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ABSTRACT

This study is intended to investigate the impact of promotional tools on customers for Brand equity.
So, the objective of this research is: to analyze the promotional tools and their significance for Brand
equity, to find which promotional tool is more valuable for Heineken beer Brand equity. The nature of
this study has been cross sectional field survey sideways with descriptive research design. This study
has been conducted on customers of Heineken beer in Addis Ababa city. The sampling technique
employed in this research have been both probability and nonprobability that included the purposive
cluster sampling method as the researcher first delimit the area using cluster and purposive technique.
After the specific area has been identified, the sample size has been determined using Cochran’s (1963)
approach. Later, structured guestionnaires have been distributed for 384 randomly selected samples
of which 384 respondents have returned the questionnaires. The qualitative results were interpreted
qualitatively, analysis and interpretation of the collected data were conducted by using descriptive and
inferential statistical tools with the help of SPSS. The finding of this research clearly states that
promotion is considered as a significant instrument for a firm’s great effort in order to differentiate
their products from competitors and effective implementation of those five tools of promotion has a
significant effect on customers for Brand equity though the effectiveness of each tool’s level differs.
Promotion is vital in informing, reminding and influencing the purchase of Heineken beer and in
developing and infusing strong and dominant brand because it enhances perceived superiority of the
brand or customer based Brand equity on side of existing and potential customers and helps to
distinguish brands from other similar product providers in competitive markets. The researcher
recommended that managements of Heineken beer have to conduct their business with promotional

activities and implement and work on the promotional tools effectively.

Keywords: Promotional Mix, Promotion, Brand Equity



CHAPTER ONE

INTRODUCTION
1.1 Background of the Study

Brewery industry is an emerging and growing business in Ethiopia’s economy even before the impact
of the pandemic and now days’ company’s strange on the market to cop up with the computation with
competitors to have the attention of consumers this brings companies to use the promotional tools.
The advertising effectiveness is the quality of information reporting to potential and existent consumers
during advertising campaign aiming at forming the image and awareness of the products as well as at
gaining certain economic result determined before and after the transmission of advertising message
(Shakho, & Panasenko, 2012). But it is difficult to know the effect of media advertising on the financial
outcome that is gained whether due to advertising or due to other promotional activities.

Business organizations reach to their customers with goods or services through various mechanisms.
A number of activities are being performed in order to sell the products to the consumers. Modern
marketing is more than just producing good products, suitable pricing and easy access to them (Kotler
& Armstrong, 2000). Attracting new customers has become important in modern business so firms
have to consider the attitude and behavior of their consumers. Businesses need to communicate to the
consumers what they have to offer (Jobber & Lancaster, 2006).

Companies have been involved in different marketing strategies to promote new and existing brands.
For example, on September 2016, Heineken breweries share company launched promotion of (lottery
scheme) for promoting Walia beer, one of its product and where by winners were awarded, after Walia
sales promotion period ended, meta brewery commence similar promotion for its products using
telecom text message system as a (lottery scheme) to receive the entry and identifying winners, this
reflects stiff competition among beer brands in the Ethiopian market.

Large number of activities are performed in marketing. Promotion tool is one of the elements of
marketing mix. It is one of the variables through which information regarding products or services is
being communicated to customers to change their attitude and behavior. Promotion is referred to as
any communication used to inform, persuade, and remind people about an organization's or individual's
goods, services, image, ideas, community involvement, or impact on society (Evans & Berman, 1997).
Promotion tool is a term used to describe the set of tools that a business can use to communicate
effectively the benefits of its products or services to its customers. Promotion tool includes tools such

as advertising, public relations, sales promotion, direct marketing and personal selling (Chunnawala &
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Sethia, 1994). Therefore, promotion tool is vital element to build brand equity. A Brand equity refers to
a value premium that a company generates from a product with a recognizable name when compared to a generic
equivalent. Companies can create brand equity for their products by making them memorable, easily
recognizable, and superior in quality and reliability by promotional tools. It consists of a variety of incentive
tools, mostly short term, that are used to stimulate consumers and/or dealers to accelerate the
purchasing process or to increase quantities of sales (Kolter & Armstrong, 2010).

Brand equity is the incremental value added to a product by its brand name (Farquhar, 1989; Srivastava,
2009). According to Aaker (1991), brand equity is a multidimensional concept. It consists of brand
loyalty, brand awareness, perceived quality, brand associations and other proprietary brand assets. High
brand equity implies that consumers have a stronger association with the brand, perceive the brand to
be of higher quality and are more loyal towards the brand. Increased dimensions of brand equity lead
to an increase in brand equity because each of these dimensions is positively related to brand equity
(Yoo, Donthu & Lee, 2000). One of the major contributors towards building brand equity is advertising
(Aaker & Biel, 1993). Advertising creates awareness of a brand and increase the profitability that the
brand is included in the consumer’s evoked set. According to Rice and Bennett (1998), effective
advertising not only increases the level of brand awareness, but also improves attitude toward the brand
and strengthens its image. Therefore, promotional tools are important to building strong brand.

Brewery industry in Ethiopia is growing fast in recent year with increased urbanization, population
growth, rising incomes (Access capital, 2010). Ethiopia’s beer industry is currently comprised of more
than 12 major brewery plants. These all brewery companies are currently involved in some sort of

promotion tools activities and one of them is HEINEKEN Ethiopia.

1.2 Statement of the Problem
Building a strong brand in the market is the current goal of many organizations. This is due to the fact

that brand equity has been found to lead to higher prices, greater market share, more responsive
advertising and promotions, earlier market penetration and more efficient product line extensions
(Keller & Aaker 1992). The Beer industry in Ethiopia has gone through tremendous growth in the last
two decades. It transformed into one of the most competitive industries in Ethiopia with millions of
birr spent on advertisements alone. As living standards increase, also the market frequently shifts from
one to another so The competitiveness of the industry has led to more investment the farming sector
and HEINEKEN Ethiopia is one of many others.



It is understandable that the pandemic creates enormous wave in industries that needs public gathering
as a main target of customers. Also, the pandemic damage has become more severe in recent days on
the image of products and that affects brand equity as far as it changes the mental representation of the
brand and the kinds of information that can appear in the consumer’s memory. Some of these potential
encounters may be marketing-initiated, with promotional tools. Similarly, with COVID-19 influence
over promotion, the pandemic has accelerated the shift towards a more digital world and triggered
changes in online activity in today’s competitive and dynamic environment, and all marketers
communicate with their target markets through advertising. Now days the beer consumption rate in
Ethiopia becomes visible and it has been increasing from time to time. In line to this, it becomes
common to see and hear different sales promotion strategies and advertisement of Brewery companies.
The way of their communication and the information contained in the Promotional tool, have to be
thought throw because when the information is too weak or too irrelevant, the advertising has no chance
of having an effect on consumers’ buying behavior of their products or services (Mittal, & Pachauri,
2013).

One of the perspective tools increasing economic effectiveness of financial institutions is advertising,
among Promotional Tools but in Ethiopian recent case, factories of any alcohol products as well as
Alcohol advertisements are prohibited; similarly, the ratified bill bans smoking in public areas, alcohol
advertisements on billboards and in broadcast media also smoking near government institutions,
medical facilities and entertainment spots, and it also banned the sale of alcohol drinks to people under
21 years of age. (Food and Medicine Administration Proclamation No.1112/2021 Part Three 18.2); In
addition, it contributes to influence and situational variation of the consumers. With this bottlenecks
brewery company’s struggle to address their customers; Thus, it would appear that, apart from the
traditional goals assigned to Promotional Tools (like; Advertising, Personal Selling, Direct Marketing,
Sales Promotion and Public Relation Publicity), they are also used in the industry as a brand-building
activity. This brings to the question of whether this communication tool is appropriate for building
brand equity. Heineken company has been practicing various sales promotion campaigns for promoting
its beer brand. The company spent a lot of money for these campaigns, Despite the cost associated with
sales promotion, the effectiveness of each tools in affecting purchase decision of the consumer is not
well examined (company summary for Heineken SC). Hence in current situations it is unknown which
sales promotion framework would be most effective and would influence the purchasing decision of

consumers. Therefore, this thesis has focused to know the Promotional Tool Effects on Customer’s



Brand Equity the Case of Heineken Breweries Specifically, building brand equity appears to be worthy

of investigation in the context of Promotional Tool.

1.3 Objectives of the study

1.3.1 General Objective
% The general objective of this study is to investigate the effect of promotional mix practices

on customer-based Brand Equity the Case of Heineken Breweries

1.3.2 Specific Objectives
Specifically, the study has the following specific objectives;

- To evaluate the relationship between promotional mix practices and brand equity

- Investigate the effect of promotional mix practices on brand equity

1.4 Research Questions
The purposes of this study were to evaluate the Effects of Promotional Tool on Customer’s Brand

Equity the Case of Heineken Breweries. In evaluating statement, this study attempts to answer the

following questions:

I) What is the effect of Promotional Tool on Customer’s Brand Equity?

I1) Does this effects have positive impact on the brand Equity?

1.5 Significance of the Study
This study tries to throw light on the Promotional Tool Effects on Customer’s Brand Equity in the Case

of Heineken Breweries. This study will also a help greatly maintain the image and awareness of the
products on the mental representation of the brand in their consumer’s memory, as a result they can
select the right and the most successful sales promotion tools to catch their consumer’s attention and
identify which promotional tools are favored by their target customers in this sophisticated and fast
growing competitive market. Moreover, this research has significant role to play in shading light
practically in the present Marketing Managers to better re-position their brands and Promotional Tool,
to capture the correct target market to improve the sales in times where economy is at a challenge. At
the same time, it would help to better understand what variables that have an impact on beer companies
on Customer’s Brand Equity.

Furthermore, the outcome of this study will also benefit, for Stakeholders like, management staffs and

employees to have correct information and awareness about the Effects of promotional tools on



Customer’s Brand Equity and gives a better ground for other sales managers, business professionals,
business initiatives and policy makers.

It also helps to fill a gap in the literature and can serves as a stepping stone for further researches to
conduct further survey on this area and serve as a reference material for students and marketing

practitioners as a source.

1.6 Scope of the Study
This study has focused to know the Promotional Tool Effects on Customer’s Brand Equity the Case of

Heineken Breweries in Addis Ababa Kirkos Sub City as Geographical area of study. This geographical
limitation is chosen not only because of time, access and cost restriction, but also | believe that a
considerable number of beer consumers are available in Addis Ababa. And for this purpose, the
researcher took promotional tools which can affect the Customer’s Brand Equity.

The factors used as measurement scale of customer’s equity are selected. The study will use five
independent vareables as measurement (Advertising, Personal Selling, Direct Marketing, Sales
Promotion and Public Relation Publicity) and Brand Equity as dependent vareable. Finally, this study

uses Qualitative approach were the study data will be collected through closed ended questionnaires.

1.7 Description of the Study Area
As said above the study area is in Addis Ababa Kirkos sub City. The Reason for selecting this area as

a study area is the organization had office is located in the sub city and since | am using most of primary

data it would help the study to have positive feedback on the study.

Figure 1: The district (sub-city) of Kirkos (shown in red) within the city of Addis Ababa (yellow).



1.8 Limitations of the Study
Every research has certain limitations therefore it is necessary to acknowledge them. There is limitation

with regard to the collection of data; since we are still in the range of COVID-19 impact; The economic
and social disruption caused by the pandemic is devastating, tens of millions of people are at risk of
contaminations still. Gathering the data by using different qualitative methods such as in- depth
interview, or focus group discussion are risky and hard therefore in considerations of this scenario’s
the study is forced in to the shore of electronics communication as to make questioners available to
respondents.

The other limitation is the age of respondents are restricted by government it must be 21 years of age
and above also considering the ethical conditions regarding to health circumstances current the
maximum age of respondents is 44, this supports the idea of the social media users in Africa is declining
after this age in some study’s; Moreover, the research is limited to brewery companies and only on

beer products, therefore the findings cannot be generalized to other industry and other products.

No study is perfect; having this weakness | recognize the other reliable technological possibilities of
conduct questioners gathering the data from respondents even though the respondents essential must

have the availability of using technology as constraint in this state.

