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Appendix two

St. Mary’s University
Faculty of Business

Department Of Marketing Management

These interview questions are prepared for marfgetianager of the company.

1)

2)

3)

4)

5)

6)

7)

8)

What is the advertising objective of the company?

What considerations are taken to develop the cogipawvertising strategy?

What do you think the effectiveness of the strategyparing to customer attractiveness?

What do you think of customers’ perception towaodryadvertising message?

What are the main problems in your advertising fica@

Do you think the company is achieving the strateffiectives of its advertising?

How does the company allocate the advertising bi?dge

How do you evaluate the effectiveness of your dikieg practice?



CHAPTER ONE

INTRODUCTION

1.1. Background of the study

According to (Belch, 2003:17) advertising can definas non-personal form of
promotion that is delivered through selected medatlets that, under most
circumstances, require the marketer to pay for mgssplacement. The American
Marketing Association, Chicago, has defined adweng as any form of non-personal
presentation or promotion of ideas, goods or sewjcby an identified sponsor.
Marketers also defined advertising as a commundcagirocess, a marketing process, an
economic and social process, a pubic relation peo@ information and persuasion

process.

In support of the above idea (Kumar, 2006:212) ¢lssence of being by any business
firm is to produce for sales and profits. In orderremain in business an organization
must generate enough sales from its products toercaperating coast and earn
reasonable profits. For many organizations salesmase is the starting point in

budgeting or profit planning. It must be determinsefore decision on production units

could be arrived at as production units will inriuaffect material purchase.

Therefore analyzing the significance of sales fosibess survival and the connection
between customers and sales, it is essential fgardrzation to engage in programs that
can influence customer decision to purchase theidpcts and one of the main tools to
do so is advertising because it helps to commueibatsiness information to the present
and prospective customers in addition to this atisement is indispensable for both the
sellers and the buyers. However, it is more imparfar the sellers. In the modern age
of large scale production, producers cannot thihpuwshing sale of their products

without advertising.

There are different media available for advertisitgfact any medium can be used for

advertising. Commercial advertising can includeetdion and radio advertising, online



advertising, press advertising, billboard and smynathers (P.Kotler & G. Armstrong
2004:416) depending on the target audience. A caomgan use one or more of these
media to attract the attention of potential custmsne

Nifas Silk Paints Factory was initially establishadl a private company in 1967, under
the name Mega Paints factory. Later on, when Denge to power, it was nationalized
and its name was changed first to Tsedey then t@s\NBilk Paints Factory. Finally

when Ethiopian People’s Revolutionary Democratiorir(EPRDF) came to power, it

was reestablished under public ownership with apaf Birr 683,352.00 keeping its

name Nifas Silk Paints Factory. This factory ha®tal of 160 employees, out of which

133 are male while women'’s are only 27. The managenof the factory is structured

organizationally in to five departments, three seeg and eight divisions and of course
the head of the factory is the General Manager gteged under the board of

management.

1.2. Statement of the problem

Advertising serves as a major tool in creating padawareness on the mind of
potential customer and to take eventual purchasasom. In order to achieve the
intended result of advertising, management muse thdur important decisions when
developing advertising program. Setting advertisolgectives, setting the advertising
budget, developing advertising strategy (messaggsaes and media decisions) and

evaluating advertising campaigns (Belch & Belch02(6).

Generally advertising is a relatively low-cost medhof conveying selling messages to
numerous prospective customers. It has become asargly important to business
enterprises both large and small. The advertiserdl goto get enough relevant market
data to develop accurate profile of buyers to finde common groups of
communications. The objectives of advertising wéraditionally stated in terms of
direct sales. Now it is to view advertising as lmayicommunication objectives that
seeks to inform persuade and remind potential custs of the worth of the product
(P.Kotler&G.Armstong, 2005:468).



In support of the above idea advertising has becamessential marketing activity in
the modern era of large scale production and seompetition in the market it has the
primary goal to reach prospective customers anbh@rice their awareness, attitude and
buying behavior. Marketers spend a lot of moneykeé®p individuals interest in their
product. To succeed, they need to understand wletem potential costumers behave

the way they do.

Moreover, (Wright and et.al 1984:10) state that extiging is controlled identifiable
information and persuasion by means of mass comaeation media. It is considered
controlled information because it has to use theetispace and content of the message
effectively and economically. It is controlled besa it is directed at a particular group.
Advertising should not be messily done to attractuanber of persons without fruitful
result. It is identifiable because it identifiesetproduct and the source of the product,
so that the message should be definite and appgpébirthe target group. Persuasion is
the main objective of advertising, which is creatiand information is designed to

attract prospective buyers.

In Ethiopia, after the introduction of market ecompadvertising become a widely used
promotional tool. Various businesses have beenbéisteed and many of firms have
been using advertising as their primary communaratiool. Based on the preliminary
observation, the student researcher initiated ok laf creativity in advertising, low

research assessment on the relevancy and effeeSgenf advertising and lack of
considering advertising as the main communicatioold are the main problem and in
addition to this the invisibility of advertising actice. In mind of the above problems

this paper has attempted to assess advertisingipeaaf Nifas Silk Paints Factory.

1.3. Basic research questions

To investigate the stated problems, the studemrdamher wasattempted to answer the

following basic research questions.

1. What are the main factors that affect the adverg<sctivities of the company?



2. What is the role of advertising in the company’sguct?
3. What type of media advertisement the firm usesdweatise its product?
4. What perception do customers have toward the athregt activities of the

company?

1.4. Objectives of the study
1.4.1 General objectives
To understand the effectiveness of advertising focadn Nifas Silk Paints Factory.

1.4.2 Specific Objective

1. To understand main factors that affects theeafilsing activities of the company.

2. To identify the role of advertising in the compasyroduct.

3. To identify the type of media advertisement thenfinses to advertise its product.
4. To understand what perception do customers havardwhe advertising activities

of the company.
1.5. Significance of the study

Besides its academic achievement, conducting ségarchhas its own contribution for
different parties. For the company this researclpepahas great significance to the
company by trying to point out unseen opportunitefsthe company’s promotional
practice. Secondly for the student it hascreateddgmpportunities to get more
knowledge and expertise in the subject area antiawe experiencing in conducting
research. Finally it will serve as input for anotheesearcher who will become

interested to make further study.
1.6. Delimitation of the study

The student researcher have concentrate on the aoygpadvertising practice specially
television and radio advertisement and also thelysthave focus on the advertising



activities at the head office in Addis Ababa, naymélexico branch. The time under
consideration have been limited to period betwee®42to 2006 E.C

1.7. Limitation of the Study

While conducting the research study there were saters that hindered the study not to be
carried out as it was expected from; questionnaue® not fully returned for analysis, business
customers didn’t give sufficient answer for thedstiand confidentiality of some information
from the company side. Even though the above pmable/ere faced, the student researcher

finally managed to collect the necessary data sstally even if it wasn't easy.

1.8. Research Design and Methodologies

1.8.1 Research Design

In choosing a research design for conducting mamgetesearch, it has been important
to consider what type of research have been cordudo, the student researcher used
descriptive research method in order to descrilee dtivertising practice in Nifas Silk
Paints Factory. As the name implies, the major ofiye of descriptive research is to

describe the characteristics of function.

1.8.2 Population and Sampling Techniques

It is wide to cover the whole population. Therefdhe student researcher will use non-
probability sampling approach particularly conveartisampling technique because non
—probability sampling approach enables the studestarcher to get some idea of the
population and characteristics of the problem usivegl informed member in a short
time. The target population of the study will indeithe marketing department manager
and 180 customers of the firm and the student mebea will use model provided by
Malhotra, (2006:339).



