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Abstract

The aim of this study is to look at the advertizaogivities especially

the outdoor practice exercised in Addis Ababahis study the student
researcher tried to find out certain challenges eamacross such
activities includes, short period of time at cornimgythe message,
limitation in arrangement of billboards for the @rded business that
can be due to lack of appropriate places or periarssf the concerned
government body. To conduct this study, the studsetrcher applied

descriptive research design to discuss the outdoeertising of Addis

Ababa on identified areas. To get the proper respothe student
researcher used both primary and secondary datan&wy data was

collected from viewers and the Marketing Managdraavertisement

agencies. Secondary data was collected from liteeatreview of

various books. Regarding the output and an expeotsdlt of the

study, we can grasp certain notable cases thatlghoe considered in

advertising practices. The advertising agenciesndd communicate

customer on time this effect a loose relationstepMeen the agency
and, clients. In addition, the study has demonsttahat the outdoor
advertising is poor in providing timely informatioto customers.

Therefore, from this it is possible to concludetthtfze advertising

agencies should work hard in changing the existitgumstances to
manage the service efficiently.

Keywords: Outdoor advertising, advertising practice

1. Introduction

Advertising is process which gives information e tpublic about the
product. It is an element of the marketing mix gadt of promotion

activities. It is a mass communication of messagpribhg on goods and
services. It is paid sponsored by advertiser. Italso persuasive,
controlled identifiable, and influences the targetlience. (Kumar &

Mittal, 2002:4)
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Commercial advertisers often need to generate aseck consumption
of their product or service through “Branding” whignvolves the
repetition of an image or product name in an efforassociate certain
qualities with brand in minds of consumer (Kenndicloow,
2003:279).

Outdoor advertising is a potential media and isansiderable use of
world wide. It may often serve the limited purpoee creating

awareness of the brand name as just one or twoipeoinfeature of
the product. More often, outdoor advertising mayehebe used as
reminder (Mohan, 2004:217).

The most common form of outdoor advertising isezabillboard, often
results in a good research and frequency and haes bbown to
increase purchase rate. The visibility of this ruediis good super
mental reinforcement for well-known product. Andrdlatively low
cost, geographic flexibility related to mobile bidlard, almost
anywhere the law permit local, regional or evenamal market may be
covered (Berkoulitzetal,1994:541). Other outdadvertising include
displays inside an airport or inside some othee typbusiness that bet
a lot of foot traffic (Kenneth E.cloow, 2003:279).

1.1 Statement of the Problem

Outdoor advertising is covering a wide coveragdéooél market, with

proper placement or broad base of exposure in ineaket, with both

day and night presence. But it has some limitatidees the exposure
time is short, message are limited for a few secamdte or reach vary
specific audience, everyone driving pass a billdospart of the target
market, And also the measurement problem is diffices in accuracy

of measuring reach, frequency, and other effeceldfB and Belch,

2004:423).

In outdoor advertising, the content of the mess&adayout has to be
accordingly designed furthermore; outdoor advertimgy often serve
the limited purpose or creating awareness of bnaaahe with high
visibility. More often, outdoor may merely used raminder ( Menda,
2004:217).
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On the outdoor advertising, there are a numbeactbfs that affect the
outdoor activities, like government rule and regola regarding the
area of advertising, technology, consumer awareagdscompetition
etc. And the advertising agency has constraintshtdlenge the above
factors. (Johnason, 2003: 470)

Based on preliminary observation undertaken bystbdent researcher
the following problems were observed.
* lack of attraction in the message visibility of ferand
design
* The graphics of outdoor advertising are not ativaatin
using of the text of image, the color and size)
« The selection of color mix, language, style, layout
Jocation ,clarity easily understandability are mymod
enough
» Customer awareness about this technology is ndt wel
» Have an undesirable impact in good looking of titye ¢

1.2 Basic Research Questions

Based on the statement of the problem the reseaddnessed the
following research questions:

1. Do the  Dbillboard advertisements convey advertising
information?

2. To what extent the awareness of the people regamlindoor
advertising affect advertisement agencies?

3. To what extent the outdoor advertising affect ttieaativeness

of the city?