1.9 Definition of Terms
- Promotion is one of the elements of the marketing-mix that is often turned to by local self-

governments, particularly under the conditions of market economy, where competitiveness is one
of the key determinants. (Alicja Sekuta, 2012)

- Sales promotion- A range of marketing techniques designed within a strategic marketing
framework to add extra value to a product or service over and above the normal offering in order

to achieve specific sales and marketing objectives (Brassington & Pettitt, 2000).

- Promotional Mix- The promotional mix is the combination of the different channels that can be

used to communicate the promotional message to the consumers (Ansari et al., 2011).

- Purchase- The exchange of values, either for money equivalent. It is the transaction between the
buyer and the seller. (Gerald, 1997).

- Purchase decision- the stage at which the buyer or the consumers actually buys the products
(Kotler, 1999)



1.10 Organization of the Study
Chapter one of this paper discussed introductory issues, it points statement of the problem, objectives

of the study, research questions, scope, and significance of the research and operational definition of
terms. On Chapter two discussed on theoretical review and conceptual framework and hypothesis. Then
Chapter three will cover the research design and methodology of the study. It describes the type and
design of the research; the subject and participants of the study; as well as the data collection tools
applied and methods of data analysis. The fourth chapter will present the research findings and analysis.
The fifth chapter is going to be summarizes the findings from chapter four and draws conclusions.

Finally, the recommendation part is presented.



CHAPTER TWO
REVIEW OF RELATED LITERATURE

This chapter reviews the concepts and theories relevant to sales promotion. The context in which sales
promotions are developed and the previous studies that focused on this field is briefly discussed in this
section. The literature review consists of theoretical review, Empirical review and conceptual
framework.

Large number of activities are performed in marketing. Promotional tool is one of the elements of
marketing mix. It is one of the variables through which information regarding products or services is
being communicated to customers to change their attitude and behavior. Promotional tool is referred
to as any communication used to inform, persuade, and remind people about an organization's or
individual's goods, services, image, ideas, community involvement, or impact on society (Evans &
Berman, 1997). Promotional tool is a term used to describe the set of tools that a business can use to
communicate effectively the benefits of its products or services to its customers. Promotional tool
includes tools such as advertising, public relations, sales promotional tool, direct marketing and
personal selling (Chunnawala & Sethia, 1994). Therefore, sales promotional tool is vital element of
promotional tool. It consists of a variety of incentive tools, mostly short term, that are used to stimulate
consumers and/or dealers to accelerate the purchasing process or to increase quantities of sales (Kolter
& Armstrong, 2010).

One of the promotional tool elements is sales promotional tool, which is generally defined as those
marketing activities that provide extra value or incentives to the sales force, the distributors, or the
ultimate consumer and can stimulate immediate sales. (Keller, 2008). Sales Promotion is the widely
used component of the promotional tool mix, other being personal selling, direct marketing, publicity
and advertising. Promotion is the direct way an organization attempts at reaching its market and is
usually performed through the five elements of promotional tool mix, i.e. advertising, sales promotion,
personal selling, public relations, and direct marketing (Czinkota & Ronkainen, 2004).1t involves the
delivery of messages to target customers with the main aim of building brand awareness, creating
favorable brand attitudes, gaining market share, inducing buying, building brand equity and increasing
sales (kurtz, 2010).

2.1 Theoretical Review

Promotion and advertising are critical elements of our total economic and social systems meagerly for

the business environment. All over the world the large multinational corporations to medium and even
8



small firms recognize that there is no best alternative than promotion to communicate with consumers
and promote them to purchase their products or services (Belch & Belch, 2009).

Belch & Belch (2009) define promotion as “the coordination of all seller initiated efforts to set up
channels of information and persuasion in order to sell goods and services or promote an idea.” It is
widely accepted that promotion boosts short terms sales. “Some promotional activities may create
stockpiling, increase sensitivity to prices, and reduce post promotional sales, while others may attract
new customers or increase consumption” (Sigue,2008). For instance: Some study’s shows that Sales
promotion could be most effective when it will be used together with advertisement. “When sales
volume combined with features of advertising, sales volume increased 4 percent; when combined with
feature advertising and a point-of-purchase display, sales volume increased 24 percent” (Kotler &
Keller, 2006) The major elements of promotional tools are: (Advertising, Personal Selling, Direct
Marketing, Sales Promotion and Public Relation).

2.1.1 Advertising

Definitions of advertising are many and varied. It may be defined as a communication process, a
marketing process, an economic and social process, a public relations process, or an information and
persuasion process, depending on the point of view. Advertising is the non-personal communication of
information, usually paid for and usually persuasive in nature, about products, services, or ideas by
identified sponsors through various media (Bov’ee and Arens, 1989).

According to Kotler, & Armstrong (2003) advertising is any paid form of non-personal presentation
and promotion of ideas, goods or service through mass media such as newspapers, magazine, television
or radio by an identified sponsor. Advertising is the best-known and most widely discuss form of
promotion. Marketers use advertising for its cost-effectiveness with large audience and it also create
brand images and symbolic appeal for a company or brand. It has been established that customers are
more likely to consider buying and using certain brand of what they can remember the brand name and
something about its attributes or benefits.

Marketing management makes 5 main decisions when developed an advertising program (the5M):
What are the advertising objectives? (Mission), How much can be spent (money), what message should
be used (media) and How should the result be evaluated (measurement).

According to Wijaya (2012) a modern definition of advertising includes other important factors, such
as media, audience, and goals. Advertising was defined in the journal as a paid form of persuasive

communication that uses mass and interactive media to reach broad audiences in order to connect an



identified sponsor with buyers (a target audience) and provide information about product (goods,
service, and ideas). This definition has five basic factors: is usually paid by the advertiser, the sponsor
is identified, generally reaches a broad audience of potential consumers, seeks to inform and also
persuade or influence consumers, and the message is conveyed through many different kinds of mass
media and also now interactive types of media.

Advertising is the use of paid-for space in a publication, for instance, or time on television, radio or
cinema, usually as a means of persuading people to take a particular course of action, or to reach a
point of view. It may also be taken to include posters and other outdoor advertising.

Advertising has been shown to initiate consumer search for information about a product
category. A consumer with little information about the category cannot search efficiently,
whereas a consumer with extensive information has little need to search. Advertising can
increase consumers' objective and subjective knowledge (Newman & Staelin, 1973) and stimulate
information search in new categories with low prior knowledge (Bettman & Park,
1980;Swasy&Rethans, 1986). The effect of advertising on search can also vary across stages in the
purchase funnel. For example, Punj and Staelin (1983) showed that consumers with more product-
specific knowledge search less after seeing an advertisement, while those with general category
knowledge are more likely to search. Klein and Ford (2003) distinguished between online and offline
search, finding that consumers' mix of time spent on online vs. offline search activities depends on the
relative importance of attributes that can be reliably verified through online search.

Advertising has also been shown to affect the means of consumers' search for information.
Consumers may search using broad or focused means. Focused search strategies are more likely when
the consumer has greater uncertainty about differences between brands (Moorthy, Ratchford, &
Talukdar, 1997) and when the consumer overestimates her current level of knowledge (Moorman,
Diehl, Brinberg, & Kidwell, 2004). Whereas this literature has relied primarily on experimental
evidence, the current paper estimates similar effects using field data.

A number of recent papers have shown that online searches data can help predict market
outcomes, and therefore constitute important information that marketing managers need to track.

For example, Kulkarni, Kannan, and Moe (2011) presented convincing evidence that online
search data can improve forecasts of new product sales in the motion picture industry. Kulkarni,
Ratchford, and Kannan (2012) showed that automobile purchasers who used the internet to search for
their cars placed greater emphasis on product attribute ratings, while those who did not use the internet
placed greater emphasis on summary recommendations. Hu, Du, and Damangir (2014) estimated a
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marketing mix model incorporating Google Trends data along with standard data like market shares,
prices and advertising expenditures, finding that information about search volume enhanced model fit
both in-sample and out of sample. Therefore, understanding the drivers of online search may help us
to understand how search data can be used in forecasting new product sales and understanding
purchaser characteristics.

Advertising is the use of paid-for space in a publication, for instance, or time on television, radio
cinema, usually as a means of persuading people to take a particular course of action, or to reach a
point of view. It may also be taken to include posters and other outdoor advertising (Wilmshurst, J.
1985)

According to Kotler (2006) Direct marketing tools include the use of direct mail, telemarketing, fax, e-
mail, newsletter, catalog, internet, and others to communicate directly with specific customers and
prospects. Direct marketing tools provide companies with several attractive ways of conveying
customized messages to individuals. The usually contain up-to-date information because preparation
time can be neglected. While being instantly applicable, they need to be integrated into the long term
corporate brand massage. Direct marketing is a tool which allows marketers to reduce wasteful
communication to non-target customers or customer’s groups. For direct marketing tools it is also very

important to achieve consistency of the brand appearance.

Brand building through direct marketing is only achieved if customer’s expectations are met by the
brand performance. Therefore, listening and responding to customer feedback regarding positive and

negative experiences is significant.

2.1.1.1 Purpose of Advertising

Advertising is related and begins with a base of creating awareness and strengthening a
company’s position or image. It is advertising that makes the companies known. The second roles to
create favorable climate for salespeople. In some instances, customers will order directly from the
advertising, so the final purpose of advertising is to generate sales (Dwyer, F.R. and Tanner, J.F. 2002).
In addition, they define mass media advertising as ‘“non-personal, paid announcements by an identified
sponsor to reach large audiences, create brand awareness, help position brands, and build brand
images” (Dwyer, F.R. and Tanner, J.F. 2002)

Advertising is also a valuable tool for building company or brand equity as it is a powerful way to

provide consumers with information as well as to influence their perceptions. Advertising can be used
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to create favorable and unique images and associations for a brand which can be very important for
companies selling products or services that are difficult to differentiate on the basis of functional
attributes. Companies selling their products and services to the consumer market generally rely heavily
on advertising to communicate with their target audiences as do retailers and other local merchants.
(Belch G.E. and Belch, M. A. 2009).

To create a demand for new products by explaining its utility, to announce a new product or
service, to increase its sales by attracting new customers, to create brand preferences, to expand the
market for new buyers, to assist the salesmen in their selling efforts, to warn the public against imitation
of the product of the firm, to prepare ground for new products, barring new entrance, make special
offers through sales promotion, to neutralize competitors advertising, and to enhance goodwill of the
firm. Objective of any advertising is to communicate about the product and services to the prospective
customers. General objectives of advertising are to inform the customers about the attributes and uses
of the product (Helina Belay 2012).

In today’s market the range of products and services is especially large, they are all impossible to
remember or purchase. The main goal of advertising a certain product or service is to attract the
customer’s attention and analyze the impact of advertising on the customers’ behavior, which is
determined by a number of cognitive, emotional and behavioral aspects. All the efforts to akean
advertisement are centered on the sole aim of making it so effective and persuasive in a natural way so

as to serve the motto of meeting the consumer psyche in a positive manner (Rai,2013).

2.1.1.2 Customers Perception on Media Advertisements

“The process of marketing communication (promotion) takes consumers through three stages of
responses: perception, attitude and behavior stages”. Perception is “the process by which people select,
organize and interpret information to form a meaningful picture of the world” (Kolter & Armstrong,
1994). The process of perception consists of three elements which are exposure, attention and
interpretation within four steps: begin with receiving information from outside, selecting information,

organizing information and end with interpreting (Kotler, 2003).

1) Receiving information (Exposure): Marketing stimuli includes a diverse amount of variables that
affect or expose to the consumer’s perception for instance the nature of product, its physical
attributes, the brand name, the package design and the advertisements. Therefore, marketers often
use tremendous attention-getting devices to accomplish maximum contrast and thus attract
consumer’s attention.
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2) Selecting information (Attention): Individuals will perceive information differently in accordance
with their needs, expectations and past experiences. These help people assign meanings to the
stimuli and distinguish products that will offer particular benefit to them. This perceptual step is
facilitated by schema which is the set of knowledge and beliefs held by human being. A schema
provides a filtering procedure for an individual who concentrates to only a small amount of the
original stimuli.

3) Organizing information: This process is how the ones organize information in physical
configuration; therefore, they can interpret into a coherent picture.

