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Preface

The Research and Knowledge Management Office (
organizing Annual National StudeResearch Forums (NSRF) since 2007. The purpose of the Forum is

to create opportunities for undergraduate students to present their research findings and share thei
experiences with their peers and academic staff so as to enhance their academic dedegredy r
exposure and experience.

At the 2023 NSRF, which was attended by several students and instructors, 11 papers were presented &
students from Wolkite University and St. Mar y”’
have identified their research problems, the methodedatpey have employed, the findings they have
come up with, and the research ethics they have pursued while conducting their research.

Towards this effect, SMU every year publishes papers presented at the NSRF in proceedings for wider
dissemination and use. In doing so, the University recognizes the contribution of students in advancing
the existing literature and knowledge besides intcoth student researchers to various institutions and
motivating them to take part in related activities.

This proceeding is a compilation of 11 papers presented on thidtibnal Student Research Forum

held on August 1, 2023. The University would like to note that the ideas reflected in the papers are those
of the authors and do not represent the position of the Research and Knowledge Management Office o
St. Marisitys Uni ve

Finally, the Research and Knowledge Management
all participants who have contributed to the realization of the event.



IOT Integrated Smart Urban Farming -MOFER, Tsegazeab Befikadu,
Abinet Tamiru, Eyob Desta and Hiwot C

Abstract

1 Introduction

1.1 Background of the study

Agriculture is a major source of income and food for humans and animals around the world. With 9
billion people expected by 2050, agricultural food production ahusble to meet demand. Given limited

land, water, and labor, agricultural productivity must increase by at least 25% to meet that goal while
limiting environmental pressure [1]. Global food production faces many uncertainties and hurdles, such
as maximiziig resource use for maximum yield while minimizing waste for sustainable growth. Various
technologies and management tools must be integrated to achievenongitespecific production
efficiencies while minimizing unintended consequences and impacts.

Smart farming uses modern technology to increase crop yield and qualibgeRiisty farmers have

GPS, soil scanning, data management, and loT. IAd&SEd smart agriculture, sensors monitor the field

and automate the irrigation system. 10T (InterneTlmihgs) in agriculture involves using sensors and
other devices to turn farming into data.

Ethiopia's 6780% agricultural sector has little or no technology. Many farmers use old or traditional
methods, which lowers productivity and unbalanced demand and supply. Despite company and
government action, "urban agriculture” is a new term.

This I0T-integrated system solves problems. It is a platform where individuals and groups get help with
farming and sell their harvested product, making it cheaper on the market. In other words, it benefits both
producers and buyers.

This system includes many vegetables. Anyone can grow a plant and sell its products. It makes planting
and growing vegetables easier and more efficient by providing harvest data.

1.2 Statements of the problem

Urban growth, urban poverty, food price hikes, climate change, consumption patterns, and

dietrelated health problems all call for more attention to how cities feed their residents. Urban growth
increases demand for food and ecosystem services from land and water. Urban and rural population:
need integrated territorial development and baldnecbanrural linkages.

Ancient agriculture involved producing food in cultivated lands for human survival and animal breeding
[2] and was called the traditional agricultural era 1.0. Manpower and animals were used. Agricultural
steam engines appeared in the 19th century. Thespidad use of agricultural machinery and chemicals

by farmers marked the start of era 2.0 and improved farmers' effectiveness and productivity. Due to
computing and electronics, Agricultural Era 3.0 emerged in the 20th century. Robotics, programmed
farm equipment, and other technologies improved agriculture. Work distribution, precise irrigation,
reduced chemical use, sgpecific nutrient application, efficient pest control technologies, etc. were used
to adapt policies to agricultural era 3.0. The regticultural era, 4.0, involves the Internet of Things,

big data analysis, artificial intelligence, cloud computing, remote sensing, etc. New technologies have
improved agricultural activities by developing laest sensor and network platforms to optimize
production efficiency and reduce water and energy use with minimal environmental effects [3]. Smart
farming uses big data to provide extrapolated overviews oftireal agricultural situations [4]. Real

time Al programming embedded in 0T devices helps&as make the best decisions [5]. Smart farming
helps harvesting and crop yields by automating sensors and machinery [6]. The Internet of Things has
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transformed traditional farming techniques [7].

Ethiopia's food security is a big problem. This is due to rapid population growth, high inflation,
urbanization, climate change, depletion of natural resources, and inflation ofibedsc Governments,
NGOs, and other organizations must ensure basic needs and promote urban agriculture to overcome thes
challenges.

No platform provides these services separately, let alone in one system for urban agriculture, making it
difficult for farmers to grow it. Even if they grow and harvest it, they must sell it at a lower price due to
their market connection.

Generally, these are the reasons why this system is needed:
e Farmers do not get a better yield from their plants and product if information is not accurate.

Smaltscale farmers are not provided with a good marketplace;
Data analysis is not done for the products that are harvested;
Time and consumers waste time and resources;

Getting different services on one platform is difficult;

Products are not affordable because of their scarcity; and

e Consumers do not have a variety of choices to meet their needs.

In light of these, this alternative system is proposed. It allows farmers and consumers to quickly and
easily communicate from anywhere. This system saves time, money, effort, and energy and helps
everyone succeed.

1.3 Objective of the Project

1.3.1 General Objective
The prime objective of this project is to develop IOT based urban agriculture service provider
applications for different platform devices.

1.3.2 Specific Objective
The specific objectives of the proposed system are listed below:
Identify and specify the current urban farming problems in the country;

Understand the functional and rimctional requirements of the problem;

Design alternative solutions to address the current problems;

Promote awareness of the use of technology in city farming;

Develop a platform for urban farming kit providers;

Develop a marketplace platform for urban farmers where they can connerttenésted buyers

through our marketplace;

e Develop an app where users can keep track of their cultivation for producing high quality
products; and

e Testing and checking the application that is developed, and analyzing the data collected from the

farmers to get a better yield for another farmer.

1.4 Significance of the Project
The project aims to develop an app that helps users track and control the farm's environment, leading tc
better use of 10T (internet of things) in a wetintrolled environment that can sustain low waste and
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does not require daily human monitoring.
The significance of this project are:
Farmers will get better information about their plants to get a better yield;

The product estimations will get more accurate while the quality of harvested goods will increase;
Smaltscale farmers will be provided with a good marketplace;

Data analysis is done for the products that are harvested,

Time and resources wasted by both the farmers and the consumers will decrease;

The users will get different services on one platform;

Products will be more affordable because the scarcity of products decreases;

Awareness of urban agriculture and technology will be created;

Leads the country by introducing new technology development and adaptation; and

Provide economic growth to Ethiopia through the market and the creation of jobs.

1.5 Feasibility Study

A feasibility study is simply an assessment of the practicality of a proposed project plan or method. This
is done by analyzing technical, economic, legakrational and time feasibility factors. As the name
suggests, it is designed to reveal whether a project is feasible.

1.5.1 Technical Feasibility
The application's usability, accuracy, dependability, and efficiency, as well as the hardware's capacity to
carry out the required work, are what determine the technical viability of our project. Therefore, it can
be claimed that the suggested systemestttically possible for the following reasons:

Our system is cross a platform and can operate on different devices. Android or 10S;

It can offer a usefriendly interface;
It has simple functions;
It is easyto-use hardware;
Wireless and seamless communication of hardware with software;
Built with it-experts and selaught programmers;
Secure user data;
Use the application in any place and environment;
Connect users and customers from different locations; and
e We also provide Marketplace via web.
Generally, the system can be said to be technically feasible because of the reasons listed above.

1.5.2 Economic Feasibility
The proposed system is a hardware integrated system, so users must pay a subscription fee in order |
access the tracking system. This subscription fee enables the proposed system to pay for server an
equipment costs, allowing it to run effectively anmdturn, providing the user with dependable service
that leads to better outcomes and helps the customer also generate income.

e Hardware costs are intermediate considering the service.

e Server costs are covered by the money generated from subscriptions and advertising.

e [t economically benefits urban consumers by sufficing their own consumption.
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e It can be an income generation method by selling and buying products on the system.

1.5.3 Operational Feasibility

Each member of the "MOFERJroject team has a different experience and level of programming
expertise, supporting the system's operation. "Agile software development technique" will determine the
project's operation mode. This makes the system flexible and changes requirements loesetland
problem. And we can say the proposed system is operationally feasible because of the reasons below:

e The project follows agile software methodologies that suit the requirements and complexity of
the proposed system.
e Operates on all devices (cross platform)

1.5.4 Legal Feasibility

Writing this documentation, the proposed system has no legal implementation restrictions, such as date
protection acts or social media regulations, a project certificate, a license, or copyright. The proposed
project is lawful and ethical.

1.5.5 Schedule Feasibility
This document ensures that the project will be completed within the specified time frame. If possible,
this project will be finished in the allotted time at the end of this chapter.

1.6 Beneficiaries of the Project

1.6.1 Direct Beneficiaries
The proposed system will benefit customers, farmers, and the team directly. The team members are th
first direct beneficiaries because the system is subscription based. The team membersewti@awe
and job opportunities. thus, making them economically beneficiaries. The next beneficiary are farmers.
It allows people to market their cultivated products and benefit economically. They can also cultivate
their own food, reducing their expendituon items.
The other direct beneficiaries of this system will be the customers, who will have the opportunity to
choose the product they want freely and access it with less time and energy loss.

1.6.2 Indirect Beneficiaries

The proposed system will benefit farmers' and team members' families. When a family member's
employment supports them financially, they will profit. The country will also benefit from the proposed
system through the job opportunities that are createdoffiee way the country could benefit is through

the telecom company, which, by providing the internet infrastructure, will generate more revenue from
system users buying internet packages.

1.7 Methodology

This system uses applied research to identify a problem and produce a solution. It helps us identify issue:
and needs, which helps us develop hardware and software solutions and strategies. It helps us judge b
revealing unaddressed system gaps. The peobosethod collects qualitative and quantitative data for
experiments.

1.7.1 Data collection
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The data collection methods that will be used by the system are:
e Interview

e Survey
e oObservation

Prior research and applications of smart agriculture in urban Ethiopia or other countries are analyzed to
determine the project's pros and cons. We will study agricultural service providers and institutions like
the Ministry of Agriculture, which is modeming the system with vertical farming, city farming, and
technological integration.

1.7.1.1 Interview

Agriculture, as a qualitative research method, we ask, "What is agriculture's biggest problem?" Why is
Ethiopian city farming rare? Is integrating technology difficult? The proposed app usestsetired
interviews with a general plan for what to askl @inere is no specific phrasing order. Satniictured
interviews offer freedom while following a predetermined theme framework. We rely on previous
outcomes to ensure the generalizability and validity of our results.

1.7.1.2 Survey
In order to collect information about agriculture services and products, we will conduct surveys with a
small number of carefully chosen organizations and groups that only benefit the proposed system.

1.7.1.3 Observation
We also use observation as a data collection method by observing the behavior, events, and curren
situation of the agriculture sector in Ethiopia, particularly in cities.

1.8 Scope and Limitation of the Project

1.8.1 Scope of the Project
The proposed system aims to create aimadine service platform for smart and automated city farming
for any individual or community with smartphone skills. The system is an easy online platform that works
in urban Ethiopia to create smart and automatigydfarming for any individual or community.
It will be crossplatform, integrated with IOT devices, and allow automated data manipulation. The
system scope focuses on:

e The customers will register into the system with their smartphones online;

e The customers can access the two parts, which are the tracking part araalkbiplace;

e The tracking part will have the humidity sensors, soil moisture sensors, temperature, and other
tasks;
They can track the progress online about the plant's condition if they need any treatment; and
In a marketplace, they can buy and sell products, so users of our app will be able to sell their
products on the marketplace.

1.8.2 Limitation of the Project
e The system interactivity will not be accessible for blind persons.

e |tis not able to implement machine learning.
e |tis not able to implement a learning platform for the users.
e Localization is not implemented on the system.

2. Requirement Gathering
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2.1 Requirement Gathering Techniques

Techniques our team used for obtaining requirements included both qualitative and quare#esixeh

to learn as much as possible about users' goals, obstacles, and preferences.

Questionnaires: Potential app users were surveyed using questionnaires created by our team. Users we
asked about the kinds of features they would want to see in the app, the difficulties they have encounterec
so far, and the reminders they would find ttespful. And a total of 92 individuals filled out the survey

after it was circulated using Google Forms.

Interviews: Our team also conducted an interview with Helen Gebregiorgis, the communications
manager of Digital Green Ethiopia, in order to get insights on their work and determine how the suggested
app may be useful in the agricultural industry.

Surveys: Our team was able to gather data on the preferred way of monitoring plant status, the sort of
information users would want to track, and the obstacles they presently encounter in tracking the state of
their plants.

Our team also conducted market research to identify the competition and market trends in the plant
tracking and gardening supply marketplace.

2.2 Method of Communication

2.2.1 Communication Techniques
When it comes to the techniques of communication, our team tried to conductte-face
meeting with the agriculture ministry to makeiaterview but could not manage due to the tight
schedule of the Office; thus, and our team used the following communication methods to gather

2

information from potential wuser’s and marke

project, the te has used many communication methods to analyze assets and implement ideas.
For example, we used video conferencing and online collaboration tools to work remotely and

facilitate communication between our team. We also hadttaface sessions in ordey work

and collaborate with each other.

2.3 Requirement Definition
2.3.1. Functional Requirement
User (farmers)

v Login

v Register

v Manage Account

v Pay for service.

v Generate reports.

v View product (for marketplace)

v Upload product (for marketplace)

v Manage product (for marketplace)

vUser’s password recovery
v Logout

User (new sellers)
v Reqgister

v Login

v Manage Account
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v View product

v Upload product

v Manage products.

vUser’s password recovery
v logout

User (buyers)
v View product
v View seller information

Bank

v Make transfer payments.
v Check transfer payment.
v Approve payment.

v Disapprove payment.

v Generate errors.

Administrator

v Login

v Create admin.

v Manage admin information.

v Ban/terminate users.

vVAdmin’s password recovery
vDelete user’s product.

3. Actor Description

User (farmers)in the MOFER system, users (farmers) are the one that register and sign to the MOFER
mobile application in order to use the MOFER services. After signing in, MOFER app provides different
services such as view product, upload product, pay for the semgdate product, get notification,
tracking, generate report etc. After signing in, the user can update or delete his profile too.

User (new sellers)in the MOFER system, users (new sellers) are the one that register and sign to the
MOFER marketplace (web). After signing in, the user can post products that can be sold, update product
information that are posted on the marketplace, delete products¢hadsted on the marketplace, and

view products that are posted. The user also can update or deactivate his/her account. It offers the user
password recovery just in case the user forgets his/her password.

User (buyers)These users are the one that buy plant products from the MOFER marketplace. They can
view different products from the marketplace, and they can view seller information for the product that
they want to buy.

Banks:Banks are external actors that work with the MOFER system. The main tasks of banks are to
verify and take care of transactions from user (farmebspen ki ng accounts t o MOF
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for the services fee.

Administrator: These actors are the one who control and manage the overall system. They can add,
update, and delete admins. They can delete a user's product that is posted on the marketplace if they fe
it is an inappropriate product. They also can search and terfbaat¢he user if he/she posted

inappropriate products repeatedly. The system offers admins password recovery just in case the admit
forgets his/her password.

4. Implementation

In this part, we try to show the activities done by the actors of the system. We try to show the three actors'’
workflow with diagrams and descriptions.

4.1 Farmers
1:34 il 43%8 749 PM | 12KB/is % & @ il atll T D30 756 P T @ el atll 230+
You will pay €
Double tap 4 on a plan
You will pay
540 ETB
6 Month 2 .
10% off
Only for 540 birr
Sign In

b o [
Forgot password? r

Log in
\T

Create an accoury | [0 Accept terms and conditions

Fig 4.1 Sign in, list all subscription packages, bank login pages screenshot

These are the first three pages you will encounter for the application. The first page is log in where the
user enters his/her username and password. After clicking the login button, the system will authenticate
the user and pass to the second page tiidisithe available packages under the system. After that, the
user will double tap on the package that is fitted for him/her. If the user forgets his/her password, he/she
will click on the forgot password link to go to the password recovery page wierevill proceed to

recover their password. The third and last page will be the bank login page for payment where the user
is expected to enter his/her username and password and slides to pay for the subscription.
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1:26 ol al 44%8
Home c o %
I e Transfer Potato
Q Good afternoon
Last read was on
June 8, 2023
v ]
Currently
Your Controls tracking Tomato
a Quantity -1 & +1
Moisture Temp Humidity 4> Track another plant Piide z°|
23 % 334G 33%
¢S Transfer your plant
() 4
Today Now tracking Finish Transfer

gieads jomato You have 2 Plants

(VTomato M Potato ‘
A Home 2 4 ————

Fig 4.2: Home, view plants and transfer plant pages screenshot.

The first image is the homepage of the system where the user will see all the information about his/her
plant where it displays the moisture, temperature, and humidity of the plant. Other than that, the user
can shake the phone to get a new update. WHeenger clicks on the tracking button, the second page
will be shown with the list of all the plants the user is tracking at the time. Other than that, the user can
transfer their plant leading to the third image of the above figure where the user eamlletite
information needed and transfer the plant to the marketplace.
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O Recommendation
What to do to get better result
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Color key
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1278

e

Your Activity

Generating report

Fig 4.3: Data, plant activity and plant recommendation pages screenshot

The data page is the second page of the application where the user is provided with three choices to kno
the details of the plant, he/she is growing. Your activity shows the plant status compared to the normal
status of the plant they are growing whicksi®wn on the second image. The third image shows the

recommendation page of the application where the system suggests a report that is useful to the plan

based on the state it is found in.
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Fig 4.4: AppMarketplace, my products, and settings pages screenshot
The third and final page of the system is shown in the first image where the marketplace is found, and
all the available plants are listed on the application. Next to that, we will find my products page where it

will display all the available list of prodts that is posted by the current user. The last page on the
application is the settings page where the user can change and customize to their liking.

4.2 New sellers
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MOFER

Today's Products

Fig 4.5: MOFER Marketplace web screenshot
This is the homepage of the system that welcomes the user to the MOFER system.

MOFER

Today's Products

tomato \3‘_" ; tomato ‘\'." , tomato
% S0 ETB \j / S0ETB \; / 50 ETB
<D &B

Fig 4.6: MOFER Mérketvplacé prodUCt page screenshot
This is the second page of the marketplace where the user will see all the products available by different
mechanisms of filtering by date.
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Manage Ads
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tomato tomato tomato
P Q Price: $ Quantity: 2 Pric Q tity:

-

=

Fig 4.7: MOFER Marketplace Manage my Ads page screenshot.
The page above refers to the marketplace for a seller where the user can view, add, delete, and edit th
products that are posted by him/her.

4.3 Admin

®
Home ID Name Email Role Status  Actions
& Users

& Adn

& Packages

W Products

s s

Fig 4.8 Admin panel manages my admin page screenshot
The image above is found on the admin portal which is used to view the admins of the system.

5. Conclusion

In conclusion, the lobased urban agricultural service provider application MOFER intends to address
the existing issues urban farmers in Ethiopia are facing. Since the global population is projected to reach
9 billion by 2050, it is essential to boostiagltural output while minimizing environmental impact. The
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Internet of Things has the potential to revolutionize conventional agricultural practices by enabling the
use of contemporary technologies to improve crop productivity and quality. The suggested system
provides a platform for urban farmers to interact vattential clients, monitor their cultivation, and
obtain data analysis in order to create kigfality goods. The proposed system aims to increase the
productivity and profitability of smalcale urban farmers by boosting awareness of the use of
technolay in urban farming and offering a plant status tracking service and a marketplace platform.
Overall, by integrating software and hardware components, the system enables farmers to collect anc
analyze reatime data on plant conditions, improve crop yield and soil quality, and maximize the use of
small spaces while also creating a userd publity-accessible marketplace that facilitates the trading

of goods and reduces the involvement of middlemen in the transaction. So, the proposed system
represents a significant step toward the digitization of agricultural methods and techniques, and it has th
potential to make a valuable contribution to the agricultural sector in Ethiopia.

6. Recommendation

Based on what we learned from the research, we strongly suggest that urban farmers in Ethiopia use
MOFER, which is an lobased application for providing services to farmers in cities. The proposed
system has the potential to change the way agricultulenis in Ethiopia by making smadtale urban
farming more productive, profitable, and susta
powerful machine learning algorithms to analyze the data collected by sensors and proiidesreal
recommendabns to farmers. The marketplace can be implemented on application and not just web, plant
disease detection systems and camera sensors can be used to monitor and identify the health of plant
The integrated hardware may be modified to cover more rarjecuer large parts of areas so that it

can increase data input and analysis.

Therefore, by providing a way to track the status of plants and a marketplace, our application could make
a big difference in the agricultural sector in Ethiopia, especially in helping to solve the problems that
urban farmers are already facing. Overdtile tproposed system could make urban farmers more
competitive, help make sure there is enough food, and encourage sustainable farming practices.
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Yene-Medhanit-Android Based Medicine Search and Delivery System,
Melat Geremew, Rediet Firdu, Yetnayet Fekade and Maryem
Mo h a me d a ma n, St. Mary’s Univers.,]

1. Introduction
1.1Background

Diseasas oneof themanylife experienceshata personmight encountent can betreatedeasily or

can be fatal. People with diseasdsh to be alleviated or healed, regardless of the severity of the
sickness, in order to live a peaceful life. In the early days, people employed natural remedies that
may have been discovered in their own gardens in unknown doses. Various plants rand thei
constituenthavebeenutilized to cureor reducesicknessHowever,astechnologyhasadvanced, so

has the way individuals obtain medicine.

Medicine, in various forms and defined dosages, began to be manufactured and delivered to various
storeswhich we nowreferto aspharmaciesSonow peoplemustgoin personto seeif a pharmacy
has the medicine they require and then purchase it accordingly.

However, this poses its own problem for the customer. In that, customer does not know where to
find medicine, particularly those that require prescription paper. Therefore, searching from one
pharmacy to another for the intended medicine has become common practice.

Recognizinghegap,we proposed generictype projectthatdoesnot focusonasinglepharmacy or
its customers. Instead, it is aimed at the customers of several pharmacies in Addis Ababa.

The name of the proposed project is Yemedhanit and it will be an Android application for
customers. The project is divided into three sides: the customer side, the pharmacy side, and the
delivery side, each with their own role. Pharmacy will handlenth@eagement of the medicines.
Customerswill beableto searchfor medicinesandacquiremedicineinformation,aswell asorder

from their selectedpharmacyand getdelivery services.The delivery sidewill handleand manage
different orders from customers and deliver them.

1.1.1Statementof the Problem

It is commonpracticefor customersvho wantor needto buy medicineto go to nearbypharmacies

with or without prescription paper, depending on the medicine type. Because the targeted
medicine(s) are not always available in nearby pharmacies, customers must travel to other locations
wherethey believethey can get the medicine(s).This may or may not be successfublue tohigh
demandr alimited amountof export.lt is, thereforginevitableto searcharoundto find its location,

which is timeconsuming and sometimes liflereatening because of its delay.

One of the reasons fohe aforementioned problem is that pharmacies do not have an automated
system.To manageheir pharmaceuticahventory,somepharmacies factemploysystemsuch
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as : “DAGOO,” “MARAKI,” or “CNET,” whicrdsultd o no't
in an information gap between customers and pharmacies.

Theotherreasorcouldbethelack of deliveryagentsywhowould serveasanintermediarybetween a
customer and different pharmacies and deliver an ordered medicine, through the system to the
customer.

Relatedo this, we havereviewedthe projectdocumentatiomf theauthorsn [1]. Theyattempted to
develop a welhased system for searching pharmawogdicine information. In the process, we
identified gaps that we believed needed improvement and planned to build a system to {pisose
which are:

v Theirprojectwasnot developedor mobiledevices;
Customersearchfor medicineby only usingthe name othe medicine;
Their systemdoesnot allow the customerandpharmacisto communicate;

Thelocationof eachpharmacys written in words,which meanghattheydo notuseGPS;
and
v' Theirsystemdoes nosupportdeliveryservicedor its customers.

ANRNRN

1.2 Objectivesof the Project
1.2.1General Objectives

Theproject'sgenerabbjectiveis to build anandroidbasednedicinesearchanddeliverysystem.

1.2.3SpecificObjectives
Thespecificobjectivesof theprojectareto:

v' Provide an android based platform with a feature that allows customers to search for
medicineinformationeitherby usingthe nameof the medicineor by sendinghe scanned
prescription paper to the delivery agent's pharmacist;

v Providecustomersvith informationaboutthe intendedmedicine suchasits name price,
form (tablet, capsule, solution, etc.), and location (location of a pharmacyGBiapas
a search result;

v Allow customers to order from a pharmacy of their choice using scanned prescription
paper if the medicine requires it;

v' Allow pharmacist$n apharmacythata customehaschoserto buyfrom to communicate

with customers via video call about the medicine(s) they have requested and how to use
them;

Providedeliveryservicedor the customersf theyareonly in Addis Ababa;

Allow pharmacieso manageheir medicationsnoreeasily;

Notify pharmacies ahead time aboutmedicines that ar® expire and

Createasystenfor thedeliveryserviceghatcontrolsanddeliversordersfrom customers.

AN NI NERN
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1.3 Feasibility Study
Thistopic dealswith assessinthe projecton differentfactorsin orderto checkits practicability.

1.3.1Technical Feasibility
Here,we shouldasktwo questions
Q: Doestheteamhavetechnicalresource$o undertakehe proposedroject?
» Wewill usesoftwareandhardwarehatwe can easilyandfreely get.
Q: Does the final product of the proposedproject require resourcesthat can easily be
accommodated?
» Yes, customers need to use their phones in order to get the services, and other users of
the proposed system need a desktop or laptoph is mostly found in pharmacies.
v' Thereforetheproposed projeds technicallyfeasible.

1.3.2EconomicFeasibility
Herealso,two questionshouldbeanswered
Q: Doestheteamhavethefinancialresources$o undertakehe project?

» Yes,all of theresourceghardwareandsoftware)we will beusingarefreely available.

The only costs could be those of transportation and printing.
Q: Whatabouttheendusers?

» Customersvill benefitfrom gettingthemedicine(s}heyorderedvheretheyarewithout
having to go to different pharmacies, which eliminates transportation costs. Not only
that, customers can compare the prices of a medicine at different pharmacies, which
helps them buy according to their income.

v' Thereforetheproposed projeds economicallyfeasible.

1.3.30perational Feasibility
Hereagain threequestionshouldbeanswered
Q: How will theproposedsystembe comfortablefor its user?
» The proposedsystemwill developa userfriendly mobile app for its customers,
complete with simple features and an etsfollow process.
Q: How well will it solvethe problemidentified?
» Using the system, customersmim have to roam around to get medicine; they will get
the medicine where they order if they are in Addis Ababa.
Q: Whatis thebenefitof pharmacies?
» The proposed system will eliminate the manual work of different pharmacies and help
them manage their medicine.
v' Thereforethe proposed projeds operationallyfeasible.

1.4 Significanceof the Project
Theproposedrojecthasthefollowing significancefor its users:
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v" Minimizesthe costandtime wastedor finding a medicine(s)
v Locatescustomersvherea medicineis foundusingGPS
v' Savegatientsfrom sufferingor evendying dueto lack of gettingmedicine(spntime; and
v' Helpspharmaciesnanageheir medicine.
1.5Beneficiariesof the Project
Theproposedrojectwill benefitthreepartiesin general
v" Pharmacy
» Helpsthemmanagedheir medicine
» Helpsthemto getnotified aheadf time whena medicineis aboutto expire and
» Helpsto showcasé¢heir medicine which helpsthemgetmorecustomers.
v' Customer
» Can send their prescription paper to the
results
» Can get information about searched medicine online such as where it is located, where
it is made, its form (tablet, capsule, solution etc.)
» Cancomparepricesfrom differentpharmacies
» Canordermedicineif theyareliving in Addis Ababa and
» Cancontactpharmacistso receiveproper advicen howto takethe medicine(s).
v DeliveryAgent
» Earnan income from eachdelivery becausetherewill be a delivery cost for each
medicine delivered that was acquired fromd¢hstomer.

1.6 Methodology
1.6.1Data Collection

1.6.1.1Interview
This data collection methodology will help us gather relevant information on how customers engage
with different pharmacieshow pharmacies operatand how various delivery agents, deliver
different items such as food, operate. Since we will be using the agile system development process
model as stated in Section 1.7.2.1, it will also help us get feedback sftenta

1.6.1.20bservation
It involves assessing the pharmaewironment and how customers engage with the pharmacist,
how the selling process is done, and so on.

1.6.13 Literature Review
As a secondary source, we will use others' work on the topic and related topics so as to find the
gaps and get some ideas from them.
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1.6.2SystemDesignand Analysis Tools
1.6.2.Software developmentprocessmodel

Forthis project,we will useanagile systemdevelopmentnodel.This modelincludescontinuous
planning, improvement, and development, as welleady delivery. Agile models combine
iterative and incremental models, which provide the benefits of each.

Theagileprocess is an iterativagproach in which customsatisfaction is théighest priorityas

the customer has direct involvement in evaluating the softwar@dgeg is iterative in the sense

t hat software’s one it er aterationnandtiislincrentertal inthhep r o v ¢
sense that software is divided, developed, and delivered in increments.

1.6.2.2Software analysisand designmodel
We will use objecbriented system analysis and design model than other paradigms because of
thekeyfeaturest provides.Theseareencapsulationnheritancepolymorphismandabstraction.
It also follows a bottom up approach, which helps solve specific problems by identifying the
objects in detail and building up on them until it becomes the intended system. This model is
composed of two phases, as the name indic&tiegiect Oriented SystemAnalysis (OOSA) and
Object QientedSystem @sign (OOSD)

Object oriented system analysis (OOSA)ms to thoroughly analyze the specified problem and
decide what the proposed system is supposed to do by defining which objects are required or
shouldbeincluded,organizingthe objects,anddeterminingheir interactionswithout focusingon
implementation details.

Objectorientedsystendesign(OOSD): Following theanalysigphasetheanalyzedbjectswill be

refined in a way that can be implemented in code by programmers. So the focus here is on
designing how it can be implemented by describing the attributes, behaviors, and interactions of
thoseidentifiedobjectsusingdifferentUML diagramssuchasclassdiagramssequenceiagrams,

and others. UML diagrams, which are accepted atamadard to depict objeoriented design
models, make it easier to identify the requirements and scopes of systems and applications by
providing visual models. [3]

1.6.3SystemDevelopmentTools
1.6.3.1Hardware Requirements

Tablel.1Hardwarerequirements

Laptopanddesktop With 4 GB of RAM, will be used for mobile and online
applicationdevelopment awell asfile storage.

Cables Canbe of type A or Gandwill be usedo connecthe laptopo the
smartphonefor testingpurposes.
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Smartphone(android) The mobile applicationto be built will be testedon Android

versiongyreaterthan5.0.

Flashcard

With 32 GB will beusedfor backuppurpose.

1.6.3.2Softwarerequirements
Tablel.2 Softwarerequirements

Java

An objectorientedorogrammindanguagehatwill beusedto write thelogic
(code)in thedevelopmenof Android mobileappsusingAndroid studio.

JavaScript

Scriptinglanguageausedon the client sideto controlandmodify how a page
element appears, verifgrms, anddo manyotherthings.

HTML

Client-sidescriptinglanguagehatwill beusedto structurethelayoutof the
webapplication.

CSS

To style the layout of the web app in to more appealingappearancea
cascadingtylesheetwill beused.

XML

Client side markupanguagehatwill be usedo specifythe androidnobile
app'slayoutaswell asto declarevariousresources anohanifestfiles.

PHP

Serversidescriptinglanguagdor creatingdynamicandinteractivewebapp.
It is alsousedto interfacebetweerthewebsystem'dront-end(suchashtml)
and backend database.

MySQL

Is a relationaldatabasenanagemensystemthat will be utilized by both
Android and web app in order to create and manage databases basec
relational model.

XAMPP

Is acrossplatformwebserverthatwill beusedfor testingwebapppageona
local

webserver.

Laravel

A backend,opensourcePHPframeworkfor buildingwebapplicationsWe
selectedhisframeworkdueto its architecturatlesignpattern(MVC) which
we will follow andthelanguaget usegPHP),whichwe arefamiliar with.
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Bootstrap A front-end,opensourceHTML, CSS & JavaScripframeworkfor building
web applicationsDueto its enormoudibrary of useful,reusablepiecesof
HTML, CSS,andJavaScriptode,theframeworkwasour first choice.

JQuery A JavaScripframeworkthatwill beusedin thewebappfor eventhandling,
animationandHTML pagemanipulation.
API
API s  Description
RestAPI An interfacethrough which mobile applicationscommunicatewith their
serveror databaseia HTTP requestsn orderto conductCRUD operations.
JSON A textbased,lightweight, and humanreadable standardformat for

representingstructured data based on JavaScript object syntax and
transferringdata. RESTAPIs useit to exchangelata.
GoogleMap Will be for identifying pharmaciegocation,computingdistancesetween
locations,andlocatingusersof the proposedsystem.

Designsoftware and tools

Software Description
Figma Softwarefor softwaredesignandprototyping.
VisualParadigm | Softwarefor preparation otlifferentUML diagrams.

IDE and text-editor

Description

Android studio An IDE whichwill beusedfor building, andrunningmobile apps.
VS code A codeeditorusedfor editing,anddebuggingcodesfor theweb app
Documentationapplications
Description
MS-Word Will beusedfor the preparatiorof documentation.
Canva Will beusedto preparePowerPoinpresentations.

Browsers

Description

Googlechrome, | Are the mostcommonlyusedbrowsersbecausehey are fasterand more
MicrosoftEdge | secure.

1.7 Scopeand Limitation of the Project
1.7.1Scopeof the Project

Thescops of the proposed project asfollows:
v' Thesystemincludespharmacie$oundin Addis Ababa.
v' Thesystembenefitscustomers withmobile devicespoweredby android.
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v' Theproposedaystemwill allow customerso searctfor medicine ordermedicine andget
delivery services.

1.7.2Limitation of the Project
Thelimitations of the proposedrojectareasfollows:
v Thesystemdoesnot help customersith nointernetaccess.
v Thesystemdoesnot help customerutsideof Addis Ababa.
v Platformdependentonly customersvith an Android OSwill benefitfrom thesystem.

1.8 Risk, Assumptionand Constraints
1.8.1Risk

Theriskswe mightface duringdevelopingandmanaginghe proposedrojectare
v' Requirementhangesiuringthe phase®of developinghe proposedystem
v' Complexfunctionalitieswhich might taketime beyondour estimation and
v Laptop crastor programunableto function.

1.8.2Risk Assumption
Assumptiornthatwe aregoingto makefor our proposedrojectare:
v' Wewill try to usethetime givenproperlyin orderto meet oumgoals.
v' Weassuméothhardwareandsoftwareareavailable.

v We assumedifferent pharmaciescustomersand delivery agentswill help us acquire
significant information for the proposed project.

v' We assume the staff of tirformatics department will help us during different phases of
the project.

1.8.3Constraints
Limiting factorsfor the proposedrojectare:
v" We will have a limited amount of time because we will be working on the project while
also attending class
v Failure to contactthe stakeholdergpharmacistsand different delivery companies)on
scheduledtimée c ause of stakeholders’” wamkl oad
v Incorrectinformationgatherediuringdatacollection.
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Businessareaanalysisand requirement definition

2.1lIntroduction
Thechaptefocuseonassessintheexistingsystenmusingvarioustechniquegor acquiringsystem
requirements from different stakeholders and assisting in identifying the gaps within each
stakeholder. Interviews were what we mostly employed as the primary data collection approach.
We have also looked at forms and the work processes of sorebdtides, such as pharmes

The chapter will be used as a system requirements specification as it contains the needs and
expectations of the useor stakeholders, analysis on the development of detailed requirements,
processes, and concepts of our nepvlyposed system, as well as the information required to get
through the design, implementation, and testing phases that will be covered in the following
chapters.

Businessarea analysis
2.1.1Current Vs ProposedSystem

Table2.1CurrentSystenversesProposedSystem

v" No centralizednmedicinemanagement v' Thesystem willmanagemedicinecentrally.
system.

v' Pharmaciesnight sellmedicineghatare v' Thesystem willnotify pharmaciesbout
expired. medicineghatareto expireaheadf time.

v' Customershouldgoin-personn orderto v' Customerganusethesystemandsearch
know the medicine(s) availability. onlineto getnecessarinformationabout

themedicine(sYheywanted.

v Customershouldgoin-personn orderto v Customerganusethe systemandorder
buy the medicine(s) they wanted. onlinefrom thepharmacytheyselectedo

buy and get delivery services.

2.1.2Player of the current system

v' Pharmacist: Health professionalsvho are responsiblefor preserving,controlling and
selling medicine.

v Cashier:Individualin the pharmacywho is responsibldor creatinginvoices.

v' Customer:Individuals who want to buy medicines, whether they require arotio
require a prescription paper.

v StorekeeperProfessionals whose responsibility is to control and manage mediothe
whorehousg
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2.2 Requirement Gathering
2.2.1RequirementGathering Techniques

We mainly gathered information through interviews. We asked diffstakeholders, including
phar macies, customers, t he “Addi s Ababa

Administration Controlling Authority (AACAFDHCACA)," and delivery agents,to acquire,

understandandimplement the proposed system's requiremdntaddition, reviewing project
related documents, and observing the different forms and reports that are utilized by pharmacies
and other stakeholders, hiaélpedus.Overall,requirementgatheringprocesshelpeduscollect,
analyze andcomprehend data and determine the key components that must be included in the
proposed system.

2.3Method of Communication
Communications animportantaspecbf gatheringnformation,clarifying ambiguoussectionsof
the proposed system, and identifying various features that the system should incorporate.
2.3.1Communication techniques
We haveusedthe following communicatiormethodswith stakeholders:

v
v

In personsuchasduringinterviewing
Phonecall

2.4 Requirementdefinition

2.1.1.Functional requirement

Functional requirements are concerned with what the system shquidhaltoeach of its players
shoulddo; andwhatthe system's essential features are. Wdeeidentified eight actors, each with
their own role in the system.

1. Customer

v
v
v

v
v
v

Shouldhaveavalid usernamendpassword.

Cansearchusingthe nameof the medicine.

Cansendhheprescriptiorpaperto thepharmacistsleliveryagentn orderto getaccurate
result of the written medicine.

Canbeableto filter outthesearchresultbasedon name price,andcountry.

Can beable toorder medicine(sfrom the pharmactheyselected.

Can be able to reservemedicine(s)from the pharmacythey selectedwith reasonable
amount of time.

2. Pharmacy Admin

v

v
v
v

Shouldhavevalid usernamendpassword.
Canmanagemedicine(s) andlsopharmacists.
Canview expiredmedicine(s).

Canview reports.
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3. Pharmacist

v" Shouldhavevalid usernamendpassword.
v/ Canview customelprescriptionpaper and validatié dependingnits correctness.
v/ Can contact to the customer via video call and advice and guide them on how to use the
medicine(s) and receive question from them.
v' Canview available reservedaindexpiredmedicinesn the pharmacy.
v/ Cansellmedicine(s).
4. Delivery Admin

v Shouldhavevalid usernameandpassword.
Canview customeiorderandmanagehem.
Canmanagaleliverers anghharmacist$oundin theagent.
Canassigndelivererfor eachcustomeiorder.
Can beable to viewdeliverystatus.

v/ Canview reports.
5. Deliverer

AN NERN

v" Shouldhavevalid usernamendpassword.
v' Receiverequesto deliverorders andeableto acceptor cancelit.
v' Canview customeiorderinformationincludingthelocationof pharmacythe nameof the
medicine(s) and also the information of customer (location, phone numberaue.
v' Cannotify thestatus othedeliveryin eachstage(pick up,ontheway, done).
6. Pharmacisin deliveryagent

v Shouldhavevalid usernamandpassword.

v' Canview customeiprescriptionpaper and validatié dependingnits correctness.

v' Can sendnameof medicineon the prescriptionpaperas a hyperlink to its result for
customer(s).

7. GeneralAdmin

v Shouldhavevalid usernamandpassword.
v/ Cangrantpharmaciesvhich arerequestingo registerto the systembased orherules.
v/ Can deactivatepharmacieghat have beensuspenled and licenseis cancelledby the
authority.
v/ Canview reportsandstatistics.
v' Canmanagaleliveryadminsandpharmacyadmins.
8. Guest

v/ Cansearchmedicineusingthe nameof the medicine.
v' Canbeableto filter outthe searchresultbasedon name price,andcountry
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SystemModeling

3.1lIntroduction
This chapter illustrates the proposed system using UML diagrams. It contains use cases, a
sequential diagram, an activity diagram, a state chart diagram eladsadiagram. Other parts
include actor identification and user interface prototyping.

The objectives of this chapter are to describe the essential functionalities, show how the program
is structured before diving into the code, illustrate how a message sequence flows in the system,
anddescribehow asoftwaresystembehavesTheendresultof thechaptewill beusedto facilitate

the implementation and testing of the project.

3.2 SystemUseCase
3.2.1BusinessRulesldentification

We haveidentifiedthe followingbusinessules thataregoingto be implementedh our system:

v' Customes must send prescription paper to the pharmacy for the medicinesrdwiires
before ordering the medicine from a certain pharmacy.

v' Medicine(s)thatareexpiredmustnot bevisible to the customerandmustnot be sold.

v' Pharmacies, that are temporarily or permanently closed dowABGRFDHCACA must
notbe visible during search.

v' Soldmedicine(sxamat bereturned.

v Medicine(s)yhouldbekeptin roomtemperatureluringdeliveringthemfrom thepharmacy
to customers.

v Customers should be fined on their next order some amount of birr (the birr depends on
km the deliverer travels from the pharmacy to the customer) if they cancel orders after
delivery.

v' Customerganreservamedicine(sfor reasonable amounof time from a pharmacy.

v/ Customers must pay a delivery fee for every order according to the kilo meter (km) the
deliverer travels, from the pharmacy to the customer.

3.2.2Actor Description

v’ Guest: Canbeeitherpatientor caregiver whoseinformationis notstoredinthes y s t ¢ ms ’
database.

v’ Customer: Canbeeitherpatientor caregiver whoseinformationis storedin the system
database.

v Pharmacy admin: Healthprofessiona(pharmacistyvho controk thewarehouse
roommedicines.
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v Pharmacist: Healthprofessionalvho worksin a pharmacyandwho contacts
customes and sells medicine.
v' Delivery admin: An individual who controk ordersof customers.
v’ Deliverer: An individual who hashis or hervehicleandmaydeliver clients'medicine(s)
from pharmacies.
v Pharmacistin Delivery agent: A healthexpert(pharmacistyvhoworksfor adelivery
agent to assist customers or guests in obtaining the exact medicine name of medicines
listed on a prescription paper.
v General Admin: An individual who controlspharmaciespharmacyadminsanddelivery
admin.
3.2.3UseCaseDiagram
In UML, usecase diagrams model the behavior of a system and help to capture the requirements
of the system. Usease diagrams describe the higiel functions and scope ofsgistem. These
diagramsalsoidentify theinteractionetweerthe systemandits actors. Theusecasesandactors
in usecase diagrams describe what the system does and how the actors use it, but not how the
system operates internally. [4] In oproject, we do have more than 30 use cases, which are
performed by 8 actors or users of the system.

3.1.1.Sequencebiagramming
A sequenceliagramsimply depictsinteractionbetweerobjectsin asequentiabrderi.e. theorder
in whichthesdnteractiongakeplace We canalsousethetermseventdiagramsor eventscenarios
to refer to a sequence diagram. Sequence diagrams describe how and in what order the objects in
a system function. [5] We chose some use cases and illustrated sequences in which they are
performed.