1.8.3 Types of Data Collected
To make the study completed and adequate both pyimata and secondary date have
been collected. The primary data will obtained frewmurces like customers and the

marketing manager of the company.

1.8.4 Methods of Data Collected

The study has employed two basic data collectionlsto the questionnaires and
interviews. The questionnaires had delivered to tustomers of the company. In
collecting the primary data the researcher has usedview method which has face to
face contact with interview because this helps thgearch to be more reliable on the

answer.

1.8.5 Method of Data Analysis

Raw data have been collected through interview gqudstionnaires then the research
display the collected data using tables, so thatfthding has been organized, analyzed
by using descriptive statistical tools like percege proportions and ratio. Based on the

analyzed data the results have interpreted.

1.9 Organization of the study

The study has been present in four chapters.

* The first chapter has included introduction pamishs as: background of the study,
statement of the problem, objectives of the redeastgnificance of the study and
finally research design and methodologies.

» The second chapter hasincluded review of relatedrdture, which has great
importance in showing a direction of advertisem#rgories from different scholar’s
perspectives.

 The third chapter has covered data analysis, ptaten and interpretation of the
study.

* Finally, the fourth chapter has included summannausion and recommendation.



CHAPTER TWO
REVIEW OF RELATED LITERATURE

The important of this section is to review litereguelated to the study. Therefore, the
student researcher try to see the works of diffengriters regarding advertising and
definition, the scope of advertising, defining adi®ng objective, developing

advertising strategy and other related concept.
2.1 Concept of Promotion

The company makes its first contact with custom#m®ugh its promotion efforts. A
customer does not buy a product unless he has troegtain expectation about the
product. Promotion shapes the expectation of custsnabout the product and increase
sale.

According to (Rathore.s, 2005:4).Promotion is thkeneent in an organization’s
marketing mix that serves to inform, persuade aminind the market of the
organization and for its products. Basically, prdmon is an attempt to influence.
Whether a particular promotion activity is design@dinform, persuade or remind the
ultimate objective is to influence the recipienfeselings, beliefs or behavior. In our
socio economic system, this is not only acceptaliles essential.One of the attributes

of the free society is the right to use communigatas a tool of influence.

Moreover Promotion is the most visible as well he tost culture bound of the firm’s
marketing functions. Marketing includes the wholellection of activates the firm

perform in relating to its markets, but in othenétion the firm relates to the market in
a quieter, more passive way. With the promotionahction, however, the firm is

standing up and speaking out, wanting to be seenhaard. (Belch,2004:661)

There are five promotion mixes (Advertising, perabrselling, sales promotion,
publicity and direct marketing). Advertising is angaid form of non-personal

communication of company idea and message by itledtsponsor. Personal selling is



use of personnel to interact with the target custnnsales promotion is providing short
term incentives when there is lack of cash and hegitk. Publicity is non-paid, non-

personal and uncontrollable communication.
2.2 Definition of Advertising

According to (Kumar and Mittal, 2002:1). advertigims any paid form of non-personal
presentation and promotion of ideas, goods andiseswy identified sponsor The word
advertising comes from Latin word “Advert ere” whieneans to turn the mind broadly
speaking advertising turn the attention of pubbcat commodity or service and in the
broad sense it might be said that anything thah tattention to an article or service

might be called as attention (Pride and et.al 1908).

Moreover, (Wright and et.al 1994:10) stated thaveatising is controlled identifiable
information and persuasion by means of mass comeation media. It is considered
controlled information because it has to use theetispace and content of the message
effectively and economically. It is controlled besa it is directed at a particular group.
Advertising should not be messily done to attractuanber of persons without fruitful
result. It is identifiable because it identifiesetproduct and the source of the product,
so that the message should be definite and apppébirthe target group. Persuasion is
the main objective of advertising, which is creatiand information is designed to
attract prospective buyers. In addition, adverggsis any paid, paid for the time and
space to a medium of information and persuasion cohsumer, non-personal
communication that involves mass media and canective immediate feedback by
identified sponsor, identifiable for the sourcetbe product and product itself so that

the message convince the target group.

According to (Pride& Ferrell, 2000:404) advertisihgs a history of being considered a
one-way form of marketing communication where thessage receiver (i.e. target
market) is not in position to immediately respoma the message (i.e. seek more
information). The simplest definition of advertisemt was that it is a public
announcement and in earlier times to advertise meerely to announce or to inform.

It is an announcement to the public of a produetyge or idea through a medium to

8



which the public has access. The medium may bet,pslectronic or any other. An
advertisement is usually paid for by advertiserrattes fixed or negotiated with the

medium.

As,(Pride & Ferrell, 2000:405) advertisement iscpéar by the identified sponsor. This
element means that advertising is openly and diyeptaid for as against publicity,
which is not openly paid for. As it is paid, theosysor has control over the form,

content and scheduling of the advertising.
2.3 Features of Advertising

According to Khan and et al, 2004advertising has so many features from those basic

features some of them are as follows:

« Communication: Advertising is means of mass communication reachhggmasses.

It is a non-personal communication because it dragsed to masses.

* Information: Advertising informs the buyers about the benefibeyt would get
when they purchase a particular product. Howeuee, ihformation given should be
complete and true.

* Persuasion:The advertiser expects to create a favorable atitwhich will lead to
favorable actions. Any advertising process attengitsonverting the prospects into

customers. It is thus an indirect salesmanshipessgntially a persuasion technique.

* Profit Maximization: True advertising does not attempt at maximizingfipsoby
increasing the cost but by promoting the saless™Mny itwon’t lead to increase the
price of the product. Thus, it has a higher salggraach rather than the higher-cost

approach.

* Non-Personal PresentationSalesmanship is personal selling whereas advegtisin
non-personal in character. Advertising is not mefantanyone individual but for all.

There is absence of personal appeal in advertising.



* ldentified Sponsor:A sponsor may be an individual or a firm who pays the
advertisement. The name of reputed company mayeass sale or products. The

product gets good market because of its identitywhe reputed corporate body.

» Consumer ChoiceAdvertising facilitates consumer choice. It enabtemsumers to
purchase goods as per their budget requirement cooice. Right choice makes

consumer happy and satisfied.

* Art, Science and ProfessiorAdvertising is an art because it represents a figfld
creativity. Advertising is a science because it habody of organized knowledge.
Advertising is profession is now treated as a psefen with its professional bodies

and code of conduct for members.

* Element of Marking Mix: Advertising is an important element of promotionxmi
Advertising has proved to be of great utility tollsgoods and services. Large

manufactures spend cores of dollars on Advertising.

» Element of Creativity: A good advertising campaign involves lot of credtvand
imagination. When the message of the advertiserchest the expectations of

consumers, such creativity makes way for successuaipaign.

2.4 Importance of Advertising
According to Khan and et al, 2004:20advertising has become an essential marketing
activity in the modern era of large scale productiand serves competition in the

market. It performs the following functions:
 Promotion of Sales:It promotes the sale of goods and services by mfng and

persuading the people to buy them. A good advergistampaign helps in winning
new customers both in the national as well as mithernational markets.

10



Introduction of New Product: It helps the introduction of new products in the
market. A business enterprise can introduce itsalfl its product to the public
through advertising. A new enterprise can't makeimpact on the prospective
customers without the help of advertising. Advangenables quick publicity in the

market.

Creation of Good Public Image: Builds up the reputation of the advertiser.
Advertising enables a business firm to communigtgeachievements in an effort to
satisfy the customers' needs. This increases tle\widl and reputation of the firm

which is necessary to fight against competitiorthea market.

Mass Production: Advertising facilitates large-scale production. Asdtising

encourages production of goods in large-scale bsxdlie business firm knows that
it will be able to sell on large-scale with the pedf advertising. Mass production
reduces the cost of production per unit by the eooical use of various factors of

production.