4) Interpreting information (Interpretation): The consumer will interpret the chosen stimuli once the
selection and organization processes have been completed. This process is also uniquely individual
because it serves as a basis of consumer’s expectation and previous experiences (Schiffman

et.al.2000).

It is essential for marketers to understand the nature of perception in order to communicate their
messages efficiently to consumers. Because the way people perceive and interpret may vary depending
on their perspective.

- Public relations: (the Institute of Public Relations defines it as the planned and sustained effort to
establish and maintain goodwill and mutual understanding between an organization and its publicl.
This includes speeches, seminars, press Kits, sponsorships, publications, community relations,

Events and so on.)

“Public relations can be defined as “the management of communications and relationships to establish
goodwill and mutual understanding between an organization and its public.” Jobber (2007) Public
Relations activities build a favorable company image with firm’s publications through publicity
(Zenithal, Bitner & Gremler, 2006,). “Publicity represents one of the most visible elements of public
relations and as such draws a lot of attention from both within and outside the profession” (Vercic,
Vercic, & Laco, 2008).

To send information about company and its product to general public, firms can enroll on social
activities through publicity. According to Ace (2002) “Advertising brings the product to the customer
and publicity or PR brings the customer to the product”. Public Relation is concerned with people’s
attitudes toward the firm or specific issues and designed to sell a product or service and help marketing

activities. Public Relation activities include raising awareness, informing and educating, gaining
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understanding, building trust, giving consumers a reason to buy, and motivating consumer acceptance
(Belch & Belch, 2009).

Publicity materials include publications, events, news, speeches, public-service activities and identity
media. Publications include annual report, brochures, articles, company newsletters and magazines. In
events company can advertise through news conference and any sports and cultural sponsorships that
will reach target audience. News can be useful for company to inform the potential customers about
service and product through press release and press conference. Company can build goodwill by
contributing money and time for social purposes through public service activities. (Kotler, 2000).
Through these activities customer will inform about company and their offers as well. Firms can
arrange press conference that will appears in the media and through media customer will inform about
their activities that can build firms image. Firms can also arrange some events to create awareness
among the people about uses of the product and its benefits and importance. These activities will appear

in media and then people will know about it

- Sales promotion: (a range of tactical marketing techniques designed within a strategic marketing
framework to add value to a product or service in order to achieve specific sales and marketing
objectives. This include exhibitions, coupons, fairs and trade shows, premiums and gifts, sampling,
rebates low-interest financing etc.)

Sales Promotion is one type of stimulus that provides an extra incentive to buy product or service. Sales
Promotion can be well-defined as “a direct inducement that offers an extra value or incentive for the
product to the sales force, distributors, or the ultimate consumer with the primary objective of creating
an immediate sale.” According to Laroche et al., (2003) Sales Promotion is an action focused marketing
event whose purpose is to have an impact on the behavior of the firm’s customers® Sales Promotion is
designed to speed up the selling process and create maximize sales volume through providing extra
incentives” (Belch & Belch, 2009).

Sales Promotion is very effective for consumer oriented marketing or mass consumer base sales

promotion and also for trade oriented sales promotion.

- Personal selling: (an interpersonal communication tool which involves face-to-face activities
undertaken by individuals, often representing an organization, in order to inform, persuade, or
remind an individual or group to take appropriate action, as required by the sponsor ‘s

representative. e.g. incentive programs, shows, sales presentations, samples etc.)
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Personal sales promotion would be more effective promotional tools for mass consumer markets.

In personal Selling, sales persons are directly involved with potential buyer and get feedback swiftly.
Personal Selling is a process of person-to-person communication. In personal Selling, company
promotes their products directly to consumers through advertising and promotions or indirectly through
resellers or salespeople. For example: Sales people of the insurance industry and real estate sales people
(Belch & Belch, 2009).

Personal Selling can be classified in various ways like: retail selling, field selling, telemarketing and
inside selling (Belch & Belch, 2009).

According to Zeithaml, Bitner & Gremler (2006) “personal selling is face to face presentation by a
representative from the firm to make sales and build customer relationships.” Personal Selling is very
secure in selling to consumers and resellers.

The face to face conversation facilitates instant feedback. In personal direct selling, representatives can
present the product or service to the customer, they can convince the customer through showing the
product attributes, and last if successful, they close the sales. Personal contact is vital for technical
consumer

Physical sales meeting is more powerful than other sales techniques to convince the customers because;
sales people can easily understand the requirements of customer and can offer according (Belch &
Belch, 2009).

- Direct marketing :(an interactive system of marketing which uses one or more advertising media
to affect a measurable response at any location. For example, cat logs, mailings, telemarketing,

email, electronic shopping, and so on.)

As one of the marketing elements, promotion tool includes all the activities directed to the targeted
consumers, that lead to facilitate the process of contacting with them for the purpose of formatting a
sense of the importance of the commodity in achieving a high degree of consumer’s satisfaction of
their wishes and needs comparing with the competitor’s commodities (Mahmud; Mohammad; Sultan;
2014). Promotional tool is one of the key factors in the marketing and has a key role in market success.
Promotional tool is used to ensure that consumers are aware of the products that the organization is
offering. The promotional tool is the combination of the different channels that can be used to
communicate the promotional tool message to the consumers (Ansari & Shahriar, 2011). The channels
to be used are; advertising, personal selling, direct marketing, sales promotion, and public relations
tool (Rowley, 1998).
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2.2 Branding

The definitions of a brand are as diverse as the extensive amount of literature. In the classical definition,
the brand is linked to the identification of a product and the differentiation from its competitors, through
the use of a certain name, logo, design or other visual sign and symbols

At the root of all branding activity is the human desire to be someone of consequence, to create a
personal and social identity, to present oneself as both like other people (e.g. to belong) and unlike
other people (e.g. to stand out), and to have a good reputation. Sign and symbol are essential ingredients
of this branding phenomenon. As a form of marking, branding is richly ramified by application to
oneself, to other people, and to property; it takes both material and metaphorical forms; and is perceived
either positively or negatively.

Although the common understanding of branding as the naming of a product is essentially a simple
one, the applications of this idea and the thinking about it have evolved in dramatic ways. To appreciate
that evolution requires awareness of the difference between a sign and a symbol. Jung (1964, p. 20)
refers to “familiar trademarks, names of . . . badges, or insignia,” saying, “Such things are not symbols.
They are signs and they do no more than denote the objects to which they are attached.

What we call a symbol is a term, a name, or even a picture that may be familiar in daily life, yet that
possesses specific connotations in addition to the conventional and obvious meaning.” In a similar vein,
Mercer (2010, p. 18) explains that a trademark (i.e. a sign) “is the tangible item of intellectual property
— the logo, name, design, or image — on which the brand rests. But brands also incorporate intangibles
such as identity, associations, and personality.”

Branding starts as a sign, a way of denoting that an object is what it is and then becomes a form of
naming something (e.g. a steer, a slave, a prisoner, a detergent). But immediately, denotation is not
enough and connotations arise. Being named an animal, a slave, a prisoner, or a product are not merely
denotative terms; they also imply other ideas. The brand on an animal or a person promptly becomes a
symbol of ownership and reputation. Branding is usually done by using some kind of mark placed
either directly on the object or indirectly on a label (e.g. a slip, a flap, a patch) that is affixed to the
object. In addition to signifying ownership and the status of the one branded, a mark might be a positive
sign of distinction. It is important to note the interweaving of the positive and negative meanings of

branding that will be shown in this essay.
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2.2.1 Brands Equity
According to Aaker (1991), brand equity is a multidimensional concept. The construct of brand equity

has been viewed from two main perspectives in the literature, the financial perspective, and the
consumer-based perspective (Kim, Kim and an, 2003). In particular, the financial perspective
underlines the overall value of the brand and answers the question of how well the business performs
in the market (Hampf and Lindberg-Repo, 2011) Hence, the financial perspective permits firms to take
out the financial value of the brand from the total value of the firm. Simon and Sullivan (1993) were
among the first scholars to provide a method to measure brand equity mathematically. They measure
brand equity on the basis of financial market value of the firm. In contrast to the financial perspective
of brand equity, a more consumer-oriented approach flourished as an alternative. The main purpose of
the consumer-based perspective is to determine how consumers respond to a brand (Keller, 1993;
Shocker, Srivastava and Ruekert, 1994). Based on this perspective, brand equity has been defined by
Keller (1993) as the differential effect of brand knowledge on consumer response to the marketing of
the brand.

Brands are more than just names and symbols. They are key elements in the company’s relationships
with consumers. Brands represent consumers’ perceptions and feelings about a product and its

performance- everything that the product or service means to consumers.

2.3 Empirical Literature

In the current era of information explosion and the world of media, advertisements play a major role in
changing the behavior and attitude of consumers towards the products shown in the advertisements.
The advertisements not only change the way of product which is consumed by user but alter the attitude

with which they look at the product.

This part of the study summarize the different studies conducted by different researchers and scholars
in different time and setting regarding the study under investigation which is The Effect of
Advertisement Media on Consumer Buying Behavior.

A study by Ugonna, A. (2017), on the effects of media advertising on Hero beer on consumers’
purchase intent in Awka, Anambra State. Consumers’ purchase intent was tested in this study, using
the AIDCA theory of advertising, an extension of AIDA. AIDCA is an acronym for the attention,
interest, desire, conviction, and action which an advertisement is expected to induce in consumers. The

study focused on the effects which the variables of media advertising (TV, radio, and billboard) had on

17



beer consumers’ purchase intent of Hero beer, using the AIDCA model, as well as the effect of a
combination of these variables (media-mix) on purchase intent using 200 beer consumers in the study
area selected using judgmental sampling technique.

The findings of the study showed that media advertisements of TV and radio had a significant influence
on consumers’ purchase intent, while radio and billboard advertisements had significant influence on
the attention, interest, desire, conviction, and action (AIDCA) of consumers of Hero beer. The media-
mix of radio and billboard mostly influenced consumers’ purchase intent of Hero beer.

A study in 2016 on Advertisement and Its Impact on Consumer Buying Behavior on Healthcare
Products in India Bangalore City on 100 respondents by Dr. K. Nirmala, and Suganthi Pais, with The
objective of analyzing the impact of TV advertisements on healthcare products and the factors
influencing the customers buying behavior on healthcare product and the results of the study shows
that the advertisements has both positive and negative impact on the customers buying behavior and
most of the time advertisements mislead the customers in choosing their products.

A study designed to answer the role of social media advertising on consumer buying behavior in retail
industry Istanbul by Adnan V. and Ahmed A in 2016, found out weak relation between social media
advertising and consumer need recognition, no relation at all with search for information, strong
relation with evaluate the alternatives, and moderate relation for both buying decision and post-
purchase behavior, as those steps represent the five steps need recognition model in consumer buying
behavior. Moreover, findings showed no changes in this relation regarding to consumer’s age, and
education level. However, there were changes between Females and males in the relation with
consumer need recognition, and search for information.

A study by Samar Fatima and Samreen Lodhi (2015), regarding the Impact of Advertisement on Buying
Behaviors of the consumers: Study of Cosmetic Industry in Karachi City conducted on the 200 young
male or female who use different brands of cosmetics to check the influence of advertisement on their
buying behavior while creating the awareness and building the perceptions. The results revealed that
advertisements are very useful in creating the awareness among the people but they are failed to build
strong perceptions in the mind of consumers. Both of these variables such as consumer awareness and
consumer perceptions will motivate the consumer to buy a certain product, as there is a positive
relationship present in between them.

On the other hand, attention grabbing advertisement contributes the largest effect towards influencing

consumers buying behavior.
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A study on Assessing the role of advertisement media on consumer buying behavior in the airline
industry in Tanzania by Malembo Amir (2015). More specifically, the study intended to identify the
relationship between print media, radio advertisement, television advertisement and online
advertisement and the consumer buying behavior. The study was conducted in Dares Salaam at fast jet
headquarters and Julius K Nyerere Airport by taking a sample size of 150 respondents from Fast jet
staffs and customers found out that advertisement has direct influence on consumer buying behavior.
Moreover, the study found out that television advertisement appears to be the most influencing factor.
Furthermore, the study found out that, an online advertisement has begun to gain trust to consumer in
buying products online.