3.1.2. Activity Diagramming
An activity diagramdepictsflow from oneactivity to anotheractivity. It canalsodescribehe steps
in a use case diagram. Here also, we chose some use cases and illustrated afiertiesd.

3.1.3.Classdiagram
The project makes use of more than 25 classes and subclasses linked tdgetss.diagram
describes the attributes and operations of a class and also the constraints imposed on the system.
The class diagrams are widely used in the modeling of ebjeuited systems because they are
the only UML diagrams which can be mapped diseutith objectoriented language#\ class
diagramshowsa collectionof classesinterfacesassociations;ollaborationsandconstraints[6]
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SystemDesign

4.1.Architectural Pattern
An architectural pattern is a kegructural arrangement for software systems that speeds up and
simplifiesthedevelopmenprocessForour project,we chosetheMVVM architecturapatternfor
the mobile apps and the MVC architectural pattern for the web apps.

4.1.1 MVC

We are using the "Laravel" backend framework, which follows the MVC architectural pattern.
MVC is anarchitectural patterthatseparatean applicationnto threemainlogical components:

the model, the view, and the controller. Each of these compoisehtslt to handle specific
development aspects of an application. [7]

4.1.1.1.Model

This component is the one that holds the project's class. Its primary function is to communicate
with the database and provide necessary information whenever the controller receives a request
from the user view component. Classes such as pharmacy, gadera, and medicine are
examples from our project.

4.1.1.2.View

This componentontainsthe userinterfaceof the project.It incorporatesHTML codeto build the

user interface. The data displayed on the view is retrieved from the model using the controller.
Examples include forms used to register medicine, admins dashboards, and other views of our
project.

4.1.1.3.Controller
Thisis the onethatconnectghetwo componentsmodelandview. It processesserrequestand
returnsaresponsewhich mightbeaview or anothemactionthatwascompletedsuccessfullyr an
error. In most situations, every modetiudes a controller.

4.1.2.MVVM
Google strongly recommends this architectural pattern. Its intent is to provide a clean separation
of concerns between the user interface controls and their logic. There are three core components
intheMVVM patternthemodel,theview andtheviewModel.Eachservesadistinctandseparate
role. [8]

4.1.2.1 Model

Modelsareprojectclasseshatcontainthedatafor theapplication.t is in chargeof retrievingdata

from eitherthelocal SQLitedatabaser aremotedatasourcelt camotcommunicatevith theView
directlytodisplay.Yet, it interactswith theviewModelcomponento exposelatavia observables.
Customer class, medicine class, deliverer class, order class and more are models in our project
mobile app.
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4.1.2.2 View

The view, which might be an activity or a fragment with accompanying XML code, is the user
interface. It offers users a variety of view components to interact with. Views do not include
businesdogic or interact withdatasourcego obtaindata;instead viewModelstakecareof these

tasks. We have a variety of user interfaces in our project, including the homepage, the results of a
medicine search, and order forms for customers, the deliverers' order detail view, and more.

4.1.2.3.ViewModel

The Model and View components are linked by this MVVM component. It pulls the necessary
information from the Model, applies the ldgic, and then giv&crucial information for the View

to display.Oneof thebenefis of viewModelis it enablegouto saveUl state. Thismeanghat there

is no need to fetch data when the configuration changes.

4.2.Databasenormalization
Normalization is the process of choosing which attributes in a relationship should be grouped
together. It is a technique for organizing data in a database that avoids data redundancy by
methodically breaking down tables. The technique will include malspps.

Normalization's majopurposds to eliminaterepetitivedatathat might causa problem durincga
transaction and tensure that related data is saved in the database.

There are several degrees of normalizatimwever, for our projegtwe normalized wto 3¢
normal form.

4.2.1.First normal form
Firstnormalform (15 NF) setsthevery basicrulesfor anorganizediatabase:

v Eliminateduplicativecolumnsfrom thesametable.

v' The rule dictates that we must not duplicate data within the same row of a table. Within
thedatabaseommunity, thisconcepts referredto asthe atomicityof atable. Tablesthat
complywith this rule are said to be atomic.

v" And afterwardscreateseparatéablesfor eachgroupof relateddataandidentify eachrow
with a unique column or set of columns (the primary key).

4.2.2.Secondnormal form
SecondNormal Form(2"® NF) alsosetsthevery basicrulesfor anorganizediatabase:

v" It shouldbein 15 normalform.
v Everynonkey attribute idfully functionallydependenonthe primarykey.

4.2.3.Third normal form
Therearetwo basicrequirementsor a databas¢o bein third normal(3' NF):

v Alreadymeettherequirement®f both1INFand2NF
v" No nonkey attributeis transitivelydependent on thgrimarykey.

31|Page



Implementation

5.1.Introduction
In this chapter, the system design has been transformed into working systems using the
programmindanguageghoserwhichis PHPfor thebackendandJavafor thefrontend. The
chapteradditionallyincludestestcases antheir results,which helpusknow whetherwe are
adhering to system design and system functionality or failing sodo

5.2.Testing
Testingis the procesf evaluatinga systemor its component(syvith theintentto find whetherit
satisfiesthe specifiedrequirement®r not. Insimplewords,testingis executinga systemin order
to identify anygaps.errors,or missingrequirements contraryto theactualrequirements9] We
have used the following testing types for the project.

5.2.1.Black Box Test
Thetechniqueof testingwithout havinganyknowledgeof theinteriorworkingsof theapplication
is calledblack-box testing. The tester is oblivious to the system architecture and does not have
accesdo thesourcecode.Typically, while performinga black-box testatesterwill interactwith
the system's user interface by providing inputs examining outputs without knowing how and
where the inputs are worked upon. [9]

5.2.2.White Box Test
White-box testingis the detailedinvestigationof internallogic andstructureof the code. Inorder
to performwhite-box testingon anapplication atestemeedgo knowtheinternalworkingsof the
codetestemeeddgo havealook insidethe sourcecodeandfind outwhich unit/chunkof thecode
is behaving inappropriately. [9]

5.2.2.1Integration Test

Integrationtestingis the procesof testingtheinterfacebetweerntwo softwareunitsor modules It

is asoftwaretestingtechniquehatfocuseson verifying theinteractionsanddataexchangdetween
different components or modules of a software application. The purpose of integration testing is
to expose faults in the interaction between integrated units. [10]

5.2.2.2.Unit Test

Unit testing is a type of software testing that focuses on individual units or components of a
software system. The purpose of unit tesistp validate that each unit of the softwarerks as
intended and meets the requirements. [11]
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Conclusionand Recommendation

6.1.Conclusion
Thewaythe current system is set up makes it possiblpdtents or caregivers, who we refer to
customers in our system, to obtaformation about medicine, particularly its location and other
importantinformation like price, form, and country of origin. In addition, thereis no way for
customers to obtain medications without visiting pharmacies, particularly for those who live in
Addis Ababa.

Fortheabovereasonye proposedsystemnthatwill enablecustomerso obtaininformationabout
medicine online by simply doing a search using the name of the medicine or providing a picture
of the prescription paper to the agphtarmacists. If thelive in Addis Ababa, theynayalso get
themedicinefrom the pharmacyof their choicewithout physicallyvisiting there insteadtheycan

use the system to order the medicine(s) and get delivery services.

In additionto this, we alsobelievethatthe projectwill benefitpharmaciesndthedeliveryagent.
Pharmacies will gain a way of managing their medicines and the ability to get notifications of
medicineghatare abouto expire, andleliveryagentwill earnadeliveryfeefrom eachdelivery.

6.2.Recommendation
We recommenatherdevelopersvho wish to maintainthis systemto addsomefunctionalitythat
is not included in our project. This can incorporate image processing, which means that
customer(s) can acquire the proper naméhef medicine(s) written on the prescription paper
without the assistance of a pharmacist in agent.

We also recommend pharmacies found in Addis Ababa to use the system and be able to benefit
from it, since the system advantages them.
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The Effect of Marketing Intelligence System on Sales Volume in the
Case of Kerchanshe Coffee, Me ha Tes hc

Abstract

This research focused on investigating the effect of marketing intelligence system on sales volume
of Kerchanshe Coffee. A causal research design was applied. The manager, employees and agents
of Kerchanshe Coffee were taken and used to collect the nacegsamation for this research.

A census was carried out with a population of 60 people. The primary data was collected through

a selfadministered questionnaire and #le60r ¢ s p o natiswers weré included. Secondary
information specifically salegevel of five years was collected from the company. Through the use

of SPSS software, the quantitative data collected was analyzed using descriptive and inferential
statistics. Based on the analysis, the result of the findings revealed that the maniteliggnce

system had a positive and significant influence on sales volume. The research focused on the three
main components of marketing intelligence system which are market intelligence, product
intelligence and competitor intelligence. Among the éhcemponentsised in this research,
marketintelligence has the highest effect on sales volume followed by competitor intelligence and
product intelligence. It can be concluded that marketing intelligence system has an influence on
sales volume of the company. Therefdrg including a marketing intelligence system in the
company and using it throughout their various operation and decision making, Kerchanshe Coffee
can be able to increase their sales volume to a better level.

Keywords Marketing intelligence system, product intelligence, competitor intelligence, market
intelligence

1.1 Background of the Study
Market intelligence is one of the components that make up the marketing information system along

with market research and internal records. Marketing intelligence can be defined in various ways
but it all has the same idea, which is the collection ofselev i nf or mat i on about
market. It could be defined &Set of procedures and sources used by managers to obtain their
everyday iformatiori’(Kotler & Armstrong, 2017)Based on the definition, the information
collectedis analyzed to be able to support managers in making accurate and confident decisions
regarding various problems or opportunities t
constantly flowing from various sourgéisis vital to be able to select the information that is most
relevant to the business. With the right informatianbusiness can be able to understand its
customers, monitor its competitors and the external environMWétit the varios environmental
states that businesses tspreimportastinstrument in gathRring i n g
relevant information to make decisiglgbaekemen, 2014)

The origin of marketing intelligence, in part, comes from the military intelligence operations. Yet

the concept of marketing intelligence was introduced in the 1965 by Kelly the president and co
founder of Bioinformatics. The concept has come far sincé 486@ has advanced in many ways

to be able to help businesses stay competitive and make decision under different circumstances.
With the rise in competition in the business world and the move towards globalization, the need to

be able to stay on track andmpetitive is of the essence. Marketing intelligence is used in product
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design, market segmentation, campaign optimization and customer lifetime value to name a few
areas. From companies like Lotte.com a major internet shopping mall in South Korea who faced
problems of shopping cart cancellation to increasing their salesOandilion in a year by
understanding the reasons behind those cancellations through marketing intéNigense

2021) Coffee companies like Starbucks Corp which has around 90 million transactions in a week
in 25,000 stores us e s expeiancdMatr,018)ihe use of marketing ¢ u s t
intelligence coupled with artificial intelligence, has given Starbucks to ability to provide a range
of coffee products, create targeted and personalized marketing and make store location decisions.
With the everchanging competitive landscape, Afrisehen compared to the developed countries

has a long way to go. As per the 2018 Global Competitiveness Index, it is stated that 10 African
countries were ranked among the top 100 most competitive index. South Africa, Seychelles,
Morocco and Tunisia to name a few were among those coyBiges, 2019)With regards to

coffee production in Africa, it has been growing in the recent years and might have an increase of
7.5% market growth between 2019 and 2024. This comes with the speculations that it may be able
to top the global market placing above Solwtherica over the next five yeaf&frica.com, 2022)

Even though Africa contributes a r(beaGoféee99,2 % o f
2022) it still has a long way to go to be able to properly compete in the world. Under the notion
of African development, events such as African Fine Coffees Conference and Exhibition is held
every year allowing to gather information about the market, congretichanges in the
environments etc. which serves as a marketing intelligence for the various companies participating
in the event. In general, Africa is a region that has tremendous economic potential but the lack of
the necessary support services amdright capital especially when considering the various small
business holders focus on providing for their families has limited the growth of the continent. On
the other hand, with the increasing availability in internet access and advancement in ¢ggchnolo

it can allow Africa to compete with the rest of the world by better understanding the market they
are operating in.

In considering Ethiopia, it is a country that is having rapidly increasing economic developments
of which the agriculture sector plays a vital role in the economy of which the coffee industry takes
a major role in and is considered the backbone of the economy. It is an industry sector that still has
the potential for growth. Policymakers realize tlntré needs to be increased level of investment

in the sector but like the various African countries, Ethiopia struggles with capacity and funding
constraintsin agricultural research and higher education sy<i@nos Intelligence, 2018)
Through organizations such as Jimma Agricultural Research Center is providing necessary
information about the agricultural market benefiting national and regional research managers,
policymakers, and other stakeholders.

Kerchanshe coffee is one of the largest coffee producer and exporter of coffee in Ethiopia. It has
been in the business for 15 years providing coffees that have been sourced from Yirgacheffe,
Lekempti, Gimbi, Jimma and Sidamo which are known for providiimg Arabica coffee. They

focus on consistently providing the finest highality coffee beans for their customers through

the continuous reinvestment for improved infrastructure, technology and processes. Kerchanshe
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coffee provides a range of products which are classified in different categories namely, commercial
products, single origin products, specialty products, certification products and farm products.

1.2 Statement of the Problem
It is a weltknown story that Ethiopia is the birth place of coffee which dates back centuries. Coffee

is an integral part of Ethiopian history, culture and economy provalijadp for over 15 million
people(Gro Intelligence, 2018as well as being an important export commodity. Ethiopia has
around six to ten thousand coffee varieties that is yet to be classified so the region, altitude and
cupping score are used to categorize it in gr@medt Guru Coffee, 2023)With its aromatic

Arabica coffee and distinctive flavors, various types of Ethiopian coffee are known worldwide.

For example, Sidamo, Harrar and Yirgacheffe coffee are exported worldvhdes the latter is
considered by connoisseurs to be one of the best Arabica coffees in the world. No matter the fact
that Ethiopia’s coffee is thought to be unigqu
of the level of production and compein posed by other coffee producing countries such as

Brazil, Vietnam, Indonesia and Columbia etc.

The Ethiopian coffee market was no exception to being disrupted by the pandemic in which the
import and export activities was affected adversghe level of participation among smallholder
coffee farmers was reduced by 18.75% due to the lack of proper financial services from aid
organizationfKabeta, 2022)Furthermore,hte pandemic led to the reduction in people going to
restaurants, cafés and miawasters which are all emade distribution channels, to increased
coffee sales in retail sectors leading to the increased demand in coffee products such as instant
coffee anl ground coffee. Moreover, the demand for coffee is growing at a steady speed in Ethiopia
with about 50% of the coffee production consumed domestically. For the years of 2022 to 2027 it
is forecasted that the compound annual growth rédte ®67%Mordor Intelligence, 2023)

With the increased competition worldwide, from the different coffee producing countries to large
coffee companiest is essential for companies in Ethiopia to continually assess their market. The
Ethiopian coffee market consists of local and global players operating throughout the country
making it a highly competitive and fragmented market. These companies iMbyae Coffee,

Tomoca Coffee, Starbucks Corporati@ng o per > s Ca s k et€(Mdchonrell, Z022np a n y
The market can be further segmented by product type which are whole bean, ground coffee and
instant coffee. As well as based on distribution channel which arada and oftrade. Due to

these competitive conditionsompanies are being innovative in their packaging and their product
offerings to cater to the increased demand for coffee so that the companies are able to continue to
keep their position in the market. As well as the usage of social media platforneslared
marketing and branding to lable to attract more customers. While companies like Starbucks are
using methods such as partnerships and collaboration with up and coming companies to be able to
continue and tap into the market furtfdordor Intelligence, 2023)

Furthermore, there is an increasing importance of other type of coffee variety such as Robusta
coffee which is an alternative to the favored Arabica coffee due to it being more resilient and
disease resistaifiRodriguez, 2023)In addition to the fact that there are adverse changes in the
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climate and land availability is reducing considerably to properly grow the Arabica coffee.
Moreover, on a country level, political problems within the country has inadvertently created
economic and logistical problems for companies not to mention theisfgion that Ethiopia is
currently experiencing.

With all the competition and environmental threats present in the market, it is essential for
companies to be on the lookout for any changes happening in the market that will affect them
directly and indirectly. Leading to the increased importance of riagkentelligence system
especially in a highly competitive market as companies would be able to collect information about
the market and be prepared for threats and take advantage of the opportunities that emerge. Failing
to have a marketing intelligensgstem in place and on the bigger scale a marketing information
system in this day and age can lead to the downfall of a company especially in an age of
information overload and advancement in technology.

Kerchanshe Coffee is a coffee company that has been in the business for over 15 years and is
considered one of the best coffee companies in Ethiopia. Even though the coffee industry still has
a long way to go in terms of being competitive in the worldest&grchanshe Coffee is doing

well for itself. Nonetheless, there seems to be a lack of use of marketing intelligence in the business
apart from the basic information regarding information of the market provided by government
offices like Ethiopian Commotli Exchange (ECX). As well as competitor information which
again is provided by ECX, in terms of the companies that have exported the mostAsfee.
company enters into an international market, it is important to collect information regarding
foreign market including; customer demand (increase or decrease for the product, shift to alternate
products or sources) change in ways of consumption, ddrmope(in terms of product and
capacity), if there exist changes in rules, regulations and policies fraenngoent side (for instant

the Chines government has enforced a law dictating a company should have a warehouse to export
to China). This and more information is required to be successful in international market.

Based on the information stated above, this study émbms theeffectof marketing intelligence

on companysales performance in the case of Kerchanshe Coffee. The investigascarried

out by administrating structured questionnaires to find out whether the relationship between
marketng intelligence and sales volume existed or not. The investigaoused on specifically

on the marketing intelligence components which are product intelligence, market intelligence and
competitor intellgence effect othe sales volumef Kerchanshe coffee.

1.3 Hypothesis of the Study
Ho: Marketing intelligencénas no relation with Kerchanshieo f f e e > s s ales vol ume

Hi: Competitor analysis hgmositive relationsvithKe r c hans he lufieft ee’ s sal es
H>: Marketanalysis hapositive relationsvithKe r c hans he Wlufiefee’ s sales
Hs: Productanalysis hapositive relationsvithKe r c hans he ¥lurfief ee’ s sal es

1.4 Objectives of the Study
1.4.1 General Objective
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The general objective of this reseamaisto address theffect of marketing intelligencencsales
volumein reference t&erchanshe&offee, and to recommend valuable solutions to the issues that
exist in the company’s marketing intelligence

1.4.2 Specific Objectives
e Toidentify theeffect of competitor intelligence malesvolume of Kerchanshe Coffee;
e To examine the effect of produatelligenceon sales volume of Kerchanshe Coffee; and
e To analyze the effect of markietelligenceon sales volume of Kerchanshe Coffee.

1.5 Significance of the Study
This study can be able to provide information about the various marketing intelligence factors that

affect sales of the company under study. This study can also be taken as a base for the company to
carry out further research to better understand the tesyscan improve their sales and their
company in general. Furthermore, the findings of the study can be used by other coffee businesses
operating in Ethiopia as having a timely, accurate and relevant information is important to be able
to make necessary edisions. This research can provide valuable information and
recommendations to the businesses in the coffee industry to help them achieve competitive
advantage. It may also provide the necessary information so that these businesses can be able to
continueto further research about the relationship between marketing intelligence and sales so that
they can be able to compete in this market but also in the world.

Additionally, this research may be used by future student researchers by providing them with
literature that they can use for their empirical evidence around the subject area of marketing
intelligence. It can help them in getting ideas to further explbes doncept of marketing
intelligence in the coffee industry as well as other industries as well.

1.6 Scope of the Study
Kerchanshe Coffee operates in Ethiopia with its main office situated in Addis Ababa, Bisrate

Gebriel. The subject of the study 1s based on
market as stated on their webgitérgachaffe, Limu, Bale, Sidamo, Guji, Harar, Jimma, Nekemte

and Kaffa). The study focused on the main office dueath ¢ fact that it’s th
process the export of productBhis study focusedn theeffect of marketing intelligenceas
independent variable (specific \avles includes competitor, market and product analgsisales

volume which is the dependent varial® other factors thao have an impact on sales weo

considered as it is out of the scofased orthe conceptual scope of the dyu this research
focusedon the impact the main components of marketing intelligence which are competitor
analysis, product analysis, market analysis ltavsales of Kerchanshe coffee.

In terms of time, the student researcher used five year sales level of Kerchanshe Coffee to be able

to gain a better understanding of the type of relationship that exists between the variables if any
exists. The sales level used is one that is calculatde &nd of each fiscal year.
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With regards to respondents used, the employees and agents of the company was used in addition
to the manager of the department. The employees that were used are the people who deal directly
with the coffee to be exported as they were deemed to haveea ihstght with regards to the
business they are doing.

1.7 Methodology of the Study
1.7.1 Research Design and Approach
The research focused on measuring the impact of marketing intelligence on sales volume. Owing

to this, the student researcher chose to employ causal research design. Causal research design is a
method that allows to explore the reasons behind why sometbaogs. It helps in understanding

the relationship between the variables under study, understand the how or why a particular
phenomenon is occurring and help in predict future occurreticés.a study of functional
relationships existing between two onore variable@Kothari, 2014) through the use of
guantitative approach to understand the relationship that exists between variables using numerical
data. The use of numerical data allows to see whether there is any type of correlation between the
variables to be measured.

1.7.2 Population and Sampling
To be able to answer the research problem, the student researcher used the employees, agents and

managers of Kerchanshe coffee as the respondents to be able to understand the relationship
between the use of marketing intelligence and the sales level obtiygany. The respondents

were chosen for this research because of the fact that they are the ones that are able to answer about
the business practices. Because Kerchanshe Coffee is a business that has branches all over
Ethiopia. Namely five different loti@ns outside Addis Ababa, the student research chose to only
focus on the respondents that are in Addis Abaltan c ¢ it s this branch re
the product to foreign countries. The rest is used as a collection organization center.

The sampling technique used was a census rather than a sample as the number of employees and
agents of the company are known. Moreover, the number of employees and agents who participate
directly with the exporting of coffee are 60. The questionnaire diesluall 60 employees and

agents including the managers.

1.7.3 Types of Data Collected
Primary and secondary data were used in order to help complete the study. The primary data was

collected from managers, agents and employees of the company. While the secondary data was
collected through company reports and analysis done by the compahyagh other researches
done.

1.7.4 Method of Data Collection
The source of data for this reseawehis collectedhrough the use of questionnaires administered

to the employeeand agent®f thecompany The questionnaires administered was closeded
typeto be able to extract numerical data from the information colleEdethical reasons, the
student researcher stated the reasons for the questionnaire so that they could answer freely when
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answering the questions.

1.7.5 Method of Data Analysis
The research contains only quantitative data analysis methodologies. The response received from

the questionnaire was analyzed through the use of inferential data analysis to be able to understand
and point out any correlation between the variables st@muelation and Regressiovasused

to analyze the effect of marketing intelligence on sales volume of the coniganyesearcher

used SPSS software to carry out the analysis. The researcher used SPSS software to analyze the
data.

2. DATA ANALYSIS AND INTERPRETATION
This chapter focuses on the analysis and interpretation of the data that has been gathered to answer

whether marketing intelligence systems has an impact on sales volume or not. The primary data

were collected through a satiministrated questionnaire whi contained personal information

of the respondents, three dimensions of marketing intelligence and sales volume of Kerchanshe

Coffee based on the perceptions of the respondents. The questionnaire was distributed to the
managers, employees and agents afgodirectly responsible to the exporting of coffee which is

a total of 60 people. The number of questionnaire sent out was 60 and all the questionnaires was
used in the analysis of the data. This was further supported by the secondary information provided

by Kerchanshe Coffee.

The data that was collected through the questionnaire were analyzed by carrying out regression

analysis. And based on the analysis the hypothesis was tested to see if the null hypothesis holds
true or not. The results from the analysis with further skegistalculations is discussed below for

each specific objective.

2.1 Descriptive Statistics of Study Variables
The table below presents the descriptive statistics of the study variables which are marketing

intelligence (product intelligence, market intelligence, and competitor intelligence) and sales
volume. The descriptive statistics helps to understand the tdastics of a data set by giving a

summary about the sample and measures of the data. The scale used for the mean response is that
if the mean value is between 1:00.80 they strongly disagreed; if the mean value is between 1.81

— 2.60 they disagreedeni t her disagreed nor—-—2a.gadlk;edagrfeeid i
between3.434 . 20; and strongly —&@0Gray d017)With iegardsto b e t we
the standard deviation, a value below 1.0 is considered less variable and a value above 1.0 suggests
that 1t’s highly variable.

The grand mean value obtained for product intelligence (Mean = 2.677, SD = 0.857) shows that
the majority of the respondents neither agree
stand about this variable. This means that the respondents remauteal on the idea that the

company collects information about their product, offering new products based on external
information, comparing their products against their competitors and prices of coffee beans. This
implies that the respondents assume tiintelligence collected on the products of the company

has an impact on the sales volume to some extent.

Table 21: Summary of study variables
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Variables N Mean Std. Deviation
Product intelligence 60 2.677 0.857
Market intelligence 60 2.927 0.786
Competitor 60 2.777 0.814
intelligence
Sales Volume 60 2.830 0.785

Source: Own Survey output, 2023

When considering the market intelligence, the score of the grand mean was 2.927 with a standard
deviation of 0.786. This indicates the majority of the respondents remain neutral with regards to
the company analyzing opportunities in the market, analyzingpetitive risks and analyzing the
threats in the market. This also included remaining neutral on the idea that the company identifies
ways to modify their current strategies to add value and collecting information about the market
their customers are iMnd with a standard deviation of 0
variability with the answers given by the respondents. Overall, the respondents partially agree with
market intelligence affecting the sales volume of the company.

Similarly, the majority of the respondents remained neutral on the intelligence gathered on
competitors affecting the sales volume of the company. The grand mean was 2.777 with a standard
deviation of 0.814. The respondents agreed that the company diees iobbrmation in order to

identify existing and potential competitors. However, they had varied answers with regards to the
company monitoring foreign and local competitors, the use of externally published information
about their competitors and the useinformation gathered to avoid being surprised by their
competitors. The standard deviation of 0.814 suggests that the answers are less variable.

The overall sales volume was also perceived neutrally by the respondents as the grand mean was
found to be 2.830 with a standard deviation of 0.785. There is a varying answers for the questions
provided under sales volume. However, the majority agreednthaketing intelligence has
enabled the company to meet its sales volume target. This is also true for the company increasing
the number of products based on the marketing intelligence, the use of product intelligence to
increase sales volume and the useampetitor intelligence to increase sales volume. With a
standard deviation of 0.790, the answers given are not highly variable.

2.2 Inferential Statistics
Inferential statistics uses various analytical tool to be able to draw inferences about the population

data from the sample data. It helps in drawing conclusions. Inferential statistics is used in this study
to examine the relationship between marketintgliigence and sales volume. In order to
understand this relationship and address the
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and between coefficients determination is used.

Before carrying out a correlation and regression test, first the data should be checked to see if it is
normally distributed. As the test for a normally distributed data uses Pearson correlation and linear
regression while an Ordinal regression and SpearfRank correlation is used for a data that is

not normally distributed. ShaphWilk test is used as the data set 60 as shown in table 2.2. The
significance level of all the variables are above 0.05 which indicates that the data is normally
distributed.

Table 22: Test ofNormality

Shapiro - Wilk
Statistics df Sig.
Product Intelligence 0.986 60 0.742
Competitor 0.962 60 0.062
Intelligence
Market Intelligence 0.971 60 0.161
Sales Volume 0.962 60 0.061

Source: Own Survey, 2023

2.2.1 Correlation Test
Correlation coefficient is a statistical measure which shows the strength of a linear relationship

between two variablé3ason, 2021)its values lies betweedl and 1, wherel denotes a perfect
negative correction and 1 represent a perfect positive correlation. A correlation coefficient with a

0 value means that there is no linear relationship. The closer the value to 1, the shrenger
association is and vice versa. If the value lies between 0.0 and 0.2 there is very weak association/
no association, 0.20.4 it is weak with association, 0-40.6 it is moderate with association, 0.6

— 0.8 it is strong with association, 6-8..0 itis very strong with association. This same guideline
applies to negative values as idbimes etal.,2015) Pear son’s correlation
to examine the relationship between the independent and dependent variables uisitgdoiest

with a level of 95% confidence level and significance of below 0.05.

As shown in table 2.2, the results of the correlation test signifies that there is a relationship between
the independent variables and the dependent variable with a varying degree. Product intelligence
with a value of r = 0.324 suggests that it has atpesbut weak association with sales volume.
Similarly competitor intelligence with r = 0.404 has a slightly better association than product
intelligence with a positive and moderate association with sales volume. On the other hand, market
intelligence hashe better relationship with sales volume with r = 0.701 which shows that it has a
positive strong association with the dependent variable. Overall, it can be concluded that there is
a positive relationship between marketing intelligence and sales volume.
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Table 23: Relationship between Marketing Intelligence variables and Sales Volume

Pearson Correlation Sales Volume Product Competitor Market
Intelligence Intelligence Intelligence

Sales Volume 1.000

Product Intelligence 0.324 1.000

Competitor Intelligence | 0.404 0.869 1.000

Market Intelligence 0.701 0.585 0.624 1.00

Source: Own Survey, 2023

2.2.2 Assumptions of Regression Test
Regression analysis makes a number of assumptionstakaldta to be evaluated. This needs to

be considered before making any conclusions to the data collected. The following regression
assumptions were carried.

a) Linearity Test: linear regression assumes that the relationship between independent and
dependent variables are linear. This means that the data collected follows a straight line and not
scattered around as a nlibmear relationship can cause errors in the result. Theltrean
overestimate or underestimate the dependent variable at certain points. The other assumption with
this test is that the independent variable is not random and there is some type of relationship
between the independent and dependariable. Figure 2.1 shows the expected value for all the
independent variables. It shows that the values are distributed randomly and evenly across the plot
line. This shows that the variables satisfy the linearity test.

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: SV

10

0.5

=
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Expected Cum Prob
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0o 02 0.4 06 08 10
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Figure 2.1: Scatter plot for Linearity test (Source: Own Survey, 2023)

b) Collinearity Test

Collinearity test is a statistical test to check if there is any correlation between the independent
variables. If the independent variables show that they are correlated it means that they cannot
independently predict the value of the dependent varidbis.leads to reducing their statistical
significance. In this case, as there are three independent variables a multicollinearity test is run to
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check if the variables violate this assumption. The Variance Inflation Factor (VIF) measures the
extent to which there is multicollinearity in the regression analysis. If the VIF value is greater than
10 then it is suggest that multicollinearity existss@\if the value of the tolerance is below 0.1
then multicollinearity exists. Table 2.4 shows that all the tolerance level is above 0.1 and the VIF
levels are all below XGray, 2017)which means that the assumptions of this test have not been
violated.

Table 24: Collinearity Test

Tolerance VIF
Sales Volume (Constant)
Market Intelligence 0.587 1.702
Product Intelligence 0.244 4.095
Competitor Intelligence 0.219 4.565

Source: Own Survey, 2023

2.2.3 Regression Analysis
Regression analysis is a type of statistical analysis to estimate the relationship between dependent

variable and one or more independent variables. It can be used to assess the strength of the
relationship between the stated variables which are prodetligance, market intelligence and
competitor intelligence. A simple linear regression is conducted which includes a model summary,
ANOVA test and Beta Coefficient analysis to understand the impact each independent variable
has on sales volume.

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 702 491 482 .56500

a. Predictors: (Constant), Mi
b. Dependent Variable: SVSource:Own Survey, 2023
Table 25: Model Summary for Market Intelligence

Model Sum of Squaregl  df Mean Square F Sig.
Regression 17.871 1 17.871 55.982 .000
1 Residual 18.515 58 319
Total 36.386 59
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a. Dependent Variable: SV Table
b. Predictors: (Constant), MiSource: Own Survey, 2023 2.6

ANOVA Test for Market Intelligence
Table 27: Coefficient for Market Intelligence

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) .782 .283 2.758 .008
M .700 .094 .701 7.482 .000

a. Dependent Variable: SVSource: Own Survey, 2023

Table 2.5 shows summary of how the independent variable, which in this case is market
intelligence, impacts the dependent variable sales volume. It indicates that the market intelligence
variable has a positive and strong relationship with sales volurderohanshe Coffee. This is

shown by the value of R = 0.701. The goodrusfit of the model is represented by ®hich has

a value of 0.491. This illustrates that 49.1% of the variation in sales volume was explained by the
variable market intelligence. The ANOVA test shown in table 2.6 shows that it hagadneFof

55.982 which is significant at p<0.05. The highlee F value, the more likely the variation
associated with the independent variable is real and not due to chance. Therefore, it can be inferred
that the sales volume has been significantly explained by the market intelligence variable.

Table 28: Model Summary for Product Intelligence

Model R R Square Adjusted R Std. Error of
Square the Estimate
1 324 .105 .089 .74938

a. Predictors: (Constant), PI

b. Dependent Variable: SV

Source: Own Survey, 2023

Table 29: ANOVA Test for Product Intelligence

Model Sum of Df Mean Square F Sig.
Squares
Regression 3.815 1 3.815 6.793 012
1 Residual 32.571 58 .562
Total 36.386 59

a. Dependent Variable: SV
b. Predictors: (Constant), PI
Source: Owrsurvey, 2023

Table 2.8 shows summary of the model for product intelligence against sales volume. Based on
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the result it can be inferred that the independent variable has a positive but weak influence on sales
volume as the R value is 0.324. The goodid test has a value of &R 0.105, suggesting that

10.5% of the variation in sales volume can be explained by product intelligence. When considering
the ANOVA test, table 2.9 shows that this independent variable hasvatuE of 6.793 with a
significance level of p < 0.05. Thiseans that even if the result shows a weak correlation between
the independerand dependent variable, product intelligence has an influence on the sales volume
of the company. This is justified by the fact that p value is less than the significance level of 0.05
which allows for the null hypothesis to be rejected

Table 210: Coefficient for Product Intelligence

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 2.036 .320 6.371 .000
Pl 297 114 324 2.606 .012

a. Dependent Variable: SV
Source: Own Survey, 2023

Table 211: Model summary for Competitor Intelligence

Model R R Square Adjusted R Std. Error of the
Square Estimate
1 404 164 .149 72441

a.Predictors: (Constant), Cl
b. Dependent Variable: SV
Source: Own Survey, 2023

Table 212: ANOVA Test for Competitor Intelligence

Model Sum of Df Mean F Sig.
Squares Square
Regression 5.950 1 5.950, 11.338 .00P
1 Residual 30.436 58 525
Total 36.386 59

a. Dependent Variable: SV
b. Predictors: (Constant), CISource: Own Survey, 2023

Table 213: Coefficient for Competitor Intelligence
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Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.746 .335 5.209 .000
Cl .390 116 404 3.367 .001

a. Dependent Variable: SV
Source: Own Survey, 2023

Table 2.11 shows the model summary for competitor intelligence and based on the result it can be
inferred that the variableompetitor intelligence has a moderate influence on sales volume as R =
0.404. It has a goodnese$Hit of R?= 0.164. This shows that 16.4% of variation in sales volume is
due to competitor intelligence. When considering the ANOVA test in table 2.12, it has an F =
11.338 with a significance level of p<0.05. Based on this result, it can be inferred that competitor
intelligence has an impact on sales volume and the null hypothesis can be rejected.

The regression analysis result showed that the independent variable does have an effect on the
sales volume of the company. Lastly, when considering the coefficient results for all independent
variable, it can be seen that the independent variables wavgirrg effect on sales volume where
marketing intelligence has relatively the highest effect on sales volume with (B = 0.70, P < 0.05).
This is followed by competitor intelligence with values of (B = 0.390, P < 0.05) and lastly product
intelligence with alues of (B = 0.297, P < 0.05). Overall, based on the results in the various table
presented above, it can be safe to state that the marketing intelligence system has statistically
moderate influence on the sales volume of Kerchanshe Coffee with a sigogfitevel of 95%
(p<0.05).

2.3 Discussions
Various rapid changes in the business environment can cause problems and threats to business if

not handled with due caution. As the world is operating in an ever changing environment it is
important for businesses to be able to get an up to date, ajpeoand relevant information

quickly to help in the countless decision making processes. The coffee industry is one of those
industries that experiences various changes. And considering that it is an agricultural product the
weather creates additionalges r ¢ on the industry as it 1s a
humans. Furthermore, considering other factors such as the shift in consumers taste, competition,
economic and political issue etc. it stresses the importance of having a marketingeirgellig
system in place. This research stems from this concept where a business needs to be aware of its
external environment to continue to be competitive. This study focuses on the three components
of marketing intelligence system and how it impacts thessablume of Kerchanshe Coffee.

The result of the findings demonstrates that marketing intelligence has a positive impact on
increasing the sales volume of Kerchanshe Coffee. Especially the component market intelligence
has the prime impact on sales volume (r = 0.701, p < 0.05) andvilesestates that these two
variables have a positive strong relationship as well as the strongest effect (B = 0.700, p < 0.5).
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When considering the industry, it can be noted that creating continuously new product or
modifying products is not as important. The main focus would be in continuously producing top
guality coffee beans that meets the standards that have been seted\alstaie, coffee industry

faces numerous problems and changes which means that a coffee business needs to be continually
aware of what is happening in the market. This is important as the business can be able to set out
action plans to mitigate and overcerproblems that occur within the industry or overcome the
challenge before it occurs.

For example, during 2019/2020 the world was hit with COXtEDwhich created shockwaves and
drastic changes for almost all industries including the coffee industry. When comparing the level
of coffee that was sold during the year 2018/2019 and 2019/2@28 was a 4.81% drop in metric

ton sold. And the level of coffee sold for the next two years also decreased continually. Considering
the need for social distancing during COVID, the cultivation and harvesting of coffee beans

have been impacted as mostle work is labor intensif®oughan, 2020With proper and up to

date information, a business can be able to make swift decisions and ensure that the adverse effect
created by this type of disasters can be overcome easily. Furthermore, a business can set
contingency plans so that whenthreatsiocc t he wor k flow doesn’t get
out what to do. A proper market intelligence system can help a business gain better understanding
about its competitors, customers and markets and help in setting effective strategies.

The relationship between product intelligence and sales volume is positive and has an effect on
enhancing the sales volume even 1f it isn’t
intelligence has a positive relationship (r= 0.324, p<0.05) witlreak effect (B=0.390, p<0.05)

on sales volume. When compared to the other two independent variable, product intelligence has
the 1owest. Yet 1t doesn’t mean that 1t has n
based on the result it is weakationship. Product intelligence collects information on the product
performance including getting feedback from customers. By understanding what changes need to
be done to the products it is more likely the sales volume increases as the changes are based
what is needed by the market. Kerchanshe Coffee produces a nine variety of coffee which is unique
in its own way which is demanded in the market even though it is not to the level of other coffee
producing countries like Brazil.

The last variable, competitor intelligence has a positive relationship with sales volume (r=0.404,
p< 0.05) and has an effect on sales volume (B=0.390, p<0.05). When comparing it to product
intelligence, competitor intelligence has a higher level of dwamt impact on sales volume.
Competitor intelligence helps a business to increase sales volume as it allows to identify what the
competition is doing so that the business can identify ways to improve their business. As well as
identify opportunities in t& market which is untapped or underse(¥egd2022) With regards to

the coffee industry, one example that is going to affect businesses are the increasing importance
of Robusta coffee over Arabica coffee. By understanding what other coffee producing countries
are doing then a business can analyze anel stadt is missing so they can tap into that market.
Overall,when all other things being constant, marketing intelligence system has an impact on sales
volume of Kerchanshe Coffee. Even though the individual components have a different level of

52|Page



impact on sales volume, it is essential for a business to have this system in place and be part of
their everydaydecisionmakingprocess.

3.1 Summary of Major Findings
Based on result stated in chapter three, the major findings can be summarized as follows:

For specific objectiveone which is identifying the effect of competitor intelligence on sales
volume, the results showed that the mean for competitor intelligence was M = 2.777 with a
standard deviation of SD = 0.8 FHurther the variables has a positive moderate relationship which

is shown through r = 0.404, p < 0.05 and has a strong effect (B = 0.404, p <0.05) on sales volume.
These results shows that the majority of the respondents have a neutral stand on whether
competitor intelligence has an impact on sales volume with a mwielsh= 2.777. Based on the

data gathered and analyzed, it can be concluded that competitor intelligence has an effect on sales
volume. As it accounts forfR= 16.4% change in sales volume of Kerchanshe Coffee.

Specific objective two focused on examining the effect of product intelligence on sales volume.
The results showed the mean of product intelligence was M = 2.677 and a standard deviation of
SD = 0.857. The relationship between sales volume and produtigeriee components ended

up having a positive weak relationship (r = 0.324, p < 0.05) and has the lowest effect on sales
volume compared to the other two components (B = 0.324, p <0.05). Majority of the respondents
had a neutral stand on the effect ofdarat intelligence on sales volume similar to competitor
intelligence with a mean of M = 2.677. Even t
product intelligence does have some effect on sales volume=a8.R05. Meaning that 10.5% of

sales volume change is attributed to product intelligence.

Specific objective three looked at analyzing the effect of market intelligence on sales volume. The
mean of marketing intelligence was M = 2.927 and had a standard deviation of SD = 0.786. Unlike
the other two components market intelligence has a strosigveorelationship (r = 0.701, p <

0.05) and has the greatest effect on sales volume with B = 0.701 when p < 0.05. Even though the
respondents have a neutral outlook on the effect that market intelligence has on sales volume, the
results show that it hame of the greatesinpactson sales volume. It has art 8f 0.491 which

shows that 49.1% of impact on sales volume is attributed to market intelligence.

3.2 Conclusion
This study focused on trying to investigate the effect marketing intelligence system has on sales

volume of Kerchanshe Coffee. The investigation focused on the three components of marketing
intelligence which are product intelligence, market intelligema @mpetitor intelligence. The
results indicated that marketing intelligence has a positive effect on sales volume and plays a role
in increasing the volume of products sold. Each of the stated components had their own varying
effect on sales volume andresidering the type of industry it is, market intelligence has the greatest
impact on volume sold. By understanding what is happening in the market, a business can be able
to make proper plans to take advantage of opportunities created in the markealsiodae used

in order to avoid threats. When market intelligence is coupled with product intelligence and
competitor intelligence it is seen that sales volume of the company can be increased. As these
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components have a significant influence on sales volume the null hypothesis can be rejected.

In afastmovingworld, information is key for any business and with proper information a business

can compete with others. In order to get proper information, it is essential a business lays out a
system in which information that is useful, relevant and up to datemartdivards the business.

Even though this study focused on the external environment, information to be used in a business
should be both from internally and externally sourced information to have the greatest impact.
Marketing intelligencesystem needs a workforce who are able to collect the necessary information

and transmit to the proper place in a timely manner. In addition to the workforce, it is crucial that

the information collected is put to use in making plans and strategies faugimess in the short

and long runOtherwisej t wastes time, energy and money of
which 1s not adding to the business’s perform
Furthermore, based on the result a business like Kerchanshe Coffee can take advantage over other
coffee producers in the country by implementing marketing intelligence system. It ensures that
they are able to recognize changes in the market, consumegs\arehment better and quicker

to help in creating the necessary plans to overcome the threats and take advantage of the
opportunities present in the market. And considering that they are an exporting company with
customers all around the world includingnepetitors it increases the need for implementation of

the system. And as shown in the empirical literature marketing intelligence system is important in
any business no matter where they are as we are living in a continually changing environment.