Research: Advertising stimulates research and developmenivaigts. Advertising
has become a competitive marketing activity. Evéiryn tries to differentiate its
product from the substitutes available in the markerough advertising. This
compels every business firm to do more and moreaesh to find new products and
their new uses. If a firm does not engage in redeand development activities, it

will be out of the market in the near future.

Education of PeopleAdvertising educates the people about new prodaats their
uses. Advertising message about the utility of adpict enables the people to widen
their knowledge. It is advertising which has helgszbple in adopting new ways of
lifeand giving-up old habits. It has contributeda towards the betterment of the
standard of living of the society.

Support to Press: Advertising provides an important source of revento the

publishers and magazines. It enables to increasecitttulation of their publication

11



by selling them at lower rates. People are alsoehlitsd because they get

publications at cheaper rates.
2.5 Role of Advertising

According to (Jones J.P, 1999:250) advertises eremtvertising with a variety of
objectives in mind from getting people to samplgmduct, to persuading them to
donate money for an environmental cause or voteafgolitical candidate. Here are

some categories of advertising purpose, arrangea fnost direct to most indirect

» To promote action Direct action advertising is designed to motivpe®ople to act.

 To encourage information search In some cases, it is unreasonable to assume that
a customer is ready to make an immediate purchasedsolely on advertising. In
this case, customers need more information a tesedr a demonstration before
making up their minds. This is often the case fag hicket items and such
advertising often includes a telephone number obsite so the consumer can seek

more information.

* To relate product to needs A less direct form of advertising, this categongludes
those advertising that draw a link in the consurhengnds between product and

their needs as a consumer.

Advertisements work because they make an effecayeeal to some need or desire in
the people who view, read or listen to them. Theeatising appeal is an attempt to
draw a connection between the product and audieAtehe broadest level, there are
two main types of appeals, logical and emotionadgical appeal aim for the buyers
head while, emotional appeal aim for the buyersrth@knes J.P, 1999:254).

2.6 Types of Advertising

For most people that question what is meant by étymf advertising, might be
responded by defining it in terms of how it is delied (e.g., television ad, radio ad,
etc.).But, According to(Kumar and Chunawalla,20®):3in marketing, type of

12



advertising refers to the primary ‘focus’ of the ssage being sent and falls into one of
the following four categories: i.e.product orientedlvertising, image advertising,

advocacy advertising, public service advertising.
2.6.1 Product-Oriented Advertising

As (Kumar and Chunawalla,2004:38) most advertisspgnding is directed toward the
promotion of a specific good, service or idea, wha have collectively labeled as on
organizations product. In most cases the goal afdpct advertising is to clearly
promote a specific product to a target audiencerkidieer can accomplish this in several
ways from a low-key approach that simply providessile information about a product
(informative advertising) to blatant appeals thgtto convince customers to purchase a
product (persuasive advertising) that may includeec comparisons between the

marketer’'s product and its competitor’s offering®parative advertising).

However, sometimes marketers intentionally prodgeeduct advertising where the
target audience cannot readily see a connectiaa gpecific product. Marketers of new
product may follow this ‘teaser’ approach in advaraf a new product introduction to
prepare the market for the product. For instance week before the lunch of a new
product a marketer may air television advertisemgmiclaiming “after next week the
world will never be the same” but do so without amgntion of a product or even the
company behind the advertisement. The goal is sater curiosity in the market and

interest when the product is launched.
2.6.2 Image Advertising

Image advertising is undertaken primarily to enhmren organization’s perceived

importance to a target market. Image advertisingsdoot focus on specific products as
much as it presents what an organization has terofh these types of ads, if products
are mentioned it is within the context of “what We” rather than a message touting the
benefits of a specific product. Image advertisingféen used in situation where an

organization needs to educate the targeted audieoce some issue. (Kumar

andChunawalla, 2004:40)
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2.6.3 Advocacy Advertising

Organizations also use advertising to send a messagnded to influence a targeted
audience. In most cases there is an underlying fitep@ught by an organization when
they engaged in advocacy advertising. For instanoegrganization may take a stand on
political issue which they feel could negativelygact the organization and will target
advertisements to voice their position on the isg@mar and Chunawalla, 2004:44)

2.6.4 Public Service Advertising

In some countries, not-for-profit organizations gvermitted to run advertisements
trough certain media outlet free-of-charge if thessage contained in the advertisement
concerns an issue viewed as for the *“greater good” society. For instance,
advertisement directed at social causes, sucheasdge smoking, illegal drug use and
mental illness may run on television, radio and esthmedia without cost to

organizations sponsoring the advertisement. (KuarefChunawalla, 2004:47)
2.6.5 Institutional Advertising

The object of institutional advertising is to buihdanufacturers reputation in the minds
of the public in general. The advertising messagdirected to tell about the Company,
its people, its contribution in promoting social lf&&e activities, in promoting
consumer satisfaction its achievements in technplitgbroad philosophies, its share in
economic progress of the Company etc. Such adwsmnests do not bring benefits in
the form of higher sales immediately. But they ¢eegood footing for the company in
the long run. The competitive strength of the compgoes up with the enhancement of
corporate image. It is much easier for a highlyutegl company to launch a new
product in the market. Basically the institutionadlvertising aims at getting public
support for raising the capital through public sepstion. (Kumar andChunawalla,
2004:48)
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2.6.6 Public Relations Advertising

It is a part of institutional advertising. The basbbjective of public relations

advertising is to establish cordial and healthyati®ins with the customers, bankers,
suppliers, Government. Through public relations extiging company announces the
changes in its policies, its developmental acteatiits position and stand when the
employees are on strike. It helps the company tmone misconceptions about the
company created by interested groups. During thréodse of short supply of goods the
public relations advertising helps to hold the netgt of the customers. The company
assures about the normalcy of supply and requéstscustomers to bear with the
company. Institutional advertising and public redats advertising are complimentary to
each other. Both are directed in building up cogterimage (Kumar andChunawalla,
2004:49).

2.7 Types of Advertising Agency

According to (George E. & Michael A.Belch 2003:7&) advertising agency is a firm
that specializes in creation design and placemértdoertising and in the planning and
execution of promotional campaigns for products @edvices for their clients. There

are two types of advertising agencies:
2.7.1 In House Agencies

According to (George E. & Michael A.Belch 2003:7ome companies, in an effort to
reduce cost and maintain greater control over agexutivities, have set up their own
advertising agency internally. An in house agensyadvertising agency that is set up,
owned, and operated by the advertiser. Some in dn@gencies are little more than
advertising departments but in other companies theey given a separate identity and

are responsible for the expenditure of large sufmasdwertising dollars.

A major reason for using an in-house agency isdduce advertising and promotion
costs. Companies with very large advertising budgety a substantial amount to out-
side agencies in the form of media commissions.hWanh internal structure, these

commissions go to the in-house agency. An in-hoagency can also provide related
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work such as sales presentation and sales forcermabd, package design, and public

relation at a lower cost than outside agencies.
2.7.2 Outside Agencies

Since advertising agencies can range in size fromna-or-two person operation to
large organizations with over 1000 employees, tlevise offered and functions
performed will vary. (George E. & Michael A.Belcl®@3:76)

2.7.2.1 Full service Agency

Many companies employ what is known as a full-seeviagency, which offers its
clients a full range of marketing, communicatioasd promotions services, including
planning, creating, and producing the advertisipgrforming research ;and selecting
media. A full-service agency may also offer non adising service such as strategic
marketing planning, sales promotion, direct mankgti and interactive capabilities;
package design; and public relation and publickgérge E. & Michael A.Belch

2003:76)

2.7.2.2 Account Service

According to (George E. & Michael A.Belch 2003:78fcount service, or account
management, is the link between the advertisingnagend its clients. Depending on
the size of the client and its advertising budgete or more account executive serves as
liaison. The account executive is responsible farderstanding the advertisers
marketing and promotions needs and interpretingnthhe agency personnel. He or she
coordinates agency efforts in planning, creatingd groducing advertisements. The

account executive also presents agency recommeandaéind obtains client approval.