Similar study by Siiri Koskinen (2015) regarding Targeted Social Media Advertising and Consumer
Decision Making in Online Buying Behavior with the aim of understanding how targeted social media
advertising influences online buying behavior come up with the findings of, targeted social media
advertisements affect the consumer online buying behavior throughout the whole buying decision
process. The influence of targeted social media advertisements is greater depending on the stage of the
process. Targeted advertisements can arouse different reactions and affect positively to the online
buying intention, when the advertisements are correctly targeted. The research findings provide further
information about the effects of targeted social media advertisements and increase the understanding
of consumer online buying behavior.

This research also emphasizes the importance of effective targeting of social media advertising and
provides means for implementation of targeted advertisements. Dr. S. K. Kaushal (2014) undertakes a
study on Impact of Advertising on Customer Purchase Behavior in Pharmaceuticals using non
probability systematic convenient sampling technique has been followed. The finding indicates that
pharmaceutical advertisement makes an impact on doctor prescription behavior. Moreover, the Results
show that advertisement is effective in affecting the decision process and positive impression of the
consumer towards particular medicines and there is significant association of medium of advertisement
that gets the attention with educational qualification, Occupation and age of the respondent as the Chi-
square value is significant. The Visual presentation of advertisement creates more attention and makes
their impacts in selection of medicine.

A study by Naveen Rai (2013), regarding the Impact of Advertising on Consumer Behavior and
Attitude with Reference to Consumer Durables in India having a specific objective of examining the
influence of advertising on consumer buying behaviors and determining the influence of advertising

on attitude formation of consumers. The finding shows that advertisement worldwide influence the
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behavior and attitude formation of consumers not only in India but also worldwide. The consumers of
durables products have their motivational sources which are advertisements and study revealed that
advertisement motivates them to materialize the purchase of durables. The consumers are induced
significantly by advertisements when the target is on quality and price. Purchase attitude and behavior
is influenced by variety of advertisements which cover product evaluation and brand recognition.
Another study by M. Nick Hajli (2013) conducted on the impact of social media on consumers.

The results show that trust has a significant direct effect on intention to buy. The perceived usefulness
(PU) of a site is also identified as a contributory factor. The finding shows how social media and social
factors influence trust and intention to buy through social networking sites.

A study conducted by Ahmed and Ashfaq (2013), to explain the impact of media advertising on
consumers’ buying behavior on purchasing beverage products. The findings of the study showed that
41% of respondents were influenced by product quality, 39% were influenced by to persuasiveness of
the advertisement while 20% were influenced by the information provided by the advertisement. It was
found that advertisements provide consumers with the information they need about the advertised
product which in turn becomes source of awareness when consumers discuss the information with their
friends of families whereby this information tend to influence consumers on what they buy, how they
buy, when they buy, where they buy and how they buy.

On another research by Abideen et al (2011), also found that advertising is the main factor which
influences consumer buying behavior especially if the advertisements are created in such a way that
they make the consumer excited, stimulated and frenzied. This is because such advertisements are more
likely to attract the attention, arouse interest and create desire to purchase the advertised product.

A study conducted by Ergin et. al, (2010) on purchase decision of cosmetics found that the decision is
strongly influenced by the consumer’s reference groups, advertising and marketing. The study further
found that consumers were most likely to purchase a particular brand of cosmetics after having been
referred to by their peers who had already bought the cosmetics.

Ethiopia with a population closer to 100 million, the per capita consumption of beer stands at eight
liters and is expected to reach nine or 10 by the end of 2015/16, which is very small compared to
Kenya’s above 15 liters and South Africa and around 60 liters. Moreover; in the capital Addis Ababa

at least about half of the country’s total beer production is consumed (Fortune Magazine, 2010).

In aggressive and costly marketing campaigns, Ethiopian breweries with a small production capacity
may soon be swallowed by the big ones. Thus, their profit margins will not be as it used to be in the
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old days. For some of them survival depends on their marketing strategy and winning the minds to
secure loyal customers. In opposite argument with the above; there will be no merger or one being
swallowed by another at this stage of Ethiopia’s beer industry because the market is fragmented and
unserved. (Tsegaye Fereja and Leykun Birhanu; March 2019)

Furthermore, it is crucial to examine the company specific factors or internal factors as well as the
external factors that influence customer brand preference. There are also customer specific factors that

influence customer satisfaction (Henning-Thurau & Klee, 2010).

Even though, beer markets widespread around the world specifically in Addis Ababa Ethiopia, it needs
far too much time to study the determinants consumers™ beer brand preferences in Addis Ababa.

(Tsegaye Fereja and Leykun Birhanu; March 2019)

2.4 Conceptual Framework

To answer the presented questions above and to have guide on data collection and interpretation also
to discover a relationship between variables the following hypothesis is framed.

Dependent and Independent Variable of the Hypothesis

Independent Dependent

\ 4

Advertising

Personal Selling

Direct Marketing 4~ Brand Equity

Sales Promotion

Public Relation / Publicity
Source: Yoo and Donthu, 2000
Figure 2 Conceptual Framework

The following hypothesis are formulated after a critical examination of various literatures, hypothesis

will be tested in order to achieve the targeted main and specific objective of this study.
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In the hypothesis, Promotional Tool (Advertising, Personal Selling, Direct Marketing, Sales Promotion
and Public Relation Publicity) are the independent variables while Brand Equity is the dependent

variable.

2.5 Hypothesis of the Study

The following hypothesis are formulated after a critical examination of various literatures had been

performed, all mentioned hypothesis were tested in order to achieve the targeted main and specific

objective of this study. In the hypothesis sales promotional tools (under advertising, personal selling,

direct marketing, sales promotion, and public relations) are the independent variables while Brand

Equity is the dependent variable.

Obtaining a Promotion (like under the Promotional Tool) has effect on consumer Brand Equity due to

inherent willingness to gain additional effect of the product purchase (Huff & Alden,1998).

Hence, following hypothesis can be proposed:

H1: Advertising has positive and significant effect on brand equity during promotional tool.

H2:  Personal selling has positive and significant impact on brand equity on brand equity during
promotional tool.

H3:  Direct marketing has positive and significant impact on brand equity on brand equity during
promotional tool.

H4:  Sales promotion has positive and significant impact on brand equity on brand equity during
promotional tool.

H5:  Public relations have positive and significant impact on brand equity on brand equity during

promotional tool.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Research Approach
Selecting the right research approach is important for the research as it has an effect on the relevant

information extract from the data. There are two types of method researchers use to collect data:
qualitative and quantitative method. Qualitative research method is more intrusive and less structured
than quantitative research techniques and, thus, are appropriate when the research is exploratory in
nature, when the area for examination is unfamiliar to the researcher.

While quantitative research method is aimed to classify features, count them, and contrast statistical
models in an attempt to explain what is observed and the data collected are in form of number and
statistics. According to McDaniel and Roger (2002), to study the meaning of involving variables
statistically, quantitative research is considered useful.

The aim of this research is to identify the influences of branding on consumers’ purchase behavior.
According to the above discussion, the research will use quantitative methodology to allow the
researcher measure and analyze the dependent variable (consumer behavior) and the independent
variable (branding).

3.2 Research Design/Type
Research design is a logical and systematic plan prepared for directing research study. It deals with

issues as techniques for data collocation, sampling technique as well as time and cost constrain.
(Kothari, 2001). According to Bryman and Bell (2007), a research design provides a framework for the
collection and analysis of data. A choice of research design reflects decisions about the priority being
given to a range of dimensions of the research process.

In this study the researcher will use explanatory research design to enable the researcher accomplishes
the objectives of the study. The main aim of explanatory research is to identify any causal links between

the factors or variables that pertain to the research problem.
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3.3 Sampling Design
Sampling is the process of selecting respondents to be involved in the study from the studied

population. In addition, it can be defined as the process of obtaining information about an entire
population by examining only a part of it (Kothari, 2004).20

The reason why samples are important is that within many models of scientific research, it is impossible
(from both a strategic and a resource perspective) to study all the members of a population for a research
project. It just costs too much and takes too much time. Instead, a selected few participants (who make
up the sample) are chosen to ensure that the sample is representative of the population. Here below the

sample design of the research work.

3.3.1 Target Population
The target populations for the study were 384 consumers of the Heineken beer from 21 up to 52 years

of age; found in Addis Ababa Kirkos sub City. in order to collect the data about promotional tool effect
of brand equity of the company. The Reason for selecting this area as a study area, is because first of
all Addis Ababa is where the researcher leaves in this city secondly the organizations headquarter office
is located in this area and therefor it would help the study to have positive feedback on the study.

3.3.2 Sampling Technique
The researcher was adopted convenience sampling of probability and nonprobability technique for the

study. Convenient Sampling refers to researching subjects of a population that are easily accessible to
the researcher and it is affordable, easy, and the subjects are readily available (Sakaran, 2003). This
was because of the financial constraints hence under the circumstance the convenience otherwise
known as the sampling random was used to gather the respondents. In this case consumers who were
available and were also willing to participate were each given a questionnaire to complete. The
researcher was provided the needed assistance to the respondents in the completion of the
questionnaires. These were in the form of explaining the study objects, and clarifying the individual

question since some of the respondents had low level of formal education.

3.3.3 Sample Size Determination
In this research, both probability and nonprobability sampling techniques have been used. The target

populations for the study were consumers of the Heineken products which are found in Addis Ababa
Kirkos sub City. The target population of the study can be from age 21 up to 52 years of age; in order
to collect the data about promotional tool effect of brand equity of the company.
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The representative sample size has been determined by using estimation method given by Cochran
(1963) cited in Israel (2003) as:

(1-p)

N =7Z%xp* d2

Where;
N=required sample size
Z? = Degree of confidence (1.96)2
P = Probability of positive response
d2 = Tolerable error (0.05)?
(1-0.5)

N = 1.962 % 0.5
F U052

N=384.16
Therefore, the sample size of this study is 384 individuals.

In the sampling size determination 384 respondents were taken to answer the questionnaire.

3.4 Data Collection Methodology
The researcher considered several data collection methods and finally he chose structured

questionnaires and interviews. This is because questionnaires have the tendency to cover a wider area
within a short time. Moreover, it is preferred in studies which adopt the quantitative research design
approach. And this study is not an exception.

The researcher used self-administrated survey on the target respondents and data were collected face-
to-face on and off buying situation of the consumer. At the target locations, the target respondents were
approached and the researcher asked if they would like to participate in the survey or not and if they

would, the questionnaire have been given to them with a clear explanation on how to complete it.

3.5 Data Collection Instrument

3.5.1 Questionnaire
The questionnaires were distributed via Google Form to the targeted respondents of the study. Two

main measurements scale will be adopted and used in the study namely; nominal and ordinal. In the
nominal scale the variables that will be age group, gender, profession, education. In the ordinal scale,
a five-point scale will be used where 5-implies strongly agree and 1-implies strongly disagree. The
questionnaires were further grouped according to the objectives of the study for easily validity and
identification.
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3.6 Data Analysis Methods
After collecting the data Vis Google Forms to minimize the complexity of data entry, the data entry

method has been done by using statistical process for social science (SPSS version 26) the analysis of
data has been started to draw important conclusions that reflected the researcher’s interest of inquiry.

Quantitative analysis techniques have been employed to demonstrate processed data in absolute terms
through the use of descriptive statistical tools such as frequency, valid percentages, minimum and
maximum value, mean and standard deviation of results with the help of SPSS version 26 by employing
descriptive and inferential analysis techniques. Descriptive analysis has been used to describe the data
that have been collected from questionnaire in terms of, mean, standard deviation and the like while
inferential analysis has been used to explore the relationship between variables by using associational
inferential statistics particularly Pearson correlation coefficient and Cronbach’s Alpha to test internal

reliability of various items.

3.7 Validity and Reliability

3.7.1 Validity
Validity is concerned with whether the findings are really about what appear to be (Saunders et. al;

2003), validity defined as the extent to which data collection methods accurately measures what they
were intended to measure (Saunder, et. al, 2003).

3.7.2 Reliability
According to Saunder et al (2003), reliability refers to the degree to which data collection method will

yield consistent findings, similar observations would be made or conclusions reached by other
researchers or there is transparency in how sense is made from source.

The purpose of reliability is to examine the level of non-error in measurement, which means to examine
the consistency of measurement.