3.3 Recommendations
Having marketing intelligence system in a business is crucial and important in allowing managers

to make swift decisions supported by the right information. Coffee is the second famous drink
worldwide and has been exported since tHecERtury. It continues to be an agricultural product

that is demanded especially by the industrialized nations such as the United States, Europe and
Asia. There are many countries that produce different types of coffee which have their own unique
differenes. This means thahere is competition in trying to sell coffee beans to different
customers located in different countries. Accompanied by the various changes happening in the
external and physical environment, having the right information in place is important. Knowing
the impact marketing intelligence has on sales volume is important. Based on the findings and
conclusion, the following possible suggestions are stated:

e Understanding the consumer trends in the industry is important. Kerchanshe Coffee exports
90% of its production to countries like United States, South Korea, China and Germany
etc. The trend in these countries especially Asia is that they are moving sdR@bdsta
Coffee which is cheaper and more acidic compared to Arabica Coffee. This could mean
that the business is losing customers. Thus, management should have in place a system
where they can track the changes in the consumers taste so they can eatheaygan
to better market their coffee products. This is on both the national and international level.

e The need to track the satisfaction of customers is important. Management need to create a
system where they can follow up with their customers to track how they feel about the
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products being provided. This 1s essential
than likely to go looking for other producers. When considering the fact that there are many
countries growing coffee beans it is not hard to find a substitute cgmphe company
shouldn’t be complacent i1in thinking that b
Et hiopia that can compete with them that n

e The company needs to have a system where they can check the trends and changes going
on in the market. This is because without knowing what is happening in the world a
company can’t set effective strategies and
COVID-19 showed us that it can drastically impact the way a business does its work and
affects the ability to meet the stated objectives. Furthermore, as there are many regions that
has political instability, it is crucial the company knows where cosficé happening. So
that they can create plans to ensure that there is no setbacks in their production and

distribution process.
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An Asses s ment of Customer’s Online P
Case of BEU DeliveryUnv@isiob Bel ay,

Abstract

Nowadays, more and more individuals are opting to order their meal online, which has led to a change in
food consumption patterns. The purpose of this study is to evaluate the extent of consumer online shopping
behavior in Ethiopia with reference to beU IDery. This study employed a descriptive design. Both
guantitative and qualitative approaches are used in this research. This study uses primary data gathered
through structured questionnaire as it is the case with quantitative research design. 120vpe@ple
selected from Bole, while 80 were from Hayahulet. The customer responses regarding the ease of using
beU Delivery’'s online platform paint a diverse pi
of users faced difficulties navigating thatform, as indicated by the majority who disagreed strongly or
simply disagreed. Conversely, a smaller but still notable minority found the platform easy to use. The
customer responses regarding attitude towards beU Delivery's online service reveabpieds. When

it comes to convenience, a notable proportion of respondents disagreed or had a neutral stance, while a
considerable percentage agreed that the service is convenient. The perception of beU Delivery valuing its
customers and providing exaatit customer service also varied, with a significant portion expressing
reservations or disagreement. These findings demonstrate the need for beU Delivery to address customer
service issues, improve convenience, and enhance value proposition to enhtomercsegtisfaction and

loyalty.
1.Introduction

1.1Background of the Study

The evolution of éommerce has had a significant impact on the way people consume food. Nowadays,
more and more individuals are opting to order their meals online, which has led to a change in food
consumption patterns (Hwang et al., 2019). Accordingili@a®t al. (2017), €@ommerce platforms refer

to the technologies developed to assist online businesses with their sales, marketing, and operations. Wei
et al. (2018) conducted research to investigate the intention of online shoppers to purchasédguits. T
noted that there has been an increase in the number of online platforms available for fruit purchase in recent
years. This trend has significantly contributed to the growthafmemerce and has boosted the standard

of living for many people. Online @m delivery is now a popular trend in the@nmerce industry, and it
presents an affordable means of reaching a larger audience (Ray et al., 2019).

The concept of online food delivery (OFD) involvie utilization of online channels by consumers to
place orders for food from restaurants and-fastl retailers (Elvandari et al, 2018). Through the OFD
system, consumers are presented with a wider range of food options and restaurants to chooagatfoom (P

et al., 2017). By incorporating the OFD system, restaurants antbdastetailers can enhance their
customer base in a cesfficient way, while consumers can easily order their preferred me&lsuviany
inconvenience (Ray et al., 2019). With the continuous technological advancements in recent times, OFD
has experienced several changes. As such, restaurants often make usepaftihipthtforms and food
aggregators as a means of facilitatingranfood delivery, which enables them to attain a broader market
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reach in a costffective manner (Williams et al., 2020).

Recent years have shown an exponential increase in OFD. According to the "Online Food Delivery Services
Worldwide Market Report 20280," the market for OFD is expected to rise from $107.44 billion in 2019

to $154.34 billion in 2023, at an annual growtteraf 11.51%. The aforementioned data show that the OFD
system has enormous development potential, which has led academics to investigate the OFD from many
perspectives and use a varietycohceptualizationand approaches (Ray et al., 2019).

Following the COVID 19 outbreak, some online food delivery services have appeared in Ethiopia, and
people have begun to use them. beU Delivery is one of the first and moeknhashh OFD companin

Addis Ababa that was established in the year 2021. belvdDglutilizes a mobile app as arcemmerce

tool and is famous for its extreme sales promotion, which includes daily discounts on both its service and
thefoods. According to Google Play Store more than 100,000 users have downloaded the beU delivery

app.

Companies that develop food technology are now totally dependent on technological platforms. In order to
comprehend how teecognizenew technology from the perspectives of its developers and consumers, the
Technological Acceptance Model (TAM) was created (Davis, Bagozzi, & Warshaw, 1989). The TAM
essentially holds that a persoh&havioris driven by his or her purpose and has been frequently used in
the fields of social psychology and marketing. Their attitude and subjective norm mutually determine their
intention, in turn. By focusing on the cognitive and affective drivers of technology adoption, (Davis and his
colleagues) further evolved TAM into a significant study paradigm in the information system sector.
Specifically, the TAM postulates that perosiMease of use (PEOU) and perceived usefulness (PU) together
determine attitude, which in turn leads to intention to use a new system or technology. It also posits that
such an intention is the best predictor of the actual system use. TAM has provegplidable to explain
attitude, intention, and behavior in various contexts and areas, sueleasinrg, internet and mobile
banking, internet and website usage, altdmmerce.

1.2 Statement of the Problem

The Internet and mobile technology have an impact on both consumers and bustoesbédbon people

use the internet, with 92.6% of them using mobile devices, according to Nielsen (2018). Customers are
engaging in a variety of digital activities more regularly and for longer periods of time. Because internet
technology and applications k®it simpler, more convenient, and less expensive for customers to locate

a larger choice of things than conventional buying, online shopping isexfazetding secto Along with

the growth and advantages of online shopping, people are buying food online atlefieresseen pace,

with Generation X, Millennials, and Generation Z being the most ardent consumers.

Despite the fact that Google Play Store statissitows a surge in number of bdRklivery mobile
application downloads in Ethiopia, there exist a limitation in its usage. Through an observation on customer
reviews and then a small preliminary study of 10 participants conducted by the student researcher, gaps on
customer adoption of ¢hmobile application, quality on the delivery process, dissimilarity between the
display of foods (promised food) and the actual food, transparency on costs and its overall usefulness was
found.
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According to Van der Heijden et al. (2003), research on online customer practice should focus on two
problems that distinguish online consumers from traditional consumers: technological engagement and
trust. Many authors agree with this assumption. Furmbeg, a detailed study by Changchit et al. (2017)
reveals that the technology acceptance model (TAM) developed by Davis et al. (1989) has been frequently
used in previous research that explored online buying practice. This model includes charactetistics th
explain behavioral intent and the intention to utilize technology directly or indirectly. Perceived Ease of
Use (PEOU) is a gradation of characteristics associated to technology use that make the individual feel at
ease (Davis 1989Perceived Usefulness (PU) is a gradation in which a person's job performance is
improved by the usage of technology.

Studies on consumers' online use of food delivery services in developing nations like Ethiopia are less
common. Research employing the Technology Acceptance Model in the nation focudearomg and

mobile banking. This study especially looks at hotituates, trust, perceived utility, and perceived ease of

use affect consumers' intentions to use online meal delivery. This study adds trust to the TAM because it
seems to be a key component of online purchasing behavior. In actuality, it offers frephigeson how
different aspects affect online food purchases in Ethiopia.

The purpose of this study is to unearth facts that are unique to the organization so that it can identify gaps
in service deliveryandto evaluate the extent of consumer online shopping behavior in Ethiopia with
reference to beU delivery.

1.3Research Questions

Based on the research tapiwe following research questions are formulated:

How do customers perceive the ease of use of onlinedelckry service?

To what extentlo customers perceive the usefulness of online food delivery service?

What is the attitude of customers towards online food delivery service?
Towhatextenloc ust omer s trust the company’s online f«

N

1.4 Objectives of the Study

1.4.1. General Objective

The general objective tiiis study is to assess consumers online purchasing practice in beU Delivery.

1.4.2. Specific Objectives

The research has the following specific objectives:

e To identify how customers perceive ease of use of online food delivery service

e To examine the usefulness of online food delivery service perceived by customers
e To describe customérattitude towards the company online food delivery senaoed

e To examine customergrust towards the company online food delivery service.
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1.5Significance of the Study

The advantage of online food delivery service in Ethiopia is poorly understood. Not many studies on such
service and customeérnesponse have been undertaken thus far. This paper can provide information to the
company as part of an input in further investigation in the subject matter and the company can have a better
understanding of how to reach customers and give topmost sethatecan satisfy the It can provide
knowledge regarding consumer purchase practice for online food delivery service providing companies
entering the ®€ommerce market. It is likely to provide a base line to other interested researchers and
develop studnts knowledge regarding online food purchasing practices.

1.6 Scope of the Study

This study thematically focuses on the assessment of custoamdirse purchasing practice by using
technology acceptance model (TAM). To achieve this scope of this study examines the different factors

that determine customérsnline purchasing practice in 2023 within the time limit of 4 monthsthad

c o mp a n yyeas informationbecause beU Deliveryas beeroperating for 2 years from 202023.
Participants on this study are customers who have made at least one online purchase on beU delivery
application. Geographicallthis study is limited to customersAaldis Ababa, Ethiopigpecifically around

Bole and Hayahulet. Methodologicalthis study uses qualitative research design and descriptive research
approach. Data is collected from questionaries given tolmivery customers.

2. Research Design and Methodology

2.1.Research Design

This study employed a descriptive design. Descriptive research is used to acquire information on the current
status of a condition and to describe "what exists" in terms of variables or conditions in a specific context.
According to Creswell (2003), thestiptive research approach is used to gather information on the present
or existing state. This study aims to assess the current condition of custonfiees purchasingractices

for food delivery, as well as their perceptions of a negative or positiget on the use of beU Delivery's

online food delivery serviceBoth quantitative and qualitative approaches are used in this research. The
guantitative measurement approach helps to understand ideas acquired wadtasquestionand the
qualitative measurement method assists in the interpretation of concepts that were gathered through open
ended questions.

2.2.Population, Sample Size and Sampling Technique

To get proper and relevant informaticegardingtheir purchasing practicghe target population for this
research consists of beU Delivery customers located in Addis Ababa. The study focuses on two specific
areas Bole and Hayahulet.

The nonprobability sampling technique was chosen due to the lack of a comprehensive and exact customer
database. A total of 200 customasrecommended by Malhotra (2006), were taken as a reliable sample
size for data collection. Among these, 120 were selected from Bole, while 80 were from Hayahulet. The
decision to select a higher number of customers in Bole was based on its relativeydpudgtion density
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and greater commercial activitidayahulet was takeasthe best location based on the recommendation
from beU Delivers database.

2.3. Types of Data to be Collected

This study makes use of both primary and secondary data sources. Primary data is obtained by researchers
with the goal of using it immediately in their investigation, whereas secondary data is data that already
exists and was collected by researchers fevipus studiesGhurchilland lacobucci, 2005). The student
researcher distributesistructured questionnaire to the appropriate people in order to gather primary data
and investigated secondary data, such as papers, academic journals, pertinent guddieations, and

works in order to support the study's outcomes and conclusions.

2.4. Methods of Data Collection

For this study primary data was gathered throwutjuestionnaire that is structured as it is the case

in quantitative research design. Kothari (2004) explains that a questionnaire is a data collection
instrument consisting of a series of questions designed to gather information from respondents.
The purpos of a questionnaire is to obtain data on specific research objeativasables. The
guestionnairavasdesigned with both closended questions that required respondents to express
their degree of agement using a fivpoint Likert rating scale from (1) strongly disagree to (5)
strongly agree and opeanded question thatequire customersto write their responses
Questionnaires were distributed to beU Delivery customers that have ordered food by using the
mobile application at least once.

2.5. Methods of Data Analysis

The data for this study is analyzed by using descriptive statistics as veglhastative and qualitative
methods. Descriptive statistics is used to summarize and display the obtained data in a relevant and brief
manner. This includes calculating measurements such as frequencies and percentages to characterize the
characteristicsrad distributions of the variables under consideratm customer responses on the epen

ended questi®are narrated.

3. Data Presentation, Analysisand Interpretation

Introduction

This chapter presents analysis, interpretation and finding of information collected through self
administered questionnaire from 200 beU Delivery customers. Out of the 200 distributed
guestionnaire, 6 were discarded because the responses were not ¢ahgieteainingl96 are

fully filled and returned represang a response rate of 98%. This response rate was high enough
to drawconclusionsrom the study. The quantitative data collected are presented by frequency
tables and to analyze the results Stiaté Package for the Social Science (SPSS) is, st
comments from customers in the ogErded question is narrated under the relevant quantitative
responses.
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3.1General Information

The general information includes demographic factors inclugergler,age, educational level

and occupation of the respondents. The research required to establish the gender, age, and
educationof the respondents. The purpose of the general information was to find out the
characteristics of the respondents and to show the distribution of the population in the study.

Table 3.1 General Information

Variables Category Frequency Percent
Male 110 56.1
Gender Female 86 43.9
Total 196 100.0
1829 120 61.2
3040 69 35.2
Age 41-50 6 3.1
Over 50 1 0.5
Total 196 100.0
Primary - -
High School 72 36.7
Educational Level Diploma 43 21.9
Degree and above 81 41.3
Total 196 100.0
Businessman 62 31.6
Employee 82 41.8
Occupation Student 46 23.5
No Job 6 3.1
Total 196 100.0

Source: Own survey result, 2023

As shown inTable 3.1, variables aréistributed across various categories. The data shows that 110
participantsareidentified as male, representing 56.1% of the total, while the remaining 48e83éntified
as female, totaling 86 respondents.

With 120 respondents out of the total falling in the2BBage range (61.2%), the second important variable
discussed is age. Those falling in the480age rangaccountedfor 69 respondents (35.2%). 6 respondents
belonged to the 450 (3.1%), age range and only 1 respondent fell into the over 50 (Ade&tange.

For the educational level variable, there were a total of 196 respondents. Among these, 81 individuals
(41.3%)held a degree or higher, 72 respondents (36h&d)completed high school, and 43 respondents
(21.9%)earned a diploma.

Out of the total respondents, occupation varied among 62 businessmen (31.6%), 82 employees (41.8%), 46
students (23.5%), and 6 participa(®sl%) with no job.
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Table 3.2 How Frequently do you use beU Delivery to Order Food

Frequency |Percent Valid Percent | Cumulative
Percent
Once a month 22 11.2 11.2 11.2
Every two weeks 57 29.1 29.1 40.3
Valid Once a week 52 26.5 26.5 66.8
Three times a week 34 17.3 17.3 84.2
Daily 31 15.8 15.8 100.0
Total 196 100.0 100.0

Source: Own survey result, 2023

According to the tablabove,66.8%o0f the user@rder from beU Delivery at least once a wegekowed

by about40.3%who orderevery two weeks, while 26.5% tifemparticipantorder once a weekotably,

a significantpercentagef users11.2% order from beU Delivery only once a month. A large proportion of
respondents order more frequently: 17.3% order 3 times a week and 15.8% order daily. In general, the data
suggests that a significant portion of the surveyed population uses be Upediyadarly, with a significant

number relying on it to deliver food several times a week or even a day.

3.2Customers Responses Regarding Perceived Ease of Use

Table 3.3Descriptive Result for Customers Perceived Ease of Use

purchasingprocess.

Strongly | disagree | neutral | agree | strongly | Total
Items disagree agree
| find it easy to navigate beyf ,, 43.4 7.1 28.1 | 8.2 100.0
Delivery'sonline platform.
| find it easy to locate the products
am looking for on the onlin|g 10.2 38.3 13.3 321 | 6.1 100.0
platform.
| find it easy tocomplete aronline
purchase on beU Delivery| 11.7 40.8 12.8 30.1 | 4.6 100.0
platform.
| am able toeasily track myorders, 4 , 42.3 163 | 286 | 3.6 100.0
on theonline platform.
The online platform provides clear
and concise instructions for theg 8.7 40.8 14.8 35.7 |- 100.0

Source: Own survey result, 2023

As table 3.3 indicates,sum of 56.6% of customers disagreed withdtatement stating that they found it
difficult to navigate online platforms. This includes 43.4% who disabered 13.3% who strongly
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disagred. A small percentage of responde@8.1% agreethat the platform is easy to navigate. In addition
8.2% strongly agreed and1%o of respondents were neutrdbken together, these results suggest that a
significant proportion of users have problems navigating the beU Delivery online platform, while a small
but still notable minority find it easy to use.

As the above table shows opinions are divided when it comes to the ease of finding products on an online
platform. Majority of respondents 38.3% disagreed with the statement, while 32.1% agreed, 13.3% were
neutral, 6.1% strongly agreed, and 10.2% strodgggreedGenerally these results indicate that there is

a significant portion of users who struggle to locate the products they are looking for.

The table also presents the responses to a survey question about the ease of completing online purchases on
beU Delivery's platform. The majority of respondgid3.899 disagreed with the statement, indicating that

they found it difficult to complete an online purcha®a. the other hand0.1% agreed that it was easy,

while a smaller percentage 4.6% strongly agreed. A notable proportion 12.8% remained neutral, and 11.7%
strongly disagreed. These results suggest that there is room for improvement im éxpeisence of beU

Delivery's platform, as a substantial number of respondents expressed dissatisfaction or uncertainty.

The above table presents data on customers' opinions regarding their ability to track orders on an online
platform. Accordingly, 9.2% strongly disagreed and 42.3% disagreed that they could easily track their
orders while 16.3% remained neutraDn the contrary28.6% agreed and 3.6% strongly agreed. Generally
these data show that a significant portion of customers exgpidissatisfaction or doubt about the tracking
process, while a smaller percentage had a positive experience. A customer has alsoaimanent:

“Unsatisfactory belU service! No onedeaeliverdddésyp

The customerscomment suggests that they had an unsatisfactory experience with the online platform's
tracking system. Despite the app indicating that the meal had been delivered, no one actually arrived with
the meal. It highlights a specific instance where the trgckimcess failed, leading to frustration and
disappointment with the platform's service.

The table also reveals that opinions are divided among customers regarding the clarity and conciseness of
instructions provided for the purchasing process on the online platform. A combined -4St&gly
disagreed (8.7%) and disagreed (40.8%ith thestatemenindicating a significant level of dissatisfaction.

On the other hand 4.8% remained neutral, while 35.7% agreed that the instructions were clear and concise.

3.3Customers Responses Regarding Perceived Usefulness

Table 3.4Descriptive Result for Customers Perceiviedefulness

Items Strongly | disagree | neutral | agree | strongly | Total
disagree agree

Using beJ Delivery'sonline platform

has saved me time and effort. 7.1 40.8 10.7 372 | 41 100.0
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The online platform provides a wig

range of food products that meetn 3.6 30.6 18.9 34.7 | 12.2 100.0
needs.

The online platform provide

accurate and upp-date information 8.7 40.3 7.1 38.8 | 5.1 100.0

about the food products.
The online platform provides

seamless and efficient purchasi 16.8 37.8 19.4 26.0 | - 100.0
process.

beU Delivery's online platform

provides a variety of payment optio| 25.0 40.8 14.8 194 |- 100.0

that are convenient for me.
Source: Own survey result, 2023

Table 3.4 presenthe distribution of responses regarding the perceived usefulness of using beU Delivery's
online platform. Majority of respondents expressed disagreement, with 40.8% disagreeing and 37.2%
agreeing with the statement. A smaller percentage of respondeptaasugral (10.7%), while a very small
percentage strongly disagreed (7.1%) or strongly agreed (4.1%). Generally, the results indicate a mixed
perception of the platform's usefulness, with a slight leaning towards disagreement. Two customers also
commentedelated to time and effort:

“I went through one of the worst exper imeafteres ever

an hour to cancel it and instructed me to purchase from another restaurant, which | did. Two and a half

hours later, the food | had ordered was delivered, making the total time | waited for delivery three and a
half hours. ”

“Once I ordered a food and after waiting for 25 m
cancelled without my knowledge. It took more than 2.5 hours to complete my second purchase. They
finally gave me the driver's number after | had cotdgddhem three times. When | told him | had to meet
him on the main road because it wa s Il at e, t he d

This comments indicatbatin one instance, the customer faced a lengthy and frustrating ordeal where their
initial order was canceled after an hour, leading to a longer wait time of three and a half hours for the
delivered food. In another case, the customer's order was candtedtuheir knowledge, resulting in a

wait time of over 2.5 hours for their second purchase. In addition, the deliverers uncooperative behavior
added to the customer's dissatisfaction. These comments further emphasize the challenges and frustrations
facedby customers, contributing to the overall mixed perception of the platform's usefulness.

The above table also presents the distribution of responses regarding the perceived range of food products
meeting the users' needs on beU Delivery's online platform. A small percentage of respondents strongly
disagreed (3.6%), while a larger proportiosatdjreed (30.6%) with the statement. A considerable number

of respondents expressed a neutral stance (18.9%), whereas a significant portion agreed (34.7%) or strongly
agreed (12.2%) that the platform provides a wide range of food products that meetttieiQweerall, the

results suggest that a majority of respondents believe the online platform caters to their food preferences.
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The table above displays the distribution of responses regarding the accuracy-tarthtegness of
information provided about food products on beU Delivery's online platform. A relatively small percentage

of respondents strongly disagreed (8.7%), whierger proportion disagreed (40.3%) with the statement.

A small percentage expressed a neutral stance (7.1%), whereas a considerable number agreed (38.8%) or
strongly agreed (5.1%) that the platform provides accurate atwdgte information about fogoroducts.

Overall, the results indicate a mixed perception, with a significant portion of respondents expressing doubts
about the information's accuracy andtaglatedness.

The tablepresents the distribution of responses regarding the perceived seamlessness and efficiency of the
purchasing process on beU Delivery's online platform. A significant percentage of respondents expressed
dissatisfaction, with 16.8% strongly disagreeing aiB% disagreeing with the statement. A notable
number of respondents remained neutral (19.4%), while a relatively lower percentage agreed (26.0%) that
the platform provides a seamless and efficient purchasing process. The data does not dsperRatgNts

strongly agreeing with the statement. Overall, the results suggest that a majority of respondents find the
purchasing process on the platform lacking in terms of seamlessness and efficiency.

The tabledisplays the distribution of responses regarding the availability of convenient payment options
on beU Delivery's online platform. A significant percentage of respondents expressed dissatisfaction, with
25.0% strongly disagreeing and 40.8% disagreeing thélstatement. A notable number of respondents
remained neutral (14.8%), while a smaller percentage agreed (19.4%) that the platform provides a variety
of convenient payment options. The data does not show any respondents strongly agreeiing with
statement. Overall, the results suggest that a majority of respondents find the available payment options on
the platform to be lacking in convenience. A comment feaustomer is as follows:

“Payment only accepted in cash no alternative pa
app, and further more, t he delivery driver wo

The customer's comment highlights several issues related to the availability of convenient payment options
on beU Delivery's online platform. They mention that only cash payments are accepted, with no alternative
payment methods provided. This aligns viltle data presented, which shows a significant percentage of
respondents expressing dissatisfaction with the platform's payment options.

3.4Customers Responses Regarding Attitude

Table 3.5Descriptive Result for Customers Attitude

Strongly | disagree | neutral | agree | strongly | Total
Items disagree agree

| feel that beU Delivery's onlini

service is a convenient option f{ 3.1 37.8 24.0 306 |4.6 100.0
me.

| feel that beUDelivery values its

customers and provides excell 9.7 43.4 14.8 31.1 | 1.0 100.0

customer service.
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| feel that beU Delivery's onlin

service provides good value for n 2.0 39.3 15.3 378 |5.6 100.0
money.

| am likely to continue using bel

Delivery for my future onling 6.1 37.8 15.8 36.2 |41 100.0
purchases.

| would recommend beU Delivery
online service to friends and family
Source: Own survey result, 2023

5.1 39.3 13.3 35.7 | 6.6 100.0

Table 3.5resents the distribution of responses regarding the attitude towards beU Delivery's online service
as a convenient option. A small percentage of respondents (3ti8aply disagreed, while a larger
proportion (37.8%) disagreed with the statement. A significant number of respondents @4@8ssed

a neutral stance, whereas a considerable percentage (30.6%) agreed or (4.6%) strongly agreed that the online
service is a convenient option for them. Overall, the results suggest that the maja#yafdents have

mixed opinions, with a notable proportion considering the service convenient but also a considerable
number being neutral or disagreeing.

The table above shows the distribution of responses regarding the perception of beU Delivery valuing its
customers and providing excellent customer service. A notable percentage of respondenstr(h@p)
disagreed, while a significant proportion (43.4%) disagreed with the statement. A fair number of
respondent$14.8%) expressed a neutral stance, whereas a considerable percentage (31.1%) agreed or
strongly agreed (1.0%) that beU Delivery values its customers and offers excellent customer service.
Overdl, the results indicate mixed perceptions, with a significant portion of respondents having reservations
or disagreeing with the statement. Two customers have given their cosanéoliows:

“The delivery person doesn't answer the phone aft
center) ignores you after you explain what occurred and won't pick up the phone. Worst service ever.

They should resign if they don'twantto dothies ». Don 't spoil it for ot
“Really poor service. They are impolite and have
my purchase has been cancell ed. They never even

Both comments highlight significant failures in customer service, including unresponsive delivery
personnel, unhelpful call centers, lack of communication, and impolite behavior. These experiences
contribute to the customers' strong negative sentimentsranfbrce their dissatisfaction with beU
Delivery's service quality.

The table alsshows the distribution of responses regarding the perception of beU Delivery's online service
providing good value for money. Only a small percentage of respor(@ebfi§ strongly disagreed, while

a significant proportior(39.3%) disagreed with the statement. A fair number of respond@st8%9
expressed a neutral stance, whereas a considerable perd@iit8§@ agreed o1(5.6%) strongly agreed

that the service provides good value for money. Overall, the results suggest that the niagsigralents

have a positive perception of the service's value for money, although there is a notable proportion of
respondents who disagree or remain neutral.
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The above table displays the distribution of responses regarding the likelihood of continuing to use beU
Delivery for future online purchases. A small percentage of respondérit$9 strongly disagreed, while

a considerable proportiof87.8%99 disagreed with the statement. A fair number of respond&bt8%)
expressed a neutral stance, whereas a significant perc€36a2f#) agreed o(4.1%) strongly agreed that

they would continue using beU Delivery. Overall, the results indicate a mixed perception, with a notable
portion of respondents expressing hesitation or disagreement about their future usage, while a substantial
number indicated a wihgness to continue using the service.

The table abovgresents the distribution of responses regarding the likelihood of recommending beU
Delivery's online service to friends and family. A small percentage of responeih® strongly
disagreed, while a considerable proporti@9.3%9 disagreedwith the statement. A fair number of
respondent§l 3.3%) expressed a neutral stance, whereas a significant perc€bafd) agreed 0(6.6%)

strongly agreethat they would recommend the service. Overall, the results suggest mixed opinions, with

a ndable proportion of respondents expressing hesitation or disagreement in recommending the service to
others, although a substantial number indicated a willingness to make recommendations.

3.5Customers Responses Reqgarding Trust

Table 3.6Descriptive Result for Customers Trust

Strongly | disagree | neutral | agree | strongly | Total
Items disagree agree

| trust beUDelivery's online service

. .- 20.4 28.1 39.8 |11.7 100.0
to protect my personal information
| trust beU Delivery to deliver m
orders on time and in gog 13.8 45.9 13.3 245 |26 100.0
condition.
| trust beU Delivery's online food 20.9 40.3 10.7 250 |31 100.0

displays are delivered as promisel
| feel that beU Delivery's onlin
service is transparent about the cq 12.8 33.2 18.9 30.1 |51 100.0
associated with my orders.
| feel that beUDelivery's online
service is a trustworthy option fq 9.2 41.8 15.8 321 | 1.0 100.0
online purchasing.
Source: Own survey result, 2023

Table 3.6llustrates the distribution of responses regarding the level of trust in beU Delivery's online service
to protect personal information. A significant percentage of respon@2di$%) disagreedwith the
statement. A considerable porti{28.199 expressed a neutral stance, while a higher perce(38d89

agreed oK(11.7% strongly agreed that they trust beU Delivery's online service to protect their personal
information. These results indicate a relatively positive level of trust, with a majority ofncsgute
expressing confidence in the service's ability to safeguard their personal data.
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The above tabldisplays the distribution of responses regarding the level of trust in beU Delivery's ability

to deliver orders on time and in good condition. A notable percentage of respondents expressed a lack of
trust, with 13.8% strongly disagreeing and 45.9% disaggeeith the statement. Additionally, 13.3% of
respondents remained neutral, while 24.5% agreed and only 2.6% strongly agreed that they trust beU
Delivery in delivering orders as expected. These results indicate a significant portiopaidersts
harboring doubts or concerns about the timeliness and condition of deliveries by beU Delivery.

The tabledisplays the distribution of responses regarding the level of trust in beU Delivery's ability to
deliver online food displays as promised. With 20.9% strongly disagreeing and 40.3% disagreeing with the
proposition, a significant percentage of survey pipaicts said they lacked trust. In addition, 25.0% of
respondents agreed, while 10.7% disagreed, and just 3.1% strongly agreed that they trusted beU Delivery's
online food displays are delivered as promised. According to these findings, significabers of
respondents expressed doubts or mistrust concerning the delivery of food displays as promised by beU
Delivery.

“l paid 390 Birr for a burger at Tsega Milk, howe
second time this has occurred to me; the first time | ordered a burger and milkshake for 600 Birr, there
were neither french fries nor ketchup. | shhave purchased 1 kilo of beef and cooked it. | believe
people should go in person to place orders

The customer's negative experiences with missing items suggest that beU Delivery may not consistently
deliver orders as advertised or displayed online. It raises doubts about the reliability and accuracy of the
online food displays, indicating a potentigp between customers' expectations and the actual fulfillment

of their orders. These instances further support the notion that online food displays may not always be
delivered as promised, adding to the customer's frustration and disappointment.

The table alsdllustrates the distribution of responses regarding the perception of beU Delivery's online
service transparency about the costs associated with orders. A significant proportion of respondents
expressed dissatisfaction or skepticism, with 12.8% stronghgdéeing and 33.2% disagreeing with the
statement. Additionally, 18.9% of respondents remained neutral, while 30.1% agreed and only 5.1%
strongly agreed that they perceive beU Delivery's online service as transparent about costs. Tisese resu
indicate a notable portion of respondents perceiving lack of transparency regarding cost information.

“They delivered my order by 9:00AM after [ placed
something is 166 Birr, then when the delivery person shows up, it's 200 Birr. This has occurred three
t i mes . ”

This comment highlights lack of transparency and consistency in communicating the costs associated with
orders on beU Delivery's online platform. The discrepancy between the initially stated price and the final
amount creates confusion and undermines frushe platform's pricing transparency. It supports the
perception expressed by a significant proportion of respondents in the table's data, who disagreed or
expressed skepticism about beU Delivery's online service transparency regarding costs.

The table aboveshows the distribution of replies to beU Delivery's online service as a trustworthy
alternative for online shopping. With 9.2% strongly disagreeing and 41.8% disagreeing, a sizable portion

69|Page



of respondents indicated uncertainty or lack of faith. Furthermore, 32.1% agreed and just 1.0% strongly
agreed that they believe beU Delivery's online service to be reliable for online purchases, while 15.8% of
respondents were ambivalent on the mattees€Hindings reveal that a significant number of respondents
had issues or reservations regarding the trustworthiness of beU Delivery's online service.

“l1 placed an ordevr for food that was just a few h
would be 150 br, or 115 br + 35 br. | knew the lunch would cost 90 br. It's obvious that it's a deception
and a way to fool a customer. Howwasdtps i bl e t o spend over 66% on

This comment highlights the customer's suspicion and belief that beU Delivery's online service is engaging
in deceptive practices. It supports the findings of the table's data, which show a significant proportion of
respondents expressing uncertainty sbdlief in the trustworthiness of beU Delivery's online service. The
customer's experience raises concerns about transparency, pricing accuracy, and overall trustworthiness,
further contributing to the reservations expressed by respondents in the table.

4. Summary, Conclusionsand Recommendations

This chapter summarizes the key results, conclusions, and recommendationsesédneh. As a result,
the study's findings were briefly summarized in the first part, along with the conclusion that was reached.
The last part of this chapter offers recommendations based on the findings.

4.1 Summary

The provided data consists of survey results regarding customers' general information, perceived ease of
use, perceived usefulness, and attitude towards beU Delivery's online platform.

In terms of general information, the data shows the demographic factors of the respondents. The majority
of respondents were male (56.1%) and fell into the9.8ge range (61.2%). In terms of educational level,

a significant portion had a degree or higt&t.3%), while others had completed high school (36.7%) or
earned a diploma (21.9%). In terms of occupation, the respondents varied, with businessmen (31.6%) and
employees (41.8%) being the most common categories.

Regarding the frequency of using beU Delivery, the data reveals that 29.1% of users order from the platform
every two weeks11.2% order from beU Delivery only once a moritkdeekly orders were the most
common (26.5%), followed by ordering three times a week (17.3%) and daily (15.8%).

The perceived ease of use section shows mixed responses from customers. Many users expressed
difficulties in navigating the online platform (56.6%) and finding the products they were looking for
(38.3%). Additionally, a significant proportion of customg8.8%) found it challenging to complete an

online purchase and (51.5%jack their orders. The clarity and conciseness of instructions for the
purchasing process also received mixed respds48.5%.

Regarding perceived usefulness, customers expressed a mixed perception of beU Delivery's online
platform. While some (37.2%) agreed that it saved them time and effort and provided a wide range of food
products, others (46.9%lisagreed with these statements. Customers (48.9%) also had doubts about the
accuracy and upp-datedness of the information provided and 54@&%hem onthe seamlessness and
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efficiency of the purchasing process. The availability of convenient payment options received negative
feedback, with many customers dissatisfied (65.8%).

Customers' attitudes towards beU Delivery's online service were generally positive, but there were some
reservations. A significant percentage of customers (30.6%) found it to be a convenient option and 37.8%
felt that it provided good value for money. However, there were concerns about the company's customer
service (53.1%) and the likelihood of continued usage (40.3%). Despite these reservations, many customers
(42.3%)would still recommend beU Delivery to friends and family.

4.2 Conclusions

The customer responses regarding the ease of use of beU Delivery's online platform paint a diverse picture
of opinions and concerns. A substantial proportion of users faced difficulties navigating the platform, as
indicated by the majority who disagreexbsigly or simply disagreed. Conversely, a smaller but still notable
minority found the platform easy to use. Similarly, opinions were divided when it came to locating products,
with a significant portion expressing struggles in finding what they desidpl@ting online purchases

also proved challenging for a majority of respondents, while a smaller percentage reported an effortless
experience. The ability to track orders garnered mixed feedback, with a notable segment expressing
dissatisfaction or unceainty. A customer's specific comment highlighted a significant failure in the
tracking system, leading to frustration and disappointment. Furthermore, the clarity and conciseness of
purchasing instructions fell short for a substantial number of customeisating a notable level of
dissatisfaction. These findings collectively underscore the need for improvements in user experience and
the necessity to address the concerns voiced by customers.

The customers' responses regarding the perceived usefulness of beU Delivery's online platform indicate a
mixed perception, with a majority of respondents expressing disagreement. The comments from customers
highlight negative experiences, such as lengthit imes, canceled orders, and uncooperative behavior
from delivery drivers, contributing to the overall mixed perception. Regarding the perceived range of food
products, a majority of respondents believe that the platform provides a wide range ofoihactpthat

meet their needs. However, when it comes to the accuracy aweedapedness of information about food
products, there is a mixed perception, with a significant portion of respondents expressing doubts. The
purchasing process on the platformseen as lacking in terms of seamlessness and efficiency, with a
majority of respondents expressing dissatisfaction. Similarly, the availability of convenient payment
options is perceived as lacking, with a majority of respondents expressing dissatisfeltia@customer's
comment emphasizes the absence of alternative payment methods and insufficient meal descriptions on the
app, aligning with the data presented. These findings indicate areas where beU Delivery can improve, such
as reducing wait times, entn@ng information accuracy, and providing more convenient payment options,

to enhance the perceived usefulness and overall customer experience.

The customer responses regarding attitude towards beU Delivery's online service reveal mixed opinions.
When it comes to convenience, a notable proportion of respondents disagreed or had a neutral stance, while
a considerable percentage agreed that théceas/convenient. The perception of beU Delivery valuing its
customers and providing excellent customer service also varied, with a significant portion expressing
reservations or disagreement. The comments from customers highlight significant failavessomer

service, such as unresponsive delivery personnel, unhelpful call centers, and lack of communication,
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contributing to negative sentiments and dissatisfaction. In terms of value for money, the majority of
respondents had a positive perception, although a notable proportion disagreed or remained neutral. When
considering future usage of beU Delivery, theraswa mixed perception, with a significant portion
expressing hesitation or disagreement, while a substantial number indicated a willingness to continue using
the service. Lastly, in terms of recommendations, there were mixed opinions, with a notabléopropor
expressing hesitation or disagreement, although a substantial number indicated a willingness to recommend
the service. These findings demonstrate the need for beU Delivery to address customer service issues,
improve convenience, and enhance value gsibion to enhance customer satisfaction and loyalty.

The customer responses regarding trust in beU Delivery's online service reveal a complex picture. When it

comes to protecting personal information, a majority of respondents expressed confidence in the service's
ability to safeguard their data, indicatiagpositive level of trust. However, doubts emerged when it came

to delivering orders on time and in good condition. Many customers shared negative experiences of missing

items, raising concerns about the accuracy of online food displays and the fulfolitlesit expectations.

The perception of transparency regarding costs associated with orders was also a point of contention, with
customers expressing skepticism and dissatisfaction. These sentiments were reinforced by instances of
pricing discrepancieswd confusion. Such experiences eroded trust and added to the reservations expressed

by a significant number of respondents. These findings show that there is a clear need for beU Delivery to

address delivery accuracy, transparency, and consistency te tra@gap between customer expectations

and their actual experiences, fostering trust in their online service.

4.3Recommendations

Based on the conclusions drawn from the customer responses, recommendations regarding beU Delivery
ease of use could be made. Firstly, addressing the difficulties in navigation is;imfifying the
interface, improving search functionalities, and providing clear labels and intuitive navigation paths can
enhance usability. Secondly, efforts should be made ensuring that customers can easily locate the items
they are looking for. Thisam be achieved through improved categorization, advanced filtering options, and
personalized recommendations. Thirdly, streamlining the online purchasing process is vital, focusing on
eliminating any unnecessary steps, providing clear instructions, angingna seamless checkout
experience. Additionally, the tracking system should be enhanced to minimize errors and inaccuracies,
providing realtime updates and reliable information to customers. Lastly, the feedback regarding the clarity
and conciseness bfstructions necessitates revisiting and revising the purchasing guidelines to make them
more useiffriendly and easily understandable. Implementing these recommendations can lead to a more
usercentric and satisfactory experience on the beU Deliveryophatf

As for beU de linaddeessing the isaue ef engihynwait tisnes and canceled implementing
measures such as optimizing delivery routes, increasing the number of delivery drivers during peak hours,
and improving communication with customers regarding order status can helptallidse concerns.
Secondly, enhancing the accuracy andadgatedness of information about food products is essential.
Regularly updating the platform's product database, verifying information with suppliers, amshenphg
usergenerated content mechanisms like reviews and ratings can contribute to a more reliable and
trustworthy platform. Thirdly, streamlining the purchasing process and improving its efficiency is vital.
Simplifying the user interface, minimizingeps required for placing an order, and optimizing the platform's
performance can significantly enhance the seamlessness of the overall experience. Lastly, expanding the
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range of convenient payment options is recommended. Integrating popular digital payment mechanisms
such as Tele birr, CBE birr, Apollo and other mobile banking systems allowing feocakHivery, and
considering alternative payment methods will catex vader range of customer preferences.

)

Regarding customer’s attitude towards beU Delive:
service should be a top priority. This can be achieved by addressing the identified failures, such as training
delivery personnel to be more responsive helpful, implementing effective communication channels,

and ensuring call centebg equipped to handle customer inquiries and complaints efficiently. Secondly,
enhancing convenience is crucial. This can involve streamlining the ordering process, immehsitg

or app usability, and providing clear and timely communication regarding delivery updates. Additionally,
focusing on value for money by offering competitive pricing, promotions, and loyalty programs can help

sway customer perceptions in a positideection. Lastly, to address hesitations and encourage
recommendations, implementing customer feedback mechanisms and actively seeking input from
customers can show a commitment to continuous improvement.

Concerning customer’s trust 1in belU Delivery's onl
improving delivery accuracy and ensuring orders are delivered on time and in good condition. This can be
achieved through better inventory managemémiproved quality control measures, and effective
communication with customers regarding any delays or issues. Secondly, enhancing transparency is crucial.
Providing clear and detailed information about costs associated with orders, including item @liicay, d

fees, and any additional charges, can help alleviate customer skepticism and dissatisfaction. Implementing
mechanisms to address pricing discrepancies and promptly resolving any issues that arise will contribute to
building trust. Moreover, beU Digkry should actively seek customer feedback, listen to their concerns,

and take appropriate actions to bridge the gap between customer expectations and actual experiences.
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Contribution of Export Diversification for Economic Growth in Ethiopia,
Ebtisam Muzemil, Wolkite University

Abstract
Export diversification has often been claimed to be a key element of development strategies for

developing countries including Ethiopia. This study aims to examine export diversification that
has been pursued by two regimes, identifying internal and ekteonstraints, and opportunities

to diversify Ethiopia export. The major objectives of the study are to analyze the long run impact
of export diversification on economic growth during the period 1Z®P. In this study export
diversification is measuretirough the empirical analysis of the model has performed in assessing
the relationship between export diversification and economic growth of the country including
Gross Capital Formation and Exchandgrate as an additional variableThe empirical result
suggestsand it was found that there is long run relationship among the variablesefore,
export diversification and economic growth have a long run relationship. The researcher
recommends that more emphasis should be given in the production andaéxpartufactured
inputs that have higher elasticity demand than agricultural commodities which have low elasticity
in response to price and supply.