4. What are the ethical issues applied in outdoor dideenent in
Addis Ababa?
1.3. Objective of the Study

1.3.1 General objective
The general objective of the study generally assbshe practice of
outdoor advertising in Addis Ababa.
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1.3.2 Specific Objective:
The study was focused on achieving the followingcsc objectives:

v" To assess the ethical issue concerning outdooriiing in Addis
Ababa.

v' To assess how outdoor adverting reflect adequéteniation about
the company product or service.

v  To assess the major factors that affect outdooreridement
agencies.

v/ To assess how outdoor advertising affect the aitteess of the
city.

2. Research Design and Methodology
2.1 Research Design

To conduct this study, the student researcher desdriptive research
design to describe the outdoor advertising of Adéisba on the
selected area. Because descriptive research usgataim information

on the characteristics of particular issue andtifled facts, answer the
basic research questions.

2.2 Population

The participants of this study were Viewers, andkdtng Managers
of selected advertisement agencies.

2.3 Sample Size

Regarding the viewers, it was difficult for studeesearcher to get the
exact number. Due to this, it was not possibledtziine the sample
frame. Therefore, according to Malhotra (2006:388)3when there is
no sample frame, the sample size that is usuakgntafor studies
conducted particularly an Advertisement is 150. Hos reason, the
study was included 150 respected viewers of tHbdald advertising.
Furthermore, five advertisement agencies MarkeManagers were
included named, Bole Advert, Mono Advert B.T Digitedvert, Mars
Advertising and M Advertising.
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2.4 Sample Technique

The student researcher used convenient (Accidensalinpling
techniques because of the unit of sample was &@lailm a certain
specific time and place. Purposive /Judgmental §ampechnique was
also used to the Marketing Managers though intervie

2.5 Data Analysis Method

The student researcher used both qualitative aadtiative analysis
methods. Quantitative /Close ended Questionnail@s/ was analyzed
and presented by using tables, graphs and pereerBaged on the
data analysis, the result was interpreted. Theitqtisge data was
collected by interview and open ended questions awd also
analyzed accordingly.

3. Data Presentation, Analysis, and Interpretation

In this particular section, data presentation, ysialand interpretation
of the major findings based on the information ectiéd, from 150
distributed questionnaires 113 viewers and margetiranager of the
company, through questionnaires and interview, eetsgely will be

presented.

The following table presents some general demogeagtaracteristics
of sample respondents consist of Gender, Age, Eduned background
and occupation.

194 Research and Knowledge Management Offi&.d¥lary’s University



Proceedings of thé'9Annual National Student Research Forum, July 2015
Table 1: General Characteristic

No Item Respondent
Gender No Percentage%
Male 69 61.26%
1
Female 44 38.94%
Total 113 100%
Age
18-26 33 29.20%
27-35 48 42.47%
36-48 23 20.35%
2
49-55 8 7.08%
56 & above 1 0.9%
Total 113 100%

Educational Background

3 Below1Z" grade 4 3.54%
Certificate 4 3.54%
Diploma 20 17.70%
Degree 71 62.83%
2°' Degree above 14 12.4%
Total 113 100%
Occupation
4
Government 45 39.82%
Private company 58 51.33%
Entrepreneur 8 7.07%
NGO 2 1.78%
Total 113 100%

Table 1 on the above page shows 69 (61.06%) wete tha rest
44(38.94%) of responded were Female. From thiscaneanfer that the
majority of respondents were male.

As it is shown in item 2 of tablel respondents dsiaout their age. 33
(29.20%), are in between the age of 18-26, whilgd4B47%) are in
between the age of  27-35, from 36-48age 23 §20)3responded,
from 49-55age 8(7.08%) responded and the rest &gen56 & above 1
(0.9%) were responded. This implies that the migjaf respondents
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were from 27-35 ages and from this one can undetstaat all
respondents were able to give the right response.

