehensive yet specific information about a product. Include a section in any advertisement that thoroughly details the characteristics of the product, such as color and specifications. Make sure to give all pertinent information without hesitation.
I: Is there anything you would like to say that has not been contained in this interview? 
R: No, thank you very much.
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