1.INTRODUCTION

1.1 Background of the study
Foreign trade 1 a decisive role in the economy of developing countries. However, the efforts of

developing countries towards expanding their foreign exchange earnings arettargggrrey
different constraints. The main constraints on domestic front include smallness of the volume of
exportable productandthe limited degree of diversification composition of exports. The fact that
exports are made up of mainly unprocessed primary products on the external front show the
demand for price of primamyroducts excessive composition among developed countries. The fact
is thatdeveloping countries are limited industrial products with higher price relative to those
primary product§WTO, 2003)

Motivated by the desire to spread risks, raising capacity utilization and increasing total export
diversification has been the concern of most developing countries including Ethiopia. Despite such
concern, however, very few developing countrie€ast andSouth East Asia (such as South

Korea, Taiwan, Hong Kong, Singapore, Malaysia and Thailasdyell as developing America
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(such as Brazil, Argentina and Mexico) have actually managed to achieve a diversified export
structure with greaterolume of manufacturer®irhanu, 2003)

The overall performance of Africa in terms of export diversification has been far from satisfactory
and most countries continued to be totally dependent on a few traditional exports. As argued by
theWorld Bank (2000), many African countries have lost market share in their traditional exports
while at the same time to achieve significant export diversification in the post 30 years, such
unsatisfactory performance given the regions huge potential for momsitiec production and
export signify the existece of same constraints either in the supply or demand side or both
(Birhanu, 2003)

Ethiopiad sexport portfolio is characterizedy a highly concentrated on a few groups of
commodities (coffesometimescalled one crop economy) which are highly vulnerable to change

in the price of primary commoditieNeedless to sa¥thiopia isin particular in almost all of the
performance of the major coffee suppliers (like Brazil and Vietnam) to the world market falls short
from major coffee suppligiShewangizaw, 2003)

Generally, the Ethiopian economy is not well developed and characterized by unstable export
sectorsits exports are constrained in small number of primary products. This has been lagging its
contribution to the growth or economy amgedless to mentigthe export items are agriculture
products, with coffee as the major foreign exchange earnings.

1.2 Statement of the Problem
Export contributes a lot to the development of the county. This is because it enables to earn foreign

exchange, which is crucial for financing import development gotiuks experience dast Asian
countriesalso confirms that making huge subsides investment in the export sector can hasten
economic growth. This countwhich provided larger subsides to export segtasable to realize
miracle. Most developing countries, however, are often exposed to external shocks. For instance,
many of them were hit by the widespread balance of payment crisis of the 1985, which in turn
resulted in serious development problems. Thenroaurses for their exposure to external shocks
have been their reliance on primary comniedifor export, the real price of which have shown a
downward trend since 1980 s . Consequently,
significant. The situation in Ethiopia is not different from that of other developing countries. About
91 percenbf the export commodities are obtained from agriculture and its présiEDAC,

1999)
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Most developing countries have continued to be very dependea few commaodities for their
export results in secular and unpredictable declining trends in international prices. Consequently,
such large volatility in export earnings has a significant adverse impact on the macro economy of
developing countries in der to reduce the extensive dependence on primary commodities, for
generating export earnings, the need to diversify their range of production of primary commodities
(Teshale, 2005)

Similar to other nation, Ethiopia export earning is heavily dependent on a few agricultural primary
commodities whose world market prices have been unsuitable. The export earnings generated from
the export had remained the same for long period of timermmstof commodities. Thus, there are

still high traditional commodities and geographic concentrations. Consequently, the country failed
to finance its need®ebele, 2002)

Depending on a few products or commoditigsecially primary commodities suffer problems
susceptible to the climate change of the nature and international price movement. Hence,
commodity exports are not supportive of technology transfer unlike to merchandise exports
(Brook, 1997).

Ethiopian export sector is characterized by over dependertbe éew agricultural products with
limited export of manufactured and semianufactured good&Ghiorgis, 1992)Many research

have been done regarding international level of export diversificagsoabasis of economic
growth. This study aims to investigatee contribution of exportliversification for economic
growth in Ethiopia duringhe period 1992022and analyze structure of Ethiopian export sector.

In addition to this, the study fillthe time gap of existing literaturdsy including current

informationand analyzeéhe performance of the sector aprbvidedpolicy recommendations.

1.3 Objective of the Study

1.3.1 General Objective
The general objective of the stushhasto assess the contribution of export diversification for

economic growth in Ethiopia.

1.3.2 Specific Objective
More specifically the papdradthe following objectives

» Investigatghe contribution of export diversification for economic growth

» Analyze structure of Ethiopian export durithg study periogdand
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» Look at themajor commoditie€thiopian exports and their contribution from the total

export.

1.4 Scope of the Study
Due to the with and complex nature of the study, this investigatiomnl toecover the perio@99G

2022. It attemptedo analyze therole of export diversifiation during this period. lalso
emphasiedthe export of Ethiopia and assed#eeir divasification. The research waadertaken

at the national level.

1. METHODOLOGY OF THE STUDY
1.1. Methodology of the Study

The researchdnas usedlescriptive methodology and econometric analysisollect, analyze

and interpret the data obtained from different sources

Types and Sources of Data

All the data in this study wagcondary data. Thimcument review in this studypmprisel Annual
ReportofNat i onal Ba nNMBE)orfexdgorsihrade during thesyed@002022 reports
of the Central statisticsgencyof Ethiopia (CSA), Ethiopian Custom Authority (ECAthiopian
Economic AssociationéEEA), World Bank(WB), and International MonetaryuRd (IMF). In
addition to thisdifferentbooks, annual reportdpcuments of economic journals dnternetwere

used.

1.2. Method of Data Analysis

1.2.1. Descriptive Analysis

The papemwasanalyzed using different methods to analyze the time seriousTadathow the
contribution of export diversification on Ethiopian economic growth, descriptive method of data

analysis was used.

1.2.2. Econometrics Analysis

In addition to descriptive analysis, the econometrics analysis was used to show the influence of
each explanatory variable on dependent variaiihe. study adopdd ARDL model in order to

assess the short run and lemp relationship between the dependent (endogenous) variable and
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independent (exogenous) variablébe statistical software package used for the econometric
analysisvasSTATA 15.

1.3. Econometrics Model Specification

The study used Autoregressiiestributed Lag (ARDL) approachecause the unit root test or
stationary test shows one variable is stationary at level and the remaining are statioffary at 1
difference and ? difference. As a result, the study used ARDL moBelsaran and Sh{1995)
proposed Autoregressive Distributed Lag (ARDL) approach to cointegration or bound procedure
for a long run relationship, irrespective of whether the underlying variables are 1(0), 1(1) or a
combination of both. In such situation, the application of ARDprapch to cointegration will

give realistic and efficient estimates

1.4. Description of the variables

The dependent variable:
» Realgross domestic product (GDP)s an inflationadjusted measure that reflects the

value of all goods and services produced by@nomyin a given year. Real GDP is
expressed in baggear prices. It is often referred to as consfaite GDP, inflation
corrected GDP, or constadollar GDP. Put simply, real GDP measures the total economic

output of a country and is adjusted for changgwice.

The independent variable:

» Total Exports are goods and services that are produced domestically, but then sold to
customers residing in other countries. Those exports bring money into the country, which
increases the exporting nation's GDP. While an increase in exports leads to economic
growth, hgher income levels can also lead to increased trade, leading to bilateral
interactions.

» Commodity concentrationis believed to be the major contributor to instability in export
revenue. It is argued that countries with commodity concentration are adversely affected
by volatility in market prices through swings in foreign exchange revenues. In this study,
export diwersification is measured using the Herfindahl Index (HI), which is the most
frequently applied measure of trade and commodity concentration. Since the Herfindahl

index is a measure of export concentration, we expect it to be négadlated to GDP
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per capita growth. The HHI index takes values from 0 to 1, while higher value show greater
concentration and values closer to 0 indicate greater diversification.

» Geographic concentration This index measures, for each product, the degree of export
market concentration by country of origin. It tells us if a large share of commodity exports
is accounted for by a small number of countries or, on the contrary, if exports are well
distributed amng many countries. The index ranges from 0 to 1 with higher values
indicating more market concentration.

» Exchange rateis a relative price of one currency expressed in terms of another currency
(or group of currencies). In finance, an exchange rate (also known as a-fexelgmge
rate, forex rate) between two currencies is the rate at which one currency will be edchange
for another. It is also regarded as the value of one country's currency in terms of another
currency foreign exchange rates. When a country's GDP rises, its currency's worth also
rises. It works the same way in the other direction, too. Véheountry's GDP falls, its
currency also weakens. The exchange rate can have an influence on economic growth. And
the economic growth rate can influence the exchange rate

» Gross capital formation (formerly gross domestic investment) consists of outlays on
additions to the fixed assets of the economy plus net changes in the level of inventories.
Fixed assets include land improvements (fences, ditches, drains, and so on); plant,
machinery, and equipent purchases; and the construction of roads, railways, and the like,
including schools, offices, hospitals, private residential dwellings, and commercial and
industrial buildingsHigher economic growth leads to higher capital formation and that in

turn,increases in capital formation resodtin higher economic growth.

Augmented Dickey Fuller test

The Augmented Dickey Fuller te6ADF) unit root test hadeentaken to verify whether the
variables in our model are stationary or not. In applying ARDL mdigelariables interred in the
regression should not be integrated of order two. To check thus condition, unit root test is
conducted before any sort of action taken even. Though the ARDL framework does not require re
testing variables to be done, the unit root test could convenience us whether or not ARDL model
should be used. A random time sergsaid to be stationary, if its mean and variance are constant
over time and the value of covariance betweentime period depends onlgn the distance

between the twdime period and not on the actual time at which the variance is computed
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(Gujarati, 1995) In order to check for the time series properties stationary of the variables,

augmented dickey fuller test (ADF) $laeenused

Test of co integration
The ARDL approach statvith specifying unrestricted error correction model (UEGRBsaran,

2001) The UECM integrates the short run dynamics with long run equilibrium without losing any
long run information. From UECM, the long run coefficients are the coefficient of the one lagged
explanatory variable divide by the coefficient of the one laggedndiepe variablgPesaran,

2001) The study enployed an ARDL modeling approach ¢éxamine the longun relationship

and dynamic interaction betweB®al GDP and its determinanéRDL model can be written as:
ARGDP to+=1RGDPtl +TXtrl $CGCit-1 +4GLCIt-1 +EX&Rt-1++ ¢@GCR-1+
Bipt 1 RADPtl +P2pt 0 TXA-1  Hdp + 0 CQt-1 + BPpi= 0 GAt-1  +fs5 PpE0
AEXRt1  HBepdF 0 G@R-1+¢t

Where o0 i s,oatobrepresenttthe toageupnt ¢ o e f1-fPs are thenshostun f
coefficientof ARDL model,e t s t he white noise residndpibs, A
number of lag.

Error correction model ECM)

After estimating the long run coefficientbe second stefs estimation of error correction
representation. This ECM representation shows the short run dynamics of the model along with
the long run equilibrium of the model. The error correction model(ghows fast or degree of
adjustment the variables converge to equilibrium. If the error correction model term has a negative
sign, the variables converge to equilibrium. The term ECMt as a speed of adjustment parameter or
feedback effectss derived & the error term from the @ategration models. It shows how much

of the disequilibrium is being corrected, that is, the extent to which any disequilibrium in the
previous period is being adjusted. A positive coefficient indicates a divergence, whijataee
coefficient indicates convergenfékoro and Kelvin, 2016)

Diagnostic Test

In this study, the diagnostic testuch as Breuseodfrey LM test for autocorrelation,
Skewness/Kurtositests for Normality, Breusepagan/CooRkNeisberg test foheteroscedasticity

were useand thaest showdthat all are consistent to estimate the ECM model.
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3. RESULT AND DISCUSSION

This chapter involves displaying the result obtained from the study, argtiisin and inferring

the proper interrelation

3.1 Descriptive analysis

This part of analysis describes each variabthe study period angives explanation by observing

the graph.

Table 3.1 Descriptive of statistics of the variable
Variables Observation | Mean Std. Dev. Min Max
RGDP 33 830772.5 624422.4 247914.6 2248572
X 33 3.36e+07 4.60e+07 300267 2.00e+08
CCl 33 48.81303 11.9897 36.47 711
GCl 33 44.68061 5.821758 34.1 58.73
EXR 33 13.83309 10.96137 2.07 48.56736
GCF 33 274631 412375.1 5269.364 1560325

Source: own computing using STATA software

As the above table showthe dependent variabRGDPhas a maximum value @248572million
birr recorded in2022 and its minimum i247914.6million birr in 1992 From the given time
period a maximum amount off X is 2.00e+08thousand birrand its minimum valu€00267
thousandirr; CCl has a maximum of1.1%and a minimum 086.4®6; GCIl has a maximum of
58.73% and a minimunof 34.1%; EXRhas a maximumalueof 48.567 birrand a minimum of
2.07 birr. Fnally, GCFhas a maximumalueof 1560325million birr and a minimum 05269.364
million birr. The averagealueof RGDP, TX, CCI, GCI, EXR an&CF from 1990 up to 2022

has bee830772.53.36e+0748.8130344.68061 13.83309274631 respectively.

3.2 Econometric Analysis

3.2.1 Stationaryor Unit Root Test
A unit root test is applied to ascertain stationarity of variables used in a time seridsaddsan

examining if a particular variable used is stationary or stetie Augmented Dickefruller (ADF)
test is employed to test the stationarity of the variables in the model
Table 3.2 ADF Tests for Unit Roots

With constant, atsllag difference

82|Page



Variables TestStatistics| 1% Critical | 5% Critical | 10%¢Critical | Stationary at
Value Value Value

RGDP -5.748 -3.723 -2.989 -2.625 2" difference
X -3.075 -3.723 -2.989 -2.625 2" difference
CCl -4.032 -3.716 -2.986 -2.624 1°difference
GClI -5.227 -3.716 -2.986 -2.624 1%t difference
EXR -3.675 -3.723 -2.989 -2.625 2" difference
GCF 6.321 -3.709 -2.983 -2.983 Level

Source: own computing using STATA software

According tothe table above, the test results revealed that the variables used in the regression
model are stationary.his means that the null hypothesisagected Becausehe null hypothesis

in the ADF unit root test ithatthere is unit root onon-stationaryandthe alternative hypothesis

is that no unit root or stationaryhe decision rule is based on comparingahsolute value of
computedTeststatistic withthe absolute value of computendtical value.As summarized in the

table above GCF is stationary at levels, CCl and GCI are stationary®atifferenceand the
remaining RGDP, TX and EXRre stationary &2"¢ difference.

3.2.2ARDL Bounds test for Co-integration
The next procedure is test for-ouegration, i.e. to test the presence of long run equilibrium

relationship among variables or not. In this study ARDL Bounds test was employed to tiest for
existence of cantegration byusing the right lag length selection measure.
Table 3.3: ARDL Bounds test for Gantegration

F statistics9.953

T-Statistics=1.458

Critical Values

Level of significance I(0) bound (1) bound
10% 2.26 3.35
5% 2.62 3.79
1% 3.41 4.68

Source Own computing Using STATA software
The above result which is found fromRDL bound testshows theexistence of long run

relationship among the variabled hus, the studyejectsthe null hypothesis at significance level
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of one percerfive percentand ten percertecausen ARDL bound test the null hypothesssthat
there isno levels relationshipr nolong run relationshipndthe alternative hypothesis is thiaére
is levels relationshimr long runrelationshp. The Fstatistic found from th&RDL bound tests
9.953whichis greater than critical bound values. upper boundalue and lowebound valueat
1%, 5% and 10%ignificance levelln general, the study showere is long run relationship or
Co-integrationamong the variablesReal Gross Domestic Produdiotal Export of Goods and
ServicesHirschman Concentration Inde&eographic Concentration Indexchange Ratand
Gross Capital Formation.

3.2.3Long run and short run Estimation of the Model

3.2.3.1Long run Estimation of the Model
The time series data used in the regression covers periods fE&fhtol8®@2. The results of the

estimated variables are summarized on the table below.

Table 3.4 Estimaedresults of the long run

Number of observations = 30

R-squared = 0.9864

Adj R-squared = 0.9605

Root MSE =90862.1820

Variable Coefficient Std. Error t-statistic p>(t)
TX 0.0165852 0.010593 1.57 0.148
CCl -33716.88 17628.15 -1.91 0.085**
GClI -126946.1 69650.34 -1.82 0.098*
EXR 260324.5 135680.4 1.92 0.084*
GCF -3.362864 2.268127 -1.48 0.169
Congant 743181.2 173946.9 4.27 0.002

Sourceiown computation using STATA software

Rz =0.9864and Adjusted R%.9605 (Signifies that the regression equation has an explanatory
power)

(** At 10% significance level)

Interpretation of values of Bquare (R?) implie how much of the variation in théependent
variable is explained by explanatory variabl@his study reveals, in the long run9864 or

98.64% of the variation in RGDB explained by thexplanatoryvariables used in the empirical
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analysisand only the remaining 1.36% is not explailbdhe explanatory variables
The outcomef the regression estimation and variables is discussed asgollow

» Total export: The empirical finding shows thaxportis one of @terminingfactors of
export growth of Ethiopia. As summarized in Table abexeprt has a positive impact on
output growth in case of Ethiopand itis insignificant in at 1%, 5% and 10% level of
significance Other things remaining constahtunit increase in the Ethiopian Export leads
to 1.65%rise in output (real GDP) of a natiamthe long runThose exports bring money
into the country, which increases the exporting nation's GDReWhiincrease in exports
leads to economic growth, higher income levels can also lead to increased trade, leading to
bilateral interactions.

» Commodity Concentrationindex The empirical indication o
that Commodity Concentration Index is not positively correlated with Real GDP and it is
statistically significant at 10% level of significance in the long. Other things remaining
constantl unit increase in Commodity Concentration Index leads to 33716.88 decrease in

output (real GDP) of a nation in the long run.

» Geographic Concentration Index: The empirical result showshat Geographic
Concentration Indexs not positively correlated with Real GDP and it is statistically
significant at 10% level of significance in the leng. A 1 unit increasen Geographic
Concentration Index leads ®6946.1decrease in output (real GDP) of a nation in the
long run.. Thisis because when one country depends on the markatewf developed
countries, there will be occurrence of fluctuation in foreign exchange earnings if that
country facegnany economic crises.

» Exchange Rate The empirical finding shows th&ixchange Rates one of @termining
factors of export growth of Ethiopids theabovetable result indicate€xchange Rate
has goositiveimpact on output growth ithe case of Ethiopiand it issignificant at 10%
level of significance Other things remaining constadtunit increase ifexchange Rate
leads ta260324.5ncreasean output (real GDP) of a natian the long run

» GrossCapital Formation: The empiricatesult indicateshatGross capital formatiohas
anegativampact on output growth ithecase of Ethiopiand itis significantat 10% level
of significance 1 unit increase iigross capital formatioteads t03.362864decreasen
output (real GDP) of a natian the long runTherearesome evidencethat suggeghata
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negative relationship exists between investment and real GDP in developing countries with
heavy debt burdens. There are several theories that attempt to explain this relationship,
including the crowdingput effect, the debt overhang hypothesis, and tlealfif@atigue
hypothesis. These theories suggest that high levels of debt can lead to reduced investment,
which in turn can lead to slower economic growth. However, it is important to note that
this relationship is not always cleaut and may depend on ariy of factors, such as the

specific country and its economic circumstances.

3.2.3.2 Shortrun Estimation of the Model

After estimating the long run coefficient estimation, it is important to show short run model
result. The following table presents the result of shorestimation of the model.

Table 3.5 Short run Estimation of the Model

Number of obervations = 30

R-squared = 0.9864

Adj R-squared = 0.9605

Variables Coefficient Std. Error t-statistics p>(t)
TX -0.0028969 0.0009688 -2.99 0.014+
CCl 3308.495 966.4808 3.42 0.007
GClI 3275.985 1466.137 2.23 0.049*
EXR -5252.227 4700.911 -1.12 0.290
GCF -0.121133 0.11524 -1.05 0.318
Constant 743181.2 173946.9 4.27 0.002
ECT-1 -0.1205798 0.0827225 -1.46 0.176

Source:own computation using STATA software
(*At 1% significance level, At *5%significance levél
As the above short russtimation ofmodel result revealshreeexplanatory variabke TX, CCI

and GCI are statistically significant at 5%, 1% and 5% level of significance, respectively. And the
remaining EXR and GCF are statistically insignificance at 1%, 5% and 10% level of significance.
Unlike longrun estimation ofmodelresult i n s hort run TX has
GDP. Similarly, CCI and GCI
EXR has

negati
have positive 1 mp

long run result. aG@DP. d he onlypvariable which lkas i mp a «
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an impact similar to its long run result is GCF. It has a negative impact both in long run and short
run.

This ECM representation shows the short run dynamics of the model along with the long run
equilibrium of the model. The error correction model (egrshowsspeedr degree of adjustment

the variables converge to equilibriudfter the acceptance of lofrgn coefficients of the model

the shorun ECM model is @snated.The estimated lagged error correction term (EGTs
negative andnsignificantat 1%, 5% and 10% level of significand¢kthe error correction model

term has a negative sign, the vates converge to equilibriunThe coefficient of (ECT1) i.e-
0.1205798ndicatesthat the short run disequilibrium adjusts to its long run equilibriurhz95
percent each yedfurthermore; the value of tiReSquared implies that about 9864f variations

in Real GDPare explained by the variations in the independent variaiskels So, the goodness

of fit of the short run model is showed to be strong.

3.2.4Diagnostic Tests

Diagnostics test are typically undertaken to detect model misspecification and as a guide for model
improvement. And it is a must to test the data for diffeproblemswhich would mislead the
output and end up with wrong interpretations and conclusifferent tests such &reusch
Godfrey LM test for autocorrelatiorSkewness/Kurtosis tests for NormaligreuschPagan /
CookWeisberg test for heterosgasticitywereusedto assure the robustness of the model.

1. Autocorrelation test

Table 3.6:  Autocorrelation test

BreuschGodfrey LM test for autocorrelation
chi2 17.711
prob>chi2 0,0000
Source: own computation using STATA software
The aboveesultshows that the value d?Prob > chids less than 0.05 i.e.(0.0000<0.0Bjeusch

Godfrey LM test for autocorrelatidestindicates autocorrelation problethis corrected through
Durbin-Watson statistitest, and the result was as follows:
Table 3.7: DurbinWatson statistitest

DurbinWatson statisti¢original) 0.557916
Durbin-Watson statisti¢transformed) 0.995578
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Source: own computation using STATA software

The result ofDurbinrWatson statistic tesshows that the value dburbin-Watson statistic

(transformed)s 0.995578which is less than 2.Therefore, the autocorrelation problem is detected.
2. Hetroscedasticity test

Table 3.8:Hetroscedasticity test

BreuschPagan / CookNVeisberg test for heteroscedasticity
Chi2(2) 0.75
Prob > chi2 0.3866

Source: own computation using STATA software
Heteroscedasticity test shows that the error term/ or residsal t@nstant variance or not. The

study usd BreuschPagan / CoolkVeisberg test for Heteroscedasticity. Thus, in the table above,
the BreusckHPagan CoolRNeisberg heteroscedasticity test statistics shome absence of
heteroscedasticitgecausehe value of Prob > chi2 greater than 0.05 i.e.(0.3866>0)0S0 we
accept the null hypothesis and there is no hetroscedasticity problem.

4. CONCLUSION AND RECOMMENDATION

4.1 Conclusion
Recently, the issue of accelerated economic growth is gaining much attention by many

development economists. The decline in economic growth of most of th&ahaba African
countries and other LDCs coupled with the alarming population groavtbled to stagnation and

even a continual decline in the income of these countries.HHsikd to closer look into the
economic structure of these countries to determine factors determining the growth and hence help
these countries to achieve a sustained econaionaly. Despite the focus on export diversification

in the development plans of the country (Ethiopia), the export pattern is still dominated by
traditional products and more so on coffegose world price is fluctuating.

The study attempted to analyze Ethiopia’s t
during the two successive regimegsarticularly by focusing on selestt policies for export
promotion and diversification.

Export diversification was one of the agenda of the ten years perspective planDdr¢jue

regime. By emphasizing the role of sta@nedexport companies, the plan aimed to achieve
geographic diversification towards socialist economies and neighboring African countries as well

as diversification towards manufacturing
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The economic policy of th€ransitionalGovernment oEthiopia acknowledgethe importance of
export diversification along a free market path and the issue of export diversification is explicitly
stated in the current agricultural development led industrialization strategy as well as the
accompanying export development strategyhe governmentThe important steps (measures)

that have been taken by the governmarthis respect incluelstreamlining of export licensing
procedures, liberalization of theréagn exchange market, export tax rebate, the promulgation of
export duty incentives scheme, the introduction of an export credit guarantee and foreign exchange
retention schemes.

The dudy assessedhether exports contribute to economic growth or not in the Ethiopian context
using a time series econometric modielsedthe Augmented Dickefruller testdor stationary.

The results from the unit root testing revedteal all variables are stationary i.e. one variable
stationery at a levednd the remainingre stationery at first differen@nd at second difference

The study usedRDL bound tesapproach to perform a é@otegration test and it was found that
there is long run relationship among the variables.

Despite the implementation of various policies and strategies, the performance in export
diversification and growth has been yet at a lower level. The country still has a narrow base of
export structure with growing trade deficits and deteriorating terms of tradeh Wad adversely
affected its ability to finance its imports. The study has also revealed that the major deterring
factors for a low level of export growth include: unsound foreign exchange policy, poor
infrastructure, high transaction costagderdeveloped private sector, poor access to trade finance,
and low level of border trade. Generally, the outcomes of the study show that the challenges facing
export diversification and growth in Ethiopia have structural, institutional, and policy perspective

4.2Recommendatiors
This paper tried to examine thale of export diversification foeconomic growth. In doing st

analyzel the contribution of different factors which are believed to deterthemeconomic growth
of a country.
The entire analysis of this paper leads to the followm&@gmmendationshich areaimed to reduce
concentration of exported commodities
» Countries should attain competitiveness through their effotb industrialize their
economy. Since the worldslemand for primary products is not very dynamic, Ethiopia
may not be competitive through exporting primary products according to its existing
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comparative advantage. In order to guarantee a sustainable and long term competitive
position in the global market, it is required to create a conducive environment (for instance,
regulations for industrialization through sound industrial policy) and genenew
capacities in order to diversify the current export structure. So diversification of export
commodity is the major solution to alleviate the poor performantteeeport sector .By
diversification of the commoditywe meanthat theexport sectormay not be easily
fluctuating, because a fall in earning of one export commodity may be compensated by
the rise in the other one. And this diversification should beestitbm agricultural export

to manufactured exports. Because manufactured products have high demand and price
elasticity.

» Since major exportable commodities of the country are comingtfreagriculture sector,
the government should facilitate conditsio assess agricultural inputs through import
that help to produce new exportable commaodities in the sector.

» Special incentives for exporteshould be given through reducing tariff on imported
important productsspecially on import of capital input and marking various international
agreements to reduce tariff imposed on the
any export tax on exportable commodities of the country.

» Since the role of foreign direct investment time production of new export produsct
become increasingly important, especially flower industries and leather industees
government should give special emphasis to foreign investors through fiagléatarea
that will promote a good opportunity through efficient utilization of idle resources. For
example Ethiopia has a huge amount of cattle ttnet countrydoesnot usethatpotentiaj
andit shouldfacilitate areawhich are unused efficientlyor example in the frontier areas
of the countrythere is unutilized land that can produce exportable commodities.

» Improving infrastructure including roads, airpotedecommunication, and power are part
of export promotion. The absence or poor performance of infrastructure added costs to
exporters.More attention should be given to upgrading and modernizing the existing
facilities and efforts should aldme made to expand or open new aredrahgortation,
telecommunication network etc., this obviously increase the competitiveness of the

sector.
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» Moreover emphasis should be givémthe production and export of manufactured inputs
that have higher elasticity demand than agricultural commodities Wwaialow elasticity
in response to price and supply.

» The study showed negative relationship between commodity concentration index and
economic growth i.e. positive relationship between export diversification and economic
growth. Thereforgpolicy makers should be careful in designing policies to promote and
strengthen in diversifying the export sector.

» Finally the policy should be at least towards a full utilization of the export sector through

diversification.
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The Effect of Employee’s Motivatio
Performance: The Case of Ethio Telecom Head Office, Betelehem
Zel eke, St. Mary’s Universit.y

INTRODUCTION

1.1 Background of the Study
The success ofailure of a company is dependent on the enthusiasm and dedication of its

employees to their jobs. Motivation plays a key role in enhancing employee effectiveness and
efficiency. Employee motivation is directly linked to employee engagement, profitadudy
productivity. An organization should know that their workers are their great assets and need
training. The staffs are encouraged to do their jobs effectively and efficiently. Some staff have
passion and benefits. Organizations should be mindful of #meployees' needs. A motivated
employee is responsive of the precise goals and goals he or she ought to achieve consequently he
or she directs its attempt in that course. Motivation principle is concerned with what determines
purpose directed behavior. d$e wishes, how the fulfilment of goals and or comments on their
success reinforces a successful behavior and
a specific task will actuate behavior that is anticipated to achieve the successful overall
performance of that challenge (Armstrong, 2009).

Telecommunications service was introduced in Ethiopia by Emperor Menelik Il in 1894 when the
construction of the telephone line from Harar to the capital city, Addis Ababa, was commenced.
Ethio telecom, previously known as the Ethiopian Telecommunica@iongoration (ETC), is an
integrated telecommunications services provider in Ethiopia, providing internet and telephone
services. Ethio telecom is owned by the Ethiopian government and maintains a monopoly over all
telecommunication services in Ethiopia.sBd in Addis Ababa, it was one of the "Eiggroup 3

of stateowned corporations in Ethiopia, along with Ethiopian Airlines, the Commercial Bank of
Ethiopia, Ethielnsurance, and the Ethiopian Shipping Lines. However, Safarggoingto enter

the market as a competitor. For its international traffic links and communication services, ETC
mainly uses its earth station at Sululta which transtoitnd receivefrom both the Indian Ocean

and the Atlantic Ocean satellites.

Employee performance fundamentally depends on many factors like high salary and fringe
benefits, provision of allowances, leadership style, empowerment, recognition and award,
autonomy and freedom of performing a job, training and career development, good working
condition, and so on. However, there are two types of motivated behavior in the organization
intrinsically and extrinsically motivated behavior (Kat, 2009)ck of employee motivation leads

to lower productivity, an inability to overcome challesg apathy and poor customer service
(Leonard, 2019). It also leads to absenteeismclatemi n g, uncommitted empl o
of engagement and higher employee turnover (Rutachururwa, 2013; Andritotis, 2017).

There has been limited research on employmesivation factors in the African context. A recent
Nigerian studytried to address this by examining the role of intrinsic and extrinsic motivational
factor on the commitment and performance of employees in the Nigerian beverages industry. The
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results found that various intrinsic, extrinsic and social motivation factors are strongly related to
employee commitment and performance. The results also indicated that the absence of
motivational incentive may lead to negative employee behaviors.

In Ethiopia, an employee’ s mo, managesshoulde able t he
to motivate employees. Employéesotivation practice and theory are difficult concgpduching
on several disciplines. Strategies for empl oy

empl oyee’ s n ¢ c-rélated goals, trestriating jobsoandk base rewards on job
performance. When employees feel successful, ahegaturally motivated to accomplish more.
Proper empl oy e e seacompanyitimey maney and teaources (MA, 2010).
There is still limited literature on the effect of employee motivation on organizational performance
in developing countries like Ethiopia. Motivating employees is a valuable asset which delivers
huge value to the organization in maintaining and strengitgeéts performance growth. The more
employees are motivated to tasks accomplishment the higher will be the orgahization
performance and success (Suresh, 2013). Based on the fact stated above the researchedas intend
to investigate the effect of empla@gmotivation on organizational performance in Ethio Telecom
(HQ).

2 Statement of the Problem

In a complex modern world, corporations face growing problems with regard to the morality and

retention of their employees. There are several motivational aims; one common goal is to motivate
employees to do better. An efficient organization is charaetbras the competence of an
organization to achieve its desired goals. In order to achieve the efficiency and performance of an
enterprise, elements have to be maintained and supported (Sudiardhita, et. al.l 26K 8.
employee motivation leads to lowgroductivity, an inability to overcome challenges, apathy and
poor customer service (Leonard, 2019). It also leads to absenteeisogriatg), uncommitted
employees’ lower levels of engagement and hig
Accordingtothepr el i mi nary interview the researcher m:
in Human Resource department of Ethio Telecom, the staffs have a number of problems associated
with intrinsic and extrinsic motivation provided by the organization. For instdnasgc salary,
transport allowance and housing are said not to be enough and the pay system is not fair as
compared to other organizat®nThe medical benefits provided by the organization are not
satisfactory and it does not have quadiervices. There is also lack of convenient work place and
leadership style, absence of freedom and absence of interesting jobs. Moreover, there is lack of
employee engagemeiMost employees seem to be not committed to their work and they lack trust

in the organizationThere is also lack of work commitment and lack of loyalty observed in many

of Ethio Telecom staff. Due to the above motivation practiceorganization may lose competent

and high performer employees. The gap the researcher noticedav&stio Telecom is doing

the motivation practice without knowing which factor satisfies the employee and motivates them
to increase performance. Therefore, the study was conducted to analyze the effectiveness of
empl oyee’s mot i v a triomnanceiimEthio telecom (Head Quaxien).alflthesg e
problems are left unsolved, it is obvious that it negatively affects the future progress of the
organization.
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The researcher targeted Ethio telecom because there is a shortage of researchheaakeanof
public and service giving companiddoreover Ethio telecom was the first and the only firm that
gives the telecommunication service in Ethiog\though Safaricom is going to enter in the
market still Ethio telecom hadominance.

3. Research Design and Methodology

3.1 Research Design

Research design is fundamenitaldecidingthe analysis and the approaches for collecting the
evidence, analyzing the evidences and reporting the findings. The research design applied for this
research is explanatobgecause the research focuses on cause and (ghfegh, 2006)Research
approaches are plans and the procedures for research that teeesteps from wideanging
assumptions to detailed methods of data collection, analysis, and interpretation. The selection of a
research approach is also founded on the nature of the researcmproidsue being addressed,
the researchers’ personal experiences, and t hce
approaches to researqh) qualitative (b) quantitative (c) mixed meth@dshn, 2014)It should

be roted that quantitative survey is the most suitable one to use if the purpose of the study is to
define the degree of relationship which exists between the dependent and independent. variables
Therefore, this researdby using quantitative research approach examines and medbkere

relationship betweeemployee$ motivation and organizational performance.

3.2 Population and Sampling Techniques
The target population of this s tHeallguarterhsmar mp 1 oy

resource department. The study population was 94. Sample size refers to a number of items to be
selected from the population. Using Taro Yamane (1967), a sample size of 48 respondents was
selected. This is the minimum recommended sizdaft r e searcher’s survey.
method to use when the only thing you know about the underlying population you are sampling
from is its size. The sample size wascaddted using the formula and, 90% confidence interval.
v"N: the population of the study
9 v' n:sample size of the study

n= ?1 +9 60.1)? v e: degree of error expected

=48

The probabilistic sampling techniques was applied to this study beesusentioned aboyé
involves quantitative approach which deals with statistical techniques to recognize the overall
patterns in the relations of process

n=" Ny

3.3 Types of Data Collection
Data collection involves the gathering of relevant and important data used for conducting particular

research work. It is the basis for acquiring data. The study used primary data (questionnaire) and
secondary data (documentary) collection tools.

3.4 Methods of Data Collection
The questionnaire, an array of questions answered by persons in order to provide information for
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a specific purposeavas theprimary instrumentThestructured and selddministered questionnaire

was developed based treliterature review.

Questionnaires the major tool of capturing the primary data because of its advantages over the
other methods and its efficiency or ability to obtain more information from the s@Cwteari,

1992)

3.5 Method of Data Analysis

After the collection of data, the researcher aredyhe data by usminferential analysis/hich is
applicable only to explanatory research design. résearcher condusdtwo analyses. The first
one was correlation analysis to know if there is a relation or not between the independent variable

(Employee’s motivation) and the dependent var:
was regression analysis that wiltlinate or measure the catmadeffect relationship.

DATA PRESENTATION, ANALYSIS AND INTERPERETATION
This chapter presents a detailed analysis of data collected from a field survey via the administration

of the questionnaire. It aims to present the findings from the data collected and align towards the
research objectives, questions, and hypothesis. dllexited data were classified, organized and
analyzed using M&xcel and SPSS software.

4.1 General Response Rate
A total of 48 questionnaires were distributed to employees of the Ethio telaedh®0% ofthem

were returned properly and adequately completed.

4.2 Respondent’s Demographic Information:
The demographic characteristics analysis included gender, age, marital status, work experience,

educational level and job position of the respondents.

Table 4.1 Statistics table for all sample

Statistics
Gender [Age Marital Work Educational |Position
Status Experience |Status
N Valid |48 48 48 48 48 48
Missing | 0 0 0 0 0 0

Source: (researcher own survey, 2023)

As it is shown inTable 3.1 all the respondentsaveparticipated in demographic representation.
There is no missing variable in the table with its appropriate respondent. This implies that the effort
of the student researcher is well recognized by the participants.

Table 4.2 DemographicDistribution of Respondents

Categories Categories Frequency Percent | Cumulative
variable frequency
Gender Female 22 45.8% 45.80%
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Male 26 54.2% [100.00%
1830 12 25.0% [25.00%
R 31-40 22 45.8% [70.80%
41-50 8 16.7% [87.50%
above 50 6 12.5% |100.00%
Single 14 29.2% [29.20%
Marital Status | Married 34 70.8% [100.00%
Divorced 0 0.0% 100.00%
1-5 17 35.4% [35.40%
Work 6-10 13 27.1% [62.50%
Experience 11-15 12 25.0% [87.50%
16 and above 6 12.5% |100.00%
up to 12" 0 0.0% 0.00%
Educational certificate or diploma |0 0.0% 0.00%
Status Degree 35 72.9%  [72.90%
masters and above |13 27.1% [100.00%
Manager 4 8.3% 8.30%
. Supervisor 7 14.6% [22.90%
Position —
support giving 19 39.6% 162.50%
Expert 18 37.5% (100.00%

Source: (researcher owrsurvey, 2023)

As it is shown in Table 3.1, among 48 people the researcher conducted on the highest percentage
of participants in this study are males who form 26 (54.2%) of the total respondents while 22
(45.8%) of the respondents are females. It shows that malesaterghan females. due to their
number, it is very easy to motivate female than male. In the case of age classification, 12 (25.0%)
of the respondents fall under-B8. And 22 (45.8%) are of age-30 years, 8 (16.7%) are of age

41-50 years and 6 (12.5%)e of age greater than 50 years. This had shown that majority of the
respondents are well matured, and works are accomplished by employees who are matured enough.
The researcher sees that among 48 people the research conducted on, 34 (70.8%) argédmarried,
(29.2%) are single and 0 (0%) are divorced. These statistics had shown that most respondents were
quite married. As per the responses received from the filled questionnaires, majority of the
respondents that are 17 (35.4%) have been working frbryehs interval in the organization, 13
(27.1%) of the respondents have been working betwddény@ars in the organization. 12 (25.0%)
respondents have a length of services betweeh5ljyears. However, the lowest number of
respondents was nearly 6 (12.5%)ontad a length of service abovel6 years. As per the data, it
can be seen that there is a good level of employee retention in the Ethio Telecom (HQ) in Human
Resource Department since the majority of the respondents had been working in the organization
for 1-5 years and the above. This further revealed while that the employees had a sense of job
security. The table also shows that most of t

97 |Page

h



35 (72.9%). Besides there are no respondents with having a certificate/Diploma. Whereas13

No. | Employee engagement Respondents
SA A N D SD
1. | I am happy with my current job 6 30 6 4 2
(12.5%)| (62.5%)| (12.5%)| (8.3%) | (4.2%)
2. | | feel safe and energetic at work 4 26 11 7 0
(8.3%) | 54.2%) | (22.9%)| (14.6%)| (0%)
3. || have clear goals & priorities in m 8 23 11 5 1
work. (16.7%)| (47.9%)| (22.9%)| (10.4%)| (2.1%)
4. T m willing t o 13 26 6 3 0
work. (27.1%) | (54.2%)| (12.5%)| (6.3% | (0%)

(27.1%) respondents were having Masters and above. This indicates that most of the employees
are more skilled and have an appropriate educational level to perform well. Skilled workforces are
more productive and contributing better to organizational pedace in the firm. If skilled
employees are highly motivated by the management, it will result in effective organizational
performance. Based patianaltevek 18{37.5%) wearedexperts.’13(39.6%)c u
supports giving, 7 (14.6%) were supervisors and 4 (8.3%) were managers. In consideration of the
results, it is observed that the organization has a hierarchical departmental structure within each
directorae and motivation must be done accordingly.

Table 4.3: Responses regarding Employee Engagement

Source: (researcher own survey?2023)

The respondents were asked to indicate whether they are engaged at work provided by their jobs
and the results are shown. As table 3.3 shows, most of the respondents reacted that they feel safe
and energetic at work 26(54.2%) agree and 4(8.3%) strongbeagccept challenges at work
26(54.2%) agree and 13(27.1%) strongly agree, have clear goals and priorities in their work
23(47.9%) agree and 8(16.7%) strongly agree, happy with their current job 30(62.5%) agree and
6(12.5%) strongly agree. Others pointhtrary for feeling safe and energetic at work 7(14.6%)
disagree and 0% strongly disagree, accepting challenge work 3(6.3%) disagree and 0% strongly
disagree, having clear goals and priorities in their work 5(10.4%) disagree and 1(2.1%) strongly
disagree, appy with their current job 4(8.3%) disagree and 2(4.2%) strongly disagree. Others fall
into the neutral mode.
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Table 4.4: Responses regarding Leadership style

No. | Leadership Style Respondents
SA A N D SD
1. | My boss is flexible about how 6 30 6 4 2
accomplish my job (12.5%)| (62.5%)| (12.5%)| (8.3%) | (4.2%)
2. | My boss treats employees with respe 6 30 6 4 2
(12.5%)| (62.5%)| (12.5%)| (8.3%) | (4.2%)
3. | My boss involves me in decisiol 6 30 6 4 2
making processes (12.5%)| (62.5%)| (12.5%)| (8.3%) | (4.2%)
4, |1 m satisfied wi 6 30 6 4 2
style (12.5%)| (62.5%)| (12.5%)| (8.3%) | (4.2%)

Source: (researcher own survey, 2023)

The respondents were asked for the leadership
12.5% respondents strongly agreed that their boss is flexible about how an employee accomplishes
the job; meanwhile, 62.5% agreed, 8.3% disagreed, 4.2%gbtrdisagreed and 12.5% are neutral

about the statement. In case of treating employees, 12.5% respondents strongly agreed that their
boss treats them with respect; meanwhile, 62.5% agreed, 8.3% disagreed, 4.2% strongly disagreed,
12.5% are neutral abouhd fact. In case of the decistomaking process, 8.3% respondents
disagreed that their boss involves them in decisiaking processes; 12.5% strongly agreed,

62.5% agreed, 4.2% strongly disagreed and 12.5% are neutral on it. In case of managing style,
83 respondents disagreed that they are satisf
12.5% strongly agreed, 62.5% agreed, 4.2% strongly disagreed, and 12.5% are neutral about it.
Table 4.5: Responses regarding Work environment

No. | Work Environment Respondents
SA A N D SD
1. | I enjoy working with my ceworkers 4 26 11 7 0
(8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)
2. | | get adequate materials/equipment 4 26 11 7 0
work. (8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)
3. | My organization improves the woi 4 26 11 7 0
environment (8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)
4. | My organization is conducive 4 26 11 7 0
(8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)
5. | My organization’ 4 26 11 7 0
satisfactory (8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)

Source: (researcher own survey, 2023)

Responses regarding with work environment were, in the case of a good relationship with others,
8.3% respondents strongly agreed that they enjoy working with thewodcers; meanwhile,

54.2% agreed, 14.6% disagreed, 22.9% are neutral and 0% stronghgessabout the statement.

In case of getting adequate materials/equipment for work, 54.2% respondents agreed that they get
adequate materials/equipment for work; however, 14.6% disagreed, 0% strongly disagreed and
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22.9% are neutral with the fact. In case of working culture, majority of respondents 14.6% disagree
that the organization’s working culture satis
strongly disagreed and 22.9% are neutral about it. 54e8@ondents agreed the organization is
attractive to work; Although, 8.3% strongly agreed, 14.6% disagreed, 0% strongly disagreed and
22.9% are neutral about the fact. 14.6% respondents disagreed that the organization is improving
the work environment; meamile 8.3% strongly agreed, 54.2% agreed, 0% strongly disagreed

and 22.9% are neutral. In case of organizing social gatherings, 54.2% respondents agreed that the
organization organizes social gatherings; meanwhile 8.3% strongly agreed, 14.6% disagreed, 0%
strongly disagreed and 22.9% are neutral about it.