As far as the education status of the respondemtsoncerned, 4
(3.54%) of them are below TZgrade, 4 (3.54%) of them are certificate
holder, 20 (17.7%) of them are with Diploma, 71.83%0) of them
were Degree holder and the rest 14 (12.4%) wereeaB Degree. So
this shows that the majority of respondents weggakeholder and easy
to communicate.

Item 4 in table 1 shown respondent were asked abeutoccupation.
Hence, 45 (39.82%) of them work on governmental (8B33%) of

them work on private company and 8 (7.07%) of tlaenwork private
entrepreneur and 2 (1.78%) are working in Non Gowental

Organization. From this one can realize that thpritg of respondents
work in private company.

3.1 Analysis of Major Findings

In this part the student researcher tries to aeallge outdoor adverting
information in conveys way. As a result, such atbsaded questions
were released to the customer that, as to whatexbe outdoor
adverting convey the information needed, how theg the outdoor
adverting in providing timely information if thelldoards are reach the
needed target customer, also how they see the @muthiverting in
making decision to take action, and how they evaltize billboards in
reflecting the company’s product or service.

The following table shows the outdoor advertisingformation
conveying way.
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Table 2: The Outdoor Advertising Information Conveying Way

No Item Respondents
No | Percentage
1. | To what extent the outdoor advertising message conyethe
information needed?
Very High 9 7.96%
High 9 7.96%
Medium 7 6.2%
Low 42 37.17%
Very Low 46 40.70%
Total 113 100%
How do you see the outdoor advertising in providingtimely
2. | information to the customer?
Very High 3 2.65%
High 3 2.65%
Medium 1 0.88%
Low 46 40.7%
Very Low 60 53.09%
Total | 113 100%
3 | Billboard advertising message reach properly to theneeded
target customer?
Strongly Agree 11 9.73%
Agree 20 17.7%
Neutral 30 26.55%
Disagree 42 37.17%
Strongly Disagree 10 8.85%
Total | 113 100%
4 | How do you see the outdoor advertising/billboard irmaking the
people to decide in taking action?
Very High 13 11.5%
High 15 13.27%
Medium 46 40.7%
Low 21 18.6%
Very Low 18 15.93%
5 Total | 113 100%
How do you evaluate the outdoor advertisement in feecting the
company’s product or service?
Very High 27 23.90%
High 25 22.12%
Medium 23 20.23%
Low 20 17.7%
Very low 18 15.93%
Total | 113 100%

As it is revealed in item 1 of table 3 respondemése asked to rate to
what extent the outdoor advertising convey thermfation needed. 9
(7.96%) of them rated very high, 9 (7.96%) of thexted high, 7(6.2%)
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of them rated medium level and 42 (37.17%) of tmatad low and the
rest 46(40.70%) of them were rated very low.

This implies that, the majority of the respondesterlow and outdoor
advertising/billboards are not deliver the inforroatneededAs we
have seen in the literature review part, the pryméunction of
advertising is to communicate to selected targdiemce.

As it is denoted in item 2 of table 3 respondengsenasked how they
see the outdoor advertising in providing timelyommhation to the
viewer, 3(2.65%) of them respond very high, 3 (26®f them said in
high level, 1(0.88%) of them are medium and 46{%).of them are in
low level and the rest 60 (53.09%) of them weral ghe billboard
advertising provide timely information level in &ry low level. From
the above data collected it can be said that miostspondents were
not agreed that the billboard advertisings areveeliimely information
to the viewer.

As it is denoted in item 3 of table 3, of resporidemere asked whether
the message of the billboards reach to target mestoor not
accordingly 11 (9.73%) strongly agree that the ootdadvertising
message reach to target customer, 20 (17.7) of Hygee, 30 (26.55%)
of them were neutral and 42(37.17%) of them wesaghee and the
rest 10 (8.85%) of them were strongly disagree h&f message in
reaching to target customer. Based on the abowenwation one can
infer that the majority of respondents respondadraé

In this item 4 of table 3 respondents were asked Litey see the
outdoor advertising in making the people to dedmd¢ake action. In
this section, 13 (11.5%) of them rated very high,(13.27%) of them
rated high, 46 (40.7%) of them are in middld a2t (18.6%) of them
are low and the rest 18(15.93%) are very low. Mafstespondents
were in middle level for the raised question thhe tbillboards
advertisings are make to take action.