As the focal point of agency-client relationshiggee account executive must know a
great deal about the client’s business and be sbleommunicate this to specialists in
the agency working on the account. The ideal actexecutive has a strong marketing

background as well as a thorough understandindlgfhease of the advertising.
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2.8 Advertising and Customer Decision

Advertising are constantly trying to define and ratedhow advertising works, and from
these model, they often try to pick meaningful coumitations objecinves.one of such
model is a hierarchy effect model (S.A Chunaulaad others 1992:2). One of the
earliest influential models was called DAGAMA, awrranym for defining goals for

measured results, a book that was first published.

The model was built around for stages of commumdcatresults: awareness,

comprehension, conviction and action. It is possitd pick the appropriate stage in the
communication process and use it to define advedisobjectives. Since its first

publication thee have been numerous variation shield, each a variation of the

hierarchy of effects model since they show sevepdlases of communication

progressing from initial awareness up to the decisio make a purchase (Jones J.P,
1999:236).

First suggested that customers respond in termdhiefarchy of effects which is

sequence of stages a prospective buyer goes thrivogh initial awareness of product

to eventual action (S.A Chunaulalla and others 19p2

Such models present a learning process by whichoousrs’ progress through a series
of predetermined functions to complete the buyimgcess. These models assume that a
purchase will only be made when all the steps ia bherarchy of effects have been
completed. The model is dynamic in that each sirsgép in the sequence depends upon
the preceding step concludes “a major problem witits model is to identify all the
single steps in the process, and it is questiorvalwhether the assumption is valid that
all consumers pass through all steps”.
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Whatever the variety, a hierarchy of effects modelbased on the assumption that
people first learn something from advertisers, them feeling about the product in
guestion and take action (for example purchasingraduct).this order of stage often
called the learn-feel-do sequence. While enjoyedaliee of its simplicity advertising

does not always work in such clear straight forwamadd logical manner.

An examination of typical purchasing decision fbetaverage consumer suggests that
the learn-feel-do sequence of often violated. Foaneple consider a routine decision

that May customers face every day where to purchaseh. Does the customer need at
ways to be aware of a potential restaurant, devaliopng feelings (or at least strong

enough to try) before deciding on place to eat? Whéhe customer sees a restaurant
and simply walks in to give it a try? Perhaps thistomer saw friends walking out of a

restaurant and decide it might be worth exploring,maybe he or she made decision
simply because he/she was hungry and this was nhe apnvenient place to eat (Jones

J.P, 1999:236).

There are two main problems associated with leael-io sequence of customer
behavior. The steps do not always occur in thiseorcand the customers does not
always go though each step. For instance for somdyzcts that customers give little
thought to, (for example purchasing light bulbsgelings may not be formed for the
product after the purchase has been made, suggestiearn-do feel sequence. Another
possible sequence is feel-learn-do, where a custéins¢ gets positive feeling about the
product,(for example a car or personal computdegtn more about it, and then makes
purchase. A final possible sequence and accordmgldnes (1999) it is the most
common, is the do-feel-do sequence, in these cistantes no learning is going on, the
customer is aware of the product and has probakbdut before. A customer buy a
product, likes the way it works or satisfied withetpurchase, and advertising reinforces
those feelings prompting the customer to purcha&geproduct again and again. These

variations in the learn- feel-do trial are illustd below.




The traditional hierarchy model and proposed thamme consumers, under certain

conditions, might follow a sequential path for sopreducts. This modified model is.

This model is more flexible by recognizing the immfance of learning, and also
accounted for non- standard sequence (Jones J99;236).

2.9 Developing an Advertising program

According to (Michael J.Etzel& et.al, 2005: 538) advertising program consists of all
the tasks involved in transforming them in to a mbpating advertising program to
accomplish a specific goal for a product or a braAgrogram involve several different
advertising messages, presented over an extendeddpef time, using a variety of
media An advertising program is planned within theeme work of the overall strategic
marketing plan and as part of a border promotigralgram. The establishment of this
frame work requires identification of the targetdance establishes the overall
promotional goals, setting of the total promotiohaldget, determination of the overall
promotional them (Michael J.Etzel& et.al, 2005: 538

With these task completed, the firm can begin fdiating an advertising campaign, the
steps in conducting an advertising program areirsgtthe adverting objectives, setting
the advertising budget, developing advertising telgg (message decision and media
decision), and evaluating effectiveness (Kotler &strong, 2006:455).

2.10. Determinants of Advertising Media

According to Khan and et al, 2004:3®election of a right type of advertising mediaais
difficult task. Any media that is selected must depable of accomplishing at least the

three main objectives:
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* It must reach the largest number of people possibl
* It must attract their attention.

e |t must be economical.

But in practice there is hardly any single mediatthatisfies the above three objectives.
There are number of advertising media choices ab&l to the company in the world.
However, the real managerial task is to identifgniramong them the one (s) which is
relevant for the company. For this purpose the mganegent should consider the

following factors:

» The Nature of the Product: The nature of the product determines the choicéhef
advertising media. For instance, cinema, televisiooslor periodicals would be the
obvious choice for products like fabrics and taleequiring visual presentation. In

this connection, management should develop a prechexdia match.

» Market Requirements: While selecting advertising media, the company’srkea
requirements should be considered. When they nfeetet requirements, they lend
themselves to good use. For example, specializegh liashion color magazines
would be the proper media for consumers with higéoime groups and sophisticated
tastes. Similarly, outdoor media would be approfgiahen consumer action is to be

induced at the point of purchase.

» Advertising Objectives: The advertising objectives also determine the tyyde
media to be selected. For example, the press iepe® to project corporate image

while radio and television is relevant for prodacivertising.

» Distribution Strategy: The advertising media should be compatible with the
distribution strategy adopted by the company. Baneple, if the company is selling
through middlemen wholesalers and retailers eteentoutdoor advertising media
duly supported by television, radio and cinema etay help to pull the product out

of channel.

20



» Nature of the Message and AppealsThe nature of advertising message appeal also
determines the advertising media for a company. Meelia should be able to carry
the message and appeal to the right persons ipéhgpective. For example, if time
is the essence of communication, daily newspapdrradio may be the best choice.
Mass consumption items like soaps, toothpastesr lodi etc. may determine

television, newspapers as the best selection.

» Budget: The budget available for advertising purpose wi#cide the choice of
media of advertising. For example, a manufacturiimg comparatively large funds
for advertising may choose television or radio otlbas a media of advertising. On
theother hand a medium or small sized businessmag prefer newspaper and

magazine as an advertising media.

» Competitors Choices: A company should also take into account the wisdofm
competitors’ media choices despite differences idveatising objectives and
appropriations. It is not desirable to outright diss their choices. Generally, the
advertising media used by competitors are prefesedas to make an impressive

appeal for the product.

» Media Circulation: The Company should take into account the circulatod the
advertising media. Media circulation must match fttistribution pattern of the
product. This applies to the press media. Circolatshould not be confused with
readership. Circulation means the number of comekl after deduction of free
copies, returns and other differences between dbed humber of printed copies and

total number sold at full price.