This study will adopted Cronbach’s alpha test or the reliability coefficient have been used to measure
the internal consistency between the multiple measurements of a variable in a questionnaire. According
to Hair et al. 2006 (p.137), this test is the most widely used to know the consistency of the entire scale.
Cronbach’s alpha ranges in value from 0 to 1 and used to describe the reliability of factors extract from
questionnaires.

According to Gliem and Gliem (2003), the closer Cronbach’s alpha coefficient is to 1.0 the greater the
internal consistency of the items in the scale. The following rules of thumb indicated acceptable of

Cronbach’s alpha coefficient: “ > .9 — Excellent, _ > .8 — Good, _ >.7 — Acceptable, _ > .6 —
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Questionable, > .5 —Poor and _ < .5 — Unacceptable” In this paper, I applied Cronbach’s alpha test

to measure the internal consistency of questionnaires to test its reliability.

3.8 Research Ethics
During the distribution of the questionnaire, respondents will be informed about the purpose and the

benefit of the study along with their full right to completely reject the participation ethical and legal
consideration will be kept prophetically for the purpose of this research only.
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CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION

4.1) Response Rate
A total of 384 questionnaires were distributed with the help of 4 enumerators and the response rate was

indicated in the table below.

Table 1: Response rate

Response rate
Items No. Percent
Sample size 384 100%
Collected 384 100%
Remain uncollected |0 0%

From the above table, out of 384 distributed questionnaire 384(100 %) were collected while there are
no remained questionnaires uncollected. Moreover, the process of data collection the method was
electronic Google Form and this made it easier to give respondents, and easier to fill, also collect and
manage data’s accordingly this process helps both parties “researcher and respondent” safe from
unnecessary risk of COVID 19, the questioner to be fulfilled satisfactorily; Therefore, analysis were

made based on the responses obtained from 384 questionnaires.
4.2) Demographic Characteristics of Respondents

This research was enclosed the main demographic characteristics such as Age group of respondents
was considered to be minimum 21 years of age because of the ratified bill bans of (Food and Medicine
Administration Proclamation No.1112/2021 Part Three 18.2); gender, Gender was considered to find
out whether male or female consumers have been highly involved in. also marital status were observed
to understand if marriage trends to have effect on the usage of alcohol beverage of both group;
Academic Qualification was considered to find out the respondent’s level of educations. Whereas,

Occupation too, if income level has effect on the respondent; then the findings were indicated below:
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Table 2: Demographic information of respondents

Frequency Percent Cumulative Percent

Age Group 21-28 264 68.8 68.8
29-36 108 28.1 96.9
37-44 12 3.1 100.0
Total 384 100.0

Gender (Sex) Female 184 47.9 47.9
Male 200 52.1 100.0
Total 384 100.0

Marital Status Married 120 31.3 31.3
Single 264 68.8 100.0
Total 384 100.0

Academic High School 8 2.1 2.1

Qualification Complete
Diploma 68 17.7 19.8
BA Degree 212 55.2 75.0
Post  Graduate 96 25.0 100.0
Degrees
Total 384 100.0

Occupation Employed 288 75.0 75.0
Unemployed 52 135 88.5
Self Employed 44 115 100.0
Total 384 100.0

Source: Own Survey (2021)

From the data presented in table 1 above, the majority (68.8%) of the respondents were age group of
21-28 years old; 28.1% of the respondents were on age group of 29-36 years and the remaining 3.1%
were 37-44 years old respectively. Therefore, the majority of the consumers who drink Heineken beer
are youngsters; falls on the group of 21-28 years of age.

From the data presented in table above, the majority (52.1%) of the respondents was male and the

remaining 47% of the respondents were female. This indicates that out of 384 consumers around 200
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consumers were male and the remaining 184 consumers were female. Therefore, with insignificant
variation both male and female consumers drink Heineken beer.

Up next seen on the data presented the majority (68.8%) of the respondents are single and the other
(31.3%) of the respondents are Married. This indicates that consumers who are married, or
cohabitating, generally tend to drink less than unmarred or single, drink more often, and in larger
quantities.

Regarding educational level of the respondents, the above table portray that, the majority (55.2%) of
the respondents were BA/BSC degree holders, and (25%) of the respondents were Post Graduate
Degrees, follows by (17.7%) of respondents are diploma and certificate and the remaining 2.1% of the
respondents were high school Complete respectively.
Therefore, the educational background of most consumers is BA/BSC degree holders and/or Post
Graduate Degrees holders.

Finally, concerning about Occupation of respondents, the higher share (75%) of the respondents were
Employed; (13.5%) of the respondents were Unemployed and the remaining besides (11.5%) were
above Self Employed.
Therefore, the majority of consumers are Employed Else Self Employed, which indicates that Livelily
hood of respondents is related with their income that has major role on the usage of alcohol beverage,
we can generally say with the Livelihood of the consumers comes the potential or the power to buy,
therefore Employed consumers have more buying tradition than unemployed consumers.

Table 3: Case Processing Summary; Reliability statistics of

the five point Likert scale questions

N %
Cases  Valid 382 99.5
Excluded? 2 5
Total 384 100.0

(Source: Own Survey, 2021)

a. List wise deletion based on all variables in the procedure.

% We can see that we have 382 valid cases and 2 were excluded from the total of 384.
% Excluded = A missing value for any of the items for a participant they were deleted or eliminated

completely from the list.
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% So going to percentile value we can see the 95.5% has been a valid case with 5% were Excluded 2
that is value number of 2. Therefore, out of the five point Likert scale questions that is distributed
to 384 respondents 382 is valid which generally indicates, the Reliability of this test is higher with
a value of 99.5% or 382 out of 384 respondents.

Table 4: Consumer’s Opinion On Their Beer Consumption Brand Awareness

Cumulative

Do respondents Consume of beer ~ Frequency  Percent Valid Percent  Percent

Yes 180 46.9 46.9 46.9

No 204 53.1 53.1 100.0

Total 384 100.0 100.0
Are respondents active in Yes 384 100.0 100.0 100.0
Social Media

Yes 356 92.7 92.7 92.7
Do respondents know the

No 28 7.3 7.3 100.0
Heineken beer brand?

Total 384 100.0 100.0

(Source: Own Survey, 2021)

From the table above, most (53.1%) of the respondents withdraw drinking beer and on the other hand
(46.9) respondents remaining consuming beer, which is related first the cost of beer before the bill and
corona virus secondly consumers get in to related products of beer product. Furthermore, from 384
respondents (100%) witch shows that consumers are enormously active in social media, which opens
new window of reaching consumers if companies know what to do with these opportunities/
possibility’s. for the reason that (92.7%) respondents know the Heineken beer brand with remaining

percent of (7.3%) respondents do not know the Heineken beer brand.
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Table 5: Consumer’s Opinion On Their Beer Consumption Brand Awareness#9

Cumulative
Frequency  Percent  Percent
How do In Advertising 296 77.1 77.1
respondents come While in Personal Selling 16 4.2 81.3
to  know  the Wwhile in Direct Marketing 4 1.0 82.3
Heineken  beer |n 3 Sales Promotion 20 5.2 87.5
brand? In Public Relation/Publicity 48 12.5 100.0
Total 384 100.0

(Source: Own Survey, 2021)

As seen the table above enormous number of respondents with (77.1 %) respondents come to know

Heineken beer brand in advertising followed by (12.5%) of respondents knowing Heineken beer brand

in Public Relation/Publicity, the other 5.2%, in a Sales Promotion, and 4.1% While in Personal Selling

and at the finally 1.0 % of respondents knowing Heineken beer brand While in Direct Marketing

respectively.

Table 6: Consumer’s Opinion On Their Beer Consumption Brand Awareness

Cumulative
Frequency Percent  Percent
Do respondents think promotional tools Yes 364 94.8 94.8
have influence the mind of consumers?  No 20 5.2 100.0
Total 384 100.0
When respondents choose a beer brand, Yes 284 74.0 74.0
do respondents recall the promotions No 100 26.0 100.0
respondents have seen on social media? Total 384 100.0
) _ Yes 248 64.6 64.6
Do respondents think Heineken uses
o ) No 136 35.4 100.0
Digital marketing platforms?
Total 384 100.0
) _ ~ Yes 248 64.6 64.6
Do respondents think Heineken is
No 136 35.4 100.0
consumer-centered?
Total 384 100.0

(Source: Own Survey, 2021)
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From the above table, 94.8% of the respondents do believe promotional tools have influence on their
mind or on the mind of consumers. Witch 5.2% of respondents think promotional tools Do not have no
influence on the mind of the consumer. Therefore, promotional tools have the Power to influence the
mind of consumers. Besides (74.0%) respondents choose a beer brand, based on the promotions they
recall from social media the rest (26%) of respondents do not consider in this case. Hence it shows that
most of respondents While choosing a beer brand, they do recall the promotions they have seen on
social media that indicate with the higher number of respondents active in social media it wise and
greatest opportunity to work promotion on social media to reach respondents and In the other case
based on the data gathered majority of the respondents with (64.6%) think Heineken uses Digital
marketing platforms whereas (35.4%) do not think that Heineken uses Digital marketing platforms at
all. So with the upper case wail consumers are active in social media the company should reach and
stretch batter in order to minimize the rest of (35.4%) consumers in digital marketing. Finally, it has
been asked if respondents think Heineken is consumer-centered and most witch (64.6%) of them
believe so and (35.4%) do not think Heineken is not consumer-centered. Even though the higher
number of respondents believe Heineken is consumer-centered they have the window to work on the

rest (35.4%) of consumers.
The table Below, Table 7 shows the Likert scale data of Consumers Respondents Opinion on (Brand

Loyalty, Perceived Quality, Brand Association, Brand Awareness, Advertising, Personal Selling,
Direct Marketing, Sales Promotion and Public Relation)

33



Tale 7: Likert scale data of Consumers Respondents on Brand Equity Of

Heineken Beer

Std.

N Min Max Mean Deviation

Do respondents use Heineken beer as their first choice 384 1 5 2.60 1.205
compared to other beers?

Even if there are other brands, would respondents not 384 1 5 2.68 1.096
switch to any of them?

| t makes sense to buy Heineken beer instead of any 384 1 5 2.77 1.305
other brand, even if they are the same.

Even another brand has the same features as Heineken 384 1 5 259 1.152
beer, would respondents prefer to buy Heineken beer.

Are respondents highly aware of Heineken beer? 384 1 5 2.64 1.261
Can respondents simply Recognize Heineken beer 384 1 5 3.16 1.335
among other beers

Do some characters of Heineken beer come to my 384 1 5 2.67 1.135
mind quickly?

Can respondents recall the symbol or logo of 384 1 5 3.20 1.398

Heineken beer quickly
Do the advertisings of Heineken beer initiate 384 1 5 2.80 1.290
respondents to buy/ drink the beer?
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When respondents see/ hear Heineken beer
advertisings, does it grab/ catch their attention

The advertisings of Heineken beer are connected with
something that respondents are interested in (good
experience) mostly

Do the advertisings of Heineken beer have persuasive
power?

Do the advertisings of Heineken beer contain basic
information about the beer?

Does Salespersons of Heineken brewery influence
respondents to buy/ drink Heineken beer

Does Salespersons of Heineken brewery give
respondents updated information about Heineken beer
and the company

Dose Salespersons of Heineken beer invite/ ask if
respondents have any suggestion or comment about
Heineken beer

Do respondents observe if Salespersons of Heineken
brewery use to visit and discuss with people who
drink beer in clubs, bars, hotels?

Do the information respondents get about Heineken
beer by Salespersons enforces me to keep drinking the

beer?
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384

384

384

384

384

384

384

384

384

3.06

2.75

3.22

3.09

2.80

2.68

2.34

2.74

2.47

1.424

1.156

1.302

992

1.322

1.205

1.127

1.149

1.260



When the company introduces a new beer, does it use,
a free trial using Salespersons

Are Discussions that respondents had with Heineken
beer Salespersons are important and positive

Do Heineken beer promoters influence respondents to
buy/ drink the beer?

Do respondents want to buy/ drink Heineken beer
more than the usual when there is a promotion to win
something?

