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CHAPTER ONE
INTRODUCTION

1.1 Background of the Study

The modern advertising techniques make use of maryg to communicate consumers. Print media
is one form of advertising methods and it also lieso be one of the most popular forms of
advertising because it can reach a wider targaenae. There are various different types of print
media, which help advertisers to target a particsggment of people like newspaper, Magazines,
Newsletters which is target a specific group ofiande and give information on the product, Posters
or outdoor advertisement, flyers, handbills/ leafl®anner, billboard and like.

This study was conducted on assessment of primtiedja practices of Ultimate Motors S.C who is
sole distributor of Mahindra & Mahindra productsaiMndra & Mahindra Ltd is an Indian vehicle

producer factory with high product range from twbegls up to heavy truck, and distributes its
product through Ultimate Motors S.C. for Ethiopianket. Ultimate motors S.C the only exclusive
sole agent in Ethiopia for last eleven years s@$ studied the printing media practices of Ultimate
Motors S.C on the product of Mahindra & Mahindradqucts specially Mahindra Scorpio station

wagon and Mahindra Scorpio double and single ctiduse have more distributed in Ethiopia.

1.1.2 Background of the Organization
Ultimate motors private Limited company was esti#d in 1997 at a paid up capital of Birr 5
million. Ultimate Motors which upon its establishmiestarted with automotive businesses later

diversified its activities into construction andiagltural equipment and energy business.

During the last eleven years since its establishmgitimate Motor’s capital has grown from 5
million to 10.68 Million and its current and fixealssets have reached to almost three times its
capital. Ultimate Motors private Limited Companyrisw one of the few largest companies that
have own well-equipped office, workshop, body ré&bwshop and large spare part warehouse
buildings.



It is located at the eastern site of Addis AbabAlitds silk-Lafto sub City, stretching on an arda o
11,000 sqg, M. Out of the total area the spare warehouse covers 1,200 sg. M, the garage covers
7,000 Sqg. M, the body building workshop Cover 2,820 M. and offices & parking area covers the
rest 800 Sqg. M.

Today Ultimate Motors P.L.C. represents internaltyrenowned companies:

1. Mahindra and Mahindra Ltd:
» Station Wagons (Scorpio)
* Pickups (Scorpio Single and Double Cabin)
Kirloskar: for the supply of Generators
Landini SPA: for the supply of Tractors
Gherardi SRL:for the supply of Agricultural Implents
Godrej & Boyce Co. Ltd: For the supply of Forkliied hand pallet trucks
Land Rover and BMW: for the supply Spare parts aitel sales Service
Jialing CO:- for the supply Motor cycles.
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Construction of bus body: cargo body, cement nsixetc

The different types of automotives and other préeslumported and distributed by Ultimate Motors
have been found suitable for Ethiopian Varied ctimand road conditions. They are used
extensively in all sectors of the economy and hawva tremendous popularity in both government

and private sectors.

Ultimate Motors Private Limited Company is one loé tmost recognized and respected companies
in Ethiopia. Its integrity and loyalty to both tikestomer and supplier has enabled it to reach where
it is today. Ultimate Motors PLC has 145 employees.

Therefore, Ultimate Motors S.C import and sale egy Mahindra and Mahindra products like
Mahindra Scorpio Station wagon and Mahindra Scopgi&ups so this research was helped to know
“The printing media practices towards of Ultimateotgks S.C to demonstrate Mahindra and

Mahindra station wagon and pickups.



1.2 Statement of the Problem

According to Dr. Rajan Walker (2001:23) Printingdigeis one of promotional tool used by the
business people for the success of organizatitimeipresent days. Due to the increases of heavy
competition in every product —line it become difificfor the companies to continue with the product
for longer time in the Market. So create awaremesise mind of customer for longer time the
marketer has to use effective promotion, one ade¢htool is printing media. The most popular

printing media tools are list and define as follow:

The student researcher observe Ultimate Motorsh@3®Experienced on fortune news paper and
Capital news paper two or three times annuallyfandbrochures have distributed when they are
participated on exhibition but they have not usergmain printing media tools like Posters,
Magazines and others as promotional tool.

Ultimate Motors S.C Printing media practice doesgiee attention to all print media. It used only
the above mentioned printing media through limiiete per year. So the student researcher wants
to assess how printing media practices of ultilvdwéors PLC in refer to Mahindra Vehicles.

1.3 Research Questions
Based on the gaps identified in the statement ®fptioblem the student researcher aims to

answer the following research questions:

1. What kinds of plan does Ultimate Motors PLC appiyt$ printing media advertisement?

2. What is the main problem that faces Ultimate Motanspractices on printing media
advertisement?

3.What are selection criteria of Ultimate Motors@for printing media advertisement?