» Media Availability: The question of media availability is quite relevawhile
considering advertising media alternatives becausteall Medias are available to a
company at all times whenever required. For inseéano 1973, and 1974, owing to

acute newsprint shortage, space availability inoretl dailies was a real problem.
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» Penetration:How can we penetrate the market most thoroughlfijaw can we reach
the greatest number of potential customers is alsamportant factor influencing
the choice of a particular advertising media. Shad reach housewives at the
kitchen-sink by means of television or radio andiabhis likely to have the greater

impact? This fact should be considered.

» Size and Nature of the Business Enterpris&he size and nature of the business
enterprise also play an important part in makinghaice for the advertising media.
Different media will suit to departmental storesham stores, small shops,
manufacturers and producers etc. A big busineserprise may make use of
television, radio and newspapers having nationaloek, whereas a small unit may

prefer local newspapers and cinema-slides etc.

2.11 SettingAdvertising Objectives

The purpose of advertising is to sell somethingitbgood, service ideas, person, or
place either now or later. This goal is reachedsleyting specific objectives that are
reflected in individual advertisements (Michael tx8& et al, 2005: 539) therefore the
first step is to set advertising objectives. Thedgectives should be based on past
decisions about the target market, positioning aratketing mix which define the job

that advertising do in the total marketing program.

An advertising objective is a specific communicatitask to be accomplished with
specific target audience during a specific periofd tisme.According to (Kotler &
Armstrong, 2006:455). Advertising objective can bkassified by primary purpose

whether the aim is to inform, persuade or remind.

Informative advertising is used mainly when intrachg a new product. In his case the
objective is to build primary demand, thus, eartpgucers of certain product first had
to inform customers of the image quality and corieane benefit of the new product.
Persuasive advertising become more important aspetibion increase. Here the

company’s objective is to build a selective demalRdr example, once similar products
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become established, a company may try to persuadsueners that its brand offers the
best quality for their money (Kottler& Armstrong0@6:455).

Reminder advertising is important for mature pragud keeps consumers thinking
about the product. A mature product television atigement primarily remind people
about the product rather than information or pedsmg@ them (Frances & Stephen,
2003:604).

2.11.1Creating a Message

According to (Michael J. Etzel& et.al, 2005:541) Whver the objective of an
advertising campaign, to be successful the indigldads must get and held the
attention of the intended audience, and influenicat taudience in the desired way.
Likewise no matter how big the budget, such campaiggan succeed only if

advertisements gain attention and communicate well.

In addition, attention can be achieved in many wayslevision makes possible special
visual effects. Radio can use listeners’ imaginasi®o create mental images that would
be impossible to actually produce. Surprising, $wog, amusing, and arousing
curiosity are stated as common technique to gaitendibn (Kotler& Armstrong
2006:457).

Moreover, (Michael J. Etzel&et.al, 2005:541) If tlhevertisement succeeds in getting
the audience’s attention the advertiser has a fesosd to communicate a message
intended to influence beliefs and/or behavior. Hppeal and the execution are the two
element s of the message. The appeal in an adgaréist is the reason or justification
for believing or behaving. It is the benefit thatdividual will receive as a result of
accepting the message. Execution is combing in avio@ing compatible way the

feature or device that gets attention with the appe
2.11.2Selecting Media

Kotler pointed out the four steps involved in medi@lection. These are Deciding on
reach, frequency, and impact; Choosing among majedia types; Selecting specific
media vehicles; and Deciding on media timing (Ko&éArmstrong, 2006:463). A brief
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discussion of these steps would be useful to undedsthe tasks marketer have in

selection media.

» Deciding on reach, frequency, and impact: making a decision on the reach and
frequency needed to achieve advertising objectiwsssential to select media.
Reach is a measure of the percentage of peopleeinarget market who are exposed
to the advertisement campaign during a given perddime. For example, the
advertiser might try to reach a certain percenth® target market during a certain
period of the campaign. Frequency is a measurec¥ many times the average
person in the target market is exposed to the @ t#rmstrong, 2006:463).

Moreover deciding on the desired media impact soassential. This is the qualitative
values of message exposure through a given medMi@ssage on television may have
more impact than message on radio for products tesd demonstration. The same
message in one newspaper (say, reporter) may be melieved than in another (say,
the Ethiopian herald). In general, the more redchguency and impact the advertiser
seeks, the higher the advertising budget will htvbe (kotle& Armstrong, 2006:463).

» Choosing among major media types the marketer has to know the reach,
frequency and impact of each of the major medisaesypl he major media types like
newspaper, television, direct mail, radio, magaziaetdoor, and the internet will
have their own advantages and limitations.

There are many factors to be considered when maikiadia choices. The media habits

of target consumers are the one factor and the etarkhas to understand the target

consumer to choose the media accordingly. The eatdrthe product, the type of the

message and are factors that affect media choiotl€¢k& Armstrong, 2006:464).

Therefore the marketer must consider each of tHastrs when deciding a media to

effectively reach the target consumer.

» Selecting a specific media vehiclethis step relates to a choice of the best media
vehicle which is selecting a specific media with angeneral media type. Radio
vehicle may include FM 98.10, FM.102.1; OR FM97.gwspaper vehicle can

include the reporter, fortune, Ethiopian herald aodn many others. Unfortunately
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three vehicles are available for television in Bgia. In selecting specific media
vehicles the market or must consider the cost penber of persons reached by a
vehicle, costs of producing advertisement for di¢i® media as well as the target
market (Kotler& Armstrong, 2006:466).

» Deciding on media timing scheduling the advertising over the course ofearyis
essentials and how to decide is the final steghengrocess of media selection. Sales
of a product may vary from one season to anotherraarketers can also vary their
advertising to follow the seasonal pattern. Thisame less media timing for peak
seasons and high media timing for drop seasons.

According to (Kotler& Armstrong, 2006:467) The adtiser has to also choose the
pattern of the advertisements. Continuity meansedahling advertisement evenly with
in a given period. Pulsing means scheduling adsergi unevenly for a short period to

build awareness that carrier over to the next atilsieig period.
2.12 Advertising Budget

After the determination of the advertising objeesvthe next step is making decision on
budget for the accomplishment of advertising oljext. According to (Belch, 2004 :
211) two questions are asked at this point: whdt the advertising program cost?
How will the money be allocated? Ideally, the ambwn firm needs to spend on
advertising should be determined by its objectivethis regard facts tell us advertising
budget are mostly determined by using simple apgmpgduch as how much money is
available or a percentage of a company’s or brasdle revenue. So, at this stage, that
budget is often tentative. It may not be finalizatib specific advertising strategies are
developed.

According to (Kotler, 2006:440) it is difficult toonclude that all companies follow this
simplistic approach. Other popular authors punithe following way. “we look at four
common methods used to set the total budget foedbing: the affordable method, the
percentage-of-sales method, the competitive pamgthod and the objective and task
method.”
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Let us see in brief what these methods look: afittd method is setting advertising
budget, if the company is able to afford. In sutthhation, where advertising is a critical
to the firm’'s success the management place adwvegtikast priority or all expenses.
This leads us to uncertain budget, which makes loarvtge planning difficult. In the
other extreme the affordable method can lead usvarspending on advertising, if there
is huge excess money. Percentage of sales methtdtk isecond method used by some
companies. According to (Kotler, 2006:440) this hwat is used in setting advertising
budget at a certain percentage of current of fostaxh sales, or percentage of the unit
sales price. This method is advantageous becausé simple to use and helps
management think about the relationship betweenedthing spending, selling price
and profit per unit, this method has also its owolppems: the budget varies with year-
to-year sale, long range planning is difficult artddoes not provide any basis for
choosing a specific percentage, except what has bshene in the past or what
competitors are doing. The third method is compegiparity which is used in minority
competitors advertising spending estimates fromligabion or trade associations, and
then set their budget based on the industry averagethis case, since companies differ
greatly and each has its own advertising needsrethie no evidence following
competitors is the effective way. The last is obijee-and-task method. This method is
the most logical budget setting method by the comypsets its advertising budget based
on what is want to accomplish with advertising. Aoting to (Kotler, 2006:440) this
budgeting method entails (1) define specific adisémy objectives (2) determine the
task needed to achieve these objectives, and (Bphasng the cost of performing these
tasks. The advertising of this method is it forcesmpanies to think about the

relationship between money spent and advertisisglts.