The last items 5 of table 3 respondents were akkedthey evaluate
the billboard advertising in reflecting the compangroduct or service.
27 (23.90%) of them are rate  very high 25.12) of them rated
high, 23 (20.23%) of them rated medium and 20 %j.@f them rated
low and the rest 18 (15.93%) of them were ratedeag low.
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Based on the above information one can infer that majority of
respondents are agree that the outdoor advertsaggsage reflect the
company'’s product or service.

Table 3: The Awareness Regarding Outdoor Adverting

No | Item Respondents
No | Percentage
%

1. How do you evaluate the outdoor advertisement
practice compared to other media method of
advertising?

Very high 20 17.70%
High 10 8.84%
Medium -
Low 40 35.40%
Very Low 43 38.05%
Total | 113 100%
2. To what extend the customer awareness affect

outdoor advertising effectiveness?
Very high 77 68.14%
High 23 20.35%
Medium 1 0.88%
Low 10 8.84%
Very Low 1 0.88%
Total | 113 100%

3 To what extend the level of technology affect
outdoor advertising efficiency?

Very high 80 70.80%
High 18 15.92%
Medium 5 4.42%
Low 7 6.14%
Very low 3 2.65%
Total | 113 100%

4 The level of awareness people have about the
outdoor advertising technology is growing

Very high 13 11.5%
High 15 13.27%
Medium 18 15.93
Low 21 18.6%
Very Low 46 40.7%

Total | 113 100%
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As it is mentioned in item1 of table 4 respondemtse asked how they
evaluate the outdoor advertisement practice cordptreother media
method of advertising. Accordingly 20(17.70) ofriheated very high,
10(8.5%) of them replayed high, none of respohdeplayed in

medium 40 (35.40%) of respondents rated low anddsied3 (38.05%)
of respondents rated very low.

Therefore it can be said that , the majority apandents 40 (35.40%)
and 43 (38.05%) which means 83 (73.45%) are ratéolw and very
low level so this implied that majority of the reswlent are not
influenced by the outdoor advertising of the comypan

As it is mentioned in item 2 of table 4 respondemése asked to what
extend customer awareness affect outdoor adveytigfiiciency.
Accordingly 77 (68.14%) of the respondents ratedyvhigh 23
(20.35%) rated high 1 (0.88%) of said medium 8@84%) said low
and the restl (0.88%) of them respondents ratedloer.

This show that majority of the respondent agreeat the outdoor
advertising is highly affected by the customer amass.

As it is denoted in item 3 of table 4 respondengsenasked to rate in
what extend the level of technology affect outdaadlvertising

efficiency. Accordingly 80(70.80%) of them ratedryéigh, in high

level 18 (15.92%) and 5(20%) in medium level, an(.29%) and 3
(2.65%) rated in low and very low level respectyvel

This shows that, the majority of the respondentciwhis above half
percent rated very high of the level of technolagyaffecting the
outdoor advertising efficiency.

In last item of table 4 respondents were asked thmy evaluate the
level of awareness people have about the outdoarerésing

technology is growing Accordingly 13 ( 11.5%) tbem rated very
high 15 (13.27%) of them rated high 21 (18.6% ye&spondents rated
medium and 46 (40.7%) rated low and the rest 18.93P0) rated very
low. So it can be said that the majority of resgemts are not aware of
outdoor advertising technology but, as we have geéme introduction

part, billboard advertising is a potential medial as in considerable
use of world wide. It may often serve the limitegrpose or creating
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awareness of the brand name as just one or twoipeotfeature of the
product. More often, outdoor advertising may merbly used as
reminder.

Table 4: The Content and Ethical Issues of OutdooAdvertising Practice

Iltem Respondent

No No | Percentage%
1. | How do you evaluate the creativeness of the
outdoor advertisements message?