Are respondents more likely to buy/ drink Heineken
beer if there is a “buy one get one free” promotion
After buying/ drinking Heineken beer on promotion,
do respondents buy/ drink again after the promotion
is over

Do respondents hear/ see about Heineken beer by
representatives of the company through different
social media often

Are the information’s given by Heineken beer through
Social media are credible

Does Heineken Beer Company participates in social/
humanitarean activities

Valid N (listwise)

384

384

384

384

384

384

384

384

384

384

2.97

2.69

2.77

3.26

3.23

2.83

2.84

3.10

3.07

1.160

1.104

1.256

1.270

1.239

1.019

1.327

931

1.014

(Source: Own Survey, 2021)
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From the above table, with (Mean= 2.60) and with (Std. Deviation= 1.205), Respondents do not use
Heineken beer as their first choice compared to other beers brands similarly with (Mean =2.68) and
with (Std. Deviation =1.096), respondents perceived that they will not switch to any of them, if there
are other brands.

Therefore, most of the consumers can be potentially loyal consumer if they get introduce to the custom
of Heineken beer then they will make Heineken beer as their first choice among other brands.

with value of (Mean= 2.77) and (Std. Deviation= 1.305), most consumers perceived that even if they
are the same it makes sense to buy Heineken beer instead of any other brand moreover with the value
of (Mean= 2.59) and (Std. Deviation= 1.152), respondents also perceived that even if another brand
has same features as Heineken beer, they Wouldn’t prefer to buy Heineken beer.

Here the consumers take close call when, 2.77 of the state that it makes sense to buy Heineken beer
instead of any other brand, even if they are the same; on the other hand, 2.59 of them do not prefer to
buy Heineken beer if it has the same features as other brands. That means consumers Perceived Quality
over Heineken beer It makes sense to buy it among other brand but do not prefer to buy it if it has same
features with other brands, that means they expect some quality out of Heineken beer but if it’s the
same with others they prefer to be loyal to the brands that they are custom with, this shows consumers
are loyal if they are introduced to wail, but know they are not loyal to the Heineken beer.

From the above table, consumers are not highly aware about Heineken beer with (Mean= 2.64) and
with (Std. Deviation= 1.261), but with (Mean= 3.16) and with (Std. Deviation= 1.335), respondents
can simply Recognize Heineken beer among other beers; Therefore, most consumers can Recognize
Heineken beer among other beer brands but are not highly aware about Heineken beer, this indicates
that if consumers highly aware they can simply Recognize it and can be associate with.

From the above table, most of the respondents perceived that some characters of Heineken beer come
to their mind quickly with (Mean= 2.67) and (Std. Deviation=1.135) also with (Mean= 3.20) and (Std.
Deviation= 1.398) most of the respondents perceived that they can recall the symbol or logo of
Heineken beer quickly. This shows consumers have moderate Brand Awareness that the brand exists
on the market.

From the above table, with (Mean= 2.80) and (Std. Deviation= 1.290), respondents perceived that
advertisings of Heineken beer initiate respondents to buy/drink Heineken beer and most respondents
perceived that Heineken beer advertisings, does grab/catch their attention with (Mean= 3.06) and (Std.
Deviation= 1.424); Moreover, Moderate number of respondents with (Mean= 2.75) and (Std.
Deviation= 1.156), perceived that advertisings of Heineken beer are connected with something that
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respondents are interested in; also respondents perceived that advertisings of Heineken beer have
persuasive power with (Mean= 3.22) and (Std. Deviation=1.302), Furthermore with (Mean= 3.09) and
(Std. Deviation= 0.992) respondents perceived that the advertisings of Heineken beer contain basic
information about the beer.

Therefore, the above result shows that the outcome on advertisings of Heineken beer on the mind of
consumer is positive but this does not mean that respondents have the full image of the brand or it does
not mean that consumers have perceived satisfactory level of Brand Awareness, as seen above in the
description.

From the above table, most of the respondents perceived that Salespersons of Heineken moderately
influence respondents to buy/drink Heineken beer with (Mean= 2.80) and (Std. Deviation= 1.322)
Moreover, Moderate number of respondents perceived that Salespersons of Heineken give respondents
updated information about Heineken beer also about the company with (Mean= 2.68) and (Std.
Deviation=1.205) Besides, with (Mean= 2.34) and (Std. Deviation= 1.127) respondents perceived that
Salespersons of Heineken beer invite/ask if respondents have any suggestion or comment about
Heineken beer.

Therefore, the above result shows that respondents perceived Moderately high that Salespersons of
Heineken beer positively influence, give updated information about the company and ask if respondents
have any suggestion or comment on Heineken beer but does not mean it is satisfactory it need more

effort to better grip the consumers set of mind.

From the above table, most of the respondents perceived that they observe Salespersons of Heineken
visits and discuss with people who drink beer in clubs, bars, hotels with (Mean= 2.74) and (Std.
Deviation= 1.149), and Most respondents with (Mean= 2.47) and (Std. Deviation= 1.260) perceived
that the information they get about Heineken beer by Salespersons enforces them to keep using and
drinking the beer; Moreover, with (Mean= 2.97) and (Std. Deviation= 1.160) respondents perceived
that when the company introduces a new beer, it does use, a free trial using Salespersons; Furthermore,
respondents perceived with (Mean=2.69) and (Std. Deviation= 1.104) that discussions that respondents

had with Heineken beer Salespersons are important and positive.
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Hence, since Salespersons represent their company or the company represent these salespersons as the
company’s sales representatives to Directly Market its product to the consumer but the above result
shows that consumers have positive reception to Direct Marketing it does not mean it is in satisfactory
level of communication even though the results show that consumers and Salespersons of Heineken
have moderate level of communication it is clear that the company needs to work more to its Direct

Marketing and getting its Salesperson’s close to his consumers.

on the other hand, the above table shown above, with (Mean= 2.77) and (Std. Deviation= 1.256) the
respondents perceived that Heineken beer Salesperson’s influence respondents to buy/drink Heineken
and Most respondents perceived that with (Mean= 3.26) and (Std. Deviation= 1.270) that respondents
want to buy/drink Heineken beer more than the usual when there is a promotion to win something;
Moreover, respondents perceived that more likely to buy/ drink Heineken beer if there is a “buy one
get one free” promotion with (Mean= 3.23) and (Std. Deviation= 1.239) Furthermore with (Mean=
2.83) and (Std. Deviation= 1.019) moderate level of respondents perceived that buying/drinking

Heineken beer on promotion, the respondents will buy/drink again after the promotion is over.

Therefore, the above result indicates that consumers have perceived positively, the company’s Sales
Promotion on their mind but it does not mean that consumers have perceived satisfactory level of
understanding on their mined about the company’s Sales Promotion; it is clear that the consumers have
some image on their mined about Sales Promotion of the company but know it is understandable that

the company needs to work on its Sales Promotion activity.

Finally, on the above table, most of the respondents perceived that they hear/see about Heineken beer
by representatives of the company through different social media with level of (Mean= 2.84) and (Std.
Deviation= 1.327) Moreover, with (Mean= 3.10) and (Std. Deviation= 0.931) respondents perceived
that the information’s given by Heineken beer through Social media are credible and finally with
(Mean= 3.07) and (Std. Deviation= 1.014) of respondents perceived that Heineken Beer Company

participates in social/ humanitarian activities.

Therefore, the above result that shows respondents perceived positive feedback on Public Relation that

the company have with its consumers. It can be stated that consumers are open to make relation if the
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company reacts accordingly and Heinekens Public Relation have positive side on the mind of the
consumers.

Table 8: Reliability Statistics

Cronbach's ~ Cronbach's Alpha Based on

Alpha Standardized Items N of Items
.889 .888 6

(Source: Own Survey, 2021)

Therefore, the reliability of this 27 items that critically determine the influence of promotion on
consumer has been tested by using Cronbach’s alpha. A general accepted rule is that a of 0.6-0.7
indicates an acceptable level of reliability, and 0.8 or greater a very good level. However, values higher
than 0.95 are not necessarily good, since they might be an indication of redundancy (Hulin, Netemeyer,
and Cudeck, 2001).

Thus, the reliability coefficient of the above item is above 70% and/or the overall reliability test for the

item is 88.8%. This indicates that this 27 items were reliable and understandable for the respondents

4.3) Correlation Matrix

The above findings (findings in table 8) will be strengthened / supported by correlation matrix which
was created by using the Pearson correlation coefficient (r). It demonstrates how each Promotional tool
such as Advertising, Personal Selling, Direct Marketing, Sales Promotion, and Public Relation was
correlated with Brand equity of Heineken beer. The result is demonstrated as follows.
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Table 9: Correlation Matrix

Brand Personal Direct Sales Public
Equity  Advertising Selling  Marketing Promotion Relation

*% *%x *%x *x

Brand Pearson 1 495" 375 406 438 439
Equity Correlation

Sig. (2-tailed) .000 .000 .000 .000 .000

N 384 382 384 384 384 384
Advertising Pearson 4957 1 648" 668" 733" 579"

Correlation

Sig. (2-tailed) 000 .000 000 .000 000

N 382 382 382 382 382 382
Personal ~ Pearson 3757 648 1 7747 481" 644"
Selling Correlation

Sig. (2-tailed)  .000 .000 .000 .000 .000

N 384 382 384 384 384 384
Direct Pearson 406 668" 7471 624" 696"
Marketing Correlation

Sig. (2-tailed) 000 .000 .000 .000 000

N 384 382 384 384 384 384
Sales Pearson 438" 7337 4817 .624™ 1 544"
Promotion Correlation

Sig. (2-tailed) 000 .000 .000 000 000

N 384 382 384 384 384 384
Public Pearson 439" 579™ 6447 696" 544" 1
Relation Correlation

Sig. (2-tailed)  .000 .000 .000 .000 .000

N 384 382 384 384 384 384

**_Correlation is significant at the 0.01 level (2-tailed). (Source: Own Survey, 2021)

On the correlation matrix Table seen above, it is understandable that all of the variables had positive

correlation with Brand equity as well as had positively correlated with each other.
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However, this matrix may show the causal relationship between variables and the magnitude of the
association between variables. The correlation coefficient between promotional tools and Brand equity.
This indicates a strong direct linear relationship between promotional tools and Brand equity.

Further, the correlation coefficient between Advertising and Brand equity are correlated with
correlation coefficient (.495**), or (49.5%) which indicates that there is moderate relationship between
Advertising and Brand equity; at the same time, it is the better correlated tool among the other tools in
this case with Brand equity. That is followed by Public Relation correlated positively with Brand equity
by (.439**) or (43.9%) moderate relationship; moreover, the relationship between Sales promotion and
Brand equity is correlated with correlation coefficient of (.438**) or (43.8 %) which indicates that,
there is moderate relationship between Sales promotion and Brand equity. As well as the correlation
coefficient between Direct Marketing and Brand equity is (.406**) or (40.6%) witch shows there is
moderate relationship between Direct Marketing and Brand equity nevertheless the correlation between
Brand equity and Personal Selling, also the relationship between Personal Selling and Brand equity is
moderate relationship correlation that Brand equity has.

Therefore, Brand equity did not have a strong correlation relationship with the variables While
Advertising has also moderate relationship by (.495**) (49.5%) with Brand equity and Personal Selling
(.375**), or (37.5%) having list correlation coefficient besides other variables Direct Marketing
(.406**), or (40.6%) Sales Promotion (.438**) or (43.8%) and Public Relation (.439**) or (43.9%)

having correlation coefficient it indicates Brand equity have moderate relationship with the variables.

4.4) REGRESSION ANALYSIS

The regression analysis has done using customer buying behavior as dependent variable and the
branding dimensions (brand awareness, brand loyalty perceived quality, brand association) as
independent variable

Test for Normality of Data

In statistics, normality tests are used to determine if a data set is well-modeled by a normal distribution

and to compute how likely it is for a random variable underlying the data set to be normally distributed.
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A graphical tool for assessing normality is the normal probability plot of the standardized data against
the standard normal distribution. For a normal data the result should fall approximately with in a normal

curve line, Gujarati (2002).

Table 10: Test for Normality of Data
N Skewness Kurtosis

Statistic Statistic Std. Statistic Std.

Error Error
Advertising 382 -.101 144 -1.317  .286
Personal
) 382 -.331 144 -1.383 .286
Selling
Direct
) 382 121 144 -1.368 .286 .