Table 4.6: Response regarding to compensation

No. | Compensation Respondents
SA A N D SD
1. | | am not satisfied with my currer 6 30 6 4 2
salary (12.5%)| (62.5%)| (12.5%)| (8.3%) | (4.2%)
2. | Incentives motivate employees 6 30 6 4 2
perform well (12.5%)| (62.5%)| (12.5%)| (8.3%) | (4.2%)
3. | I get allowances for special dutiesa 4 26 11 7 0
overtime job (8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)
4. | The top management rewar 4 26 11 7 0
employee effort (8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)
5. | I " m satisfied w i 4 26 11 7 0
rewarding system (8.3%) | (54.2%)| (22.9%)| (14.6%)| (0%)

Source: (researcher own survey, 2023)

Thestudyal s o shows that compensation 1is a very s
motivation. Here, in case of salary, 62.5% respondents agreed that they are not satisfied with their
current salary; meanwhile, 12.5% strongly agreed, 8.3% disagreedstd@¥gly disagreed and

12.5% are neutral with the statement. In case of incentives, 8.3% respondents disagreed that
incentive motivates employees to perform well; meanwhile, 12.5% strongly agreed, 62.5% agreed,
4.2% strongly disagreed and 12.5% are neutital the fact. When we look at getting allowances,
14.6% respondents disagreed that as they get allowances for special duties and overtime job;
meanwhile, 12.5% strongly agreed, 62.5% agreed, 0% strongly disagreed and 22.9% are neutral
about it. In case forewarding efforts, 14.6% respondents disagreed that the top management
rewards employee effort; meanwhile, 8.3% strongly agreed, 54.2% agreed, 14.6% strongly
disagreed and 22.9% are neutral. And 62.5% respondents agreed that they are satisfied with the
overall organizational rewarding system; meanwhile, 8.3% strongly agreed, 14.6% disagreed, 0%
strongly disagreed and 22.9% are neutral about it.

4.3 Employee Motivation and Organizational Performance
This subsection includes the effect of motivation factors on organizational performance, and the

relationship between independent and dependent variables.
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4.3.1The Effect of Motivational Factors on Organizational Performance
Table 4.7: Effect on Organizational Performance

No. | Organizational Performance Respondents
SA A N D SD
1. | Employee motivation can increaj 23 20 4 1 0
company profitability (47.9%)| (41.7%)| (8.3%) | (2.1%)| (0%)
2. | In order to maximize sales, motivg 17 23 7 1 0
workers will be a must (35.4%)| (47.9%)| (14.6%)| (2.1%)| (0%)
3. | Motivating employees helps th 18 23 6 1 0
company to grow its market share | (37.5%)| (47.9%)| (12.5%)| (2.1%)| (0%)
4. | Employee motivation would help § 18 23 6 1 0
satisfy customers (37.5%)| (47.9%)| (12.5%)| (2.1%)| (0%)

Source: (researcher own survey, 2023)
As table 3.7 shows, 47.9% respondents strongly agreed that employee motivation can increase
company profitability; meanwhile, others points are: for agree (41.7%), neutral (8.3%), disagree
(2.1%) and strongly disagree (0%). In order to maximize salesyat®tiorkers will be must,
(35.4%); meanwhile, other point for agree (47.9%), neutral (14.6%), disagree (2.1%) and strongly
disagree (0%). In case of grow market share, 37.5% respondents strongly agree that in order to
grow market share motivating employesehelpful meanwhile, others point for agree (47.9%),
neutral (12.5%), disagree (2.1%) and strongly disagree (0%). In case of customer satisfaction,
37.5% respondents strongly agreed that employee motivation help to satisfy customers;
meanwhile, others pat for agree (47.9%), neutral (12.5%), disagree (2.1%) and strongly disagree
(0%).
4.3.2 The Relationship between Independent and Dependent Variables

A. Correlations
For the case of table 3.8, the researcher uses abbreviation for the independent and dependents
variables. Those are:
OP (Organizational performance), EE (Employee engagement), LS (Leadership style), WE (Work
environment) and CO (Compensation).

Table 4.8 Pearson correlation analysis
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Correlations

oP EE LS WE CoO
PearsorCorrelation 1 T74 T71 .696 791
oP Sig. (2tailed) .000 .000 .000 .000
EE Pearson Correlation T74 1 .859 .842 .923
Sig. (2tailed) .000 .000 .000 .000
LS Pearson Correlation T71 .859 1 .687 .892
Sig. (2tailed) .000 .000 .000 .000
WE Pearson Correlation .696 .842 .687 1 942
Sig. (2tailed) .000 .000 .000 .000

Pearson Correlation 791 .923 .892 942 1

co Sig. (2tailed) .000 .000 .000 .000

Source: (researcher own survey, 2023)
The above table 3.8 shows tleerrelation matrix indicates that the independent variables
(engagement, leadership style, work environment, compensation, and career development) were
positively correlated with organizational performance. Furthermore, the table shows that
(Compensation)achieved the highest positive correlation with organizational performance.
However, (work environment) has the lowest correlation with organizational performance.
Moreover, it also shows that engagement, leadership style, work environment, compenghtion, an
career development have a significant relationship with an organizational performance at the value
of (0.000), which is less than 0.01. In addition, the result explains that an increase in engagement,
leadership style, work environment, compensationcaneker development will lead to an increase
in the performance of the organization. As a consequence, the hypothesis was accepted. And there
is no removed variable with stepwise analysis method.

B. Regression

Regression analysis established the nature of relationship between two or more variables and then™
estimates the unknown variable (dependent variable) with the help of known variable (independent
variables). In other words, there are two types of vasahbl@ regression analysis. The variables,
which is used to predict the variable of interest is called the independent or explanatory variable
or predictor, and the variable whose value is to be predicted is called the dependent variable or
explained varible or regressed.

Table 4.9 Stepwise Regression Analysis Model Summary

Model R R Square Adjusted R Square |[Std. Error of the
Estimate
1 .809 .654 .631 1.700

Source: (researcher own survey, 2023)

a. Predictors: (Constant), CO, LS, EE

There are multiple correlations (R = 0.809) of thegmificant predictors with the criterioD (V).

From the model, the factors that influence organizational performance are employee engagement,
leadership style and compensation. The three factors have a significant effect size, which explains
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the adjusted R(63.1%) of the variability towards employee engagement, leadership style and
compensation that influence organizational performance. The adjustadthR65.4% of the
variance in respondents agree that these are one of the factors that contifute to

Table 4.10 ANOVA?

[Model Sum of Squares |Df Mean Square |F Sig.
Regression |240.721 3 80.240 27.758 .000
1 Residual 127.189 44 2.891
Total 367.910 47

Source: (researcher own survey, 2023)
a. Dependent Variable: OP
b. Predictors: (Constant), CO, LS, EE

Table 3.10 shows that thevialue is the Mean Square Regression (80.240) divided by the Mean
Square Residual (2.891), yielding F=27.768e 3 models in this Table are statistically significant
(Sig=.000). Therefore, an organizational performance that is both intrinsic and extrinsic factors
combined are significant predictors of organizational performance at F=27.758.

Table 4.11 Regression Coefficients and Significance of the Independent Variables Coefficien

Model Unstandardized Coefficients [Standardized [T Sig.
Coefficients
B Std. Error B
1 (Constant) [1.996 .828 2.412 .020
EE 218 227 226 961 342
LS .208 .148 .280 1.401 .168
CO .228 .182 .333 1.253 217

Source: (researcher own survey, 2023)
a. Dependent Variable: OP

Table 3.11revealed the degree of influence of both motivational factors on the level of
organizational performance and its levels of significance. Three significance predictors out of four
independent variables are positively related to the criterion in the stepsgeession. The
compensation has the highest regression coefficient at 0.228, followed by employee engagement
0.218, and compensation 0.208.

Based on the results in the Table 3.10, the significance level for all items is less than 0.01.
Therefore, we accept the alternative hypothesis and reject the null hypothesis. That is, employee
motivation has a positive effect on organizational performance

Linear Regression Madefirx ts¢ given as Y = a + P
Where Y = Organizational Performance B = Coefficient ofy indep:
a = Constant Xn= Dependent variables
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n = Number of independent variables

e = Error term (10%)
Therefore, motivation = 1.996 + 0.218 +
0.208 + 0.228 + 0.1
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4.4 Hypothesis Testing
In thissection the hypothesis that were mentioned in the research was tested.

v HI1 : Empl oyee’s engagement has a positive 1 mp
As we see from result of the regression analysis, the relationship between employee engagement and e
performance 1is positive and significant (p =
employee engagement, there would248.%increases on employee performance in the organization. Thus, b
on the result the p value is less than 0.05 HI

v' H2: Leadership style has a positive impact on organizational performance.

The study found out that of all the independent variables leadership style has significant influential varie
empl oyee performance 1in the organizational (B =
one unit increases in leadeis style then organizational performance will be increased by .208 %.

v' H3: Compensation has a positive impact on organizational performance.

As per the result of the study, H3 is accepted since compensation has a positively and significantly relat
organizational performance which indicate that, as intrinsic reward increases by lunit, organizational perfor
increases by. 22838amdwptkaPue i1is less than 0. 05.

Table 4.12 Summary Analysis of Hypothesis Testing

NO | Hypothesis statement Test result Decision rule

H1I |[Employee’s engag|p =.218]|Accepted
impact on organizational performang

H2 | Leadership style hasmositive impact p = . 2 0 8 | Accepted
on organizational performance

H3 | Compensation has a positive impact B =. 2 2 8 | Accepted
organizational performance

Source: (researcher own survey, 2023)

SUMMARY OF MAJOR FINDINGS, CONCLUSIONS
AND RECOMMENDATIONS
5.1 Summary of Major Findings
This section comprises a summary associated with findings related to theoretical and empirical findings, b:

the objectives of the study were discussed respectively. The primary objective of this study was to exam
effect of employee motivatioon organizational performance in the Ethio Telecom (Head quarter) HR departn
Based on the analysis and interpretation made in the previous chapter, the major findings are summa
follows: The data collected from a field survey using questionnaires was analysed usiBgcBlnd SPSS
software. The findings begin with an overview of the response rate, indicating that all 48 distributed questior
were properly completed and returned. Teenographic information of the respondents, including gender, a
marital status, work experience, educational level, and job posgipnesented.

The information shows that the majority of respondents are male 26(54.2%), while 22(45.8%) are female. Ir
of age, 25.0% of the respondents fall into the308age group, 45.8% are aged4&l, 8(16.7%) are aged 4D,
and 4(12.5%) are above 50 yedit dlarital status analysis reveals that 34(70.8%) of the respondents are ma
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while 14(29.2%) are single. In terms of work experience, 35.4% h&wehrs of experience, 13(27.1%) have ¢
10 years, 12(25.0%) have -15 years, and 6(12.5%) have 16 years or more. Educational status shows
35(72.9%) of the respondents hold a basheldegree, while 13(27.1%) have a master's degree or hig
Regarding job position, 4(8.3%) are managers, 7(14.6%) are supervisors, 19(39.6%) are ingsupgort
positions, and 18(37.5%) are experts.

The data analysis and interpretation section discuss the relationship between employee motivatic
performance. It presents responses regarding employee engagement, indicating that 30(62.5%) of the res
agree and 6(12.5%) strongly agree that treyhappy with their current job. In terms of feeling safe and energ
at work,26(54.2%) agrees and 4(8.3%) strongly agree. Regarding having clear goals and priorities in thei
23(47.9%) agree and 8(16.7%) strongly agree. When it comes to b#ing tei accept challenges at work, 54.2%
agree and 13(27.1%) strongly agree.

The other one focuses on leadership style, revealing that 30(62.5%) of the respondents agree and 6(12.5%
agree that their bosses are flexible about how they accomplish their job. Regarding how their bosses treat en
with respect, 30(62.5%ggree and 6(12.5%) strongly agree. When it comes to involvement in deuiskomg
processes, 30(62.5%) agree and 6(12.5%) strongly agree. In terms of satisfaction with their boss's managi
30(62.5%) agree and 6(12.5%) strongly agree.

Responses regarding work environment are indicating that 26(54.2%) of the respondents agree and 8.3%
agree that they enjoy working with their-amrkers. In terms of getting adequate materials/equipment for wc
26(54.2%) agree and 4(8.3%) strongagree. Regarding whether their organization improves the wc
environment, 26(54.2%) agree and 4(8.3%) strongly agree. When it comes to the organization being con
26(54.2%) agree and 4(8.3%) strongly agree. In terms of the organization's warkirg being satisfactory,
26(54.2%) agree and 4(8.3%) strongly agree.

The information presents responses regarding compensation, showing that 30(62.5%) of the respondents ¢
6(12.5%) strongly agree that they are not satisfied with their current salary. In terms of whether incentives m
employees to perform welB0(62.5%) agree and 6(12.5%) strongly agree. Regarding receiving allowance
special duties and overtime jobs, 26(54.2%) agree and 4(8.3%) strongly agree. When it comes to
management rewarding employee effort, 26(54.2%) agree and 4(8.3%)ystérgreg. In terms of satisfaction with
the organizational rewarding system, 26(54.2%) agree and 4(8.3%) strongly agree.

The section on employee motivation and organizational performance reveals a positive correlation b
intrinsic and extrinsic motivational factors (employee engagement, leadership style, work environ
compensation) and organizational performancee Tarrelation matrix indicates strong positive relationshiy
between these variables.

Regression analysis shows teatployee engagement, leadership style, and compensation significantly influ
organizational performance. The adjustedsdrare value of 0.631 suggests that these factors exp
approximately 63.1% of the variability in organizational performance. Higstg testing confirms the positive
impact of employee engagement, leadership style, and compensation on organizational performanc
regression coefficients and significance levels support the acceptance of these hypotheses.

In conclusion, the data analysis and interpretation provide valuable insights into the relationship between en
motivation and organizational performance. The study demonstrates the significance of factors such as er
engagement, leadership styémd compensation in driving performance within the organization.

5.2 Conclusion
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Based on the analysis of the collected data, the following conclusions were drawn. The majority of the respt
were male, indicating a higher representation of males in the organization. The age distribution showed |
majority of the respondentgere in the age range of-3D, indicating a mature workforce. Most of the responder
were married, indicating a higher percentage of married employees in the organization. In terms of
experience, a significant number of respondents had been wankihg organization for-b years, indicating a
good level of employee retention. The educational level of the respondents was mostly bachelor's degree
indicating a skilled workforce. The majority of the respondents held positions as expetppoidgving roles,
indicating a hierarchical departmental structure within each directorate.

The analysis of employee motivation and performance status revealed that the majority of the respondents
feeling safe and energetic at work, accepting challenges, having clear goals and priorities, and being har
their current job. In termsf leadership style, most respondents agreed that their bosses were flexible, ti
employees with respect, involved them in decisitaking processes, and were satisfied with their managing st
Regarding work environment, the majority of respondenisyed working with their cavorkers, felt they had
adequate materials/equipment for work, and perceived the organization as conducive with satisfactory v
culture. In terms of compensation, the majority of respondents were not satisfied withutiezit salary, agreed
that incentives motivate employees, and reported receiving allowances for special duties and overtime wor
5.3Recommendation

Based on the conclusion, the following recommendations can be made:

The organization should strive for gender balance and diversity in its workforce to ensure equal representa
provide equal opportunities for both males and females. Efforts should be made to motivate and encourage
employees. In addition to i) the organization should continue to focus on employee retention by providir
supportive work environment and job security. Efforts should be made to retain employees beyehge¢hesl
experience range to ensure continuity and stability. Begtuefirm should invest in continuous skill developmer
programs and provide opportunities for employees to pursue higher education. This will enhance the overs
and educational level of the workforce and contribute to better organizational pererma

There are some recommendations in the area of employee motivation and performance status. The orge
should provide leadership training programs for managers and supervisors to enhance their flexibility,
towards employees, involvement in dg@on-making, and overall managing style. This will contribute to a positi
work environment and employee motivation. In addition to that the organization should focus on improvir
work environment and fostering a positive organizational culture. t&ffehould be made to strengthel
relationships among employees, provide adequate materials/equipment for work, and organize social gathe
promote a sense of belonging and satisfaction. The compensation and reward System of the organization s
improved. The firm have to review its compensation and reward system to address the concerns ra
employees regarding their current salary. Consideration should be given to providing incentives and rewa
motivate employees and recognize théores.

By implementing these recommendations, the organization can enhance employee motivation, job satisfact
overall performance, leading to a more productive and successful work environment.
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Assessment of Internal Audit Practice in Case of Commercial Bank of Ethiopia
at Corporate Level, Finot Demeke, Mignot Keyru and Yordanos Ambelu, St.
Mary’s University

1. INTRODUCTION

1.1 Background of the Study

The globalization of the economy, technological advancement, complexity of business, and allegations of fraudulent fi
reporting have recently sharpened the énereasing attention paid to internal control and internal auditing (Karagiorgo:
al. 2009). The developing role of the internal auditing asskeflected in its current definition, i.e. internal auditing is al
independent, objective assurance and consulting act
helpsan organization accomplish its objectives by bringing a systematic, disciplined approach to evaluate and impr
effectiveness of risk management, control and governance process (Savcuk, 2007). It can be argued from this defin
internalaudite i s required to be a multi skilled individua
until defects are corrected and remain corrected.

“Van Ga n(2005} alsg éxplained that internal audit effectiveness in organizations should be evaluated by the
to which it contributes to the demonstration of effective and efficient service delivery, as this drives the demandvied im
internal audit selige. This shows that internal audit is effective if it meets the intended outcome it is supposed to bring
Effective internal audit undertakes an independent evaluation of financial and operating information and of systel
procedures, to provideseful recommendations for improvements as necessary. Auditing is an important activity for all
of organizations whether governmental, private for profit, not for profit or any other.

Auditing is a systematic process of objectively obtaining and evaluating evidence regarding assertions about economi
and events to ascertain the degree of correspondence between those assertions and established criteria andhgom
the result to interested ug&@chwinger, 2005).

The need for auditing, either externally or internally, is increasing from time to time because it enables organizasiones tc
that their resources had been utilized for their intended use. Internal auditing is an independent, objective assure
consulting activity designed to add value and improve an organization's operations. It helps an organization accom
objectives by bringing a systematic discipline to evaluate and improve the efficiencies of risk management, contr
governance mcessegJennifer, 1997). According to researchers Abera, Meron and Yosef (2848amu, Hilina and
Yohannes. (2019)ramiru Tsegaye (2018)¥he interaction of various factors, such as the relationship between external
internal auditors, the size of the internal audit department, the caliber of the audit work, professional comp
organizational independence, career advancement, andanagement support, determines the effectiveness of inter
auditing. Internal auditing always assists mamnaget in ensuring that an effective internal control system is in place and
the business's operations are conducted in aeffesttive, effective, and efficient manner. Internal auditors who perfor
their job effectively may become expertise in theigie and implementations of all other types of controls. The effectiven
of internal audit greatly contributes to the effectiveness of each audited in particular and the organization at latgegdDitte
2001). An internal audit functions capability poovide useful audit findings and recommendatitiveg would help raise
management’s interest 1in its recommendat.ions and th
Educationaland professional qualifications, work experience, and continuing professional development is essen
attaining audit effectivenesbloreover,the organizational setting in which internal audit operates, i.e. the organizatic
status of the office, its internal organization and the policies and procedures applying to each audited, should erable
audits that lead to reaching useful auditdings. However, internal audit effectiveness should be langtitas a dynamic
process that coimuouslyis shaped by the interaction among the different factors mentioned above. Therefore, the
concern of this study was to assess internal audit in Commercial Bank of Ethiopia at corporate level.
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1.2 Statement of the Problem

Since we live in a dynamic environment, every business activity that takes place every day undergoes constant ch:
improvement, making it more complex and competitive. While corporate operations are growing more complicate
institution's internacontrol system needs to be strong and sufficient and must haeedape knowledge with respect to
dynamics occurring in business to safeguard the interests of the institution and its stakeholders. Participating inmgcol
activity is one of manageent's responsibilities in every organization including CBE. Nowadays, a profession know
internal auditing activity supports this controlling activity. Internal auditing decomposes the examination and evalua
the adequacy and effectiveness of dnganization system of internal control and qualities of performance in carrying
assigned responsibilities (Soltani, 200A}ernal audits frequentlgrecarried out by staff members of an organization wh
answer to a senior official within that orgzation. It is an evaluation exercise carried out within an organization to as:
accounting, financial, and other operations as a foundation for management support. Auditing is a sensitive are
backbone of altompaniesbecaus®f this reasonit needs continuous assessment. According to our preliminary study tt
were a humber of issues with the CBE internal auditing practices, including: lack of subject matter éngepéalence,
management interference with internal auditors’ work, lackoafidence on the part of internal auditors to adhere to t
bank's rules, regulations, and procedures, lack of adequate training for auditors, and reluctance on the part of otfesr e
to provide sufficient evidence or documents to support theirfggdilnlight of these, this study aims to come with answe
for the main questiari’How is the internal auditing practice of Commerdank of Ethiopia?" Even though there were
different researches done in different banks with the same objective, rttushefere conducted at branch and district level
Abera, Meron and Yosef (2018)led “Assessment of Internal Audithe Case ofWegagen BankEast District A senior
essay,S t . Mar y’ s Un DanielandiMukerem (BOd3Asskessment of Internal Audithe case of CBE ‘A
seniores s a y , St . Ma yBgen sSisalJ and BethtehemtTesfé3@14) Internal Auditing Practicethe case of
Commercial Bank of EthiopieleadOffice: A s eni or e s s ay, ;Habtamu Midina and Yohdhmes (201 9)
Assessment of Internal Audithe case of CBE in REMranch A s eni or e s s ay, ence, owlpape
differs from othes by its scope; the focus area of study was at corporate level of Commercial Bank of Ethiopia (CBE).

1.3 Research Questions
The following are the main questions raised in the study.
e To what extent do the internal auditors of CBE have independence to ensure internal control?
¢ How effectively and efficiently do internal auditors consult managers of the Bank?
o How effectively does the internal audit department satisfy audit objectives?
o How effectively does the internal audit department perform the types of audit stated in the charter?

1.4 Objectives of the Study
1.4.1 General Objective
The core objective to conduct this study is to assess the internal audit practice of Commercial Bank of Ethiopia.

1.4.2 Specific objectives
o To assess the extent of independence of CBE's internal auditors to insure internal control.
o To describe the effectiveness and efficiency of internal auditors of CBE in consulting its management.
e To assess the effectiveness of CBE’s intermnal au
e To describe the effectiveness of CBE’s internal

1.5 Significance of the study
113 |Page



The significance of this study is based on the above rationales. Moreover, this study drops light on the scarcitypashe
of study. The findings and recommendation of this study will be valuable on how the Bank can use the internal audit
mog effectively and efficiently. Furthermore, this study will serve as a reference for other researchers who want tognve
more in similar topic areas.

1.6 Scope of the study (delimitation)

The study was to assess the internal audit practices of the CBE at Corporate level in Addis Ababa. Since intern
practice consists of broad concepts and issues, this study focused on part of the audit practice mainly on asses
audit opresn’d einncdye, management’s attitude towards the au
the bank by the auditors and the availability and implementation of audit evidence. Data collected for the study is fi
Audit Department of CBEound at Debre Work building in Addis Ababa because it is the only branch of CBE which wi
corporate level of auditing. In addition, both primary and secondary data used to assess the Internal Audit of CBE.

2. Research design and methodology
2.2.1 Research approach

The study tried to identify the internal audit practic€wmmercial Bank of Ethiopia. To achieve this objective, we appli¢
mixed research approach because we collected and analyzed both guantitative and qualitative data within the same

2.2.2 Researcldesign

In order to describe the phenomemssociated with a subject population, descriptive research method was condt
Descriptive research method is preferred because it is appropriate to analyze both the quantitative and qualitativaldal
research approach). Kothari (1985) notes thetcdptive design is concerned with describing, recording, analyzing e
reporting conditions that exist or existed. Engelhart (1972) also elaborates that descriptive methods are widely used
data useful in evaluating present practices and inigiraythe basis for decisiemaking.

2.2.3 Targetpopulation

The target group of the study is restricted to the internal auditors of the Bank found at the corporate level. Accbedin
manager of internal audit process, the total numbers of internal auditors in the internal audit process as of Marchb202
After the list of these internal auditors, 100% of total population was selected using census survey.

As they are already few in numbers and in order to minimize a sampling risk, there is no need to sample from the 45 :
thus we applied census method. We used all the population so as to get better information both from the team le
employeesvorking in internal audit department on the issues under the study and to make the study more comprehe

2.4.4 Data type and source

In order to increase the accuracy of data to be collected, the researchers used both primary and secondary data.
Primary data

The primary data were collected from corporate level internal audit officers through questionnaire and unstructured int
Advantage of using primary data is that we are collecting information for the specific purpose of our study.
Secondarydata

The secondary data were gathered from the compliance
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relevant documents pertaining to the research under consideration. Compared to primary data, secondary data te
readily available and inexpensive to obtain.

2.4.5 Datagathering toolsinstruments

In the datacollection process, different data collection instruments were used according to the source of data that ha
collected to conduct the study. The main technique of gathering primary data was through surveys. These surve
conducted in the formfainstructured interviews and questionnaires that are intended to show both qualitative and quan
data on the issues of internal audit practices. On the other hand, in order to assess internal audit practice, secoakary
gathered from the oerds held by CBE through structured document review.

2.4.6 Method of data analysis

The collected data were edited, organized and tabulated. The quantitative data were analyzed and interpreted
descriptive statistics with table and percentage, and the qualitative data were analyzed via narrative as well as
analysis techniges.

2.4.7 Organization of the study

The research paper contains four chapters. The first chapter includes background of the study, statement of the probl
research questions and objectives of the study, significance of the study, scope, and limitation of the study. Thegecon
covers the literature review, which explains the theoretical concept and empirical practice about internal audit. Tt
chapter consists of data presentation, interpretation and analysis. The last chapter focuses on the summary, concl
recommadation based on the research findings.

3. Data Presentation, Interpretation and Analysis

This chapter presents, interprets and analyzes the data collected through questionnaire and interview. During

collection, the researchers focused on the internal audit in Commercial Bank of Ethiopia at corporate level. The res
conducted amnalysis of descriptive statistics and throughout the analyzing process, statistical description method ¢
frequency and percentage method was employed. Moreover, tables are used to present the finding of the study.

analysis through quantitee and qualitative techniques was done in an attempt to filter the basic findings that answe
research questions.

3.1 Response Rate
The study targeted 45 respondents using census method in which all of them (targeted 45 respondents) filled and ret

guestionnaires. This is represented 100% response rate. A survey response rate of 50% or higher considered excelle
circunmstances. A high response rate is likely driven by high levels of motivation to complete the survey, or a strong
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personal relationshipdiween business and customer. A response rate of 50% is adequate for analysis and reporting;
60% is good and ataof 70% and over is excelleMugenda and Mugenda(2003)

3.2 Data presentation andinterpretation
3.2.1 Demographic characteristis of respondent

Demographic data was wused to give details about t he

regarding respondents’ gender, age, educational bac
Questionnaires Respondents
Frequency %

Gender Male 39 87
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Gender Male

39 87
Female 6 13
31-45yrs 25 56
above 60yrs 0 0

24 53

0 0

7 15.6
above 15yrs 16 35.6
Senior internal auditor 6 13.3
Internal auditor 19 42.2

Table3.1 Presentation of Demographic Data
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The study about gender found that 87% of the respondents were male and the remaining 13% were females. The st
age of respondents found that 56% of the respondents wete ydars old and 44% of them were@Bears old. The
researchers also regsted the respondents to indicate their highest level of education. From the responses, 53% of resg
indicated their highest level of education as degree, and 47% of respondents indicated their highest level of educ
masters. The study abombrk experience identified the number of years they served in the internal audit department of
The finding shows that 20% of the respondent’s work
for 5-10 years, 28.9 of respondents e x p e r i ¢ n €lb years; and 35.6% af theml worked above 15 years. The st
about current position of auditors indicates that 24.4% of respondents are managers/supervisors of internal auditor
of them are senior internal auditors; 20% t@am leaders; and 42.2% are internal auditors.

3.3. 1 Statements regarding independence of internal auditors of CBE to ensure internal control.
Statements regarding Strongly Agre | e Neutral Disagree Strongly

pendence of internal auditors ce

E to ensure internal control.

Disagree

Item no .

No. % No. % No. % No. % No. %

1.2 Internal auditors feel free t{ 1 2 18 40 0 0 25 56 1 2
ude any audit findings in the
t report

The internall15
ssments and reports are unbia
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1.5 | The internal auditors havl 16 36 26 58 2 4 0 0 1 2
ed CBE to comply with regulatio

Table 3.2: Presentation oftatements regarding independence of internal auditors of CBE to ensure internal control.

Suleiman and Dandago (2014) have defined internal audit as an independent appraisal function in an organization to
and evaluate the organization’s activities. Any 1int
audit afects this basic feature of internal audit. From the above table, no respondent has strongly agreed that internal
Commercial Bank of Ethiopia was free from interventions in performing its duties, 7% agreed, 2% had no opinion, <
them disagreedand 49% strongly disagreed. This implies that there is an intervention in the process of internal audi
the Bank compromising the quality of the audit result.

The respondents were also asked whether the internal auditors of the Bank feel free to include any audit findingsdiin tr
report. From Table 1, we can see that 2% of the respondents strongly agreed, 40% agreed, 56% disagreed, and
strongly dsagreed. This indicates that the job of internal auditors needs improvement because personnel of the dej
do not have the same feeling. As Tampubolon (2005) assumes the loss of freedom by the internal auditors is blind
deafness to the managemt of the Bank’s intermnal auditing as t
implementation.

The respondents were asked to rate internal auditors unrestricted access to all data, information, records, propatty, f
systems and processes without interference from the management. In the above table, 16% of the respondents strong
29% agreed, 9% were neutral, 20% disagreed and 27% have shown strong disagreement to the issue. From the
difficult to take position whether the internal auditors of the Bank have full access to the things they would like tar act
not. Becausef the vagueness of their response to interpret, the researcher had unstructured interview with responder
replied that there is a difference based on their hierarchy of job, that is top level auditors have full access of inéominat
remaining jarties do not.

According to Gigerenzer and Gaissmdi2011), bias is an unexpected factor that disrupts human decision making pro
From the above table, 33% of the respondents strongly agreed that assessments and reports of the internal audit
Bank are unbiased, 47% agreed, 16% of them haginioa, 4% have disagreed. This indicates that internal auditors of
Bank are systematic, objective, professional and unbiased.

3.3.1 Statements regarding effectiveness and efficiency of internal auditors to consult managers ofBaak

Statements regarding Strongly Agree Neutral Disagree Strongly
effectiveness and efficiency | agree Disagree
of internal auditors to

consult managers of the ban

Item no

No. % No. % No. % No. % No. %
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Table
3.3

2.2. Internal audit department 15 33 24 53 1 2 3 7 2 4
cariiesout activity of
consulting management and
accomplishes its objective
well.

2.4 The consult from internal 1 2 3 7 0 0 16 36 25 56
auditors have helped the
management to identify risks

Presentation of statements regarding effectiveness and efficiency of internal auditors to consult managers of the Bal

Therespondents were also asked to rate if the internal auditors of the Bank helped the Bank to comply with regulation
Table 1, 36% of the respondents strongly agreed, 58% of them agreed, 16% were neutral, and 4% of the respondents
This implies that Commercial Bank of Ethiopia is in compliance with the regulations of the country due to its internal au
Complying with regulations reduces legal costs for a business.

Internal auditors nowadays emphasize the values added in governance and control (Cohen & Sayag, 2010). The co
from internal auditors to managers produces better financial results to the business as their consult comes after per
evaluation.From table 3.3, 38% of the respondents replied that they have a strong agreement that internal auditors
great role in consulting the management of the Bank, 51% of them agreed, 7% were neutral, and 4% of them disagre
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implies that a great role i1is played by internal aud:
recommendations add value to the business as a whole and particularly to the management of the business.

The main objective of internal audit activity is to effectively manage material, human and financial resources,
prevention, and minimization transaction risks. Regarding this, the respondents were asked if the internal audit obje
achieved byonsulting the management of the Bank. From the above table, 33% of the respondents strongly agreed,
them agreed, 2% were neutral, 7% disagreed and 4% ha
consultancy is objectevachievement by CBE internal auditors. An achievement from internal audit activity improves th
of information.

The respondents were also asked if the management consultancy activity of internal auditors of the Bank is carried ou
resource waste. From table 2, 2% of the respondents agreed, 9% of them had no opinion, 22% disagreed, and 67¢
strongly dsagreed. This implies that there is wastage of resources in consulting the management. Resource wz
negative, which may lead to shortage of resources at the same time, in the practice of the positive internal auditing.

Internal auditing has a role of identifying risks that the company deals with. Respondents were asked whether the
from internal auditors of the Bank helped to identify risks. From the above table, 2% of the respondents strongly agr¢
of them @reed, 36% disagreed, and 56% strongly disagreed. This indicates that no auditors consult has enal
management of Commercial Bank of Ethiopia to identdi
existence because whetfzerisk is identified or not, is going to be a threat.

Internal control consists of policies and procedures designed to provide management with reasonable assurance

company achieves its goal. From table 2, respondents
of CBE to deelop effective internal control plan. 40% of the respondents have strongly agreed, 36% of them agree
had no opinion, and 4% of them disagreed. This show

to its internal auditorsEffective internal control produces reliable financial report, efficient operation and compl
company.

3.3.4. Statements regarding internal audit department to satisfy audit objectives stated on the charter.

o Statements regarding Strongly Agree Neutral Disagree Strongly
= internal audit department tg agree Disagree
E satisfy audit objectives
— stated on the charter

No. | % No. [ % No. | % No. [ % No. | %
3.1. Internal auditors review the| 7 16 25 56 10 22 3 7 0 0

main categories of incomes
and theprocess analysis
with respect to the internal
control over operations.

121 |Page



3.2. Internal auditors review the| 6 13 32 71 3 7 4 9 0 0
main cost elements and
make analytical procedures
regarding expenses,
transactions and
investigation of unusual
elements.

3.4 Internal auditos analyze the| 9 20 33 73 2 4 1 2 0 0
existing system of internal
control and suggest
improvement in this system

3.6 Internal auditostake up an | 24 53 14 31 6 13 0 0 1 2
investigation at special
request of the
management.

Table3.4: Presentation of statement regarding internal audit department to satisfy audit objectives stated on the char

From Table 3.4, 16% of theespondents strongly agreed that the internal auditors of Commercial Bank of Ethiopia re
the main categories of incomes and analyze the internal control process over operations, 56% agreed, 22% were ne
7% disagreed. This implies that theraievision on main categories of incomes for CBE and analysis on its internal col
process over operations. The revision on its main categories of incomes enables the company to have an understan
major income sources, and to see the coridhwof each source of income to its total income. On the other hand, anal
of the internal control process over operations is a mechanism for the Bank to improve its control system over oper:
terms of technology and human resource.

The respondents were also asked on their agreement level on the internal auditors review of the main cost elemen
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the internal auditors making of analytical procedures regarding expenses, transactions and investigation of unusual e
13% of the respondents strongly agreed, 71% agreed, 7% were neutral, and 9% disagreed. From this, it is eviden
Bank maks review of its cost elements, analysis of its expenses, transaction and investigation of unusual elements
very important to enable the company to make evidéased decisions and keep the company logical.

From the above table, it 1s indicated that 13% of et
analysis of investment procedures of the Bank to protect it from any kind of loss, 76% agreed, 4% did not have any «
and? disagreed. This shows that Commercial Bank of E

from loss by analyzing the Bank’s investment activi
return earningrom time to time.

The respondents were also asked to rate the Bank?’s
they suggest improvement on the system. 20% of strongly agreed 73% agreed, 4% of them were neutral regarding
and2%oft hem disagreed. This implies that the intermnal
internal control improvement suggestions by making analysis of the system. This way the Bank is in the posse:
competent internal contrglystem.

Table 3 also presents the opinion of respondents re
correction of inefficient operational weak points to prepare recommendations for better control system. 44%
respondents strgy agreed that the internal auditors play this role, 36% of them agreed, 18% had no opinion, n
disagreed and 2% of the respondents strongly disagreed. This shows that the internal auditors of Commercial Bank of
have a role of inefficiency dection at the Bank and a recommendation role for the improvement of the control system
operations. With this influence of internal auditors the Bank, can achieve efficient controls over its operations aat&cal
the sense of belongingness amdmginternal auditors.

The respondents were also asked to express their feeling if the internal auditors the take up investigation at spiecfal r
the management. 53% of the respondents strongly agreed on this issue, 31% agreed, 13% had no opinion, 0% disa
2% ofthe respondents strongly disagreed. This indicates that special request of managers at the banks results in invi
by internal auditors. Such investigations enable the bank to detect whether frauds are found at the bank.

3.3.5. Statements regarding effectiveness of internal audit department to perforthe types of audit stated in the
charter

o | Statementsegarding effectiveness of internal | Strongly Agree Neutral Disagree Strongly
= | audit department to perform types audit stateq agree Disagree
§ in the charter.
AS
No. % No. % No. % No. % No. %
4.1 | Internal auditos performCompliance Auditto | 25 56 16 36 |3 7 0 0 1 2

evaluate howvell CBE conforms and adheres
with relevant policies, procedures, laws,
regulations, directives and contracts
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4.2 | Internal auditos perform Financial Audit to 12 27 27 60 (5 11 0 0 1 2
assess, evaluate and make recommendation
regarding accounting financial reporting of
transactios and activities to ensutbatfinancial
activities of the Bank is completely and
accurately reflected in the financial report.

Internal auditos perform Information System
Audit to evaluate controls related to tBank's
automated information processing systems.

Table 3.5:Presentation oftatements regarding effectiveness of internal audit department to pénitypesof audits stated
in the charter

According to Arens et al (2012), compliance audit i

whether the organization is following specific procedures, rules, or regulations set by some higher authority. From Ta
56% d the respondents of this research strongly agreed that internal auditors of Commercial Bank of Ethiopia p
compliance audit to evaluate how well CBE conforms and adheres with relevant policies, procedures, laws, regt
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directives and contracts; 36% of them agreed; 7% of the respondents were neutral; and 2% of the respondents havi
disagreed. This is an implication of the existence of compliance internal audit at CBE which provides assurance of d
materialmisstatements resulting from neompliance.

Financial audit is conducted to provide an opinion whether financial statements are stated in accordance with spgaifie
(IFRS or GAAP). From the above table, 27% of the respondents agreed that the Bank performs financial audit to
evaluateand make recommendations regarding accounting financial reporting of transactions and activities to ensl
financial activities of the bank are completely and accurately reflected in the financial report, 60% of them agreed, |
the respondents wemeutral, and 2% of the respondents had a strong disagreement. This indicates that there is a f
audit conducted by internal auditors to make sure that there are standardized and reliable financial reports.

The respondents were also asked to rate the presence of performance audit to emphasize sound financial manag
evaluates the operations to identify areas in which economy, efficiency, and effectiveness can improve the adec
operational poli@s, plans and procedure. From Table 4, 24% of the respondents strongly agreed, 71% of them agrt
of the respondents were neutral, and 2% of the respondents disagreed. This implies that at CBE, there is a performe
to improve the business optoa of the Bank.

Information system audit cuts across a variety of information technology processes, communication and infrastructur
include operating systems, databases, servers, web services, software applications, security systems, etc. Regardir
respoments were asked if internal auditors of Commercial Bank of Ethiopia perform information system audit to ev
controls related to the Bank’s automated informatio
agreed the presencéinformation system audit at the Bank, 49% of them agreed, 11% of the respondents were neutr
2% of the respondents had a strong disagreement. This implies that there is an information system audit at the Bank
important to reduce informatictechnology (IT) related risks and improve data security.

The respondents were also asked whether internal auditors of the Bank perform fraud audits, follow up audits, and ir
audits. From Table 4, 62% of the respondents have strongly agreed, 36% of them agreed, and 2% of the responde
strong disageement.

This shows that Commercial Bank Ethiopia’s internal
records with an objective to find instances of fraud if there exists one.

4. SUMMARY, CONCLUSION AND RECOMMENDATION

4.1 Summary of major findings
The main objectives of this paper were to asses internal audit practice of CBE at corporate level. As evidence shov
analysis, the researchers asked diffeqergstions.
Regarding the independence of internal auditors, the researcher asked opinion based on five statements. The surr
findings are as follows:
Majority of respondents’ answers state that:
e There is an intervention in the process of internal auditing in Commercial Bank of Ethiopia.
e The job of internal auditors needs improvement because personnel of the department do not have the same
e The researchers also found their responses difficult to make an implication whether the internal auditors of tt
have full access to the things they would like to access or not because of the vagueness of their response to
therefore, the earchers had unstructured interview with respondents. They replied that there is a difference
on their hierarchy of job, that is top level auditors have full access of information and remaining parties do no
o Internal auditors of the Bank are systematic, objective, professional and unbiased.
e CBE is in compliance with the regulations of the country due to its internal auditors. Complying with reguls
reduces legal costs for a business depending on response rate of respondents.
Regarding effectiveness and efficiency of internal auditors to consult managers of the Bank,

125 | Page



the researchers askepinion based on five statements. The summary of the findings is as follows:
The answers of the majority of the respondents imply that:

¢ Agreatrole is played by internal auditors of CBE in management consultancy.

e Consultancy is objective achieving by CBE internal auditors.

e There is wastage of resources in consulting the management.

b

e No auditors consult has enabled the management
e CBE’s internal control system effectiveness 1s p
Regarding internal audit department to satisfy audit objectives stated on the charter,
the researcher asked their opinion based on six statements. The findings are as follows:
The answers of the majority of the respondents imply that:
e Thereis arevision on main categories of incomes for CBE and analysis on its internal control process over ope
e The Bank makes review of its cost elements, analysis of its expenses, transaction and investigation of t
elements.
e CBE internal auditors are involved in the protec:
¢ Internal auditors make internal control improvement suggestions by making analysis of the system.
e CBE internal auditors make internal control improvement suggestions by making analysis of the system. ¢
requests of managers result in investigation by internal auditors.

Regarding the effectiveness of the internal audit department to perform types of audits stated in the charter, thesres
asked their opinion based on five statements. The findings are as follows:
In their response, there is an implication of:

e The existence of compliance internal audit at CBE, which provides assurance of detecting material misstat
resulting from norcompliance;

¢ Financial audit conducted ligternal auditors;

e Performance audit conducted to improve the business operation the Bank;

o The existence of an information system audit at the Bank which is important to reduce information technoloc
related risks and improve data security; and

e CBE internal auditors conduct fraud audit, which involves a detailed examination of records with an objective
instances of fraud if there exists one.

4.2 Conclusion
This study was aimed at assessing the internal audit practice in case Commercial Bank of Ethiopia at corporate level
census method. The study revealed that:

e There is problem of independence of auditors duc¢
include any audit findings in their audit report.

e In general, internal auditors consult managers effectively but there is a problem of resource wastage to some
Resource wastage leads to low efficiency.

e Activities of internal audit department to satisfy audit objectives stated in the charter are done by auditors, |
100%. Activities done by the department include: reviewing main categories of income, process of analys
respect to the internabntrol over operations, and review of cost and analysis on expenses done by internal au
to some extent, to satisfy audit objectives but it still needs further improvement considering the minimum perc
of unperformed activities.

e It is confirmed that all type of audits stated in its charter: compliance audit, financial audit, performance
information system audit, fraud/special investigation audits, follow up audits, and integrated/comprehensive
are performed effectile to satisfy audit objectives stated in the charter.