4. What are the factors that influence Ultimate Motet< using printing media advertisement?



1.4 Objective of the Stud

1.4.1General Objective
The general objective of the study is to analyseptactices of Ultimate Motors S.C on printing

media towards all of Mahindra & Mahindra vehiclaggthiopia.

1.4.2 Specific Objectives
The specific objective of this research is to agolish the following item listed here under:

1. To know the plan of Ultimate Motors Plc to apply its printing media advertisement.
2. To Assess the main problem that faces Ultimatgok4 Plc in practice on printing media

advertisement.

3. To know selection criteria of Ultimate Motors PL@ frinting advertisement.
4. To know the factors that influences ultimate MotoPLC using printing media

advertisement?

1.5 Scope of the Study
The student researcher was concentrate only otirgrimedia practice of Ultimate Motors plc on

the product of Mahindra & Mahindra vehicle. Aparbrh this, the student researcher was
concentrated to get enough information in the Mdfice found Nifase Selk Subcity. Furthermore,
the student researcher was assessing the pringaganpractice of Ultimate Motors PLC from the
year 2011-2012. This is due to the reason thanted&ta have more appropriate for main reason

analysis of the research.

1.6 Significance of the Study
After conducting of the research, It will give mabgnefits to student researcher to get more

practical Knowledge about how to conduct reseafalther the company will get benefits by
identify its problem on printing media practicen&dly it helps for other researcher how to conduct

study on this area.



1.7 Definition of Terms
Print Media:- refers to publication that are distite in a print form on paper such as magazine,

which must be delivered to customer in physicalmfre@ither to hand delivery or physical
purchase(Kumar & Mittal, 2002:223.

1.8 Research Design and Methodology

1.8.1 Research Design
The research design was descriptive research mathardler to assess and describe the practice of

Ultimate Motors Plc.

1.8.2 Population and sampling technique
The student the printing media practice of Ultimitetors PLC the target population was divided

into two parts. These are 1 Management body whe haore relationship with printing media was
the population of the study. On the other handstiuelent researcher was conductd 150 customers

who purchased Mahindra products from Ultimate Me#LC.

The student researcher was used non probabilityplgagn especially convenience sampling

technigue. Regarding the customers, it is diffiéoitthe student researcher to get information &ibou
the exact number of customers it is impossibledtemnine the sample frame. Therefore according
to Malhotra (2006:339) the student researcher iaggto take a sample of 150 people, who are

ordinary customers which do not have a listed nantespecific identification code.

1.8.3 Types of Data to be collected
To fulfill the study the student researcher wahegead information from primary and secondary data

Source.

1.8.4 Data collection method

The researcher of this study was collected prindata by directly interacting with the customer by

guestioners and manager interview.

Secondary data was gathered through referenceadd, blewspaper, Magazines, internet and other

internal and external secondary data.



1.8.5 Method of data analysis
The response of each customers and employee Weasted from questionnaire and was analyzed

by using tabulation, ratio, percentage and othealstof analysis.

1.9 Limitation of the study
The major limitation of this research is lack ahé and money, which are the crucial factor of this

task. As a result the student researcher limitotaplete in this short period of time and by lirdite

resource.

1.10 Organization of the Research
The study was organized in four chapters. The dinstpter was deals with introduction, background

of the study, statement of the problem, objecthef 4tudy, scope and delimitation of the study and
research design and methodology. The second chembsists of review of related literature. The
third chapter was covered data collection, orgditimaanalysis and interpretation. Finally the tbur

chapter contains summery conclusion and recommiemdat



CHAPTER TWO

REVIEW OF RELATED LITERATURE

2.1 Promotional Mix

Advertising is an essential element of the promotiox. Personal selling, sales promotion publicity
and advertising are the elements in the promotion Adventism has been considered as the most
effective method for promotion for it creates dephastimulates sales, and reaches customer quickly
& effectively.

As with any business function, planning plays adamental role in the development &
implementation of an effective promotional progrdndividuals involved in promotion design

must consider the organization’s integrated manigetommunication program and activities.
Promotional planners must decide on the role anmtttion of the specific element of the
promotional mix, develop strategies for each eldmeamd implement the plan. Promotion is but
one part of, and must be integrated in to the dverarketing plan & program. (George & Belch

2001:25)