Very High 10 8.85%
High 13 11.5%
Medium 22 19.47%
Low 42 37.17%
Very Poor 26 23%

Total | 113 100%

2. | To what extent the place affect outdoor
advertising efficiency?

Very High 56 49.55%
High 22 19.47%
Medium 5 4.42%
Low 22 19.47%
Very Low 8 7.1%

Total | 113 100%

3. | How do you see the time of the outdoor
advertising?

Very High 27 23.9%

High 44 38.94%

Medium 33 29.20%

Low 6 5.31%

Very Low 3 2.65%
Total | 113 100%

4. | How do you see the outdoor advertisement in
terms of its graphics?

Very Good 1 0.9%
Good 6 5.31%
Medium 26 23%
Bad 47 41.6%
Very Bad 33 0.9%

Total | 113 100%

5 | The color of outdoor advertising are attractive
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Strongly Agree 3 2.65%
Agree 7 6.2%
Neutral 19 16.81%
Disagree 4 3.53%
Strongly Disagree 80 70.80&
Total | 113 100%

As it is can be seen in table 2 of item 1 respotsleere asked how the
content and ethical issues of outdoor advertisiagtce, 10 (8.85%) of
them were said very high and 13(11.5%) of them aedpthat the
creativity is high 22(19.47%) of them are agreet the creativity is at
medium level and 42(37.17%) of them were said thatcreativity is
low and the rest 26 (23%) of them were said tleatority is very poor.
This shows us that majority of the respondents weteagreed in the
creativity of the outdoor advertisement.

As it is revealed in table 2 of item 2, 56(49.55%)yespondents were
agreed that the place affect outdoor advertisifigiency very highly
and 22(19.47%) of them said the place affect higi8:42%) of them
are said the place affect in medium level and 22(1%) of them said
the place affect in low level and the rest 8(7.18b)them were
responded the place of the billboard affection elatton to its
efficiency is in very low level. On the basis okthbove information
we can say that most of respondents were agree¢dhihglace affect
the outdoor advertising efficiency.

As it is depicted in table 2 of item 3 respondemése asked about the
time of the outdoor advertising, 44 (38.94%) ofrthare strongly agree
33 (29.20%) and of them are agree and 27 (23.8%dhem are
responded neutral and 6(5.31%) of them disagredlandest 3
(2.65%) of them are strongly disagree. This implieat most of
respondents agreed that the time of the outdoagréidwg is affecting
its efficiency.

Meanwhile in item 4 table 2 respondents were asi®@d you see the
outdoor advertisement in terms of its graphics.nd¢el (1%) of them
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are rated as very good and 6 (5.31%) of them adetlba graphics is
good and 26 (23%) of them are said the graphicsedium level and
47 (41.6%) of them are agreed there is a low gcspand the rest 33
(29.20%) said the graphic is very low. Moreover,isitpossible to
realize that majority of respondents were not et&@ by the graphics
of outdoor advertising.

In table 2 item 5 respondents were asked aboutthectiveness of the
color of outdoor advertising accordingly, 3 (2.65%of them are
strongly agree 7 (6.2%) and of them are agree &d(116.91% ) of
them are responded neutral and 4 (3.53% ) of tHisagree and the
rest which is the majority of respondent 80( V@63 of them are
strongly disagree.

This implies that most of respondents are not cttby the color of
outdoor advertising. As we have seen in the liteeateview part, the
outdoor advertising color should be most readablbichv the
combination is black or yellow. Other combinatiorayngain more
attention, but stay with primary colors and stayagfrom reverse.

Figure 1: Outdoor Advertisement Practice in Relaton to Social
Acceptance

outdoor advertisement practice in
relation to social acceptance

45.00%
40.00%
35.00%
30.00%
25.00%

20.00%
W Outdoor

15.00% advertisement
10.00% -~ practice in relation
5.00% _El to social

0.00% . . . . acceptance.

strongly Agree Medium Disagree strongly
agree disagree

As the above figure shows that 52.22% of respondents disagree that
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the outdoor advertising have social acceptance. As the fact shows the
advertising agencies should work highly with the society to get the
recognition.