Marketing . Histogram

Sales 11 -
_ 382 .032 144 -1.490 .286 ol

Promotion ﬂ.\ |

Public f 1

_ 382 - 477 144 -1.236 .286 g f
Relation < | | \

MR
Brand \

_ 382 -.317 144 496 .286 e \
Equity l_l
Valid N R LI . & 3

o 38 e
(listwise)

Figure 3: Test for Normality Of Data
(Source: Own Survey, 2021)

Descriptive Statistics (Source: Own Survey, 2021)

For this study a normality test has been conducted and the result on figure 3; shows that most of the
line falls approximately with in a normal curve line, and it is possible to conclude that the study met

the first test of regression and the data are normally distributed
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Test for Multicollinearity

In a statistics, multicollinearity (also collinearity) is a phenomenon in which two or more predictor
variables in a multiple regression model are highly correlated, meaning that one can be linearly
predicted from the others with a non-trivial degree of accuracy.

In this study Variable Inflation Factor (VIF) technique is employed. The VIF is a measure of the
reciprocal of the complement of the inter-correlation among the predictors: (VIF=1/ (1-r2). The
decision rule is a variable whose VIF value is greater than 10 indicates the possible existence of
multicollinearity problem. Tolerance (TOL) defined as 1/VIF, It also used by many researchers to
check on the degree of collinearity. The decision rule for Tolerance is a variable whose TOL value is
less than 0.1 shows the possible existence of multicollinearity problem. (Gujarati, 2002)

Table 11: The multicollinearity statistics

Coefficients?

Collinearity Statistics

Model Tolerance VIF

1 Advertising .346 2.889
Personal Selling 341 2.932
Direct Marketing 289 3.465
Sales Promotion 407 2.459
Public Relation 468 2.139

a. Dependent Variable: Brand Equity (Source: Own Survey, 2021)

Table 11 shows that: VIF values for all variables are less than the tolerable value that is 10.And
Tolerance value of all variables also is above 0.1 which indicates that this model is free from
multicollinearity problem between the dependent variables.

Homoscedasticity

Homaoscedasticity points out for every value of X, the distribution of Y scores must have approximately
equal variability. To check this assumption, the residuals can be plotted against the predicted values
and against the independent variables. When standardized predicted values are plotted against observed
values, the data would form a straight line from the lower-left corner to the upper-right corner, if the

model fit the data exactly; As shown in the figure below, P-P plot used to test the homoscedasticity
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assumption for the model, in this case P-P plot the dots are drawn closer to the diagonal line, indicating

that assumption of homoscedasticity is met.

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Brand_Equity

10

Scatterplot
Dependent Variable: Brand_Equity

08

06

04

Expected Cum Prob

Regression Standardized Residual
@
L]
o
e
°
e

Observed Cum Prob Regression Standardized Predicted Value

(Source: Own Survey, 2021)
Figure 4: Nominal P-P Pilot of Regression

Table 12: The Model Summary

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 7812 .610 .603 59106
a. Predictors: (Constant), Public Relation, Sales Promotion,

Personal Selling, Advertising, Direct Marketing
(Source: Own Survey, 2021)

The model summary table shows an R-Square value is 0.610 which means that 61% of the buying
decision was explained by the variation of the five variables. Namely (public relation, sales promotion,
personal selling, advertising, direct marketing). In other words, this means that 39% of the dependent
variable i.e. Brand Equity cannot be explained by these the five variables and that there must be other
variables that have an influence on the outcome.
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Table 13: ANOVA Analysis
ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 152.267 5 12.090  88.329 .000P
Residual 60.448 376 405
Total 212.715 381

a. Dependent Variable: Brand Equity

b. Predictors: (Constant), Public Relation, Sales Promotion, Personal Selling,

Advertising, Direct Marketing
(Source: Own Survey, 2021)

From the ANOVA table, it is possible to see the overall significant of the model. The mean squares

can be calculated by dividing the sums of squares by the associated degrees of freedom.

F-ratio is a test of the null hypothesis that the regression coefficients are all equal to zero. The table
shows that the F-value (88.329) is significant at 0.01 level of significant (P value that corresponds to F

statistics is significant). The result of the study indicated that regression model significantly predicts

consumer buying decision.

Table 14: Coefficients @

Standardized

Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) .850 132 6.424 .000
Advertising 211 .023 .365 9.278 .000
Personal Selling 200 .029 278 6.950 .000
Direct Marketing .166 022 .306 7.538 .000
Sales Promotion .078 021 143 3.654 .000
Public Relation .108 .026 165 4.084 .000

a. Dependent Variable: Brand Equity (Source: Own Survey, 2021)

The table shows the constant, beta, and significance level of each variable. It indicates that the five
variable which are advertising, personal selling, direct marketing, sales promotion, public relation

influence consumer buying decision significantly at 95% confidence interval with a sig. Level <0.05.
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The regression model of this study can now be properly written in an equation as follows:
Y= 0.850+ 0.211X1+ 0.200 X2 + 0.166 X3 + 0.078 X4 + 0.108 X5

The regression model from the above table shows that keeping other variables constant, a one unit
increase in advertising service will bring a 0.211unit increase in consumer buying decision, a one unit
increase in personal selling will bring a 0.200 unit increase in consumer buying decision, a one unit
change in direct marketing will bring a 0.166 unit increase in consumer buying decision, a one unit
increase in sales promotion will bring a 0.078 unit increase in consumer buying decision and a one

unit increase of public relation will cause a 0.108 unit increase in consumer buying decision.

4.5)  Hypothesis Testing and Discussions

Proposed hypothesis are tested based on the results of the correlation analysis. By looking at the Sig.-
value in Table 9, it is possible to interpret whether the particular independent variable has a significant
relationship with the dependent variables. Hypothesis is supported when the Sig. value is smaller than
0.05; and a null hypothesis is rejected when the Sig. value is equal or larger than 0.05.

Hypothesis #1

0,

% Advertising has positive and significant effect on brand equity during promotional tool.

Regarding the association between Advertising and Brand Equity, Pearson correlation analysis
reported that it has 0.495 at a significance level of .000 and a positive relationship with Brand Equity.
Hence, it is possible to conclude that brand awareness have strong effect on customers buying behavior
in beer product.

Therefore, the hypothesis is accepted. Going back to the definition of brand awareness; “...adequate
Knowledge and brand image of a consumer ... (Aaker, 1991, (Keller, 1993).)”: had a positive
relationship with customer satisfaction.

Hypothesis #2

% Personal selling has positive and significant impact on brand equity on brand equity during

promotional tool.

Concerning about the association between Personal Selling and Brand Equity, Pearson correlation

analysis reported that it has 0.375 at a significance level of .000 and a positive effect on Brand Equity.
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Hence, it is possible to conclude that brand association has a relationship with Brand Equity in beer
product.

When referred to the definition of brand association that is, “Personal Selling is anything relate to the
preference of a brand (Aaker, 1991, p.109; Keller, 1993). Therefore, the hypothesis is supported that

brand association was found a valid variable for customer buying behavior has important factor.

Hypothesis #3

% Direct marketing has positive and significant impact on brand equity on brand equity

during promotional tool.

About the association between Direct Marketing and Brand Equity, Pearson correlation analysis
reported that it has 0.406 at a significance level of .000 and a positive effect on Brand Equity. Hence,

it is possible to conclude that perceived quality has a strong effect on Brand Equity in beer product.

According to Lin & Chang, 2003; Perceived quality makes the consumers satisfied which make them
repurchase the product which leads to loyalty. Therefore, the hypothesis is supported that perceived

quality has strong effect to customer buying behavior.

Hypothesis #4

% Sales promotion has positive and significant impact on brand equity on brand equity during
promotional tool.

On the issue of the Sales Promotion and Brand Equity, Pearson correlation analysis reported that it
has 0.438 at a significance level of 0.00 and a positive effect on Brand Equity. Hence, it is possible to
conclude that brand loyalty have a relationship with Brand Equity in beer product. Therefore, the

hypothesis is accepted.

Hypothesis #5

% Public relations have positive and significant impact on brand equity on brand equity
during promotional tool.

On the issue of the Public Relation and Brand Equity, Pearson correlation analysis reported that it has
0.439 at a significance level of 0.00 and a positive effect on Brand Equity. Hence, it is possible to
conclude that brand loyalty have a relationship with Brand Equity in beer product. Therefore, the
hypothesis is accepted.
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In summary, according to their relationship and significance level, all the hypotheses that assumed

earlier to accomplish the study were supported.

Thesis | Independent Variable | Correlation coefficients’ | Dependent variable | Result
H1 Advertising 0. 495 Brand Equity Accept
H2 Personal Selling 0. 375 Brand Equity Accept
H3 Direct Marketing 0. 406 Brand Equity Accept
H4 Sales Promotion 0.438 Brand Equity Accept
H5 Public Relation 0.439 Brand Equity Accept
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CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATION

5.1) Introduction
In this chapter, an attempt is made to discuss the findings of the research based on empirical analysis
of collected data by referring objectives of the study in a comprehensive way. As a result,

recommendations are given for the concerned company.

5.2) Summary of major findings

The Effect of Promotional Mix Practices On Brand Equity the Case of Heineken Breweries. and it is
based on consumers only and not branding company. From the analysis carried out the major findings

were as follows:

Promotional tools are the key indicators of consumer buying behavior. In this regard, all the

respondents were rated as high (Av. Mean > 4). In correlation analysis; Advertising shows the highest

positive correlation (r=0.495**, p<0.01) positively correlated with and brand Equity demonstrates the

second highest positive correlation is Public Relation with (r=.0.439**, P<0.01) and Sales Promotion

with (r=.0.438**, P<0.01) respectively are positively correlates with brand Equity followed by Direct

Marketing and Personal Selling with (r=.0.406** and 0.375**, p<0.01) respectively.

The overall fitness of the model, this fact has been confirmed by different types of statistical results.

The first way is the ANOVA test that produced a P-value of 0.000 which is below the alpha level, i.e.

0.05. That means the overall independent variable have statistically significant relationship with that

of the dependent variable, i.e. customer buying behavior.

The R (Coefficient of Correlation) which is simply a measure of the degree of association or co-
variation that exists between independent variables (Advertising, Personal Selling, Direct Marketing,
Sales Promotion and Public Relation Publicity) while dependent variable (Brand Equity). It only
measures degree of association or variation between the variables. In this case the value of R which is
0.781 shows, there is a very strong relationship between the independent variables and dependent
variable.

By testing the R square (Coefficient of Determination), as the proportion of the total variation or
dispersion in the beer brand Equity (dependent variable) that explained by the variation independent

variables in the regression is 0.610; meaning, 61.0% of brand Equity is explained by the linear
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relationship with all the independent variables (Advertising, Personal Selling, Direct Marketing, Sales
Promotion and Public Relation Publicity). Adjusted R square is 0.603 which indicates the amount of
variation in one variable that is accounted for by another variable. In another word, through the survey
with 384 target respondents, their perception of branding is account for 60.3% percent of total variation
in brand Equity. This indicates that the level of relationship between branding and consumer’s buying

behavior is on beer brand is high.

Generally speaking, the regression model developed under the study can be considered as a good
predictor of brand Equity of the company. The individual effects of the independent variables can be
explained by their respective beta coefficients. By looking its standardized coefficients (beta)
Advertising has the highest standardized coefficient and it means it is the best predictor. And followed
by Public Relation, Sales Promotion, Direct Marketing and Personal Selling respectively in their

descending order is the predictor of branding.
5.3) Conclusion

The primary objective of this study was to is to investigate the effect of promotional mix practices on

customer-based Brand Equity the Case of Heineken Breweries

Nowadays Brewery industry’s in Ethiopian straggle in this competitive market to cop up with the
computation with competitors to have the attention of consumers; this brings companies to use the
promotional tools. Hence, this study tried to identify investigate the effect of promotional mix practices
on customer-based Brand Equity the Case of Heineken Breweries in addition, this study also tried to
answer the three research questions stated in chapter one, Similarly, this study considered five factors
namely Advertising, personal selling, direct Marketing, Sales promotion and Public Relations. A
sample size adopted convenience sampling was estimation method given by Cochran (1963) cited in
Israel (2003) as: Based on the theoretical framework and objectives of the study, 27 items were
provided in a 5-point Likert scale to the respondents. The gathered data was analyzed by statistical

process for social science (SPSS version 26)

The findings indicate that the promotional tools have a positive effect on Customer’s Brand Equity,
besides 52.1% of respondents being male and 47.9% of female consumer it is found to be Heineken

beer is popular on the mind of the consumers with 92.7% of consumers recall the brand.
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The findings presented in this thesis has focused on the relation between Promotional tools and Brand
equity based on its influence on customers. The findings have revealed that promotional tools have
significant influence on consumer for Brand equity. The study has shown that the way Heineken beer
is promoted united with the brand integrity of such product encourages consumers to purchase it and

make repeat purchase of it, and as well enhances the referral of such product to other prospects.