2.13 Evaluating the Advertising Effort

The final step in conducting advertisement progiarno evaluate the advertising effort.
The advertising program should evaluate both theroanication effects and the sales
effect of advertising regularly. Measuring the coomtation effects of an

advertisement is referred to as a copy testing tes whether the advertisement is
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communicating well. Copy testing can be done beforafter advertising is printed or
broadcast.

(Kottler& Armstrong, 2006:467) Before the advertisent is placed, the advertiser can
show it to customers, ask how they like it, and swra message recall or attitude
changes resulting from it. After the advertiseméntrun, the advertiser can measure
how the advertisement affected consumer recall rodpct awareness, knowledge and
preference (Michael J.Etzel& others, 2005: 548).

Regarding measuring the sales effects of advegisiere are often harder to measure
than the communication effects. Sales are affetiyednany factors besides advertising

such as product features, price and availabilitptfler& Armstrong, 2006:467).

Comparing past sales with past advertising cost lsarone way to measure the sales
effect of advertising. Conducting experiments iscalsaid to be another way in this
regard. For example a company can evaluate thetsfief advertising on sales in three
market areas. In doing so it will make all otherrketing effort the same for the three
marketing area, but will vary the advertising codifferent for each marketing area.
Then it will compare the sales volume in the threarkets. The difference in the sales
volume can therefore, be related to the advertisiegel (Kottler& Armstrong,
2006:467).

Although the above stated experiments and otheremoomplex experiments are
available to the marketers, measuring, advertisiaffectiveness remains a difficult
task. However inspires of this markets are tryingd amust try to evaluate the
effectiveness of advertising.

2.14 Evaluation Advertising Effectiveness

According to (Kotler, 2003:606) good planning aocantrol of advertising depend on
measures of advertising effectiveness, yet the armhamf fundamental research on

advertising effectiveness is appallingly small. Aodingly forester, “probably no more
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than 1/5 of 1% one percent of total advertising engliture is used to achieve an

enduring understanding of how to spend the othe8 §@rcent (%).

Most measurement of advertising effectiveness deadth specific advertisement and

companies most of the money is spent by agencieprertesting advertisement, and
which less is spent on evaluating their effectiveeneA proposed campaign should be
tested in one or a few cities first and its impawtaluated before rolling it out

nationally. Mostadvertisers try to measure the camioation effect of an advertising

that is potential effect on awareness, knowledgepreference they would also like to
measure the adverting sales effect.
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CHAPTER THREE
DATA PRESENTATION, ANALYSIS AND INTERPRETATION

This chapter includes data presentation, analysisrgerpretation of the study based on the data

gathered from the respondent customers and intemaspectively.

All the data were collected through questionnac@staining close and open ended question and
through interviewing the Nifas Silk Paints Factorgarketing manager.180 copies of
guestionnaire were distributed for customers and distomers cooperated in filling out the
guestionnaires while the rest 30 questionnairegwet properly filled. And referring the rates

of return for questionnaire are 150 (83.33%) and8®7%) from company marketing manager.

The information obtained from the marketing managgestomer is summarized using descriptive
statistical where by raw data is computed in pesgg The summarized data is then analyzed
by applying descriptive analysis method using tafdbowing explanations. At last, interpreted

is made to demonstrate implications of the majudifig.
3.1 Finding from questionnaires
3.1.1 Analysis of major finding from questionnaes

The student researcher tried to examine an assessméehe effectivenessd advertising in the
case of Nifas Silk Paints Factory from the pointcotomer view and company marketing
manager. To this end, different questions were ghésesample respondents mainly related with
advertising practice like awareness of Nifas Sidns product, which product they purchase
frequently if the seen the advertisement of Nifdk Baints if they believe the advertisement
enable them to know about Nifas Silk Paints Factmg if they were use competitor product
before they were the customer.

29



3.1.1.1 Personal profile of respondent

The following table has information on the persgmalfile of the sample respondents including
sex, age and educational level.

Item no | Description Alternative Respondent customer in
NO %

1 Sex Male 110 73.33
Female 40 26.66
Total 150 100

2 Age 18-30 60 40
31-40 70 46.66
41-51 10 6.67
Above 51 10 6.67

Total | 150 100

3 Educational background| Underi@rade 20 13.33
12" complete 100 66.66
Diploma 18 12
Degree 10 6.7
Above Degree 2 1.33
Total 150 100

According to the data collected and analyzed asbeaseen in the item of 1 among the total
respondent 110(73.3%), 40(26.66%) of the responaerstomer were male and female

respectively. From this, one can deduce that thjenmhaof the respondents were male.

In the item 2 of table one the age of the respongeexplained and 60(40%) of customer found
in the age range of 18-30, 70(46.66%) of the redpohcustomers found in the age range of 31-
40, 10(6.67%) of the respondent customers foundh&n age range of 41-51 and the rest
10(6.67%) of the respondent customers found imahge of above 51.

There is no respondent whose age is below 18 yeatdrom this one can understand that all

respondents are capable of give correct resportbe iguestion raised.
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In the item 3 of the table 1 the educational bagkgd of the respondents are explained in
details. Among the same respondent 20(13.33%)eok#mple respondent customers are under
12" grade, 100(66.66%) of the respondent are comptE28dyrade, 18(12%) of customers are

diploma holder, 10(6.7%) of the customers are depotder and finally among who are engaged

in responding the questionnaire 2(1.33%) of custeraes above degree.

This implies that the majority of the respondentsevfinish 12 grade and some of them have

diploma so we can say that they have rational thqnknd are able to replay with concern.
3.1.1.2Customer response regarding if they see/heidie advertisement of the company

The following table has information regarding iethespondent see/hear the advertisement of
Nifas Silk Paints.

Item no Description Alternative Customer response in
No %

1 Have you seenYes 50 33.33
advertisement of theNo 100 66.66
company Total 150 100

2 In which media did youTV 20 13.33
see/listen the Radio 120 80
advertisement of NifasBillboard 10 6.66
Silk Paints? 150 100

Total

From the above table 50(33.33%) of the respondaw¢ Iseen the advertisement of Nifas Silk
Paints factory and the remaining 100(66.66%) raltedtotal respondent did not seen/hear the

advertisement of Nifas Silk Paints factory.

From the above information, one can deduce thaimerity of the respondent did not saw the

advertisement of the company.
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As depicted in table 2 of item 2 majority of thespendent 120(80%) mostly listen Nifas Silk
Paints from Radio advertisement and 20(13.33%)oredgnt mostly observe from TV. Whereas
from the total number of population 10(6.66%) af tkspondents are observed Nifas Silk Paints

advertisement from billboard in the street.

From this analysis one can clearly understand taage number of customer mostly listen Nifas
Silk Paints from radio advertisement.

3.1.1.3 Customer Response about the Time of the Aeltisement Released

The following table has information regarding thee of the advertisement released.