3.2 Customer Response Regarding the Outdoor Advesing
Information Conveying way.

On this part the student researcher try to analyses outdoor

advertising information conveying way to the custonQuestions were
released to the customer that involved, to whatrgxthe outdoor
advertising message convey the information neelded, do you see
the outdoor advertising in providing timely inforimam to the

customer, billboard advertising message reach pisope the needed
target customer, how do you see the outdoor adimgtbillboard in

making the people to decide in taking action, hmwou evaluate the
outdoor advertisement in reflecting the companysdpct or service
were released to the customer.

The following figure shows to what extent the owd@dvertising
affect the attractiveness of the city.

Figure 2: The Outdoor Advertising Affects the Attractiveness of the City

The outdoor advertising affect the
attractivenes of the city
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%
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As the chart shows the majority of respondents &800%) of the
respond says that the outdoor adverting affectattractiveness of the
city very high, 30 (26.54%) response the outdooredihg affect the
attractiveness of the city high, 10 (8.84%) of thspondent says that
the outdoor advertising affect the attractiveneisghe city is medium
and also same number which is 10 (8.84%) says ttietoutdoor
adverting affect the attractiveness of the city log and very few
respondent 3 (2.65%) says that the attractiveoiete city affected by
outdoor advertising is very low. From this finding,can said that
majority of the respondent are agreed that theamstddvertising affect
the attractiveness of the city.

3.3. Major Finding as Respondents suggested based Open-
ended Questions

Majority of the respondent’s lookout the outdoovedising /billboards
and said most of the billboards are not attractpagr in graphics and
also not inspired. So this means that the compahy angaged in
providing such service should work hard in creatawareness and
update themselves with the new technology. To iwmg@routdoor
advertising practice and efficiency select the appate place and time
that address the target audience encourage soqietyate and
government organization and to promote their agtiby using this
technology, provide entertaining and hot informatior the public.

The above information implied that the agenciesstrio update the
advertising activity with technological change, af$ the target
customer as much as possible and offer the ridiornmation at the
right time.

3.4. Some Major Finding of the Qualitative Interviev with the
General Manager of Bole Advert.

The first question which was about to what extemtydu explain the
customers’ perception towards your agencies outdadvertising

activities. He replied that the major objectiveocnfr company is on the
message content which must be reached and holdhitie of target

customers. As the interview continued and askeditaibeir strategy in
developing the outdoor advertising. In these partdplayed that they
have a standard format which is written based ettiey gives what
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the customer needs in addition to this we updatedeives by the
newly technology to sustain in market and to rette existing
customer.

The final question to the manager was about whaomwhallenges

faced the outdoor advertising practice.

As the respondent said that, the people awaraaass enough, in
addition the major

Challenge they were facing was also the licensawvgll which takes

long period of time.

3.5. Some Major Finding of the Qualitative Interviev with the
Marketing Manager of Mars Advert.

The Marketing Manager of Mars Advert was first akkabout the
challenges they faces on the outdoor advertisioggss. He said that
there is a lot of barrier regarding the placementhe billboard and
banners. We also don’'t have a body to protect thid@oards from
damage and the government also doesn’t corporatsobee the
problem.

The other question raised was about the strateggetcelop their
practice on outdoor advertising. He replied thetytusually use the
newly updated graphic technology which is attractand use digital
print to offer best service & to satisfy their austers need and want.

He replied that they also have a huge expansion fdawork on
different way by using more creative advanced tetdmes and try to
get the attention of our customers.

The last question raised to the Marketing Manadgevars Advert is
about if they collect feedback from their custontermeasure the
effectiveness of their advertising. He replied ttaty have give a focus
on collecting feedback after service he told met ttiey have a
program of visiting their customer to ask abouwirttservice and the
outcome they get after the billboard initiated .
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3.6. Some Major Finding Qualitative Interview with the Marketing
Manager of M Advertising.

The Marketing Manager of M Advertising was firstkked about the
challenges they faces on the outdoor advertisioggss. He replied
that there is a lot of barrier regarding the plaeetrof the billboard and
banners. We also don’'t have a body to protect thoif@oards from
damage and the government also doesn’'t corporatsobtee the
problem.