Moreover, the findings of this study shown that brand image and promotional tools have enormous
impact on consumer buying decision thus confirming that promotional tools are actual marketing

communication tools for influencing consumer buying decisions on sustainable bases.

It has also confirmed that there is a significant correlation between branding and promotional tools that
could have a determining impact on a company’s position both in the mind of consumer and
marketplace. thus this research has come to draw the conclusions that promotion is one of the most
effective to create strong brand and to get more customer attention. We can understand Promotional

tools have their contribution to develop Heineken beer brand and reputation.

Findings of this research confirmed that Promotion can help Organizations to maintain long term
customer relationships. By using different Promotional tools, it makes a company’s product to compete
effectively in the market. This is achieved through clear, consistent and competitive messages across
to target audiences. The result of this is that the company will start to entry good customer’s patronage,
which result into better market share for its product as the company message is highly clear and

competitive.

It has been theoretically and empirically shown that the usage of Promotion tool helps in promoting
and improving the company’s competitive edge. The usage of Promotion will definitely increase
impact, make ideas more effective and provide greater consistence communication. Respondents
believed that the use of Promotion has an impact on creating long term relationship between Heineken

beer and its customers.

The brand awareness and brand association of Heineken beer on the mind of customer is positive, but
it does not mean that every customer has positive brand awareness about the brand. However, most of

them reflected their ability to identify the brand of Heineken beer regardless of various situations and
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to link the name, symbol, logo and the like to recognize and associate in their memory. Therefore,
Promotional tools are considered as a significant tool for a company’s great effort in order to

differentiate itself from its competitors.

The effective implementation of those five Promotional tools has a positive effect on Brand equity such
as customers could link Heineken beer on their mind first while one talks about beer. As a result,
Advertising is more important to maintain brand loyalty and brand awareness. Similarly, Personal
Selling has a positive effect on Brand equity. Moreover, Direct Marketing is crucial to build brand
association and brand loyalty. In addition, Public Relation as a Promotional tool has a significant effect
on building perceived quality, brand association and brand loyalty. Moreover, Sales Promotion as a
Promotional tool have positive effect to build up consumer relationship, as a company keeping your
customers closer and attract new potential customers, and based brand equity in the process. Therefore,
regardless of the degree to impact, each Promotional tool has a vital effect to build successful Brand

equity.

Based on findings of the research, Promotional tools have a positive effect in enhancing Brand equity.
Some of them are: increase the linkage between customers and the company’s brand, increased
perceived quality and advantage; Uniquely remember and recognize the brand from its competitors,
Increase sense of membership; Enhance sense of loyalty to the brand; Attract other customers through

the recommendation of existing customers.

However, according to this research, the entire Promotional tools are not equally important. The five
Promotional tools namely Advertising, Personal Selling, Direct Marketing, Sales Promotion and Public
Relation, vary in the degree to which they drive Brand equity.

Based on the findings of the researcher suggest Recommendation

5.4) Recommendation

After the wake of the COVID-19 pandemic marketplaces are not the same social distancing and limited
contact with others, social media became an important place to interact. Social media platforms are
meant to connect people and helped the world remain connected, largely increasing usage during the

pandemic or after the lockdown. Since many people are asked to remain home, they have turned to
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social media to maintain their relationships and to access entertainment to pass the time; so Building
your brand across social media channels means you can reach new audiences, engage with potential
customers and drive more traffic to your sites services/products, while also providing accessible
customer service to meet increasingly impatient consumer expectations in order to solve their problems

fast. With consumers spending significantly more time on their devices

Advertising through social media will give Heineken brewery to increase and Improve its Brand
Recognition also helps to Develop Better Brand Loyalty on the consumer’s mind, it helps to improve
Public Relation and Heinekens brand can should take social media platforms on a strategic level
because Most social media platforms have built-in data analytics tools, enabling companies to track the
progress, success, and engagement of ad campaigns. Companies address a range of stakeholders
through social media marketing, including current and potential customers, current and potential
employees, journalists, bloggers, and the general public. Because the result of this study show
consumers/the market like to receive Heineken beer’s promotion through the promotional tools; so
Heineken beer should work to use advertisement that will communicate its product to the target

customer.

Moreover, this is a good time to pay attention how they plan to reach customers with the new
opportunity’s that the online activity brings therefore Heineken beer should pay more attention to the
activity and means of Public Relation, both in (online and offline) since the study results showed
strength from this activity, in influencing the consumers purchasing decision toward the company

product.

In addition, the company can use Public Relation as a tool in order to inform, release updated news,
announce activities done by the company for its customers and the public since this promotional tool
has a great ability in creating credibility in the mind of the target customers and the public in general

as well.

Giving focus to direct marketing and Personal Selling will help the company to improve brand image
better likewise There is need for Heineken beer management to come up with strategies to grasp
customers mind and filling because Direct Marketing today necessitates entering into and maintaining

a relationship with a customer.
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Furthermore, Getting and keeping loyal customers is an essential part of an organization continuing in
business when threatened by scenarios like the pandemic or COVID 19 and this will continue to be
important when the society and economy recovers; nowadays There are many media and tools available

to the marketer and these should be chosen with care so that the best results can be achieved.

As marketers, strategies have to be formed based on customer needs and collecting information on
what those needs are is fundamental to marketing success but Failure to do direct marketing and
advertising has positive outcomes a competitor could open communications and steal customers who

feel neglected by lack of relevant communication.

Finally, the research makes the following recommendations in addition based on the objectives of the

study that were found to have positive significant and insignificant relationships.

Advertising strategy affects brand equity positively and breweries can achieve higher levels of brand
equity through creating brand awareness and recognition on perceived quality of their respective beer
brands. And Breweries should integrate advertising message with direct marketing and public relations

in order to enhance the effect of promotional mix on overall brand equity.

Personal selling strategy has relatively lower significant influence on brand equity, and that companies
can improve that relationship by integrating direct marketing as well as publicity tactics that will

improve the brand

Public Relations/ Publicity have a significant effect on the brand equity and breweries can improve this
relationship by considering public attention and public visibility that may have an influence in

promotion campaigns.

Direct marketing strategy has a low effect on brand equity and breweries can improve the strength of
this relationship by developing a close association, generate an immediate response, cover a wide
audience with targeted promotion message, and allow complete, customized, and personal message

from the direct marketing strategy.
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This study is limited in nature and discusses only the slight element of the promotion mix even there
are some other marketing tools and technique who contribute to the brand equity. Customer taste and
preference, technology, culture and other marketing media may affect brand equity formation. The
future research can examine the impact of other marketing media and culture in brand equity.
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Appendix

St. Mary University School of Graduate Studies
A Request for Participation in a Research Study

Dear Respondents

| would like to extend my deep gratitude in advance for volunteering to devote your valuable time to
fill this questionnaire. The purpose of this questionnaire is to gather data to conduct a research in partial
fulfillment of the requirements for Master’s Degree in Marketing Management. This questionnaire is
designed to gather data on the Promotional Tool Effects on Customer’s Brand Equity the Case of
Heineken Breweries, your response is highly valuable for the study therefore | have invited you to fill
out a questionnaire form. All the information gathered and collected will be used ethically and decently

for academic purposes only.

Thank you.

Contact Address: - SHEWIT GHIDEY E-mail:-

Dear Participants,

To complete the questionnaire, select the language you want and click on the link below
To complete the questionnaire in English: Press the Link below

https://docs.google.com/forms/d/e/1FAIpQLSfelk8erEby4x6CBSMKS8f kio4CdeXByMxpzfQtIGmO
GnWN3Q/viewform?usp=sf_link

To complete the questionnaire in Amharic: Press the Link below

https://docs.google.com/forms/d/e/IFAIPOLSc1InIWGs4tCqaDEOKVBWDOEr6KPpTT6Ud6NPI5K
0SGzSJJF1g/viewform?ve=0&c=0&w=1&flr=0

Thank you for your participation!
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PART ONE

Background information of respondents

1) Your Age Groups?
A) 21-28

C) 37-44
2) Gender (Sex):

A) Female
3) Marital Status

A) Married

4) Academic Qualification

A) High School Complete

C) BA Degree
5) Occupation

A) Employed

B) 29-36

D) 45-52

B) Male

B) Single

B) Diploma

B) Unemployed

PART TWO

D) Post Graduate Degrees

C) Self Employed

Customer’s Opinion On Their Beer Consumption Brand Awareness

6) Do you consume beer
A) Yes
7) Do you Use Social Media?
C) Yes

B) No

D) No

8) Do you know the Heineken beer brand?
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A) Yes B) No

9) How Do you come to know the Heineken beer brand?
A) In Advertising B) While in Personal Selling

C) While in Direct Marketing D) In a Sales Promotion

E) In Public Relation/Publicity

10) Do you think these “the upper listed” promotional tools have influence on the mind of consumers?

A) Yes B) No
11) When you choose a beer brand, do you recall the promotions you have seen on social media?
A) Yes B) No
12) Do you think Heineken uses Digital marketing platforms?
A) Yes B) No
13) Do you think Heineken is customer-centered?
A) Yes B) No
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PART THREE

Please Rate These Questions Based On Your Opinion

Using the scale below, please indicate your responses to each of the item that follows, by marking (V)

against the number that best describe your answers.

1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree

Questions About Brand Equity Of Heineken Beer

Brand Loyalty

14) | 1 usually use Heineken beer as my first choice compared to other beers.

15) | Even if there are other brands, | would not switch to any of them

Perceived Quality

16) | It makes sense to buy Heineken beer instead of any other brand, even if they are the

same.

17) | Even another brand has same features as Heineken beer, | would prefer to buy

Heineken beer.

Brand Association

18) | I am highly aware about Heineken beer

19) | I can simply Recognize Heineken beer among other beers

Brand Awareness

20) | Some characters of Heineken beer come to my mind quickly

21) | I can recall the symbol or logo of Heineken beer quickly

Advertising

22) | The advertisings of Heineken beer initiate me to buy/ drink the beer

23) | When | see/ hear Heineken beer advertisings, they grab/ catch my attention

24) | The advertisings of Heineken beer are connected with something that I am

interested in (good experience) mostly

25) | The advertisings of Heineken beer have persuasive power

26) | The advertisings of Heineken beer contain basic information about the beer

65



Personal Selling

27) | Sales persons of Heineken brewery influence me to buy/ drink Heineken beer

28) | Sales persons of Heineken brewery give me an updated information about
Heineken beer and the company

29) | Sales persons of Heineken beer invite/ ask me if | have any suggestion or comment

about Heineken beer

Direct Marketing

30) | As | observed, sales representatives of Heineken brewery use to visit and discuss
with people who drink beer in clubs, bars, hotels etc.

31) | The information I get about Heineken beer by sales representatives enforces me to
keep drinking the beer

32) | When the company introduces new beer, it uses to offer free trial using sales
representatives

33) | Discussions that I had with Heineken beer sales representatives are from my point
of view/ interest often

Sales Promotion

34) | Heineken beer promoters influence me to buy/ drink the beer

35) | I want to buy/ drink Heineken beer more than the usual when there is a promotion
to win something

36) | I am more likely to buy/ drink Heineken beer if there is a “buy one get one free”
promotion

37) | After buying/ drinking Heineken beer on promotion, | usually buy/ drink again

after the promotion is over

Public Relation

38) | I use to hear/ see about Heineken beer by representatives of the company through
different social medias often

39) | The information given by Heineken beer through social media seems credible

40) | The company, Heineken beer participates in social/ humanitarian activities
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