Item no Description Alternatives Respondent response
in
No %
1 Could you remember the time\fter news 10 6.66
in which the companyWith Entertainment 20 13.33
advertisement reaches to theprogram
customer in TV or Radio During holiday 50 33.33
| don’t remember 70 46.66
Total| 150 100

As It is depicted in item 1 of table 3, respondemése asked about the time of the advertisement
released and 10(6.66%) of respond they see thertesdveent after news, 20(13.33%) with
entertainment program, 50(33.33%) of respondemoras they see the advertisement during
holiday and the rests 70(46.66%) of the responddmtnot remember the time of the
advertisement.

From the above finding we can understand the nmgjofithe respondent did not remember the

time in which the advertisement of Nifas Silk Paintalized. As the fact shown in the study of
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literature review when advertisement is designduhg to have a systematic and psychological

manner to influence the prospective customer tereber the advertisement.
3.1.1.4 Customer response regarding by which langga they see the advertisement

The following table has information on which langaadoes the customer see/hear the

advertisement.

Item no Description Alternative Customer response in
No %
1 Most of the time by Amharic 130 86.6
which language dooromigna 10 6.67
you see the Tigrina 10 6.67
advertisement? Total] 150 100

As it is denoted in item 1 of table 4 the respondeere asked by which language did they see
the advertisement and 130(86.6%) of the respondeet the advertisement in Ambharic,
10(6.67%) of the respondent see the advertiseme®romigna and the rest 10(6.67%) of the

respondent see the advertisement in Tigrina.

From the above information one can infer the corgpdoes not frequently use by other
language. As it is described in literature revieliew one company advertise its product it should

be understandable by the society or it will be fesit.
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3.1.1.5 Customer response regarding weather the aehltisement enables the customer to
know about the Nifas Silk Paints product.

The following table has information regarding omhthe customers believe the advertisement

enable them to know about the company’s product.

Item | Description Alternative Customer response in

no No %

1 How do vyou Dbelieve theStrongly Agree 40 26.6
advertisement enable you to knowgree 30 20

about the Nifas Silk PaintsNeutral - _

products? Disagree 70 46.6
Strongly Disagree 10 6.6
Total 150 100

As it is depicted in item 1 of table 5, respondemete asked about if the advertisement enable
them to know about Nifas Silk Paints products. 80§2) of the respondent are strongly agree,
30(20%) of the respondent were agree, 70(46.6%8gdke and the rest 10(6.6%) were strongly
disagree.

From the above information one can deduce thatsN#fidk Paints advertisement in some way
enable them to know about the products.
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3.1.1.6 Customers response regarding how much theh\eertisement transfer the required

information

The following table has information regarding hdwve tcompany’s advertisement transfers the

required information.

Item | Description Alternative Customer response in

no No %

1 How much do you think theVery high 20 13.3
advertisement transfer the requiredigh 20 13.3
information? Medium 40 26.66

Low 20 13.3
Very low 50 33.3
Tota1| 150 100

As it is described in the above table 6 item 1 rdspondent were asked to rate the advertisement
if it transfer the required information. 20(13.3%8)the respondent rated very high, 20(13.3%) of
them rated as high, 40(26.66%) of them replied ediom, 20(13.3%) of them rated low and the
rest 50(33.3%) of them rated as very low.

Based on the above information it is possible tdude that the advertisement does not transfer

the require information.
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3.1.1.7 Customer response regarding at which mediie company’s advertising message
easily delivered to the customer

The following table has information on the type rokdia that can be easily delivered to

customers.
Item | Description Alternative Customer response in
no No %
1 At which media do you suggestV 90 60
the company advertising messggeadio 50 33.3
easily delivered to the customer? Billboard 10 6.6
Totjl 150 100

As it is described in item 1 of table7, the respmatdvere asked which media they suggest the
company'’s to advertise the message. 90(60%) ofetsigondent recommend TV and 50(33.3%)
of the respondent recommend Radio and the rest.6l@j6of the respondent recommend

billboard.

Moreover, it is possible to deduce that the majaoit respondents recommend the company to
advertise by using television and the reason wiey ttecommend this media is most of the
people prefer watching television rather than tistg to the radio.

3.1.1.8 Customers response regarding if the advesement is enough or not

The following table has information on whether #uwertisement is enough or not

Item | Description Alternative Customer response in
no No %
1 Do you belief the advertisement|i¥es 50 33.3
enough? No 100 66.6
Totall 150 100
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On the other hand as item lof table 8, describbdutaif they believe the advertisement is
enough 50(33.3%) of the respondent replied it isugh whereas the rest 100(66.66%) of the
respondent replied it is not enough. This implieat tNifas Silk Paints advertisement is not
enough.

3.1.1.9 Customer response regarding in Nifas Silkathts work to bring attitude about new
product

The following table has information regarding tlempany work to bring strong attitude about
new product.

Item no | Description Alternative Respondent customer
in
No %
1 Do you believe Nifas Silk PainisStrongly agree 20 13.33
work to bring strong attitude abouRAgree 40 26.67
its new products? Neutral - -
Disagree 70 46.67
Strongly disagree 20 13.33
Totar 150 100

As it is depicted in item 1 of table 9, respondeste asked about their belief regarding if Nifas
Silk Paints bring attitude about the new produ(13.33%) of respondents replied strongly
agree, 40(26.67%) of respondent replied agree,6/®[%0) of the respondent replied disagree
and the rest 20(13.33%) rated strongly disagree.

Moreover, it is possible to deduce that significantnber of respondent agrees that Nifas Silk
Paints Factory does not bring strong attitude abwaw product. As the fact shown in the
literature review advertisement is closely linkedcconsumer behavior, belief, opinion, life style
and bring attitude about the product.
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3.1.1.10 Customer response regarding how much th@mpany’s advertisement influence

purchases decision

The following table has information regarding howah the company’s advertisement influence

purchase decision.

Item No | Description Alternative Respondent custome
in
No %

1 How much the companyisVery high 20 13.3
advertisement influences purchasdigh 20 13.3
decision? Medium 10 6.67

Low 70 46.67
Very low 30 20
Total| 150 100

As it is depicted in item 1 of table 10, the respems were asked about how much the

company’s advertisement influence their purchasgsam 20(13.3%) of the respondent rated
very high, 20(13.3%) of the respondent also rategh,h10(6.67%) of the respondent rated
medium, 70(46.67%) of the respondent rated low thedrest 30(20%) of the respondent rated

very low.

From the above information, one can deduce that ofafie customers are not got influence by

the company’s advertisement on their purchase idecis

3
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3.1.1.11 Customers response about the attractiversesf the message delivered through the
advertisement.

The following table has information regarding thiretiveness of the message delivered
through the advertisement.

Item no Description Alternative Respondent customers
in
No %
1 How much do you Very high 10 6.67
think the message isHigh 20 13.3
attractive  delivered Medium 10 6.67
through the Low 75 50
advertisement? Very low 35 23.3
Totar 150 100

Asit is depicted in item 1 of table 11, respondentse asked about the attractiveness of the
message delivered through the advertisement.10%@.®f the respondent rated very high,
20(13.3%) of the respondent rated high, 10(6.6724h@ respondent replied medium, 75(50%)

of the respondent replied low and the rest 35(23 @%he respondent replied very low.

From the above information one can deduce thatifgignt number of respondent do not
attracted by the company's advertisement. As the &hown in the literature review if

advertisements lack attractiveness the possildditsonvince customer become low.
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3.1.1.12 Customers response regarding, what factoigfluence the effectiveness of the
advertisement of the company.

Item no | Description Alternative Respondent customer
in
No %
1 What are the factors that influenc€hoosing poor 45 30
the effectiveness of themedium
advertisement of the company? | Repetitive message 95 63.33
Repetitive way of 10 6.67
advertising
150 100

As it is depicted in item 1 of table 12, respondenere asked about factors that influence the
effectiveness of the advertisement of the comp&{i$0Po) of the respondent replied it's
because of choosing poor medium, 95(63.33%) ofd¢bpondent replied repetitive message and
the rest 10(6.67%) of the respondent replied répetivay of advertising.