The other question which was about to what extemgladi explain the
customers’ perception towards your agencies outdadvertising
activities. He replied that the major objectivehig company is on the
message content which must be reached and holditie of target
customers. As the interview continued and askeditaibeir strategy in
developing the outdoor advertising.

In these part he replied that they have a stan@tardat which is
written based on this they gives what the custameeds in addition to
this we updated ourselves by the newly technologgustain in market
and to retain the existing customer.
In addition he also asked about what major chaélentpced the
outdoor advertising practice. He said that the fea@@areness is not
enough this is the major challenge we face and thlsdicensing level
which takes long period of time factors.
As the final finding interview with the marketingamager of the M
advertising, and asked to explain the customensgmion towards the
outdoor advertising activity and, as he declareat, tfifor the past
several years, customers or public has media ogtimsisted of TV,
print, radio and outdoor advertising.

This outdoor advertising is a new technology fonigpia and it needs
huge advertising about this service. But now a si@gople awareness
and company’s competition has increased so raglioalladvertising by

outdoor advertisings /billboard. This is becau§eitds the customer

oriented and advertising facilities to promote g and products.
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4. Conclusions

Based on the data gathered from customer and ietedata gathering
method, the conclusion are drawn on the basis oinsary of the
following.

* The study has demonstrated that the outdoor adweytis poor in
providing timely information to customers. Therafdirom this it is
possible to conclude that the advertising agerawesot provide timely
information for its customers which implies thastamers do not give
attention so there is a possibility to lose cust@me

* In terms of awareness, the respondent agreed thédoar
advertising is highly affected by customer awarsné&sis shows that,
public were expected to have a good observation.

* According to the research finding, how evaluate thadoor
advertising practice compare to others, the mgjooit respondents
evaluate poorly than other Medias. Due to this ipossible to say the
outdoor advertising practice of are not well thaheo media and
negative impact to lose its customers.

» As itis discovered in the research findings thg i highly affected
by outdoor advertising. Therefore it would be pbksio conclude that
the society give a low grade for the outdoor adrgrpractice.

* The finding shows that, there is unethical practine outdoor
advertising. Thus the color the graphics and cdstesf outdoor
advertising is not attractive. Therefore it is pbksto conclude that
there is a no good image for the practice of out@daolwertising.

* From the research finding discovery, factors ttitgca the outdoor
advertising effectiveness of the company mainlylude, customer
awareness, level of technology, place &time of aisements so based
on the said factors, the outdoor advertising islyigffected.

5. Recommendation
Based on the above conclusion drawn by the stucksdarcher the
following recommendations were forwarded,;

v To improve their advertising covey method, the atisiag
agencies should, select appropriate and strategatibns and time that
address the target audience by using differerdatiere and attractive
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eye catchy message light and good sound, usingteigdahnology
every time .

v' Regarding the awareness of the society, the asingr agencies
need to have an appropriate technique and mechanigvaluate the
advertisement effectiveness by gathering feedb&cid aware the
customer about the outdoor adverting technology grgmoting

frequently they also have to participate in soeagnts, entertaining,
giving updated information at the right time ane tight place for the
public.

v' For the cleanness of the city, the advertising eigsnand the
concerned office should keep clean both the ardattaa board, avoid
immediately the outdated billboards.

v' To improve visibility of the advertisement theyosid use unique
recognizable format or layout.

v If the sun is hitting the board at an angle thaght get different
readings at different points.

v For ethical issues , the advertising agencies:

0 Have a brief message on their billboards.

o Have a color which is not complementary each olikerred and
green rather use readable combination which ikldad yellow.

o Their key word or phrase in billboards should bghhghted in color
box

o Should use unique layout to be easily identify.

o Should select the right location.

Finally suggested advertising agencies should neddaet to improve
the level of knowledge about outdoor adverting pgating themselves
to the latest technology. Besides, they shouldténand encourage
other private and public customers to promote theduct activity by
using this technology.
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