126 |Page



4.3 Recommendation
From the data analysis and findings, the researchers arrived at the following recommendations:

e As shown in this study auditing process lacks independence which impedes the definition that internal aud
independent appraisal function 1n an organizat:Hi
intervention from any other degiarent in the organization in the process of audit affects this basic feature of inte
audit. Thus to ensure independence of internal auditors, the company should carefully staff managers with |
attitude toward auditehouldepesppopnsdeposeir t myered ge
to make them biased. And performance appraisal should be done only by board of directors not managers of 1
this enables auditors to feel free to include any audit findings in thpeirtre

¢ Internal auditors consult managers effectively but there is a problem of resource wastage.

The researchers recommend that the company’ s manage
available resources. Improving efficiency in the workplace is about helping employees work smarter, not harder. F
out how to wak efficiently can improve productivity, growth and profits with the same resources.

o From this study it is also concluded that activities of internal audit department to satisfy audit objectives statec
charter are done by auditors, but it still needs further improvement. The company, in order to develop ef
collaboration withthe associated charter, should actively make performance appraisal of auditors.

¢ In addition, effective audit can be produced if internal auditors have more organizational career opportun
promotion and training in the internal audit processes; so the organization needs to make the career and adve
opportunity available tthe internal auditors.
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The Relationship between Capital Structure and Agency Problem in the Case of
Top Tier Corporate Banks in Ethiopia. Abenezer Befikady Getenet Haliu and
H/ Mi chael Assef a, St. Mary’s U

Abstract

Agency problem has gradually started being a problem in the business world. Agency problem is conflict be
shareholders (principal) and the managers (agents). The divergent views by different researchers, especially from
Africa, in respect togency costs which create knowledge gap to determine to what extent capital structure affects the
costs of companies in Ethiopian banks are unique in terms of culture, laws and regulations. In this study, we set ou
out what the cause of agsnproblem in the banks is; determine the relationship between agency costs and capital str
of corporate banks listed in the study; determine where the banks should focus on in terms of finance to avoid or ¢
agency problem; and determineiffagcy problem decreases firms’ value
secondary data collection is employed; the analysis is made mainly by a simple regression used to test the main m
t-test is used as a test of significanbata todetermine the connection between agency cost and capital structure forn
top performing banks in Ethiopia between January 1, 2018 and December 31, 2022, &¢drseck from the examination
of the results shows that capital structure has a substantial correlation between agency costs and aermadérigwhich
indicates that the more lottigrm debt is used in the operational process, activities will leachto i mp r o v e me n t
operating activitiesOverall, the study suggests thatoaanbination of incentive packages, increased debt, and the creatio
synergy can help address agency costs in the selected banks. By aligning the interests of the management team wit
the shareholders and creating a positive work environmentaifm@any can strive towards improved performance at
reduced agency costs.

Keywords: Agency problem, agency costs, capital structure, debt financing

1 Introduction
1.1 Back ground of the study

Until recently management and ownership of enterprises were vestdte same person, the capital provjdert because

of the continuous growth ithe f i r eapability and influence on the entire econoitine management and ownershif
gradually were separated in the eyes of the firm, the outside people and the government. This separation between ¢
and management formed the basis of thealed agency theory. Owners started appointing professitaragers to manage
their companies. Sharehol der s h;ananagers may want t@ pursue selfish goals ¢
increasing perquisites, company size and market value. Managexaded freedom and are closer to the information
the company’s wel |Thisfieadgm may mhotiyate the manages to actout and move against the int
of the shareholders resulting in agency ¢dbseng, M. 2013). According to Yegon et al., (2014), agency costs occur du
nonoptimal performance of directors (managers). These behaviors include excessive corporate consumption, ine
investment decisions, wrong asset management, and fraudatiems on company assets. Jend®86) argues that agency
problems are more likely to prevail in large companies. In order to minimize the agenaycdsti r m> s s har e h
different methodwhich are classified as internal and external. Internal mechanisms include compensation contracts,
shares and monitoring activities within the firm, whereas external mechanisms include monitoring activities by the
markets and legislatorslthough such activities are useful to reduce the risks and losses that must beylstrarehbolders

due to the agency codt in itself is an additional cost mostly referred as supervision cost (Vasiliou, Eritios & Daskale
2005) For this reasomagency problems can never be perfectly solved and managers may never act totally in the best
of shareholders. As a result, shareholders experience loss in wealth due to divergentsadraaioagers especially when
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there are free cash flows in firms with low growth opportunities.

Agency cost can affect capital struct uiceversaiineffectomaggneyr
cost. Kochhar (1997) defines capital structure as a mixture of financial liabilities (debt and equity) that is usectlrfinan
operationsDebt comes in the form of bond issues or kbegn notes payable while equity is classified as common sto
preferred stock or retained earnings. Various previous studies in corporate banks in the US and Europe by Jer
Meckling (1976),(1986), (1992) suggest that optimal capital structure is not the answer to the agency;prableather
debt financingThey give three different reasons that could lead to managerial efficiency due to use of debt in a firm.
the debt decreases .S$ehoadlythe mamndgers iftrease efficiemcy in order to maeet debt paym
objectives Thirdly, an increase in debt could increase monitoring by lendéasy studies have supported this idea
Easterbrook (1984) in the study afency cost expectation of dividends, argues that external capital market monitc
brought to companies by debt financing, forces

managers in value maximizing strategies, rather than personal utility maximization. Research by Zheng(2013) shc
debt has an impact on the decrease in agency cost. Debt can also be used to control excessive use of free cash f
management, greby reducing worthless investments. With increasing debt, the company has an obligation to return tl
and pay interest periodically. This condition causes managers to work hard to increase profits so that they can r
obligations of using debt.

In Ethiopia although this issue is not mentioned as muclinase rest of the worldit is a problemthat need some
clarification As we donot have a welrecognized capital markdt makes the term shareholders known to @fgw, and
the researches and papeoncerning this matter are little to neristence although the problem still exis®s, this study
will examinethe agency costs in the top tier corporate banks in Ethiopia and how it affects their capital structure ar
values.

1.2 Statement of theProblem

In this studyit is easy to identify agency problem or agency ttaexists in any given corporate or share compaimgther
we like it or not. In modern corporatigrthe agent (the management) works on behalf of the principal (the shareholders)
do not have the capacity or means to see and analyze the actions of the agent, even if they had the incentive to
problem that arises here is that there may bendlict in the objectives of the managers and the owners. The owners wi
like to ®e the value of the firm maximized. Meanwhile, the management would be making decisions to fulfill their ov
of objectives that may include a guarantee of their current job and position, reducing the workload by investing in
that are less contipated or require less attention and also favoring projects that have lower payback period which coulc
a more secure alternative.

There are quite a number of possible scenarios or fs
interests between shareholders and managers. The first is job senariggement will try to avoid riglr investment to
avoid bankruptcy risk and loss of jobhe second issue is reinvestment and dividend payout kaioagers in firms with
large free cash flows have incentives to waste original resources on the negative Net present value projects and |
their perquisitesather than payout cash to shareholders through dividends or share purchase schemes. So once mal
has fulfilled their contractual obligationtheymay misappropriate excess funds financially to align their pockets instea
maximization of sharavealth given These different possible conflicts that arise in the agentipal relationship that
reduces shareholders value, is important to be able to know what solution are appropriate in different circuldstanice:
debt as a major financing toislproposed by many studies like (Meckling and Jensen 1976), (Zhang and Li,2008) and
Cole and Lin, 2000). Bty far many more but contradicting statements and studies have also beeiarag£009) did

a study on the role of capital structure and managerial incentive compensation in controlling the free cashgibmey
problem. His findings indicate that a negative correlation exists between the capital structure and free casth diebt
financing restrict the capability of the firm
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There is no known capital structure amount that grantee abolishment of agency cost if the firm increases its debt
decrease agency coltwould do so with some degree but would also add another rigbigsinessThere are very limited
studies or paper made regard agency problem and capital structure in our; couthiis/study will try to identifghe causes
of agency problemfor the above stated banks and what their capital structiggot to do with if is it affecting it or not
because there is a clear gap of knowledge of the agency problem amchbtherit is affecting their firmor notand what
appropriate measures could be taken to reduce it not only in Ethiopiatbetwhole of Africa

1.3 Objectives of the Study
1.3.1 General Objective
To examine gency problem and the relationship with capital structure in top tier banks in Ethiopia

1.3.2 Specific Objectives
The specific objectives of the study will be:

1) To find out ifthere is airect relationship between agency problem and & figapital structurg
2) To determine iflebt financing redussagency cost

3) To determindf capital structure affesmanagement view to the organizatigrand

4) To determine if indeed free cash flow will cause agency problem

1.4 Research hypothesis
1) Ho: There is a direct relationship between agency problem and’admpital structure

Ha: There is no direct relationship between agency problem and’adapital structure
2) Ho: Debt financing redusegency cost

Ha: Debt financing does not reduce agency.cost

3) Ho: Change in the capital structure would affect managémsetv to the organizatian
Ha: Change in the capital structure would not affect managénsési to the organizatian
4) Ho: Free cash flow will cause agency prohlem

Ha: Free cash flow will not cause agency problem

1.5 Significance of the study
The study woul@dpen theeyes of the banks to agency problem and what it is costing them in terms offhaluesearchers

tried to illustrate how their capital structure is a powerful tool which can be used to determine the degree of exisying
cost and the degree of bankruptcy cost or. figle other thing this study tried to identify is the root cause of agency probl
in the banks and tried to recommend appropriate measures to fix them. There are several areas for further researc
build upon the findings of thistudy. One potential avenue for future research is to investigate the impact of variables
as information asymmetry and concentration of ownership on agency costs. These variables were not considered in tt
study, but they could potentially ¥ significant effects on the relationship between capital structure and agency c
Exploring how these variables interact with capital structure can provide a more comprehensive understanding of the
influencing agency costs in the banking secto

1.6 Scope of the Study
Since all researchers are presently resgianiddis Ababadata collected for the study is mainly in the banks head sffic

which are all in Addis Ababd& here are many theies regarding both capital structure and agency problem with both ti
and availability of the documentBhe researcheruld notaccess in full which means the study is restritbedbcuments
which are freely available in the internet and different bodke study anabked5 years data from 2013022 The six top
performing corprate banks mentioned earlier are the main focus of the.study
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Table 1.1:List of banks that the research included

Banks Average gross Year of Number of  Swift
profit(birr) est. branches

CommercialBank of 17.9 billion 1963 1444 CBETETAA

Ethiopia

Dashen Bank 1.8billion 1995 438 DASHETAA

Awash 1.31billion 1994 430 AWINETAA

InternationalBank

Cooperative Bank o 1.13billion 2005 467 CBORETAA
Oromia

Bank  of 565million 1996 233 ABYSETAA
Abyssinia

Wegagen Bank 465million 1997 211 WEGAETAA

Source National bank of Ethiopia Report 2020/2021

1.7 Research Methodology
This section specifies the methods and procedures that are employed in this study. It enshesfathatollected relate to

the objectives of the study and that data analysis yields appropriate.results

1.7.1 Research design and approach

This study has an explanatory/analytic and a correlation nature. An explanatory research method is developed to sh
and effect while correlation research method shows the relationship between two or moresvaiablghese designs are
the most appropriate for the studyhe study is done to identify root caasd agency problemand try to find appropriate
solutions and show the relationship between the capital structure of those banks to their agency costs

1.7.2 Population and sample techniques

The whole population are top corporate banks in Ethiopifdahe target populations are top performance corporate bank
Ethiopia and their financial statemen$e, the researcher used judgmental sampling that repsaseshtexplais the whole
population

1.7.3 Data type and collection

Researchers utilized secondary data extracted from financial annual reports of all the banks mentioned earlier. Se
data usdin this study are from sourssuch as books written on agency proldemd capital structurdey similar researchers
conducted previously and websitétowever the major sourcetheresearchexreferredis the firm’ ewn financial statement
to understand where the firm is going and which capital structure mix are they emphasizing on financial reports t
extracted from edccompany in the samplannual salestotal annual overheads expensesaltlong term liabilities at end
of each yeartotal assets at end of each year.

1.7.4 Method of data analysis

The data collected are analyzidmlough quantitative analysiBifferent statistical methods are usédhe statistical test of
significance are used to measure the association between the dependent and independeniwaleatdgsession analysis
was applied to determine the effect of capital structure on the agency @ustdation analysis waalso carried out to
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determine and measure the strength and direction of the linear relationship between two .variables

1.7.5 Model specification

As this study used a hypothesis and the data analysis also requihesésearchers clearly must identify variables an
classify them as dependent and independenthis studywe only havetwo variable, agency problesimeasired using
indirect costs, that the value lost by shareholders due to managers exerting insufficient effort and making decisior
suit their own selfish interests coanhd determined by using efficiency ratio. Efficiency ratio = Annual overhe:
expenses/Annual income. Andpital structure measured by long term debt to equity ratio = Long term debt/Equity. Bt
additional variable was used

A dependent variable is a variable which is influenced by the movement of the independent, aaribbte independent
variable as is name indicatesis not influenced byny other variabledn this studythe independent variable would be
capital structure which contains debt and equity or cost of aethicost of equityThe capital structure will not change unles:
the firm decids to do so If the agency cost increased or decreased while the agency cost iAffeatbd by capital
structure andif the capital structure is more focused on debt finantirgagency cost will be significantly lowered

The model is as explained below:

Y= B0 + PBIXI + ¢i

Where:

Y =is the agency cost

BO = the intercept and the constant to the equation
Xi = Capital structure which is defined by equity a:
Bi = The sensitive coefficient that show the change
€ = 1s the error term of the model and captures tdie

agency cost apart from the capital structure.

A simple regression is used to test the main model-tast along with standard error test and confidence interval test is u
as a test of significance. Thetést was used to measure the association between the dependent and independent v
while regression analysis was applied to determine the effect of capital structure on the agency costs

1.8 Limitations of the Study

This study is done with several impeding factors in piay starers, the study was conducted on only 6 bamksch makes
the sample size too low, and it will not reflect the low level corporate banks as the companies researched are
performing corporate banksloreover,the period of research from 2018 until 2022 is another limiting factor. The five y
period covered is not enough to provide conclusive results as to the effect of capital structure on agefntye ciists.
limiting factor isthe number of independent variables that were used in the model that affects the ageroytioisstsudy
only capital structure was used and the ratio that was used to analysis speeificatigt universally accepted way of
measuring agency costkhis is because agency costs can be measured either directly or indirectly. In achlitidations
in this study are madéroughhand and simple software operation and no major analyzing tool wasPussethe lack of a
established capital market mani@ analysis and final interpretation more difficult

2. Data Analysis, Results and Findings
2.1Introduction

The data analysis and interpretation of the research findings are presented in this chapter. To address the study's
chapter analys, groups, and tabulates the available data. The goal of the study was to determine the connection |
agency cost and capital structure for the top performing banks in Ethiopia. Data between January 1, 2018 and Dece
2022 were included in thesiple The study's results, analysis of regressions, and conclusions are all discussed in turt
2.2 Ratio analysis

133 |Page



To measure the companies agency problem and capital stiubtiresearcher set out to use the efficiency ratio= Annt
overhead expenses/Annual income and the capital structure by long term debt to equity ratio = Long term debtvqu
results are shown in Table 4.1, where the efficiency ratio;temg debt of each bank is organized for every year

Table 3.1: Result of Ratio analysis

Commercial Dashen Bank Awash International Bank
Bank of Ethiopia
Years Efficiency Debt to equity Efficiency Debt to equity Efficiency Debt to equity
ratio ratio ratio ratio ratio ratio
2017/18 0.6118 0.04101 0.70588 0.0153 0.6315 0.0721
2018/19 0.76635 0.04496 0.72727 0.02109 0.62962 0.04524
2019/20 0.71086 0.02949 0.76785 0.02525 0.58024 0.0123
2020/21 0.78134 0.05517 0.7397 0.02475 0.647058 0.02921
2021/22 0.76463 0.0425 0.75728 0.02498 0.64963 0.04453
Cooperative Bank of Abyssinia Wegagen Bank
Bank of Oromia
Years Efficiency Debt to equity Efficiency Debt to equity Efficiency Debt to equity
ratio ratio ratio ratio ratio ratio
2017/18 0.84313 0.3297 0.69583 0.0167089 0.6666667 0.008944548
2018/19 0.733067 0.115842 0.74758 0.019503 0.64516129 0.0288581
2019/20 0.7934486 0.12076 0.7599 0.02106 0.78125 0.025339
2020/21 0.75261324  0.041835098 0.80952 0.02196 0.75 0.026782
2021/22 0.7882938 0.14455817 0.79901 0.018257 0.806 0.035312

Source: Research Findings

2.3 Descriptive Statistics

The findings presented in Table 3.2 indicate the mmaoljan and standard deviation of the means for the main variable
the studynamely efficiency ratio statistics are the sample averages over the study period.
Table 3.2: Descriptive statistics of key variables

Min Max Mean Median Mode Standard
deviation(SD)
Efficiency ratio(Y) 0.58024 0.84313 0.728083 0.74879 - 0.067466401
Debt to equity 0.00894455 0.3297 0.05011 0.029034 - 0.062053205
ratio(X)

Source: Research Findings

Based on the data, the efficiency ratio has an average of 72.8% and a standard deviation of 6.7%. The minimum e
ratio was attained bfwash International Bank 2019/20 period and the maximum efficiency ratio wak@Cooperative
Bank of Oromia in 2017/18 period@he longterm debt ratio is calculated with an average of 5 % and a standard deviatic
6.2%. The largest value of the leteym debt ratio was #lhe Cooperative Bank of Oromia in 2017/18 period and the lowe
was atWegagen Bank i2017/18.
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2.4 Inferential Statistics

The result of correlation analysis, which was used to determine the direction and strength of relationships betweer
costs, capital structure, ownership concentration, and information asymmetry, as well as regression analysis, was
determine lmether there was a relationship between the variables

2.4.1 Regression Analysis

Based on the efficiency ratio and the control variable capital structure, a regression study on capital structure \osrsu
cost was carried out. This was the regression equation:

Y= p Xi+e P

Data for the above variables was generated for top 6 top performing banks in Ethiopia

Table 3.3: The Coefficients of the Model

Coefficients Standard errors
Intercept/constant(l30) 0.427200354 0.0113293
Long-term debt to equity(31) 6.004436311 0.01231763

The table above depicts the relationship that exists between the independent variables and the dependent variable
of numerical forming théollowing relationship from the equation given above i.e.
Agency cost = 0.427200354+ 6.004436311X1+ ¢

SE= (0.0113293) (0.01231763)

From the equation developed above, it means that, once capital structure increases by 1 unit, agency cost incr
6.004436311 units. This implies that the use of 1 unit of equity against debt would increase the agency cost by 6.00:
2.4.2 Statistical test of Significance

13

It is mandatory to know how good’ is tthakistdsayitismdeded to
measure the dispersion of observations around the regression line. This knowledge is essential because the ¢
observation to the line, the better the goodness of fit, i.e. the better is the explanation of tbavafiatiby the changes in
the explanatory variables.

Under this section, primary focus is on statistical criteria (first order tests). The two most commonly used first ®ider 1
econometric analysis are:

2421Tests of the ‘gbéodness of fit’> with R

R2shows the percentage of total variation of the dependent variable that can be explained by the changes in the ex|
variable(s) included in the model

In this study the R = 0.1243549This means that the regression line gives a good fit to the observed data since thi
explains 12.43% of the total variation of the Y value around their mean. The remaining 87.57% of the total variation
unaccounted for by the regression line

Since sampling errors are inevitable in all estimates, it is necessary to apply test of significance in order to ms&asure
of the error and determine the degree of confidence in order to measure the validity of these estimates. This can be
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using various tests. The most common ones are:

2.4.2.2 Standard error test
This test helps us de c ildre sigrificantlyhdidferenttfranmezere, s.et whethet the sampl® fro

which they have been estimated might have come from a population whose true parameters are zero. In our study
beta is greater than Standard erroroffdeta e i mpl i cation f1 is statisticall

2.4.2.3 tudent’s t

Like the standard error test, this test is also important to test the significance of the parameters. The test Corpare
computed value of t) and tc (critical value of t table value) If t¥¥tce concl usion is PB1 is s

Inthisstudys i nce t *=487.4668513and tc=2.048, t*>tc. It 1im
2.4.2.4 Confidence interval

In order to define how close the estimiatto the true parameter, researchers must construct confidence interval for the
parameterin other wordsresearchermust establish limiting values around the estimate within which the true paramet
expected to lie within a cert ai nthdtifdthergiszero inthd confidencé intervalr
thei mplication is that .l is statistically insignific

In this studythe confidence interval is between [5.979&6.02966] i mpl i es t hat pB1l. is st a

Table 3.4: Summary of the test of significant

F test T computed T critical
0.00012437 487.4668513 2.048

SE (B1) R? Cl

0.01231763 0.1243549 5.979&6.02966

Source: Research Findings

2.4.3 Correlation Analysis

The correlation analysis was carried out to determine and measure the strength and direction of the linear relatioaship
thetwo variables, describing the direction and degree to which one variable is linearly retateahtother.
Table 3.5: Correlation Analysis

efficiency ratio long term debt to equity
Efficiency ratio 1 0.3704
Long term debt to equity 0.3704 1
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Source: Research Findings

From the table above, there existed a positive relationship between agency costs and long term debt (r = 0.3704),
technically a positive correlation, the relationship between the variables is weak

2.5 Interpretation of the Findings

It is evident from the examination of the results that capital structure has a substantial correlation between agemty c
annual longterm debt Thisindicates that the more lostgrm debt is used in the operational propassivities will lead to
an improvement 1in a company’s operating activitieds.
and the movement in one varialki@esnot cause the other to respohdt this study shows that with other factors combjne
capital structure affects the agency probldrhe results of the research by Zheng (2013) found out that there was
significant influence between the capital structure and agency costs which means that the ustewh ldagt does not
influence agency costs. However, the results of the researichaapeement with the findings of the research by Ellul (200!
and Lin(2006) who found out that there existed positive effects between capital stanct@gency costs

Usage of longerm debt will put pressure to the management team of various companies to manage the funds apprc
as the operations of the companies is tied down fopdlyenentpayment of lendaror investors in the futurdhis means
that with an increase in the operational activities of the company, the cost of operation will also increase. The use
offers a sense of united synergy in that it will make the managers of various companies manage the funds affativel
fund being not theompanies own free cash inflow

4. Summary, conclusion and recommendations
4.1. Introduction

This chapter presents the summary, conclusions and recommendations derived from the findings of the study. The
presents #rief summary of the stuggonclusionsand recommendations.

4.2 Summary

The objective of the study was to investigate the relationship between capital structure and agency cost of the top c
banks in Ethiopialn answering this question, the study applied historical data to get the efficiency ratio and long tern
ratio. The historical data of all these ratios were obtained from the banksal financial report The key findings reveale«
that theravaspositive correlation between capital structure and agency. costs

4.3 Conclusion

This study seleetd 6 top performing corporate banks in Ethiopia during the-yar period from 2018 to 202R studied
the relationship between the capital structure and the agency cost. THerlandebt to equity ratio is used to determin
capital structure, while the efficiency ratio is used to calculate agency cost, which is computed by dividing yearly ov
experses by the revenue ratibhe hypothesis is utilized to create single regression model which is then used to coi
empirical assessamt The finding indicates that
¢ The longterm debt to equity ratio has a large and favorable effect on the agency cost, as assessed by the e
ratio.
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e An increase 1n the company’s debt in order to s
operationsinanyfimCoupl ed with t he ¢ o mp,dhergisarequirementdonnmonitoring to
ensure that a rise in the expenditures incurred for the increased operational activities is allocated properly

¢ Debt financing increases monitoring external parties reducing free cash flow

4.4 Recommendations for Policy

The result of this study indicatthat there is a positive relationship between capital structure and agency costs in the se
banks. This implies that the way a company finances its operations and investments can impact the costs associ
agency problems, which arseue to conflicts of interest between shareholders and management.

To address this issue, it is recommended to implement incentive packages for the management team. By providing in
such as performandmmsed bonuses or stock options, the management team is encouraged to work harder and ali
interests withttose of the shareholders. This can help mitigate agency costs by motivating the management team to &
best interest of the company and its stakeholders. Furthermore, the study suggests that increasing the use of diét in-
structure can mvide an additional incentive for the management team to work hard. When a company has more de
management team has a greater obligation to meet the expectations of investors and debtors. This can create ¢
responsibility and drive the managent team to work diligently to fulfill their obligations

In addition to incentive packages and increased debt, the study recommends the creation of synergy within the orga
By fostering a sense of belongimessand inclusion, the management team is more likely to feel a strong connection t
company and its goals. This can enhance their commitment and motivation to work hard, as they perceive thems
integral parts of the organization. Overall, the gtadggests that a combination of
¢ Incentive packages, increased debt, and the creation of synergy can help address agency costs in the select
e By aligning the interests of the management team with those of the shareholders and creating a positiv
environment, the company can strive towards improved performance and reduced agency costs.
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Assessment of Credit risk Management Practices in Nib International Bank
(Case Study in Wolkite Branches), Tedla Yifru, Wolkite University

Abstract

The objectiveof this studyis to examinethe practiceof creditrisk managemenat Nib International

Bank. To address this objective, the study targetetrifioyees of the Bank wlamecurrently working

at three branches in Wolkite town. The primary data were colldttedigh questionnaireThe
collected data were analyzed using the descriptive analysis mBtledthdings showed that there is a
well-designed credit risk strategy and policy that indicates recognizes areas of credit engagement
and the risks inherent in these engagements.fildegs also indicatedthat respondenemployees
believedthereis agoodlevel of creditappraisal and grantingr ocess at the Bank tha
history, financial conditiorand collateral requirements before granting the loan. Furthermore, the study
showed that NIBhas an appropriate internal risk scoring system, and a good risk control and monitoring
systemjt alsoemploys risk based scientific pricing and has an independent risk management function.
But results also indicated that there is a room for improvement about credit portfolio concentration
limtsand offering c¢ust @maanusage. iniling With the fundings ot the study, it n g
was suggestedo the Bankto enhancets credit portfolio concentratiorlimit andimprovetrainingd
customers otbanusage.

1. INTRODUCTION
1.1 Background ofthe Study

Banks are one of thmost important financial intermediaries whose primary function, as willears
reason of existence, is to mobilize funds and pass them over or lend to those who fireett¢o
businesses or projects. In other words, banks act as a bridge between those ssciety ofho save
and those who seek to invest but do not have the financial mean&eiateeh,Halephom arderon

, (2014)

Because of their intermediary function, banks also serve as a vehicle for the economic and social
development of a country. This is particularly true in the less developed countries like Etttiepga

capital markets are either under developed or virtuallyaxstent to meet the credieedf society,

(ibid).

Banks are exposed to different types of risks, wiaffbct their performance and activity since the
primary goal of the banking mawealh.eSanachievingthis o ma :
goal, banks’ managers and 1 dlowsandasdumed eislis as aresdltf s s |
of directing its financial resources in different areaatdization (Daniel,2019).
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Therefore, the management of the riglatedto thatcreditaffects theprofitability of the bank(Li and
Zou,2014).

In Ethiopia, the banking sector has evolved a lot since Bank of Abyssinia was first estaidisbed
on the agreement between Ethiopian government and National Bank of Egypt iD480§ the finale
decade of the last century, a notable structural change in the financial setaat tleesground for the
establishment of several private commercial banks. According to NBR022 there were 29
commercial banks in Ethiopia. The National Bank of Ethiopia (NB&ievessuch growth shoulte
matchedo strongrisk managemergracticesThis study therefore, attempted to assess the actual credit
risk management practice of Nib InternatioBahk.

1.2 Backgroundof the Organization

Nib International Bank (NIB) was established on 26 May, 199@er license no. LBB/007/99 lilge
CommercialCode of Ethiopia and the Proclamationfor Licensing and Supervision of Banking
Business Proclamation no. 84/1994 with the pgictapital of birr 27.6 million anduthorized capital
of Birr 150 million by717 Shareholders. The Bank commenced its operati@8 October, 1999 with
27 employees. It joined the banking industry as the sixth privatelicenksedn the country.

Other than renderingfulfiled domesticand internationalbanking services,the Bank implemented
Mobile and Internet Banking through which it issues NIB cards. The Banglaesdits A T M’ak
various locationsthroughoutthe Country to provide its diversified productén convenient ways to
esteemed customers. Moreover, to enhancadpkcation of moderbanking technologies and provide
competitive service via a wide range of card banking servihesBank has established a strategic
partnership with MasterCard, VISA and Union Pay branciedswhich is a breakthrougho provide
internationajpaymentservice.

To introduceproductsptherthanthe previousinnovativeproductsandservicesNib Mar Saving,NIB
SocialSaving,NIB DonationSaving,andNIB E n t r e p iSavingweredéveloped. In addition, the
Bank is working withTele Birr and Ebirr (Product name NIB E- birr) to be a bettercompetitorin
this digital world of banking.(https://www.nibbankssc.com)
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1.3 Statementof the Problem

It is believed that generally banks face credit, markqtidity, operational, compliance (legal)
regulatory and reputation risks among which credit risk is known to have the adverse impact on
profitability and growth. Hence, the success of most commercial banks lies on the achiewements
creditmanagemenustifying risk to theacceptabléevel (Hagos,2010).

Credit risk arises from the bank’s dec abanksarg wi t h
financialinstitutions.High creditrisk reducesarningsandcapital,increasesadministration cost of the

bank, and induces liquidity problems affecting cash flow. That is wisyegsentiathat management
paysmuchof its attentionon managing théoans. Theo r g a n i abdity to effactivelymonitorand

manageits credit risk canmeanthe difference betweensuccessand failure. Effective credit risk
managementttractsmore attention than today before. Interest income and interest expense are the
main determining factors fahe profitabilityof privatebanksin Ethiopia (Yigremachew2008).

In Ethiopia, to the knowledge of the researcher, several researches were conducted in tloeedtiea of
risk management. The studies are more focused on credit risk management aimdpteiron
profitability. However, most of thigerature with regard to the topic made in Ethiopgantext focused
on part of credit management aspects such as performance, profitabilitgreatidexposures instead
of assessing the credit risk management. Thus, the researcher tries tayélb thied contribute to the
literature by addressing the problems of credit risk manageméhb dhternational Bank. Moreover,
previous researches were conducted at country level andatkeynore focused on urban areas.
Consequently, the researcher triettfie gap by assessing thiéectof creditrisk managemenractice
in Wolkite town.
In light to this, the study attempts to address the problem and find answers to the fotleseiagch
guestion:

= Whataretheexistingcreditguidelinesandprocedurest Nib InternationaBank?

= Whataspectareconsideredn theBa n kcliestappraisabndcreditgrantingprocess?
= Whatmechanismsareusedto measurendmonitorcreditat Nib InternationaBank?

= What methodsare employedto control and mitigate credit risk at Nib International
Bank?
1.4ResearchObjectives

General objective

The general objective of the study is to assess the credit management practice in Nib International
Bank.
Specificobjectives

In line with thegenerabbjectiveof thestudy, thefollowing specificobjectivesareidentified:

» Toexaminecreditguidelinesandprocedures Nib InternationaBank;

142 |Page



» To assesshe client appraisalndcredit grantingprocessat NIB;

» To assesshe mechanismsre usedto measureand monitor credit at Nib I nternational
Bank; and

» To assestheeffectivenes®f the preventivetechniques at NIB.

1.5 Significanceof the study

In light of the essence of the objectives it sets out to achieve, the study is a vital inget for
improvement of the process of credit risk management. It also enables the Bank to revemlit its
managemenpractices.

Furthermorethe studycanserve:

e Toacquireadegredan accountingandfinance;
e A referencamaterialfor anyinterestedeademonthesubject;

e To showthe strongandweakpointsin credit risk managementf Nib International
Bank;

e Theresultof the studywill be expectedo give certain knowledg®n howto manage

credifor the managewof the bankas wellasfor the customers; and

It will alsoprovidesolutionthat enableghe Bankto improveserviceof credit

provision andefficient paybackon duedate.

1.6 Scopeof the study

The study will be conducted on Nib International Bank of wolkite town. The study focuses on
assessmerf creditmanagemenpractice.

2. Research Design

2.1research Methodology

This research used descriptive research design. Descriptive research was employed as a mametsshioh
describe credit risk management practice at the Bank. As described by C.R. Kothari (2004), descriptive re
includes surveys and fafihding enquiries of different kinds. The major purpose of descriptive researct
description of the state of affaias it exists at present.

2 .2 Source of Data
In this study, primary data was collected through a structured questionnaire.

2.3. Method of Data Collection
To collect the required data from respondents, structured questionnaire was employed. The primary d
collected from all key risk management workers and other professional workers using close ended questio

2.4 Population Size and Sampling Technique
The study populationvas drawnfrom Nib International Bank professionals and clerical employees who
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working at the selected three branches in Wolkite town. There are 15 professional employees working thrc
the 3 branches of the Bank.

In order to select relevant data from teepondents, censerethod was used for all professional staff members
the Bank. According to C.R. Kothari (2004), censes method is a complete enumeration of all items
population. It can be presumed that in such an inquiry, when all items are covered, no elehartefs left and
highest accuracy is obtained. This method is selected by the researcher because, it was enabling the rese
get accurate data from small population.

2.5Method of Data Analysis

As the research methodology is qualitative and quantitative in nature, descriptive elaborations and discuss
employed to analyze the data. The information obtained from the different sources is presented more in des
method.

3. DATA PRESENTATION AND ANALYSIS

The general objective of this study was to assess the credit risk management practice at Nib
International Bank, Wolkite branch. To attain the objective of the study, data from primary source
was collected through questionnaires distributed to employees of the Bank working in the Wolkite
branchesin this chapterdatapresentationinterpretatioranddiscussionarepresented.

3.1Analysisand interpretation of questionnaireresult in table form

In this sectionof the study,the data gathereidom primarysourcesare analyze@ndinterpreted.

A total of 15questionnaires were distributed to the employees of the Bank who are related with
the problemof the studyarea.

Table 3.1Demographic information or summarytbe number and percentage of respondents by
age,sex,educationafjualification, and work experience

Respondent
ltem Numbers Percentagé)
Male 8 53.3%
sex Female 7 46.7%
Total 15 100%
2510 30 8 53.3%
31t035 4 26.7%
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36t040 3 20%
Age

Above40 - -

Total 15 100%
Education | TVET certificate - -
qualificatio
n

Diploma - -

Degree 15 100%

Master - -

Total 15 100%
Work Below5 year 11 73.3%
experienc | 6to 10 4 26.7%
e 11t0 20 - -

Above20 - -

Total 15 100%
Source:ownsurvey

The above table (table 3.1) shows demographic information of respondents by age, sex and
educational qualification. We can see from the taide53.3% of the respondents are male and

46.7% are female. This shows that most ofdimployees othe Bank are male. Moreover, out of

the total number of respondents, 53.3% belong to age group of 2y¢a@) while 26.7% are in

the age range of 31 to 35 years; the remaining 20 % dhe iage range of 36 to 40 years. This
shows that most of the Badulkajes This impliesothatereost ofa r ¢  f
employees of the Bank are fresh. Then the researcheseesthe educationaualification.As

we know educatioris the bestinstrumentfor the development of the countryh& credit activities

are facilitated easily if the people involved atkicated. Andccording to the sample respondents,

100% of the respondents ategree holders. Thus the researcher can conclude that all employees

are literate but it is n@nough. Finally, the researcher looked at the experience of each respondent
inthe Bankunderthewur rent job. 73.3% of the respondent
years, and 26.7% have experience between 6 to 10years. From this the researcher can conclud
that most of the employees oftBa n k ar e no't new for the Bank?’s
know about the study area. Thisgisodfor researcheim orderto getfull informationaboutthe
problemunderstudy.
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TABLE 3.2:¢ mp [ o gpiaienstowardscredit policiesand guidelinest thebank

Question Measuremen| Strongly | Agree | neutral| Disagree| Strongly
agree disagree

The bankhaswell-designeccreditrisk | Freq. 5 4 2 4 -

strategyandpolicy. % 33.3% 26.7%| 13.3% | 26.7% -

The existing credit policy of the Bar| Freq. 2 7 6 - -

explicitly indicates general areas of

creditin whichthe Bankis preparedo % 13.3% | 46.7%| 40% | - )

engage.

The existing credit policy of the Bank | Freq. 2 2 11 - -

incorporategsoundand p.rud.er?t % 13.3% | 13.3%| 73.4% | - N

crediportfolio concentratiodimits.

The credit policy of the Bank clear| Freq. 3 9 3 - -

deflnsappropnatdeve_ls_ of delegation % 20% 60% | 20% |- 3

of approval,and provision

or write- off authorities.

The Bank has credit risk policy that | Freq. 9 6 - - -

clearly setsout how bad creditsare % 60% 20% | - N N

to be managed.

Source:ownsurvey

As presented imable 3.2, employees were first asked to indicate their feelings towards the
presence of weltlesigned credit risk strategy and policy at the Bank. Around 60.3% respondents
agreed and around 13.3% and 26.7%espondents/ereneutralanddisagree, respectivelyhis
shows thathereis alittle gapneededo beimprovedin creditrisk strategyandpolicy of theBank.

Item 2 in Table 3.2 inquired about the opinion of the respondents regarding the presence of credit
policy that indicates areas ehgagement and the ability of the credit strategy to incorporate risks
inherentin activities on which the Bank engages. 60%f the respondentsgreed.This result
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indicates that respondents believe that the cnediicy and strategy aNIB indicates and
recognizes areas of credit in which the bank engage in and the risks associated with the activities
it engagesn.

According to Table 3.2 item 3, 73.4% of the respondents were neutral with regargtestece
of credit policy thatincorporates sound and prudent credit portfolio concentration Timg.
impliesthatrespondents do not have dmowledge abouhis policy.

In 1item 4 respondents were asked whether the
appropriatelevels of delegationwith regardto approvaland provision of credit. 80%of the
respondents agreed. This implies that respondents believe that the existing credit policy of the
Bank clearly states delegation of loan approval. This helps to distinguish who is responsible to
carryoutcreditrelatedtasks.

Further mor e, as shown 1in Table 3.2, i Baeskm 5 ,
has c¢credit risk policy that <c¢learly sdéhats out
when the Bank encounters bad loans, its crpdlicy has set out a way to deeth badloans.

In general, from this and the results presented in Table 4.2 above, that more of the results are
above averagdg it canbeimplied thatthe existingcredit policy of the Bankis good.

TABLE 3.3:E mp | o gpenionstowardscreditappraisalgrantingprocessattheBank

Question Measuremen| Strongly | Agree | neutral| Disagree| Strongly
agree disagree

The Bank conducts comprehensive| Freq. 11 4 - - -

creditworthihessanalysisproperly % 73.3% | 26.7%| - N N

before grantingoans.

The Bank checkstheb o r r o we | Freq. 9 4 - 2 -

historyandfinancial abilityto meet

obligation beforegranting loans. % 60% 26.7%| - 13.3% |-

The Bank hasa clearly established | Freq. 8 5 2 - -

processfor approvinga new credit as % 534% | 33.3%| 13.3% | - N
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well asamendmentsrenewal and re-

financingof existingcredits.

Adequacy, marketability and| Freq. 4 7 2 2 -
enforceability of collateralequiremen % 26.7% | 46.7%| 13.3% | 13.3% | -
is properlyevaluatedand measuredy
professionapersonnebr expertise.

TheBa n kcreditgranting and Freq. 7 6 - - 2

approval - % 46.6% | 40% | - i 13.3%
processestablishesccountabilityof

the decisiormakers.

Source:ownsurvey

Table 3.3 presents results of appraisapandgyrantng t s ’ 0
process of the Bank. In this regard, the first item that saught p o nodirionwaswhetherthe

Bank conductscomprehensivecredit worthinessanalysis properly before granting loan. All
respondentagreedwith the statement.

Item 2 in Table 3.3 1nquired the opinion of
history and financial ability before granting loans. 86.7% of the respondents agreed so.

According to Table 3.3, 86.7% of the respondents agreed with regard to the preseleee of
established process for amendment, renewal affihaiecing of existing credits. Thinding
shows that respondents’ opinion 1s relatively

According to the last item of Table 3.3, 86.6% of the respondents agreed with regard to the
presence otredit granting and approvadrocessthat establisheaccountabilityof the decision
makers.
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TABLE 3.4:E mp | o gptnionstowardsthe creditmonitoringpracticeatthe Bank

Question Measuremen| Strongly | Agree | neutral| Disagree| Strongly
agree disagree

The Bank has a well-structured Freq. 7 6 2 - -

documentation tracking system for % 466% | 40% | 13.3% | - )

creditandcollateralfiles.

The B ank strictly monitorsif loan | Freq. 3 11 1 - -
termsand conditiongrebeingmet.

% 20% 73.4%)| 6.6% | - -
The Bank monitors the businessof | Freq. 4 2 9 - -
clientsaftergrantingcreditson regular % 26.6% | 13.3%| 60% | - )
intervalbasis.
The Bank regularly assessewvalue Freq. 3 12 0 - -
and existence abllateralcoverage. [, 20% 80% | 0% 3 3
The Bank sends timely notices| Freq. 2 11 2 - -
notifying customersheir obligations. | % 13.3% | 73.4%| 13.3% | - -
Source:ownsurvey
As presented 1in Table 3.4, t he f i presenceiotae m i n «

well-structured documentation tracking system for credit and collateral fileslzrke86.6% of
the respondents agreed with the statement. Similarly, 93.4% of the respondents showed their
agreement to the second item.

In contrast, Table 3.4 shows respondents do not agree that the bank regularly moritmisdss

of clients after granting credits. This was reflected with the 60% neutral responseesiis

shows that the Bank’s effort to assessisSthe bu
belowaverage.

According totable 3.4 abovehe lastwo items show the bank regularly asses valueexigtence

of collateral coverage and that the bank sends timely notices notifying custom#rsirof
obligations. This result shows that the banks effort to assess the collateral situatiorioduring
termandproviding prior noticesfor customerss good.
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TABLE 3.5:E mp | o gpeionstowardsthecreditrisk mitigationstrategieandtools

Question Measuremen| Strongly | Agree | neutral| Disagree| Strongly
agree disagree

The Bank employs risk based Freq. 4 9 2 - -

scientificpricing. % 26.7% | 60% |13.3% /| - -

The Bankhas appropriatenternal risk | Freq. 7 4 2 2 -

scoringsystemthat distinguisheshigh

and lowrisk areas. % 46.7% | 26.7%| 13.3% | 13.3% | -

Proper credit limit is established by t| Freq. 7 4 4 - -

Bank for partlgularecqqomlcsectors, % 26.6% | 26.7%| 26.7% | - N

geographiaegionspecificproducts,

anda groupof associatedborrowers.

TheBankofferstrainingto employees| Freq. 4 11 - - -

oncreditrisk management. % 26.7% | 73.3%| - N N

TheBankofferscustomersufficient | Freq. 2 7 6 - -

trainingon loans usage. % 13.3% | 46.7%| 40% | - )

Source:ownsurvey

Table 3.5 shows opinions of respondents about the credit risk mitigation strategitmland
employed at the Bank. Awresented above, the first item enquired employetbeyf believe the
Bank employs risk based scientific pricing method. 86of%he respondents agreed with this
statement. This indicates that the Bank is good in prit@ogniquewhichin turn helpsmitigate
risk facedby the Bank.

The second item asked employees’ opinibankh on aj
that distinguisheshigh and low risk area.More than half of the respondentsigreedand

around 26% of them did not agr@éis shows that thBankis goodbut not enough onnternal
scoringsystem.