This implies that the majority of the respondenpliel it's because of choosing repetitive
message. But the fact shown in the literature veviee message should not have to be repetitive
not to be boring.

In general the respondents were asked few operdeqndsstion to give their suggestion on what

should be done to improve advertisement of the esmp

* The advertisement should be convincing.

* The advertisement should catch the attention, imdadest and arouse the desire of target

audience.
* The company needs to advertise more often.

» The company needs to advertise in different languag
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* The advertisement should be easy to memorized
* The company should advertise in entertainment progit will get exposure than any

program.
3.1.2 Interview analysis

The company performs its marketing activity in neitkg department which is organized with
the main objective of advertising media, messagee,tydeciding on advertising budget in

collaboration with management and measuring trectifeness.

From the result of the interview conducted with tmarketing manager of the enterprise
established the budget amount in collaboration Wighmanagement. The marketing department
will analyzed and study the budget need in relatmnthe company’s objective and state the
amount of budget needed based on Affordable meithadder to minimize their cost. Then it
will be presented to the management departmentttaey will allow the proposed budget or
reject it.

Decision on the advertising message and type

Companies can find their advertising message bynwamcating with the customers like
message generation, message selection and evaJuanessage execution and social

responsibility are done.

Generally, in creating the advertising message emypwill discuss with customer, dealer,
experts and competitors.

Decision on media used by the company

Media selection is common problem that is seen amyrcompanies created by the problem of
finding the most effective media to deliver the itls message to the target audience.
Television, Radio and Billboard are the advertisimixes that Nifas Silk Paints uses to
communicate with target buyers. According to theketing manager the media the company

considers has three factors cost, product lifeecgold media coverage.
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Evaluating the advertising effectiveness of Nifasi® Paints

Evaluating the effectiveness of advertising activ critical element that critical element that
could help to avoid costly mistakes that is usuatigurred at the final version. The evaluation is
based on the sale. This is because the objectiak ith used to make comparison with
performance is not something concrete and measurdiie evaluation may help them to
improve the advertising, decide on additional medtid decide on decide on the allocation of the

budget. The company will provide 200,000 birr fooqpotional expenses over the year.

According to the marketing manager the objectivehef advertising activity is based on their
product lifecycle (introduction stage-informing,ogring and maturity stage-persuasion and

decline stage-reminding)
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Chapter Four
Summary, conclusion and recommendation

For the analysis and interpretation made in thevipus chapter the following summary,

conclusion and recommendation are drawn. The mijectives of the study are to assess the
effectiveness of advertising in Nifas Silk Painectory. The study attempted to address the 4
guestion posed in the first chapter of the resepager. In order to achieve this objective related
literature were viewed, relevant interview raisedrharketing manager for those question which
are not answered by the respondent and questiesnalso distributed for those convenience

sampling technique selected number of respondents.

The questionnaires applying convince sampling teglnfor the data that obtained from the
guestionnaires and interview were presented andiyzeth using percentage and tabulation
depending on the analysis the following finding swemized, conclusion were drawn and

recommendation forwarded.

4.1 summary

¢ Significant number of respondent (66.66%) nevendbe advertisement of Nifas Silk
Paints Factory while, the rest (33.33%) of the oesient see the advertisement of Nifas
Silk Paints Factory.

¢ In relation to the media type that the companytosadvertising its product 20(13.33%)
of the respondent said TV, 120(80%) of the respohdaid radio and the rest 10(6.66%)
of respondent said billboard.

s 70(46.66%) of respondent does not remember the tfheadvertisement release,
10(6.66%) of respondent replied after news,20(1%)33eplied with entertainment
program and 50(33.33%) replied during holiday.

+ With regard to which language the respondents séear the advertisement 130(86.6%)
replied they see and hear the advertisement in Amha0(6.67%) see and hear the
advertisement in Oromigna and 10(6.67%) replie@ignina.

« With regard to weather the advertisement enablesctistomers to know about the
company’s product 40(26.6%) of the respondent edpéitrongly agree, 30(20%) of the
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respondent replied agree, 70(46.6%) of the respurdisagree and the rest 10(6.6%) of
the respondent strongly disagree.

In relation to how much the company’s advertisenteantsfer the required information
20(13.3%) of the respondent replied very high, 3%) of the respondent replied high,
40(26.66%) of the respondent replied medium, 28%3.of the respondent replied low
and the rest 50(33.3%) of the respondent replied logv.

In relation to the customers suggestion about atlwimedia the company’s advertising
easily delivered to customers 90(60%) of the redponhreplied TV, 50(33.3%) of the
respondent replied Radio and the rest 10(6.6%)eféspondent replied Billboard.
50(33.3%) of the respondent belief the companyieetement is enough while the rest
100(66.6%) does not belief the advertisement isenotigh.

Regarding the belief of respondent about the compaing strong attitude about its new
product, 20(13.3%) of the respondent strongly agri26.67%) respondent agree,
70(46.67%) disagree and 20(13.33%) of respondeoniglyy disagree.

In relation to how much the company’s advertisemerfiuence purchase decision
20(13.3%) respondents replied very high 20(13.3%)he respondent replied high
10(6.67%) replied medium 70(46.67%) replied low atme rest 30(20%) of the
respondent replied very low.

Regarding the attractiveness of the message 16(9.6&plied very high, 20(13.3%)
replied high, 10(6.67%) replied medium, 75(50%)iszplow and the rest 35(23.3) of the
respondent replied very low.

Regarding factors that affect the effectivenesshef advertisement 45(30%) replied
because of choosing poor medium, 95(63.33%) refdeschuse of repetitive message,
and the rest 10(6.67%) replied because of repetitiay of advertising.

The company does not provide budget for advedisipecifically but it will assign

budget for all promotional mix element.
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4.2 conclusion

Based on the data gathered from customer and th@amy using questionnaire and interview

data gathering method one can conclude that th@aoynhas the following weak sides.

» From the result of the response of the customezscan conclude that the majority of the
respondent did not seen or hear the company’s tsi@ent.

» According to their response of the customer thepgaomg does not bring strong attitude
about new products. One can infer from this custoare not aware of new paint
products existence.

» The study indicated that the majority of the resjet does not remember the time of the
advertisement release because it is not identfidbbm the competitors and the
advertisement is not frequent. For this reasos fiassible to say that the customer does
not remember the advertisement.

> Based on the response of the customer mostly thgpaoy advertises its product by
Ambharic language. For this reason it is possibleayp that the message of the language
should have to balance.

» Generally, it is possible to deduce from the abeteement that the company has
different negative side that should be improved mwiagvertising its product for the

customers.

4.3 Recommendations

After analysis of finding, conclusions are made dahd study has forwarded the following
recommendation for the company to recheck the &direy practice and to take corrective

action.

* The company should advertise its product with eait@ment and at holiday to seen and
heard.
* To get more demand the company should have toi@osit to the customers mind by

increasing its campaign, for new paints producty thould develop awareness creation
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program, for matured product they should reminddingtomer that they are still existed
and they are here for them.

The company should develop the advertising messé#igactively and by discussing
with advertising agency, it is advisable to designadvertisement more unique and
identifiable from the competitors.

The company should advertise its product by foa@isin making customer remember
the advertise brand and its distinctive offeringhea than focusing only on creative
appeal.

With respect to the language of the advertiseminis advisable to use different
language that the customers will understand thesagesthat are been told.

The company needs to have appropriate mechanisevatuate the advertisement
effectiveness by designing feedback gathering neshmand by comparing how much

they go with the objective.
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