The 3 itemasked on Table 3.5 was about the opinion of employees on the establishment of proper
credit limit by the Bank based on economic sector, geographical region and borrowers. The
response of employees shows that the Bank is good on this regard, and it is a helpfull technique to
reducerisks relatedvith credit.

Finally, the last two questions are related to training on credit risk management offered by the
Bankio employees and customersiis result indicates that employees believe there are sufficient
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trainings provided to employees on credit risk management. On the customer side 54% of
respondents agreed but 40% of respondents them were neutral This indicates that twe8ank
not offer sufficienttrainingto customer®n loanusage.

4. SUMMARY OF MAJOR FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

4.1Summaryof Major Findings

This study was conducted with the main objective of assessingethie risk managemeptactice

of Nib InternationalBank. Thisstudyhasassesse@xisting credit policies and guidelinesglient
appraisal and credit granting process, credit risk control and monitoring practice amethloels
employed to control and mitigate credit risk at Bank. The study desctiptiveresearchdesign
andthe study was carried out throughcollecting databy questionnaires from the employees at
Wolkite branchesThe following is the summary ofthe majorfindingsof the study.
The results revealed that:

v the majority of the -Bayeds ofaganplynfthattfhael 1B abrekt *wse
humanresource isnoreof youngaged;

v" the Bank is in good position itermsof the necessary educated manpower and experienced
staffs as all staff have at least Blagree;

v the majority of the respondents agreed that the Bank has-adesijned creditisk strategy
andpolicy;

v 60% of the respondents agreed that the Bank
credit inwhichthe Bankis preparedo engage, and0% of therespondentsvere neutral,

v 80% of therespondents agreed on the appropriate level of delegation for appraval
provisionor write off authority;

v all respondents agreed that the Bank has a credit risk policy that clearly sets out how bad
creditsareto be managed;

v' respondentemployeesagreedthat the Bank conductscomprehensivecredit worthiness
analysisproperlybeforegrantingloans;

v the Bank properly assesses borgrantingloans;s hi st o1

v"more than half of the respondentagreedon the processof approvinga new credit and
amendmentienewalandre-financingof existingcredit;

v"respondenemployees agreedith regardto theavailability of credit granting and approval
process that establishes accountability oftkbeisionmakers;

v the Bank has well-structured documentation tracing system for creditctidteralfiles;
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v 60% of respondents gave neutral opinion that the Bank monitors the business of clients
aftergrantingcredits orregularinterval basis;

v all respondents agreed that the Bank regularly assesses value and existence of collateral
coverage;

v’ 86.7% of the respondentdelievethe Bank sendstimely notice notifying customersheir
obligation;

v’ 73.4% of the respondent employees believed thaB#mk uses appropriate internal risk
scoring system, and that 86.7% of the Bank employdeskdscientificpricing; and

v' 100% ofthe respondentsgreedthat the Bank givestrainingsto employee®n credit risk
management, an@0% of them agreed on the provision atlvicefor customerson loans
usage.

4.2CONCLUSION

It is arguedn theliterature thatppropriatecreditrisk environmenmainly dependsn adevelopment
of acomprehensivereditrisk strategieandpoliciesthatcanaddressheidentification of existing and
potential credit risk, the activities the bank engages in and p@diblio concentrationimits (Basel,
2008). The findings in the study revealedthat that the

existing credit policy ofbanks possess the valuable ingredients needed to sustain a healthy credit
management. Results showed that there is adesigned credit risk strategy and policy timalicates

and recognizes areas of credit engagement and the risks inherent in these engdgenstatisd that

banks shouldollow a thorough credievaluation process tassess whethetients are credit worthy

or not before granting loans. To properly evaluate loan requests, slankdbe able todetermine the
repaymentability of the potentialborrower. Thisrequiresassessinghe businessand the financial
positionof the potentialcustomerandthe overalleconomic conditions (Kakuru, 2003). The results of

the study showed that the Bank considensortantaspectdike b o r r ohstory,financialcondition,
andcollateral.

Anotheraspect of aoundcreditrisk managemenprocesds a soundmonitoringpracticeintended to

ensure credit is orderly and fully repaid. This involves monitoring the portfadidormance,
conducting site visits, regular ¢ odacuments. Inthist h c 1
aspect, findings in the study showed that there is strong credit risk controh@mtbring about
monitoringactivities; regularinspection of the business of clients; assessing the value and existence

of collateral coverage; armbmmunicatingvith customerso be ableo notify themof their obligations.

Credit risk management also involves building a capacity tteat mitigate and transfer the rigk
reduce losses. To achieve this risk management objective, banks use tetiatageeshrough which
credit risk is mitigated (Raghavan, 2003). With this regard, the findings studg ravaeled thatib
InternationalBank usesan appropriatanternal risk scoring systenemploysrisk-basedscientific
pricing, andhasanindependentisk managemenfunction.
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4.3RECOMMENDATIONS
Thestudyrecommendshefollowing pointsbasednthefindings:

» One of the important methods to reduce credit risk itldit portfolio concentration limit.
In this regard, the study shows that the Bank has lack of credit portfolio concentration limit.
TheBankmustmakecorrectiveactionon the credit portfolioconcentratiorimit.

Once a credit is disbursed, thristence of a welleveloped constant monitoring process is
imperative and forms a substantial part of the monitoring function in a bank. One method of
carrying out this monitoring processis by inspectingthe businessof clients on a regular
interval basis after granting credits. The findings of the study showed that there is room for
improvementin this regard at NIB. Therefore, this study suggests thaBami undertake
regularinspectionghatcanenablét to compardheactualperformance of the borrowers. This

can be achieved by timely analysis of the finar@ta&lounts of loan customers and comparing

it to the projections accepted at the timeappraisabf creditfacilities. This helpsthe Bank

to timely identify accountsshowing symptomsof strain and put them under constant
monitoring.

» To increase the high quality of credit service, all customers should get sufficient training on
loan usage. The training should be given continuousiyery six months and every yetw
refresh what they know and through group discussion; they may share their id&asalbnd
come to some solution for the appropriate use of loan. The study shows that thgivieank
trainingto customer®nloanusagebutit is notenough; itmustmakesomeimprovement.
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Contribution and Challenges of Photography Tourism in Ethiopia,
Betelehem Je maw, St. Mary’s Uni

1. Introduction

1.1. Background of the study

Tourism and photography are intertwined with each dtiveat considerable span of time. The tourist has
realized both photography and tourism are complementary to each other, and there is a long history over the
years backing up such a relationshipvasthis instinctive passion that has drivttye tourist down the ages

from ancient times to capture the image of the places with all its beauty and magic that he had travelled.
Drawing,sketching and paintingsed to be the medium of expressing his appreciation and passion for
preserving the images of nature, uatierious thought was given to invent a machine which could capture
permanent images of the beauteous nature enabling him to preserve those for a long time.

Photography tourism is a type of travel that involves visiting places for the purpose of taking photographs. The
history of photography tourism can be traced back to the early 19th century when photography was first

invented. At that time, people starteaveling to different parts of the world to capture images of exotic

landscapes and cultures.

In the mid19th century, photography became more accessible to the general public, and more people
started taking up photography as a hobby. This led to an increase in the number of people traveling for
photography purposes. During the 20th century, add&aittechnology made photography even more
accessible and affordable. This led to a boom in tourism as people traveled to different parts of the world
to capture images of famous landmarks, natural wonders, and cultural &/aets. there are photos,

there are cameras. In 1839, Louis Jacques Daguerre created the daguerreotype, which was a type
photographic process that made travelling and taking images a more feasible method. That invention
allowed early travel photographexs bring their travel photography equipment with them but had the
downside of long exposure times and a lack of negatives, which made it less attractive to commercial
travel photographers. After all, n o mommesciali v e s
distribution.

Then, the real breakthrough happened in 1888 when someone named George Eastman invented the ve
first pointandshoot camera. Photography enthusiasefamiliar with him, but to those who may not

know, George Eastman founded Kodak and wanted to bring photography to the world and make a profit.
Selling and developing films was a big moragker for Kodak.One of the pioneers of travel
photography was John ThompsarScottish photographer who was one of the first to travel to the Far
East. His images of the people, landscapes and historic sites captivated people upon his return home.
was also his images which were the first instance of social documentary phoyoghaginwould later

form what we regard as photojournalism.

Today, photography tourism is a popular form of travel that attracts millions of people every year. With
social media platforms like Instagram and Facebook, sharing photos has become easier than ever befor
making it possible for people to share theivélaexperiences with others around the world.

Photography and tourism are inseparable. Tourism without photos of the tour destinations taken is a half
completed activity. Photography in tourism appeals to every tourist. There is no fun in a visit to a place
without keeping a record of all the wondéthings you had been through while on a tour. No other form

of record is as pleasing as the one that has a visual desirability, and photography fits the description
exactly as does a ball into a socket.
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Nature reveals herself in many forms and beauties across the globe forcing us step outdoors to enjoy an
appreciate the variety. Our Ethiopia maguntains, land scape, waterfalls and endemic animals all over
our country blue sky. A breatfaking beauty epomized. tourists cannot take back home the black lion

or the Blue Nile falls, but they can certainly carry home the brilliant photography of these wonderful
creations of nature. It greatly helps in reliving the memories of their amazing trip.

The most important component of photographic tourism revolves around the human element that
functions behind the camera. The photographer himself is a key component. The photographers need t
have the right kind of ¢ e prethat enablesithem to vidwdhe subjectr d s
and whatever stands beyond. The image is a just an outline of the object as focused through the lengtl
abiding by the laws of physics. This is the mathematical aspect of photography. It is factual and straight.
Beyaond this there lies the aesthetic aspect of photography where the tourist photographer needs his subtl
artistic sense to feel the pulse of his subject.

The second most important component of photographic tourism is the subject who stands as the cynosur
of discussion inviting a flow opinions when exposed to the puble it through internetocial
networking gallery exhibition or photographic albums. The sequence of organizing the snap shots is
equally important as they exhibit briefly your entire tour itinerary. It makes your photography meaningful
placed against the backdrop of the visits to differentgsla€he weather and climatic factors are not to

be overlooked as they are very crucial components, which can enhance the quality of the picture or car
spoil it.

1.2 Statement of the problem

Ethiopia is endowed with numerous sites of tourist attractions ranging from physical to cultural
environment that are potentially 1important for
of land in terms of natural, cultural, historical dareligious tourism assets and unique biodiversity. It

has a big potential for tourism. However, despite this a much higher potential tourism resource, but
characterized by low, severe unemployment, and absolute poverty, to eradicate or at leasttttassiuce
problems, there arise a need for diversifying the economy from agricultural sector to the modern sector
of industry and service.

The two opposite sides of Ethiopia, in one hand, a land of beauty with high potentiality and on the other
hand, a country of poor and undeveloped have been experi@paddrge gap due to various reasons.
There is a lack of infrastructure and services to support photographers and tourists through their lenses
Additionally, there is lack of awareness and promotion of Ethiopia as a photography tourism destination,
which limits its visibility and appeal potential visitors.

The main reasofor the researcher to undertake this research is to enhance tloé pbigtography in
tourism. And the research questions would be the main focuses of this Sthdyefore, this studwas
conducted to fill this research gap

1.3 Objective of the study
1.3.1 General objective
The general objective of this research is to assess the challenge and contribution of photography tourisn
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in Ethiopia
1.3.2 Specific objectives
1. To identify he contribution of photographgurism in Ethiopia

2. To assess the current status of photography tourism in Etheopla
3. Toidentify the challenges of photograpioyrism in Ethiopia

1.4 Research Question
1. What is the contribution of photograptourism?

2. What is the current status of photography tourism in Ethiopia?
3. What are the challenges of photograpdyrism?

1.5 Significance of the study

The studywill help provide information about photograptourism in Ethiopialt will alsohelp identify
challenges and contributions of photograpgbyrism. It also will give suggestion and advice for
government and stakeholdevhich workin photographyourism.On other hand it will help the student

or researcher to have experience in conducting this particular research

1.6 Scope of the Study

The studywill cover the following areas:overview of photography tourism, overview of Ethiopians
tourism industry, photography destinations in Ethiopia, photography services in Ethiopia, the
contribution of photography for promotion of Ethiopian destination, and image building of the country.
1.7 Limitation of the Study

There is lack of previous research on photography tourism in Ethiopia, a limitatioitteh documensg

in photography tourism in Ethiopia. There is no privatgarernmental organization that will address
related issues and questsprithere is also lack of availability and translation for foreign research
materials.

2. Research Design and Methodology

2.1 Research Design

The research methodology applied this researclwasdescriptive. Descriptive research is defined as a
research method that describes the characteristics of the phenomena that is being study. The methodoloc
of the paper foceslon t he “what” of the research subject
research data collection will be qualitative. This will use individual interview, observation and
questioners.

2.2 Sampling and Population

In order to examine and have a better understanding about photography tourism in Ethiopia, it is essentia
to take all stakeholders in to consideration. Some of theptaleers which are directly and indirectly

linked to this type of tourism activitiesaalude museum, convention center, exhibition hall, transport
providers as well as government bodies suchMasstry of Tourism, EthiopianTourism QGiides
Professional Association, Addis Ababdhotographers Association and others participants in the
photography industry.

The sampling technique which was implemented in this study is purposive sampdicignigiuewhich

is based on the intention of purpose of the study. Only particular eletoadentify the opportunity,
challenge and current status of photography tourism in Ethiopia in depth are selected from the population,
which suits the best for the purpose of the study. This study egtmdt some professional individuals

who are tourism photographers, street photographers, tour guides, tour operators, managers fron
magazines, tourism professionals and others

2.3 Source of Data

Data is one of the most important and vital aspect of any research studies. Researchers conducted i
different fields of study can be different in methodology, but every research is based on the data which

157 |Page



is interpreted to get information. Data can be defined as qualitative and quantitative value of a variable.
So this study includeboth qualitative and quantitative, which explain attribute and variables which
cannot be explagdin numerical and nenumericalforms

2.4 Data Collection Method

Two data collection methods were dse this study primary and secondary data collection method
Primary data collection is the original or fusand data collected specially for the purpose in mind.
Secondary data is dathat has been already collected by and readily available from other. These
secondary data may be obtairiezm source including books, journals, magazines, articles, newspaper

as well as electronic source or internet.

2.5 Method of Data Analysis

The prominent data analysis techniqused arédoth qualitative and quantitative data analysis. As it is
mentionedthis research used both primary and secondary collection technique to feed the thesis with
adequate informationQualitative and qualitative data analysis is simply the process of examining
qualitative data, which is data obtained by interviews, observations and open end questions of
guestionnaires.

3. DATA PRESENTATION, ANALYSIS AND INTERPRTATION

This chapter deals with the analysis and interpretation of the related information that was collected from
questionnaire and interview with the purpose of assessing the contribution of photography tourism for
the industry. The primary data gathering medéas that have been implemented to have a genuine first
hand dataverequestionnaires, interview and personal observation. In this part of thedata pbtained

by different primary data gathering mechanisms are indicated, properly analyzed and interpreted from
various point of views. What i1is gathered in th
of the tourism industry and théagtography sector.

Both qualitative and quantitative data analysis techniques were implemented to analyze the data obtainet
through questionnaires and interview. The data obtained through close ended questions of the
questionnaire wre analyzed through quantitative data analysis technispecifically percentage. On

the other handor the analysis of the data obtained through open ended questions of the questionnaire
and structured intervievgualitative data analysis techniques specifically narratias usedBoth the
gusstioner and interview were interpreted in this chapter togethest of the questions hattee same

point.

32Analysis of Respondents’ Profile

The student researcher distribdigetotal number of 50 questionnaires to the selected respoaaei3s
guestionnaires were properly completed by the responddmsnterview questions were also respeohd

by some chosen professionals from the 36 respondent. The analysis and interpretation part contain botl
guestiomiere and the interview questisisince it ha thesame concept.

Table 3.1 Demographic characteristics of Respondents

Gender, Age and Educational Background

Respondents

No ltems Alternative Frequency Percentage
Male 21 58.4%

1 Gender Female 15 41.6%
Total 36 100%
1824 17 47.4%
2534 14 38.8%

2 Age 3544 4 11.1%
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4564 1 2.7%
Total 36 100%
12 completed 4 11.1%
diploma 12 33.3%
Degree 18 50%
3 Educational level | Masters and above | 2 5.6%
Total 36 100%

Source: own data, 2023

The above table sh®that out of 36 respondentdl (58.4%)werefound to be male and 15 (41.6%)
were female. This shows that males take larger proportion of respondents. Elergtéxl number of
professionain the sectqgrso,the participatiorof women professionain the study igewerthanthat of
men. The tourism photography sector is in the early stage of developing and the chasggvirafor
women and mehasslight differerceeven if womemmayhave high success possibility in the industry.

As illustrated in the above table 17 (47.4%) Of the respondents were betwexh 18 (38.8%) of the
respondents lay in 254, 4 (11.1%) of the respondents fall unde¥d35and 1 (2.7%) of the respondents

are in the age 464 of the respondents. Since the photography industry started recently there is almost
no experience in the piessionals, in this research the majority of the respondents (86.5%) are less than
age of 34 and it shows most of the pr ohivelkessi on e
experience that the industry needed.

While we came to the educational background of the respondents 4(11.1%) of the respondents have
completed grade 12, 12(33.3%) of the respondents holds diploma, 18(50%) of the respondents have firs
degree and the rest 2 (5.6%) of the respondents havermastl above, this indicates that degree holders

are the major population of the study.

To have professional product from photography tourism one photographer shoul8ttwang visual

skills, Creative skills, Eye for detail, Strong socializing skildvanced Photoshop skills, Ability to be

on themselves, Willingness to travel, Good imaginative skills. In our country most of the photographer
work by passion which is not supported by education and this research shows most of the professional:
have degre and less educational background which it would not help in the industry.

3.3 Opportunities of Photography Tourism in Ethiopia
Analysis of opportunities of photography tourism in Ethiopia
Table 3.2.1 Opportunities of growth of the tourism sector

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 22 61.2%
1 Photography tourism has opportunity that hg Agree 14 38.8%
the growth of the tourism in Ethiopia. Neutral - -
Disagree - -
Strongly disagree| - -
Total 36 100%

Source: own data, 2023
The above table illustrated that 22(61.2%) of the respondents strongly agree that the photography
tourism has opportunity the help the growth of tourism in Ethiopia, and 14(38.8%) of the respondents
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also agree it have an opportunity on the tourism sector.

All of the respondent agree on the that photography tourism have a positive impacts and have a potentia
to help to growth of the tourism activity in Ethiopia with having positive influence in the industry like
image building, promoting the country, havingw face for the country, generating income and others.
According to most of the respondent in the research even if it does not get the chance to be a tool
independently if helps most of tourism activity in promotion and image building of the counhefor t

domestic and international tourist attraction and tourism growth.

Table 3.2.2 Opportunities of attracting tourists and growth of photography tourism

No | Item Frequency Number of| Percentagse
respondenty (%)
Strongly agree | 21 58.2%
There are opportunities thphotography play¢ Agree 12 33.4%
2 an important role in attracting the photogray Neutral 3 8.4%
tourists as well as growth of the photogray Disagree - -
tourism. Strongly disagree - -
Total 36 100%

Source: own data, 2023

The above table illustrated that 21(58.2%) of the respondents strongly agree that photography play
important role for the attraction of tourists and growth of photography tourism, 12(33.4%) of the
respondents agree and 3(8.4%) of the respondents neuttiakfphotography plays an important role

for attraction of tourists and growth of photography tourism.

According to the majority of the respondents agreed on the opportunities for the attraction of photography
tourists that photography plays the important role in the industry. The photographs in the industry
represent how the country represents themselVbe.nature, the culture, the history and the rest of the
resource we photograph and try to share with the coming tourists tell about the resource we have and th:
way we feel about it. Theses have positive influence for person who saw the photographiytheven
interpretation of the visitor affects the respond for most of the time it bring curiosity in the mind of the
visitor and create demand for the experience. In that way the number and the activity of the tourist make
a difference.

Table 3.2.3 Opportunities of having diverse culture and history

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 16 44.4%
Richness in many culturend long history cal Agree 15 41.6%
3 opportunities of photography industry | Neutral 5 14%
attracting photography tourists via reflecti| Disagree - -
them on photographs. Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table illustrated that 16(44.4%) of the respondents strongly agree that the richness in many
cultureand long history could be opportunity, 15(41.6%) of the respondents agree and 5(14%) of the
respondents neutral for the photography have opportunity by have diverse culture and history in Ethiopia
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in the photography industry.

When photographer Matt Granger visited the southern part of Ethiopia for 13 days adventure
photography in 2017 he describe Ethiopia as “a
and perhaps above all a diversity of ethnic group and unntatehevhere else have ever visited and
amazing people photography opportunity.” Havin
photographers and the tourism industry, photographers choose to have a different point of view for their
lenses and ery photographer have their own image they create a picture in their mind before they take
it and having Varity photographic resource helps their product to have different color and message in one
place. For the country side as a tourism product for tlmeoghaphy tourist in different parts of the

country makes positive impact to be one of the chosemd#ash site for photography.

Table 3.2.4 Opportunities of development of number of destination

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 15 41.6%
The rise of number of destination and tou| Agree 15 41.6%
4 | sites has been contribution a lot for growth| Neutral 6 16.8%
photography tourism. Disagree - -
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table depicts that 15(41.6%) of the respondent strongly agree that the rise of the number o
destination and tourist sites have contribution for the growth of the photography tourism, 15(41.6%) of
the respondents agree, 6(16.8%) of the resposdenttral that the rise of destination and tourist sites
have contribution a lot of the growth of photography tourism activity in Ethiopia.

Currently the developments of tourist site and destinations have a bright future. Most of the government
project are really impressive and have international standard in different parts of the country, this help to
have accommodation, different resourcgnsportation facilities, infrastructure which make their
journey easy and effective.

Table 3.2.5 Opportunities of tourist attraction and heritage sites

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 21 58.3%
The tourist attraction and heritage sites of | Agree 12 33.4%
5 country have a potential to attrg Neutral 3 8.3%
photographers. Disagree - -
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table shows that 21(58.3%) of the respondents strongly agree that the tourist attraction an
heritage sites of the country havpaential to attract photographers, 12(33.4%) of the respondents agree,
3(8.3%) of the respondent neutral for the tourist attraction and heritage sites of Ethiopia potential
attraction of tourists.
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According to the tour operator who responds to the research most of the photographers come to the
destinations after doing their researches about the place that they plan to photograph. And one for the
research site they focus as heritage sites. Sinceawe $ome international recognized and registered
heritage sites it surely attracts international photographers to the destinations. For example in 2014 the
famous safari photographer Piper Mackay visit Ethiopia for 4 days and he spent 3 day in Lab#l&, and
way he describe Ethiopia and the photography he posted truly inspire peoples to travel and see the place
themselves.

Table 3.2.6 Opportunities of functionality and attractiveness photography

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree 17 47.2%
Having functional and attractive photograp Agree 14 38.9%
6 |industry in the country can bring maj Neutral 5 13.9%
opportunities for tourism entrepreneurs. Disagree - -
Strongly disagree - -
Total 36 100%

Source: own data, 2023

The above table depicts that 17(47.2%) of having functional and attractive photography industry in the
country can bring many opportunity for tourism entrepreneurs, 14(38.9%) of the respondents agree and
5(13.9 %%) of the respondents natural for the oppdtres for tourism entrepreneurs.

According to the photographer who respond to this questioner, the type and classification of the
photographs which the shown in chapter two of the research. The photographs that can be used in tourisr
industry are classified and specific. Especially thiéedBntiation of phone photography and digital
camera photography has different 1mpact 1n t
consider phone photographs as a tourism preddeen if it have its own positive impact in the industry,
asthe professionals suggested it should not be used as a product. The tourism photograph should follow
the standard to have the qualification of a photograph that can be compete to the others and have a
impact of the viewers.

h e

Table 3.2.7 Opportunities for creating solid image

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 12 33.4%
One of the major positive impacts |Agree 18 50%
7 photography tourism is the ability to create g Neutral 6 16.6%
bring solid image of unseen Ethiopian featur( Disagree - -
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table express that 12(33.4%) of the respondents strongly agree that one of the positive impac
of photography tourism i1s creating and bring s
the respondents agree, 6(16.6%) neutral respond

Even if there are amazing photographs that have unique and different features to shows the beauty o
Ethiopia in the world there are still unseen place in our country that could be resource for the photography
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industry. The nature, the landscape, the historical sites and the diverse ethnic group and tribes have it

own color and features that can be seen throug
Table 3.2.8 Opportunities of visitor popularity and attraction
No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 11 30.5%
Destinations has experience a high rise in vig Agree 16 44.5%
8 popularity and get turns in to attraction beca Neutral 8 22.3%
of the photography. Disagree 1 2.7%
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table shows that of the 11(30.5%) respondents strongly agree that the destinations ha
experience a high rise in visitor popularity and get turns in to attraction because of the photography,
16(44.5%) of the respondents agree, 8(22.3%) of tipenelents neutral and 1(2.7%) of the respondents
disagree. The current trend of the tourists activity is sharing what they experiences look like. This is why
the respondents justify; many of them believe the popularity of the photograph influence peaples to

the destinations. In June, 2023 Lionel Messi visit china and when he was in the stadium more than 10,00(
photos where posted in the internet within an hour as BBC reported, then for several days that news anc

photographs stays in the internet witle hname of china.

Table 3.2.9 Opportunities of encourage documentation

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 12 33.4%
Photography tourism makes a contribution| Agree 21 58.4%
9 |encourage some  historical and culty Neutral 3 8.2%
documentation for the next generation. Disagree - -
Strongly disagree - -
Total 36 100%

Source: own data, 2023

The above table illustrate that 12(33.4%) of the respondents strongly agree gnatttiggaphy tourism

make contribution to encourage some historical and cultural documentation for the next generation,
21(58.4%) of the respondents agree, 3(8.2%) of the respondents neutral for the question. Most of the
respondent believes photographg i®ol record history and culture without distortion. Photographs have
high evidential capacity since it record the present as its want to. Even if there are many ways of recording
history and culture method photographg&sy, cheap and evidential.

Table 3.2.10 Opportunities of photography in tour and travel activity

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 13 36.1%
Agree 11 30.5%
10 Neutral 7 19.6%
Disagree 5 13.8%
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Strongly disagree| - -
Total 36 100%

Tour and travel operators and event organi;
in the country has begun to give emphasis
photography tourism.

Source: own source, 2023

The above table shows that 13(36.1%) of the respondents strongly agree that the tour aueb tedicei

in the country has begun to give emphasis for photography tourism, 11(30.5%) of the respondents agree
7(19.6%) of the respondent neutral and 4(13.8%) disagree for the tour and travel event organization
emphasis.

The result in the research show that majority of the respondents agreed that tour and travel agencies hav
significant impact as they provide essential service and amenities that make the experience enjoyable an
memorable. The expertise and guides, trartgtion, accommodation equipment rental and local
photography experience have its own contribution for the industry.

Table 3.11 Opportunities of international status and recognition

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 16 44.6%
The international status andecognition off Agree 9 36%

11 | Ethiopia can contribute a lot to promote g Neutral 9 36%
brand Ethiopia as a preferable destination| Disagree 1 2.7%
photography tourism. Strongly disagree| 1 2.7%

Total 36 100%

Source: own data, 2023

The above table depicts that 16(44.6%) of, 9(36%) ointieenational status and recognition of Ethiopia

can contribute a lot to promote and brand Ethiopia as a preferable destination for photography tourism
respondents agree, 9(36%) of the respondents natural, 1(2.7%) disagree and also 1(2.7%) disagree. Tt
international status and recognition of Ethiopia for promoting a destination can have a significant impact
on the tourism photography and the industryincreased tourist arrivals, improving reputatio
competitive advantage, cultural exchange and sustainable developmenthenathgr part of the world.

Table 3.12 Opportunities of expansion of tourism and hospitality education

No | Item Frequency Number of| Percentage
respondenty (%)

Strongly agree | 13 36.1%
The expansion of tourism and hospital Agree 14 38.1%
12 | education in the country contributes its par{ Neutral 7 19.4%
the growth of photography tourism. Disagree 1 2.7%
Stronglydisagree| 1 2.7%
Total 36 100%

Source: own data, 2023

The above table shows that 13(36.1%) of the respondents strongly agree #éxaatison of tourism

and hospitality education in the country contributes its part to the growth of photography tourism
14(38.1%) of the respondents agree, 7(19.4%) of the respondent neutral, 1(2.7%) of the respondent:
disagree and also 1(2.7%) of respondents strongly disagree.
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Some of the respondents agree that the education system give slightly show the advantages of th
photographs and some of the respondent did not agree to the concepts, even if there are some ways
education for photography it is not even the main conicermost of the education actives. Since it one

of the tourism tool that can be sold as a product and make money out of it, it should get more attention
and be a part of the education system and tourism professional should have to get aware of it and use |
as a sector of tourism.

3.4 Challenges of photography tourism in Ethiopia

Table 3.2.13 Challenges of Photography Tourism promotional value

No | Item Frequency Number of| Percentagse
respondenty (%)
Strongly agree | 15 41.7%
One of the major challenges that 1 Agree 17 47.2%
1 photography tourism facing is lack ( Neutral 1 2.7%
sustainable peace and security in the country Disagree 3 8.4%
Strongly disagree - -
Total 36 100%

Source: own data, 2023

The above table depicts that 15(41.7%) of respondents strongly agree ohatlemges that the
photography tourism facing is lack of sustainable peace and security in the country, 17(47.2%) of the
respondents agree, 1(2.7%) of the respondents natural, 1(2.7%) disagree and also 1(2.7%) disagree ¢
the contribution of photography tourism promote the industry.

According to the respondent most of them believe one of the main challenges that photography tourism
face is the lack of sustainable peace and security. If one country does not have a stable political situatior
and stable economy tourists are not willimgtake the risk to visit. Because tourism is one of the
prestigious Activities it is not necessity.

Table 3.2.14 Challenges of lack of awareness and finance

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 15 41.7%
One of the major challenges that photogra| Agree 20 55.5%
2 tourism faces lack of awareness and finance Neutral 1 2.7%
Disagree - -
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table illustrated that 15(41.7%) of the respondents strongly agremehatt the major
challenges that photography tourism faces lack of awarenedmande 20(55.5%) of the respondents
agree and 1(2.7%) of the respondents, neutral for the lack of awareness and finance.

According to the respondent of this research the main challenge of the photography tourism especially
for the photographers is lack of awareness among the society. The old and tradition thought of
photography really is still in the thought of the sociétiphotographs used for NGOs for charity work

or as a tourism photographer Mr. Hak describe in the research it, in some part of our country there
are societies believe that the camera take blood and energy of the human being. Even in the city mos
peles are not willing to take a picture in the street and related to tourism activities. We can tell there is
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some flexible society and the current trends are hoped giving but we still need to work on most of the

society and the photography awareness and understanding.

Table 3.2.15 Challenges of lack knowledge and understanding for promoting tourism

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 17 47.3%
Lack of knowledge and understanding on thg Agree 18 50%
3 benefit on promoting tourism is among the | Neutral 1 2.7%
challenges that face photography induced | Disagree - -
tourism. Strongly disagree - -
Total 36 100%

Source: own data, 2023

The above table shows that 17(47.3%) of the respondi&ntyggly agree that thadk of knowledge and
understanding on the benefit on promoting tourism is among the challenges that face photography
induced tourism18(50%) of the respondents agree and 1(2.7%) neutral for lack of knowledge and
understanding for promoting tourism.

Most of the respondents believe some of peoples in and out of the industry did not understand the
contribution and photography to the tourism industry and most of them does not have the understanding
of photography, its value and how other country get ti@akout of and this include the tourism
professionals too.

Table 3.2.16 Challenges of copy right

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 11 30.5%
Copy right is the challenge that affect | Agree 11 30.5%
4 | photographytourism. Neutral 10 27.7%
Disagree 3 8.6%
Strongly disagree| 1 2.7%
Total 36 100%

Source: own data, 2023
The above table depicts that 11(30.5%) of ¢bpy right is the challenge that affect the photography
tourism strongly agreell1(30.5%) of the respondents agree, 10(27.7%) of the respondents neutral,
3(8.6%) of the respondent disagree, 1(2.7%) of the respondent disagree there is a challenge of copy righ
The respondent mention one of the challenge they face in the industry is ownership right. There is a law
that supports the photographers to have their photo ownership currently but it does not give enough
protection. Currently photographers use their ovaysvto show there works like Instagram, printers,
Facebook, telegram and some other specific websites and it make easy to track the owner of the
photographer but there are still come plagiarism in the industry and use their works officially without the
phaographer permission and beneficial way for the photographer and this affect both the photographer
and the industry.

Table 3.2.17 Challenges of Photography quality and competitiveness
No ltem Frequency

Number of
respondents

Percentage
(%)

166 |Page



Strongly agree | 10 27.8%

Photography with low quality is becon Agree 18 50%

5 |challenging the promotional value Neutral 8 22.2%
photography and competitiveness towj Disagree - -
tourism. Strongly disagree - -

Total 36 100%

Source: own data, 2023

Theabove table express that 10(27.8) of the respondents strongly agmetogtaphy with low quality

is become challenging the promotional value of photography and competitiveness toward, tourism
18(50%) of the respondents agree, 8(22.2%) neutral for the photography quality.

As the respondent clearly tells one of the challenges in the industry is the quality of the photographs. The
photographs which took by the professional have the standard and quality for the industry ask and the
other unqualified photographs could not benpeting with the others. And this leads to loss lots of
thousands for money per year in the promotional and international photography computation. Because
some of that won the international competitions are Ethiopian feature and image but which is take by
foreign photographers.in the previous time Selamta magazine which delivered by Ethiopian airlines use
to have very important role in the industry, the photographs, the destinations, the quality of the
photographs and the appearance was really helpful.|ddh&he tourists to see our destinations through
camera lenses,

Table 3.2.18 Challenges of correlation of professionals

No | Item Frequency Number of| Percentage
respondenty (%)

Strongly agree | 16 44.4%

Theabsence of correlation between photogra| Agree 14 38.9%

6 | and tourism professionals causes a problen| Neutral 6 16.7%
the development of tourism in Ethiopia. Disagree - -
Strongly disagree - -

Total 36 100%

Source: own data, 2023

The above table present that 16(44.4%) of the respondents strongly agtiee #itsience of correlation
between photography and tourism professionals causes a problem for the development of tourism in
Ethiopia 14(38.9%) of the respondents agree, 6(16.7%) of the respondents neutral for correlation of
professionals.

According to the respondents tourism sector one of the service sectors which need correlation of different
industry to facilitate the service that should be provide. Among the photography sector even the minister
of tourism does not give emphasize for Aiccording to mister of Representative Yesfalgn Habte
photography is considered as one of marketing tool. In most of the country photography is a sub sector
for tourism that have a strong potential to influence the tourism sector and related to mangsldes
modeling, entertainment and others besides marketing.

Table 3.2.19 Challenges of consideration of business

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 14 38.8%
Agree 15 41.7%
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7 | One of the challenges for the growth | Neutral 7 19.5%
photography tourism is not considering it aj Disagree - -

business in the industry. Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table illustrated that 14(38.8%) of the respondents strongly agreeetiwditthe challenges

for the growth of photography tourism is not considering it as a business in the ind6é&4d.7%) of

the respondents agree and 7(19.5%) of the respondents, neutral for the challenge of consideration ©
business sector.

According to IBIS World the global photography industry has revenue around 43.54 billion US dollar in
2023 at the compound annual growth rate 4.4%. The photography industry is a huge business sector the
a country can make many out of it. In our curreitagion a standard photographer get sold with 1000
10,000 and there are real demand with potenWdhen photographers participat@sernational
competition or have a standard photograph they can sell | piece of photograph up to 300,000 Ethiopian
birr.

Table 3.2.20 Challenges of lack of infrastructure

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 10 27.8%
Inadequacy of basic and tourisnirastructureg Agree 17 47.2%

8 | is hindering the growth of photography touris Neutral 6 16.7%
Disagree 3 8.3%
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table shows that 10(27.8%) of the respondents strongly agreeitteatetjgacy of basic and
tourism infrastructures is hindering the growth of photography toud3i#7.2%) of the respondents
agree, 6(16.7%) neutral and 3(8.3%) of the respondents disagree of the lack of infrastructure.

According to the respondent lack of infrastructure can be a significant challenge for the sector as it can
limit the access to location and make it difficult for tour operators to provide a high quality experience
for their customers.

Table 3.2.21 Challenges of Photography Tourism is expensiveness

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 14 38.8%
The expensiveness of the services | Agree 11 30.6%
9 photography tourism can negatively affect | Neutral 8 22.3%
photography tourism. Disagree 3 8.3%
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table illustrated that 14(38.8%) of the respondents strongly agrée tegpensiveness of

the services by photography tourism can negatively affect the photography {alt{80.6%) of the
respondents agree and 8(22.3%) of the respondents neutral and 3(8.3%) disagree for the challenge ¢
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consideration of business sector.

As the respondent shows the other challenge for the photography tourism is the cost of the travelling to
a certain destination. Some popular photography locations may be located in the remote area or require
expensive requirement, which can make it diffi¢or tourist to afford the trip. The accommodation and
transportation can be high in certain destination, special if they are popular tourist spot.

Table 3.2.22 Challenges of professional work force and its management

No | Item Frequency Number of| Percentage

respondenty (%)

Strongly agree | 10 27.8%
Lack of professional workforce and inapproprii Agree 18 50%

10 | human resource management in photogrg Neutral 5 13.8%
tourism suppliers in putting its negative impi Disagree 1 2.9%

on photography tourism. Strongly disagree) 2 5.5%

Total 36 100%

Source: own data, 2023

The above table shows that 10(27.8%) of tespondents strongly agree that lack of professional
workforce and inappropriate human resource management in photography tourism suppliers in putting
its negative impact on photography tourjsii(47.2%) of the respondents agree, 6(16.7%) neutral and
3(8.3%) of the respondents disagree of the lack of work force.

According to the respondent the other challenge that most of them agree is lack of work force, skilled
man power or professionals in the industry. There are a specific people who can be mentioned in the
industry for photography of tourism. One of the pssfenals which imrview for this research is Mr.
Antonio Fironta mentioned there are very limitations of skill and experienced force for the industry, this
happen because of several reasons but it is truly affecting the industry.

3.5 Future Aspect of photography tourism in Ethiopia
Table 3.2.23 Future Aspect of technological advancement

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 21 58.5%
Technological advancement in tteurism and Agree 12 33.3%
1 hospitality sector can be future prospect for | Neutral 2 5.5%
growth of photography tourism in Ethiopia. | Disagree 1 2.7%
Strongly disagree| - -
Total 36 100%

Source: own dat®023

The above table express that 21(58.5%) of the respondents strongly agesshtiwdbgical advancement

in the tourism and hospitality sector can be future prospect for the growth of photography tourism in
Ethiopia 12(33.3%) of the respondents agree, 2(5.5%) neutral and 1(2.7%) disagree on the technological
advancement in tourism and hospitality sector.

According to the research respondents the current advancement of technology helped the products an
the photographer to do standard working in the industry. Specially the advancing of digital camera,
editing applications, photograph methods and marketirigeir product are changing and growing so

fast and the advancement helps to do their work easily and differently.
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Table 3.2.24 Future Aspect of Photography global growth

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree 15 41.6%
The continual global photography growth can Agree 20 55.7%
2 | also positive future prospect for Ethiopi| Neutral 1 2.7%
photography tourism. Disagree - -
Strongly disagree - -
Total 36 100%

Source: own data, 2023

The above table illustrated that 15(41.6%) of the respondents strongly agreee tbantinual global
photography growth can be also positive future prospect for Ethiopian photography t@0(sm7%)

of the respondents agree and 1(2.7%) of the respondents, neutral for the growth of global photography.
Most of the professionals respondent in the research believe that the current global photography growth
have positive impact for our country photographic development. The experience sharing, introduction of
new technology, photographic computation, phastivals and exhibition introduce new trends and
develop the past experiences in advance way. As the global photographers figure Ethiopia and the
potential that the country have it will be one of the good destination as a photographic sites. Currently
NOMAD PHOTO EXPEDITION is work of Ethiopia tribes and labella on January 2024 project which
only got left 4 spots to travel. This kind of tour helps the domestic photographer and promotion of the
county as a photographic site in the worlds.

Table 3.2.25 Future Aspect Bhotography technological outcome

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 21 58.3%
The trends of using technological outcome { Agree 12 33.3%
3 | awareness in the photography tourism se| Neutral 3 8.4%
believed to enhance in the future. Disagree - -
Strongly disagree| - -
Total 36 100%

Source: own data, 2023

The above table depicts that 21(58.3%) ofrdspondent strongly agree to trends of using technological
outcome and awareness in the photography tourism sector believed to enhance in tHe2{GR1B%0)

of the respondents agree and 3(8.4%) of the respondents neutral for the technological outcomes.

Most of the respondent believes understanding photographic trendy technological outcome and being
updated to the industry growth help the photographs trending and addressing the photographs and it:
message to the viewer. Currently the globalization brawpfes together to set some standard together
and following that helps to cop up with their interest and address the demand they have.

Table 3.2.26 Future Aspect of Positive impact of professionals

No | Item Frequency Number of| Percentage
respondenty (%)
Strongly agree | 25 69.4%
Agree 11 30.6%
4 Neutral - -
Disagree - -
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The involvement of passionate and professio| Strongly disagree| - -
in the photography tourism sector will hal Total 36 100%
positive impact on the tourism activity.
Source: own data, 2023

The above table shows that 25(69.4%) of the respondents strongly agree tmatoblement of
passionate and professionals in the photography tourism sector will have positive impact on the tourism
activity, 11(30.6%) of the respondents agree for the positive impact of the professionals.

As this research seen during the data collection, most the currently tourism photographers work on it
without formal education and some years of traditional experience.

4. SUMMERY, CONCLUSSION AND RECOMMENDATION

From the analysis andterpretation made in the previous chapter the following summary, conclusions
and recommendations are draw up.

4.1 SUMMARY

This study is titled as, opportunities and challenge of photography tourism in Ethiopia. For the issues to
be addressed properly about the opportunities and challenges of photography tourism in Ethiopia, this
particular research is organized with 4 chapteach of which contributes its part for the complete
meaning of the issues to be addressed.

The proposal of the study prepared in advance to guide the whole research process from the beginnin
to the end. In the proposal background of the study was written to give some brief highlights to a reader
from general tourism up to its type tourism asgpeith potential business potential activity and further
photography tourism is discussed to create some sort of interest in the reader about the issues to cove
The statement of the problem gives brief of the country photography tourism sector opgperaurdt
challenges of photography tourism in Ethiopia. Some of the opportunities mentioned are the rises of new
destinations, richness of Ethiopian cultural, natural resources and heritage sites, expansion of educatiot
on tourism and hospitality, historiceand cultural documentation, comparative technological
advancement, promotion and digital marketing. The challenges mentioned include, lack of awareness,
absence of national convention bureau, inadequacy of tourism infrastructure, technological un
advancenent in the tourism and hospitality sector, copy right, quality of photographs, lack of professional
workforce, lack of economy, lack of attention from the government and tour and travel agencies. As a
significant of the study, this particular study as ampnt as the industry itself to clearly examine and
perceive the present the opportunities and challenges based on the finding to be able to forward problen
solving recommendations for the country to be beneficiary at the rate which can suit its poesisvithey

status.

In the review of related literature the meanings of each elements of photography sector which are
landscape, nature, wild life and culture were clearly discussed. The briefly indicated opportunities and
challenges of photography tourism in Ethiopia atdta#¢ement of the problem, is deeply and explained

at this stage.

The research design and methodology used in the research is descriptive and both qualitative anc
guantitative data gathering mechanism were implemented. The sampling technique used was purposive
sampling. As a main data gathering instrument, a questiaséch has close ended and open ended
guestion items, has been served to 36 respondents. 26 items had been with five point Likert scales, fron
lstrongly disagree agrees have been utilized tc
of the 26items.

And the data gathered by questionnaires and those that have quantitative nature have been analyzed |
descriptive statistics, after presentation table. And those that have qualitative nature have been presente
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and analyzed by narration.

Generally the respondents are diversified in gender, age and education background. Based on the finding
regarding to gender 15 of the respondents is Female and 21 Male, due to age 47.7% Majorities of the
respondents found between-184and regarding theducational background majority of the respondents
have a degree and diploma respectively.

According to finding of the research that concerning the value of photography tourism which are
promotional contribution and its opportunities and challenges toward promoting Ethiopian tourism
activities and diverse resource and product of the countrgttity result show that the promotional

value and building the country image and products of photography tourism do not used efficiently by
cultural tourism sector and the photography has not access its effectuation in playing role to address
different phobgraphic destination to its audients and buyers of the products. Generally the tourism sector
and the photography industry do not actively collaborate for the development of the tourism in the
country.

4.2 CONCLUSION

Photography tourism is a rapidly emerging and beneficiary sector of the tourism industry, through it is

comparatively new, its instant growth and development showed us how nations form the developed up

to the developing has been giving emphasis and pritwibbe preferable and identified photography
destination and to explore its immense economics potential.

Since photography travelers are most organized and time taking, their spending power is estimated a

about twice the leisure travelers, this provides that photography tourism has an immense economic

potential for once c¢ount rhart surrenay gemeratian.cPhotograpkyliso p n

also expected by many to be the face of the industry subset by analyzing its fast growth trend. By

analyzing its opportunities and challenges of photography tourism it is possible to enjoy its benefit to the
fullest through enhancing and maximizing the opportunities, tackling and resolving the challenges and
exploring and working on the prospects.

In this particular study about the opportunities and challenges of photography tourism, there are a numbel

of findings which are obtained by analyzing and interpreting both the primary and secondary data.

e The absence of awareness that photography is one of the most important element for tourism to
inspire wanderlust, promote tourism, preserve memory, provide artistic expression, raises awareness
about destination, generate income and others . In genetalgpdyohy tourism in Ethiopia helps to
promote culture exchange, preserve memories, raising awareness about social issues, and inspir
peoples to explore new destinations.

e The absence of nation convention bureau is the major drawback which pulls the countries
photography tourism activity. According to the obtained primary and secondary data, the major
problem is the reason for the country not to be at that much advantagenteynational status and
recognition as the one of the richest country in culture, nature and landscape that could be destinatior
for photographic site.

e Lack of professional workforce and inappropriate human resource management in the photography
tourism industry. Most of the photographers started with passion and continue work on it through
experience, they doesn’t d covfit theocprrent global fiendoofi g h
photography and promote their work they should cop up with the technological activities and working
environment so they should develop their passion and experience supported by formal education.
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Inadequacy of tourism infrastructures in the country causes photography customers to experience &
very rough and uncomfortable stay in the destination and the country in comparison to the other
country destination and photographic sites.

There i1is a very huge promotional and advertis
in the international market. These problems highly observed especially at the government level, that
it is not investing and putting its effort enough tosan the promotional and advertisement activities
about the photography tourism of Ethiopia particularly putting our photographic product in the
international market.

4.3RECOMMENDATION

e The first thing that should have to get priority is considering photography tourism as one of the
major activity in the industry.

e Creating national bureau that can support and give infancies for the industry so than can be one
of the sector that tourism products can be seen and sell in the eyes of the international and nationa
market

e Use it as a general method of promotion and advertise of the county products

e Considering the field as a part of the tourism industry activity which can be a product in the
tourism that the demand of the tourist can be considered in the tourism selling and buying
transaction

e Creating awareness about photography among the tourism professionals and integrate the twao
industries

e Considering the view of photography sites while developing destinations is prioritize sustainable
and responsible tourism sector

e Considering the in tour packages for tourists, tour operators should also take it as one of the
business activity

e Technological advancement and professional education in the photography industry which helps
to upgrade to get with world working environment and compute in the international market

e Consider it in the educational curriculum of the tourism industry students even if it could not be
a course by itself it is better to educated tourism and hospitality students get familiar with the
concept and introduced it as a sub sector of tourismftirydus

e General infrastructural development which support the transportation to destinations and
travelling around the country.
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Assessing the Accessibility of Addis Ababa Museum for Persons with
Disabilities in Addis Ababa, Ethiopi
University

Abstract

Tourism has been paying more attentions to the needs and requests of tourists with disabilities;
recognizing that those people have the same needs and desires for tourism as others. Accessible touris
in Africa, likewise in Ethiopia, is a growing industityat aims to provide travel opportunities to people

with disabilities or special needs. Cognizant of the situation and the constrains that persons with disability
face, the focus of this study is to make an assessment b theeAddis Ababa Museum meets the
requirements expected from such sections of the population. The researcher mainly used qualitative anc
guantitative data with various data collection instruments like questionnaire, observation and structured
and unstructred interviews. Addis Abab&useum is under the condition where the problem of
accessibility is a must to solve. The study revealed that some of the problems are inaccessible premise:s
entrances, floors, doors, emergency and security systems, toiletgpesestairs, information desk and

staff awareness. There are also problems specific to the Addis Ababa Museum. In addition to this, there
are specific problems related to the museum. Even if the problem is identified, there is limited chance to
make modication because afwo reasons. 1. The building itself is historical and considered as heritage
by itself; modification has become difficult in such buildings. For instance, buildingsreoojd be one

of the modifications needethowever, it changes theppearance and history of the building. 2. The
objects which arédisplayed are not easy to move,isany recommendations are given, it would be for

the new building which is going teelbuilt in the near future.

Introduction

1.1. Background of the Study

According to United Nation World Tourism Organization (UNWTO), tourism is a diverse industry,
which is a central economic drive for socio economic developmemumber of areas and destinations
throughout the world. Tourism & whole exertion of transportation, airlines, traveld sours agents,

hotels industry ferry companies , information technologies industry and host community of tourism
destination.

All tourists want unique experiences tailonedtheir needs. The UNWTO Global Code of Ethics for
Tourism, the global framework for the responsible and sustainable development of the sector, underlines
in its Article 7 that all persons should be able to exercise their right to enjoy tourism withdnatrize.

Among the more than one billion international tourists that travel each year, a high percentage consists
of families with young children and/or other special needs. Fesethnillions of people to belde to
participate in tourism on equal terms, it is crucial that a destination develop universal accessibility
measures (UNWTO, 2016).

Accessibility is recognized as one of the important aspects of the process of working for equalization for
disabled person in the United Nation Convention on the Right of with Disabifesssibility within

the context of the United Nation is not only an inherent right of persons with disabilities, but a means of
ensuring that persons with disabilities are able to exercise all right and fundamental freedoms and are
empowered to partipate fully in society on equal terms with all others (Departmeficohomic and

Social Affairs,2013).

One of the horn African countries knovor its rich history, diverse culture heritage, stunning natural
beauty is our country Ethiopia. Ethiopia has a lot of offer to tourists who are interested in exfgoring
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history, culture and landscape. According to the World Bank, Ethiopia has one of the lowest rates of
disability inclusion in Africa; this is due to various factors such as poverty, luck of infrastructure, and
limited access to the education and healthdareecent years, there have been efforts by the Ethiopian
government and negovernment organizations (NGO) to promote accessible tourism in the country. For
example, in 2015, the Ethiopian tourism organization launched a project aimed at improvingiétcess

for people with disability at tourist sites across the country. The project involved training tour guides on
how to cater to the needs of disabled tourist and providing accessible facilities such as ramps and
wheelchaiffriendly paths (Al).

1.2 Statementof the Problem

Tourism destinations are increasingly globalized and challenging reé@atciaCaro, de Waal and
Buhalis, 2012) It follows that tourism has been paying more attentionthe needs and requests of
tourists with disabilities, recognizing that those people have the same needs and desires for tourism a
others.

According to world report on disability (2011), almost everyone has a chance to be temporarily or
permanently impaired at some point in life, and those who survive to old age will experience increasing
difficulties in functioning.

Even though, tourism is one of the fastest growing ingluatxd a phenomenon that promotes integrity,
coexistence and solidarity; it has failed to accommodate peoples with special access demand. Today th
majority of hotels, transportation facilities, and tourist sites are not physically accessible for many people
with disabilities and mobility problems. In addition, accurate information about the access characteristics
of destinations and venues is lacking. In general, it is also rare for personneisasttas to be trained

in how to “meet and greecet people with a disab
Disability is part of human beingsd is integral to the human experiencés daused by many factors,
including malnutrition and disease, environmental hazard, traffic and industrial accident, and civil
conflict and war, and the number of people and age. An estimated 1.3 billion people or 16% of the world
population experience agsiificant disability today. Due to the way our surroundings, transport systems,
and services are designed, people with disabilities and people experiencing problemsyregziitiiry

or access to information are often unable to enjoy the same freedom to travel as other peoples (UNWTO
2013).

The provision of safe, convenient and economical transport and other toalded infrastructure is a

key factor for the success of tourism. Infrastructure that does not cater adequately for the needs of peopls
with disabilities, including infants andderly, excludes many destinations from this promising market
(UNESCAP, Bali 2011).

Scholarly articles reviewed accessible tourism to people with disabilities in Adricaally lacking.
Disabled people in Africa have been facing a lot of barriers regarding leisure and tourist opportunity
Those challenges are negative attitude from the society and service providers, lack of accessible
accommodation, limited facilities at the cultural attraction areas, lack of trained personnel to
communicate with disabled peoplack of clear and up to date information, ignorance of service
providess, inaccessible transport systerasdlack of appropriate activity for disabled people ( Nasra
Kara, 2021) .

Ethiopia is one of the suBaharan developing countries in the world. Based on the world report on
disability jointly issued by the World Bank and world health organization, there are an estimated 15
million children, adults and elderly persons with disgbiin Ethiopia, representing 17.6% of the
population. A vast majority people with disabilities live in rural areas where access to the basic service
is limited. In Ethiopia95% of all persoswith disabilities are estimated to live in poverty (Ministdy

2
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Labor and Social Affairs, 2010).

The problem is that many museums lack accessibility for individuals with disabilities, limiting their
ability to fully engage and participate in the museum experience. This lack of accessibility creates barriers
and excludes a significant portion of thepptation from enjoying and learning from museum

Having indicating the situation and consttaithat persons with disability fadee focus of this study is

to conduct accessibility assessmehAddis AbabaMuseum for persons with disabilities.

Research Design and Methodology

2.1 ResearctDesign

This studyfollowed investigation research method for the sake of identifying the accessibility of the
Addis AbabaMuseum fopersons with disability. The researchainly used qualitative and quantitative
research data. The research alsalwsgious data collection instruments like questionnaire, structured
or semistructured interviewand observatian

2.2 Population and Samplingl echniques

It is difficult to include all the visitors, stakeholders and professionals in the research. As a result,
convenience sampling of nggrobability sampling techniquaas applied for this studyl'he researcher

met and selectetthe potential respondents wherewilling to participate in the research because they
happerdto be in the right place at the right time. A sample size of 200 was used for this research project.
Hence, the research took sample representatives fromldiseum, the concerned employedéghe
Museum, theCulture andTourismBureau of Addis Ababgity Administration, education institutions,
experts and visitors. Thaurpose othis sampling technique was in order to include the representatives
of a various stakeholders of the study area as well as to make manageable population size.

2.3 Types ofData to beCollected

Both primary and secondary data were appliedhe study. The primary dat@ere collectedhrough

survey of sarple respondents of the museum visitangdiure and tourism bureau of Addis Ababa city
administration, the museum managansl visitors usingnterview andquestionnaire. Secondary data
which were essential for the study were collected from literatures in the area, articles and previously
studied materials.

2.4 Method ofData Collection

Primarily, questionnaireral interviews weraised to collect primary data. Questionnaire became the
dominant tool to collect firshand data from selected respondent. Close supervision waswhidde

filling the questiomairesrather than distributing them to avawsunderstanding or lack of attention in

filing the questionnaire by respondents. In addition to that, informatias colleced by direct
observation anthroughadditional discussion. Most of the questions were designed to be close ended
and open ended. In addition structured and unstructured interviews (and discussions) with most of the
respondents were made so agdtheradditional information.

2.5Data AnalysisMethod

The primary data that wasollected from the questionnaire, interview and observatiasanalyzedn
tableandpie chart This is followed by descriptive analysis and interpretation with various literatures
and research& view in order to address the research questions. The document analysis of this research
included books, articles, published and unpublished sources as reports and stakeholders institutions.
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3. DataPresentation, Analysis andl nterpretation

Demographic characteristics othe respondents
Table 3.2.1 Gender

Frequency Percent
Male 102 56.67
Female 78 43.33
Total 180 100

Own survey, 2023

The frequency statistics which hiasen used to analyze the demographic characteristics of respondents
revealed that the majority respondents are males which represent 561678mainingl3(43.3%) are
females. This shows that both male and female respondents are involved in the study area

Table3.2.2 Age of the respondent

Variables frequency percent
1525 96 53.33
26-35 48 26.67
36-45 24 13.33
45 and above 12 6.67
Total 180 100

Own survey, 2023

Table 3.2.2illustrates that the respondsarefrom all age groupsThe respondents between the age 15
25 are53.3% whilethosegrouped under 285 are 26.67%those betwee36-45 are13.33 andthose
who are45 and above are 6.67%. As the researcher understood from the table alagwety of the
respondents are between the ages €13.5

Table3.2.3
Variables frequency percent
Single 102 56.67
Married 72 40
Divorce 6 3.33
Total 180 100

Own survey, 2023

The marital status of the respondents that accdont$0% were married while 56.67% and 3.33 %
accounted for single and divorca@spectively. The majority of the respondents are single 56% followed
by married 40%.

Table3.3.4
Variables Frequency Percent
Primary school | - -
Diploma 66 36.67
Degree 102 56.67
Masters 12 6.67
PHD and above | - -
Total 180 100

Own survey, 2023
Table 3.4 shows the educational leva@isherespondents of Addis AbaMuseum visitors. 36.67%re
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diploma graduates, while6.67%responderstaredegreeholders, and6.67% respondentsavemasters
and above. Sahe majority of respondentgvedegreesand that the researcher used more literate people
to get fact information for the study.

3.3 Research questions

Table 3.3.1

Variables Frequency percentage

yes no total yes no total
Do you know 96 84 180 53.33 | 46.66 | 100
about accessible
tourism?

Do you think that| 12 168 180 6.67 93.33 | 100
Addis Ababa
Museum
considesthe
disabled person?,
Do think that 6 174 180 3.33 96.67 | 100
Addis Abaa
Museum is built
inclusively for
disabled person?,
Do you think the | 30 150 180 16.67 |83.33| 100
facility of Addis
AbabaMuseum
is accessible to
visually impaired
persois?

Do you think the | 48 132 180 26.67 | 73.33 | 100
facility of Addis
AbabaMuseum
is accessibléo
hearing impaired
persons?

Do you think the | 6 174 180 3.33 96.77 | 100
facility of Addis
AbabaMuseum
is accessibléo
persons using
mobility aids
such as
wheelchairs,
crutches or white
canes?

Is there any 42 138 180 23.33 | 76.67 | 100
guideline that the
people with
disability use in
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the Addis Alaba
Museum?
Do you think 36 144 180 20 80 100
there is a
guideline that
Addis Abeba
museum useto
make the
Museum
accessibleo
people with
disability?
Do youthink a 18 162 180 30 70 100
disablal person
can enjoy in
Addis Ababa
Museum without
any accessible
problem?
Own source, 2023
From the above table, we can interpret that 53.33% of the respondentsnioawre about accessible
tourism the remaining 46.66% do not know about accessible tourism. 667é respondenthink
that Addis AlbaMuseum considsthe disabled persanbut the majority 93.33% do not think the same
way. 3.33% of the respondertitsnk thatthe Museum is built inclusively for disabled persphowever,
the rest 96.67% do not think the same wig/6 %6 of the respondenthkink the facility oftheMuseum
is acessibleto visually impaired persanwhile 83.3346 d not thinking s026.6®% of the respondents
think the facility oftheMuseum is accessible hearing impaired personsowever,73.33% do not think
likewise. 3.33% of the respondents think that ttaeility of the Museunis accessibléo persons using
mobility aids such as wheelchairs, crutches or white ¢drmegever96.7®6 think the opposite23.33%6
of the respondents agree with the idea of the presengaidéline that the people with disability use in
theMuseum where ag6.6®6 of them disagree with i20% of the respondentkink there is a guideline
theMuseum useto makeit accessibléo people with disabilityon the contrary, 80% of the respondents
do not think the same way. 30% of the respondénts thata disabld person can enjoyisiting the
Museum without any accessilty challenge, while the remaining 70% do not think likewise.

3.4Research survey questioner

Table 3.4.1
Variables Experience level Frequency percentage
1. How was your| Very good 78 43.33

experience in Good 96 53.33
Addis Ababa | Neutral 6 3.34
Museum? Bad - -

Very bad - -

total 180 100

Mean

Own survey, 2023
In the above table, we can see that the experience of the selected population in the Museum is 53.33¢
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and 43.33 very good and good experiences, respectively, while 3.34% remain neutral. Therefore, we car
conclude that most of the people who visited the museum have enjoyable and amazing time with
memorable experience.

H Very good

B Good
Neutral

® Bad

= Very bad

Fig 3.4.1
3.5Research survey questioner

Assessment tool for accessibility of Addis Adibba M useumto persons with disability
Table 3.5.1

Variables Agreement level Frequency Percent
Strongly disagree - -
Addis Ababa museum| disagree - -
isnot accessibleo neutral 6 3.33%
persors with agree 84 46.67%
disability. Strongly agree 90 50%
total 180 100%

Own survey, 2023

According to Bble3.5.1,46.67%agreel and50%strongly agree, while 3.33%remained neutrahone

of the respondents are in the position if disagreeing with theTtheaefore, the result shows that Addis
Abeba museuns not accessibl® persos with disability.

Table 3.5.2

Variables Agreement level frequency percent
Strongly disagree 18 10%

The government give| disagree 18 10%

little attentionto neutral 36 20%

accessible tourism in| agree 84 46.67%

the Addis Alaba Strongly agree 24 13.33%

Museum total 180

Own survey, 2023

Based p on the table10%of therespondents strongly disagde@0% of them disagrele while 20%
wereneutral On the other handi6.67%of themagree and 13.33% strongly agreeGenerally, from
the respondent$0% agred and 20% of them disagr@ashowing thenajority of the respondents agree.
Therefore, the result shows tithe government givesomeattentionto accessible tourism in the Addis
AbabaMuseum
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Table 3.5.3

Variables Agreement level frequency percent
Strongly disagree 6 3.33%
Addis AbabaMuseum| disagree 6 3.33%
is not inclusive fo neutral 24 13.33%
people with disability | agree 84 46.67%
Strongly agree 60 33.34%
total 180 100%

Own survey, 2023

Based p on the table3.33% of therespondentstrongly disagreed and 3 %3of themdisagreed, while
13.32%6 wereneutral. On the contrary, 46.67% agreed and 3&.34#rongly agreg Generally, from the
regpondents 8.01% agreed implyingthat Addis Ababa Museum is nanhclusive fa people with

disability.

Table 3.5.4
Variables Agreement level frequency percent

Strongly disagree 24 13.34%

There isalittle disagree 6 3.33%
number of trained neutral 24 13.33%
staff in Addis Alaba | agree 72 40%
Museum for the Strongly agree 54 30%
persors with total 180 100%
disability.

Own survey, 2023

Table 3.5.4 shows that 13%bf therespondentstrongly disagreed and 3.3386themdisagreed, while
13.32%6 were neutral. However, 40% of the respondents agreed aftl 8@ongly agred Generally,
from the repondents, 7% agreed while 16.8% of them disagrebsuggestingo majoritythat there is
little number oftrained staffor employee# the Addis AbabaMuseum fompersors with disability.
Table 3.5.5

Variables Agreement level frequency percent
Strongly disagree 6 3.33%
Addis Ababa museum| disagree 6 3.33%
is less friendly for the| neutral 42 23.33%
persors with agree 78 43.34%
disability. Strongly agree 48 26.67%
total 180 100%

Own survey, 2023

According to the above tahl@33% of therespondentstrongly disagreed and 3 %3of themdisagreed,
while 23.336 wereneutral. On the other hand, 43.34% agreed2$@7®6 strongly agred Generally,
from the repondents the majority, 70.9dagreed and 6.66 of them disagrekimplying that Addis

AbabaMuseum is less friendly for persowith disability.

3.6 Assessment bthe environmental barriers that hinder persons with disability
from active participation and full recreation in Addis Ababa Museum
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Table 3.6.1

Variables Agreement level frequency percent

Addis AbabaMuseum| Stronglydisagree -

is built not disagree 6 3.33%

considering accessibl neutral 12 6.67%

tourism for perso® | agree 78 43.33%

with disability. Strongly agree 84 46.67%
total 180 100%

Own survey, 2023

Based p on the table, only 3.33% of the respondents disagreed and orfly @&'éneutral; however,
43.33%)of themand 46.6% agreed andtrongly agree, respectivelyActually, from the repondents
70% agreed and only 10%isagred indicating thatAddis AbebaMuseum is built not considering
accessible tourism for persowith disability.

Table 3.6.2

Variables Agreement level frequency percent

Person with disability| Strongly disagree - -

who live in Addis disagree 6 3.33%

Ababado not have neutral 24 13.33%

accessibility to enjoy | agree 78 43.33%

the Museum Strongly agree 72 40%
total 180 100%

Own survey, 2023

The table above shows that 383®fthe respondentdisagreed and 13.38wereneutral. On the other
hand, 43.33% agreed and4Gtrongly agre# Therefore, the result shows thursors with disability
who live in Addis Ababa do not havaccessibility to enjoy ithe Addis Ababa museum

Table 3.6.3

Variables Agreement level frequency percent
Strongly disagree - -
Addis Ababa museum| disagree 12 6.67%
is not environmental | neutral 18 10%
barrier free tourism | agree 108 60%
destination for Strongly agree 42 23%
persors with disability | total 180 100%

Own survey, 2023

The table above shows that 86 6fthe respondentdisagreed and 20wereneutral. On the other hand,
60% agreed and 28 strongly agred Therefore, the result shows thadidis Abda museum is not
environmental barrier free tourism destination for the person with disability

Table 3.6.4

Variables Agreement level frequency percent
Strongly disagree 6 3.33&
There is alittle work | disagree 12 6.67%
that has to be doren | neutral 24 13.33%
Addis Ababa museum agree 66 36.67%
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to make itmore Strongly agree 72 40%
accessibleo persois | total 180 100%
with disability
Own survey, 2023
Thetable shows that 3.33% and 6.67% of the respondents strongly disagreed and agreed, respectivel
while 13.33% remained neutral. On the other hand, 36.67% agreed &nstrddgly agres with the
statementTherefore, the result shows tltlaere is a workvork that has to be done toake theAddis
AbabaMuseum more accessililethe person with disability

Table 3.6.5
Variables Agreement level frequency percent
Strongly disagree 12 6.33%
Addis Ababa museum| disagree 6 3.33%
is not comfortable to | neutral 60 33.33%
entertain pers@with | agree 72 40%
disability Strongly agree 60 33.33%
total 180 100%
Own survey, 2023
Table 3.6.7
Variables Agreement level frequency percent
Strongly disagree -
The Addis Ababa disagree 12 6.67%
Museum cannot neutral 18 10%
involve disabled agree 66 36.67%
persons actively Strongly agree 84 46.67%
and easily. total 180 100%

Own survey, 2023

The table above depicts that 86 6fthe respondentdisagreed and 20 wereneutral. On the other
hand, 36.67 agreed and 4868trongly agres Therefore, the result shows thhhé Addis Ababa
Museum cannot involve disabled persons actively and easily.

Table 3.6.8

Variables Agreement level frequency percent
Strongly disagree 6 3.33%

There is no sign disagree 6 3.33%

language interpreter | neutral 30 16.67%

in Addis Ababa agree 66 36.67%

Museum Strongly agree 72 40%
total 180 100%

Own survey, 2023
Table 3.6.8 shows th& 336 respondenteach strongly disagreed and disagreed, while %6\6&re
neutral. On the contrary, 36.67% agreed anélo4firongly agred Thereforewe can safely conclude
thatthere is no sign language interpreter in Addis Ababa Museum.

Table 3.6.9

Variables Agreement level frequency percent
Strongly disagree -
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There is no Braille disagree 6 3.33%
labels in Addis neutral 6 3.33%
Ababa Museum for agree 66 36.67%
blind or low visually | Strongly agree 102 56.67%
impaired people total 180 100%

Own survey, 2023

The above table shows that 3¥88espondents disagreed and the same numberngetr@al. However,
36.67% agreed and 56 %/strongly agre& Therefore, the result shows thhere is no Braille labels
in Addis Ababa Museum for the blind or people who are low visually impaired.

Table 3.6.10

Variables Agreement level frequency percent
Strongly disagree 6 3.33%

There is no audio disagree 6 3.33%

guides in Addis neutral 18 10%

Ababa Museum agree 84 46.67%
Strongly agree 66 36.7%
total 180 100%

Own survey, 2023

Table 3.6.8 shows th&.33% respondenteach strongly disagreed and disagreed, whiléo Were
neutral. On the contrary, 46.67% agreed and @&/strongly agree Thereforewe can safely conclude
thatthere is no audio guides in Addis Ababa museum.

Table 3.6.11

Variables Agreement level frequency percent

The rest rooms are Strongly disagree - -

not easily accessible | disagree 12 6.67%

for persons with neutral 12 6.67%

disability in Addis agree 66 36.7%

Ababa Museum Strongly agree 90 50%
total 180 100%

Own survey, 2023

The table above depicts that 866f the respondentdisagreed and 6% wereneutral. On the other
hand, 36.7 agreed and%0strongly agres Therefore, the result shows thht rest rooms are not
easily accessible for persons with disability in Addis Ababa Museum.

Table 3.6.12
Variables Agreement level frequency percent
Strongly Disagree 12 6.67%
The entrance of Disagree 6 3.33%
Addis Ababa Neutral 12 6.67%
Museum is not Agree 60 33.33%
accessible for Strongly Agree 90 50%
persons with Total 180 100%
disability.

Own survey, 2023
The table shows that 6.67% and 3.33% of the respondents strongly disagreed and agreed, respectivel
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while 6.67% remained neutral. On the other hand, 33.33% agreed #ndtfihgly agre# with the
statementTherefore, the result shows thhé entrance of Addis Ababa Museum is not accessible for
persons with disability.

Table 3.6.13

Variables Agreement level frequency percent
The stairs (ramp, and| Strongly Disagree - -
ramp f@rking)are not | Disagree - -
easy to use for Neutral 24 13.33%

disabled persons. Agree 42 23.33%
Strongly Agree 114 63.34%
Total 180 100%

Own survey, 2023

The above table depicts that except for the 16.67% respondents who claimed to be neutral, 23.33% agree
and 63.34%strongly agree. Therefore, the result shows thht stairs (ramp,and ramp Parkingjre

not easy to use for disabled person .

Table 3.6.14
Variables Agreement level frequency percent
The paths of the Strongly disagree - -
Addis Ababa disagree - -
Museum are not neutral 30 16.67%
easy to use for agree 42 23.33%
persons with Strongly agree 108 60%
disability. total 180 100%

Own survey, 2023

The above table depicts that except for the 13.33% respondents who claimed to be neutral, 23.33% agree
and 63.34%strongly agree. Therefore, the result shows thae paths of the Addis Ababa Museum

are not easy to use for the persons with disability.

Table 3.6.15

Variables Agreement level frequency percent
Strongly disagree - -

The public area of disagree - -

Addis Ababa Auseum | neutral 30 16.67%

is not accessible for | agree 114 63.33%

the persons with Strongly agree 36 20%

disability. total 180 100%

Own survey, 2023

The above table depicts that except for the 16.67% respondents who claimed to bé6Be38falagreed
and 20%strongly agre@. Therefore, the result shows ththe public area of Addis Ababa Museum is
not accessible for persons with disability.

Table 3.6.16
Variables Agreement level frequency percent
Addis Ababa Strongly disagree 6 3.33%
Mu s e um’ s as | disagree 18 10%
well as exterior neutral 24 13.33%
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facilities are not agree 78 43.33%
accessible tthe Strongly agree 54 30%
visually impaired total 180 100%

Own survey, 2023

According to Table 3.6.18.33% of the respondentstrongly disagreed, and %0of themdisagreed,
while 13.336 were neutral. On the contrary, 43.33% agreed anéo3firongly agred Therefore, the
result showsthahd di s Ababa Muwas wellasa éxtericiaailities aranat accessible tohe
visually impaired

Table 3.6.17
Variables Agreement level frequency percent
Addis Ababa Strongly disagree - -
Museum sxterior disagree 12 6.67%
as well as interior neutral 54 30%
facilities are not agree 48 26.67%
accessible thiearing | Strongly agree 66 36.67%
impairedpeople. total 180 100%

Own survey, 2023

According to the above table, 6% fespondentdisagreed while 30% of them remaimeaitral. On the
other hand, 26.67% agreed and 36063tronglyagreel. Generally, from the r@g@ndents, the majority
63.34%have agreed herefore,it is possible to saythatAd di s Ab a b &xteMbn asswelhas s
interior facilities are not accessiblehliearing impairegheople.

Table 3.6.18

Variables Agreement level frequency percent
Strongly disagree - -

Addis Ababa disagree 12 6.67%

Mu s e uintetiar as | neutral - -

well as exterior agree 96 53.33%

facilities arenot Strongly agree 72 40%

accessible tpersons | total 180 100%

using mobility aids

such as wheelchairs,

crutches or white

canes

Own survey, 2023

The above table depicts that except for the disagreement of 6.67%, of the respondents 53.3386 and 40
agreed andtrongly agree, respectivelyThereforejt is safe to concludéhat Addis AbabaMuseum s

interior as well as exterior facilities are not accessible to persons using mobility aids such as wheelchairs,
crutches or white canes

3.7 Assesmg the guide lines for the persoswith disability in accessible tourism in

Addis Ababa Museum

Table 3.7.1
Variables Agreement level frequency percent
Strongly disagree 6 3.33%
disagree 12 6.67%
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Addis Ababa neutral 30 16.67%
Museum does not agree 78 43.33%
have its own guide- | Strongly agree 54 30%
line towards total 180 100%
accessibility for the

persons with

disability.

Own survey, 2023

According to the above tahlg.33%, 6.6@%6 respondents strongly disagreed atidagreed, respectively,
while 16.6 6 remainecheutral. On the other hand, 43.33% agreed and S08éfgly agree. Therefore,
with 73% agreement, we can claim ti#atdis Ababa Museum does not have its own guide- line
towards accessibility for the persons with disability.

Table 3.7.2
Variables Agreement level frequency percent
Addis Abeba Strongly disagree - -
museum in not a disagree - -
applying guide line neutral 48 26.67
to accessible/ agree 48 26.67
inclusive tourism foe | Strongly agree 84 46.67%
person with total 180 100%
disability.

Own survey, 2023

Table 3.7.2 depicts that except for the 26.67% who showed neutral stance, 26.67% and 46.67% of then
agreed and strongly agreed with the statenidmgrefore, the result shows theddis Ababa Museum

is not applying guide line to accessible/ inclusive tourism for persons with disability.

3.5Accessibility of Addis Ababa Museum for visitors with disability

This assessment is for the accessibility of buildings and other places of public accommodation to persons
with disabilities (people with mobility, visual and hearing impairments). The aim of the assessment is to
assess whether the place and its interiawgsas exterior facilities are accessible to visually impaired

and hearing impaired persons and persons using mobility aids such as wheelchairs, crutches or white
canes. For better constructions of d#ta researcher has interviewted Museum direcor and officials

about the accessibility of Addis AbaMuseum.

3.5.1Main Gate

There are 3 main gates of thuseum. The first one is founmppositeto the main road which is
connected with asphalt road. It has one entrance for people, while the othvniomé foundat the
back of theMuseumis used for both people anghicles It seemghey haveproblens of accessibility
for persons with disabilitiesThe main gatdnas1.50m width, 17cm height and 21 stato inter to the
Museum We can say that thesgatesare inaccessible for persowith disability andfor older people
and pregnant women . The other main gate is flat with gtamementlt is preferable for persanvith
disability than the other two. There is a total of inconsideration to the target group of thissstldgs

absence of sigpostattheouter compound of thidationalMuseum and pog@romotion at the outer gate
For better demonstration the following picture would help
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Entry

There are 3 steps at the entrance of the building. Thereakamoative accessible entrance or ramp to

the building. The front doorway is wide enough for a wheelchair if they approach by carriage or for
crutch users. As it can be observed from the pictiieeentry of the museumadit difficult for persors

with disability, specifically for crutch and wheelchair users. This can be proverhbyfollowing
statement fronthe Museum director and education offtér As we know t he museun
it is a heritage by itselft is anold building so theydid not consider the accessibility of all people in the
construction becausm thefirst placet hi s wa s a thesiatementwé can uhderstand that

the inconsideration of the building for persovith disabilities is because the awareness was not created

at the time of establishment back then. For better demonstration the above picture would help.
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Interiors

Thereis noinformation deskhowever there a fler about the museurs given out.There is no written
information about where places are located. The building is G+2 and the stairs are accesseditly steps
no proper handrailsUnfortunately the building has no lift at all.

From the above picturege can see that theterior stair is not accessible and hard to walk because of
long steps and inaccessible encounter which blocks communication for wheahctharunctusers.

Corridors and Surroundings

The corridor which is found next the stairdias 140cm widthandonthe other side has 206 free spaces
along the displayed objects. Thereaiprotruding rob installed in between-30cm from the ground
which hinders visitofrom enteringwhich detected by a person who uses a cane. There is no adequate
lighting, especially in the ground. The floors throughout the buildingluding the stepsare nor
slippery and coveredith a permanent carpet; moreoyéhe steps have highlighting and contraction
which shows the existence of steps

190 |Page



Door

Visitors find only two main doors which are used fexkit and entrance to the buildingdditionally,

there are around 6 doors which help enterMlseum Visitors are not expected open or close the
door, as a result of jtit is alwaysopen and there is no dodiris possible topassusing mechanicabr
electronic wheelchar Generally the door is accessible and free of barriers for the targeted group.
However, it is impossible for wheelchair usend severe impairment of crutch usterreach at the door
becausef thesteps which are found in front of the dpotherwise, they can be liftelly humarbeings

r1 ;! -
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Public Rest Rooms

Therearepublic restroora outside the building/museum for each sex and warelmot fully accessible
and not identified by sign.

Museums and Galleries

There are guides who are in charge of explaining what existsMiitheum as much as possitbérbally

for persoswith visual impairmenand physically disabledince objects in the museum are not allowed
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to touchby hand However there is no education officer who is trained in sign language to communicate
with persolswho hare hearing impairment. The spacebrtween the displayed heritagewide enough

to maneuver a wheelchair anthny visitors at oncebescriptions and instructions of displays provided

are na provided in Braille or symbolf visitors with disability mme with assistance or helpgifsey are
expected to pay the entrance feethemtoo. There is no single camera that controls theigcof the

victors as well as the staffs.

Furthermorethe mamger, Miss Abebayehustated that’ fiis museums is not accessible for the-non
disablal persons because, for example, the stairs are wide and sleeper. Moreover, some of the facilities
are not accessible and comfortable for elders and pregnant women. Since Addis Ababa Museum is
administered by the Addis Ababa Tourism, and Culture Office evieglesactivity done by the
government might have a plan in the future, bu
According to the interview with the Addis Ababa Culture, Tourism and Art Office, officials are aware
that the Addis Ababa Museum is not an inclusive museum and the accessibility problem in the Museum
is well known; therefore, they are working in theitation. They long term plan is to build a new
museum which represents Addis Ababa’s history
planning stage.

Summary, Conclusion arrdcommendation

4.1 Summary

This research titik asessing thAccessibility of Addis Ababa museum feersons wittDisabilities as

a general objective. The specific objectiveshd study remained to assess whether the Museum is
accessible for the person with disability jdentify the environmental barriers thaeventgpersons with
disability from the active participation and full recreatiorthe Museum andto assesshe Museuni s
guidelinesfor the persoswith disability in accessible tourism

The data presented 1in the survey covers vari
demographics, the contribution of the Museum, and interviewing with the managers and government
officials. The majority of respondents was male, between theaddésand 25, and held a degree; also
most of the respondents were single.

The survey revealed that the majority of respondents agreed that Addis Ababa Museum is not accessibl
for persons with disability; it is not inclusive; and it is not recommended for persons with disability. The
Museum’”s mangers andtheMusedim is noi dceessible farrthe patsons with t
disability. The resent building of Addis Ababa Museum is historical by itself; therefore, the government
officials who are responsible for this museum gave some future plans of the museum; for example,
believing the inaccessibility of the Museum, a new building which represents Addis Ababa would be
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built.

4.2 Conclusion

Addis Ababa is the capital city of Ethiopia and Africa. This city accounts for more than a 100 years. Even
if it is good to have a museum, it is hardly to say it represent Addis Ababa well enough. In addition to
inaccessibility, the collections are old ahdy are not in good shape. Addis Ababa is home for different
nations and nationalities. This city is a colorful city with different languages, religions, cultures and the
like. Therefore, for the representation of Addis Ababa in a museum it must imtlubat looks like

Addis Ababa.

Addis Ababa Museumis under the condition where the problem o€assibility is mandatory to solve.
Some of the problemare inaccessibility in premises, entrance, floors, door, emergency and security
systemtoilets, elevators, stairs, information desk and staff awareifésse are problems specific to the
Museum of Addis Abba Even if they are aware that tiduseum is inaccessible for persons with
disabilities, they have limited chance tokeanodification tadheenvironment as a result of two reasons

1. The building is historical and considered as heritage by.itdeMification hasbemme difficult in

such building. For instance building ramp could be one of the modifications needexvever it
changes the appearance and history of the building.

2. The objects which are displayed are not easy to move and apply the modification. So if any
recommendations are givahwould be for the new building which is going to be builtienear future

in front of the present location tdfe NationalMuseum.

4.2 Recommendation

Prioritizing inclusivity and accessibility in Addis AbaMuseumis not optional workit is the best way
to serve the visitors and create an engaging space for all. This recommendation offers tips and
suggestions for how to make theuseum accessible. The accessibility of museums matters more
than any of tourist attraction areas. The reason is that museums have thousandssdfatsitor
all over the world This flow of visitois has many segments fronvhich people with impairment
are one of the segments.héther the head of Addis AbaMuseum, Addis Abba Culture and
Tourism Office builds a new museum or reconstrsdhe present buildingthe following
recommendations are given based on the accessibility audit and responses from key smformant

< It would be better if museum buildings have horizontal landscape rather than vertical floors; yet
ifitis G + building it should have an elevatBemoving architectural barriers is another effective

way to support and accommaodate your visitors as they arrive at the museum. The Museum should
strive to remove barriers to give all guests equal access and make engaging with the exhibits
easier. Accessib museums give people with disabilities equal access to collections, enhance
visitors’ e x |emorapeapleteo axplarenadd appreaide the displays. Furthermore,
the museum can improve profits by being more accommodating to individuals with disabilities.
By making adjustments to museum features a
enhanceheir time spent at the facility. Putting thought and care into which accessibility upgrades
will 1improve the visitors’ safety and enjoy

Expand your reach: Accommodating more visitors can expand and diversify community,
creating an inviting environment for your visitors and staff.

Boost your reputation: Making improvements beyond what thenericans with Disabilities
Act (ADA) mandates for museums is considerate and beneficial for goests and staff
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members. The# i s i tors will appreciate your museum
Meeting more accessibility needs will improve visitor outlaoki impressions of your museum.

« Ramps, floors, stairs, entry doors, routes of entramesgooms, and displays should be built
according to the building directives.

Ramps and elevators are a must for Addis Abeba museum that span multiple levels and floors.
These adaptions can make it easier for those who use assistive walking and mobility devices to
explore your space. Reliable elevators support people with limiteditpovhile also offering a
convenient way for all your visitors to move around and experience everything the museum has
to offer.
Large Spaces
When looking for ways to accommodate the visitors with mobility limitations, consider incorporating
large spaces where you can. Open areas throughout the museum provide individuals who use wheelchait
or other mobility devices the room they need to naeigaimfortably without interference. Everything
from the accessible parking spaces to the museum walkways should offer ample space for those witt
limited mobility.

Courtesy Wheelchairs
Another way to make Addis Ababa Museum more inclusive for visitors with reduced mobility is by
providing courtesy wheelchairs. Whether you invest in motorized or manual options, your facility can
create a more welcoming environment for wheelchair usepsdwding them free of charge. It is most
helpful to store them near your museum entrance, where guests can see them.

¢ Preparing model objects that could replace the original material in order to satisfy the requirement of

visitors with visual impairment.

Tactile Guide Paths
They can support those with limited sight by incorporating specigtiaethg that provides physical
indications and warnings.
The museum can use various tactile paving patterns to communicate with individuals with limited
vision. Consider some of the following guiding and attengcatbbing designs:

Blisters: These round, tightly spaced bumps indicate pedestrian crossings.

Offset blisters: Paving with slightly more spreasut bumps indicates the edge of a platform surface.
Hazard: This pattern features closedpaced lines that communicate danger nearby.

Directional: Directional paving uses raised lines or other textures to help guide those with limited
vision.

These textures allow visitors with limited vision to understand their surroundings better and stay safer
while at your museum.

Braille Plaques
Make it easier for your visitors with limited vision to access your museum information by incorporating
braille plaques and signage.

Audio Guides
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They can allow the visitors to experience the art and beauty of your exhibits, no matter their visual
capabilities, withspecialized audio guides. Audio guides are a popular feature for many visitors. For
those living with blindness, listening to these recordings is a great way to learn about the exhibits and
gain valuable insights into the museum.

Tactile Exhibits

The museum can also support and accommodate the visitors with limited vision by providing interactive
tactile exhibits. Your museum can invest in exhibit replicas that allow people to touch and hold the
materials. By making the museum operation more iote guests with visual disabilities can feel their

way through your pieces and engage with your exhibits on a deeper level.

% Training on sign language both in Amharic and English, also the museum can improve the
museum inclusivity by adding features that uplift visitors who are deaf and hard of hearing. Even
if there is a virtual technology which is used in the museum , dgtismough so that, Here are a
few ways to boost your guests’ experiences:

Text Descriptions of Exhibits

Incorporating text descriptions to accompany your exhibits in Addis Abeba museum can be highly
beneficial for individuals with challenges related to hearing. Visitors can read their way through your
displays and learn the same materials your audio guidesdp — offering information about your
exhibits through different mediums can help you broaden your audience.

Subtitled Videos
Along with text descriptions, consider incorporating video content into the Addis Abeba museum
exhibits. These visuals should include subtitles so that visitors who are deaf and hard of hearing can
follow along.
Captions on video content allow visitors with limited hearing to stay engaged and concentrate on the
information. Ensure the subtitles use an dasyead font and higlcontrast colors that make them stand
out from the screen’s 1magery.
Subtitled videos are beneficial for individual
well. They are also suitable for higtaffic areas in your museum that can become noisy when things get
busy.

¢ Training for staff members on disability awareness and accommodations. Trained human

power is a mandatory requirement for the tourism business

< Free entrance fee for a person who came as assistance.

““ There must be security camera for the museu
enhance its overall safend protecting the tourism resource in the museWwhen a business
provides accommodations for people with disabilities, it allows them to navigate the exhibitions
more comfortably and easily

« Experience sharing with other national and international museums to ensure accessibility.

X/

« All the activities need adequate budget as if they are additional tasks for the museum.

X8 Consulting concerned bodies like, disdpiassociations and architects.
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