2.2. Advertizing

2.2.1 Meaning & Definition of advertising

Philip Kotler (2009:793) define advertising as aogid form of non-personal presentation and
promotion of ideas, goods or services through mesdia such as newspapers, magazines, television
or radio by an identified sponsor. Advertising ised by many organizations to communicate
specific messages about themselves, their produatsservices, or their modes of behavior to a
predefined target audience, in order to stimulatesponse from the audience. The response may be
perceptual in nature: for example, the consumeerldgg specific views or opinions about the
product or brand, or these feelings are alterethbyadvertising. The response could be behavioral:
for instance, the consumer buys the product oess®s the amount that he or she buys. Advertisers
that sponsor advertisements include not only bssinrms, but also non-profit and social

institutions such as charities, museums and relgyiorganizations that promote causes to various



target publics. Advertising is a good way to infoamd persuade, whether the purpose is to build
brand preference or to motivate consumers, or to@age habit.
In the marketing context, advertising has beenngefias paid & non personal form of presentation

and promotion of idea, goods or services by antifieth sponsor.

Advertising is a powerful communication tool diredttowards specific target customers in order to
carry the message persuasively with a view to &ehtertain specific objectives such as, to establis

brand quality, expansion of the existing marketréased sales value, etc.

Advertising is multidimensional. It is a form of sg®communication, powerful marketing tool,
component of the economic system, a means of fingribe mass media, a social institution, an art

form, an instrument of business management, a diekdnployment and profession.

2.2.2 Objectives of advertising
The basic objectives of advertising of a concemtarincrease its sales volume & profit. However

these can be achieved by adopting a variety otegfies, we mention here some of principal

objectives of an effective advertising campaign:

1. To increase the sales volume by multiplying prodiges or increasing the unit of purchases

2. To facilitate launching a new product or a new branthe market.

3. To support the existing sales force of the orgdimain order to make the job sales
personnel less difficult and more efficient.

4. To get more access to such consumers who are asleewpossible on account of

topographical or transportation barriers.

To enter a new market segment which are hithertapyped

To improve the dealer relations in order to arguintlea indirect distribution.

To augment the industry’s sales for the betterroéttte entire society.
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To eradicate the wrong consumed notions which #rereise based on the minds of the
customers.

9. To build up goodwill by way of non-commercial advgement without a profit motive.

10. Finally to build up an effective brand performarficea particular product or services.

2.2.3 Classification of advertising
Advertising can be classified as to whether thieir ia to inform, persuade or remind.



Informative advertising: - appears at the initial stages of particuladpiet category where the
principal objective is to develop the primary dechax the customer.

Persuasive advertisingaim to build selective demand for the particuleoduct and generally is
applicable at the competitive stage.

Comparison advertising some of those pursuers advertising can be pub ithe category of
comparison advertising which seeks to establishstigeriority of one brand through concrete
evaluation with one or more other brands in thelpob line.

Reminder advertising is of others types which assist to customer toltection the messages,
ideas, etc. of a particular product.

Reinforcement advertising which intends to asshesdurrent purchasers that they have opted
for the right product. ( KUMAR.&MITTAL. 2002:4)

Other Classification according to Dr. Khan on ThasB of Area Coverage On advertising
classified into the following four categories,
(1) Local, (2) regional, (3) national,(4) interiveial advertising.

1. Local Advertising: It is also known as ,retail advertisifiglt is undertaken by local retail
stores, departmental stores, co-operative stoeéisigscloth, saris and other consumer goods and
consumer durables. It is directed at local custemedia, used for local advertising, are shop
decorations, local newspapers, magazines, pog@mghlets, hoarding, new signs, local cinema
houses, etc.

2. Regional Advertising: It has wider coverage, as compared to local acegii It covers a
particular region, which may be one state, or, nibam one state, the people of which may be
having a common tongue, or, using one common ptodiuis undertaken by manufacture, or,
regional distributor of a product. Media, used faygional advertising, include regional
newspapers, magazines, radio, regional T.V., outdulia, etc. It is considered to be an ideal
form of advertising for launching and marketingeavproduct in a specific region.

3. National Advertising: It is generally undertaken by manufactures of beangbods, for

which, advertising messages is communicated towrness all over the country. Almost all
possible mass media, including national newspapadg) and television network, are employed
for national advertising. Product services, an@sjevhich have demand all over the country, are

suitable for national advertising.



Detergents, soaps, toothpastes, cosmetics, scocaessand bicycles, are some of the products,
which are advertised all over the country.

4. International Advertising: This type of advertising is undertaken by those ganies, which
operate in more than one country, known as ,mudtianal° companies. Exporters, generally
advertise their products and services in foreigmties, where ready markets are available. Air
India and other airlines, and multinational comparadvertise their products and services all
over the world. Coca-Cola and Pepsi are advergssuhlly, as the sales are almost all over the

world. International advertising is extremely exgi@s, involving the service

2.3 Media

2.3.1 Classification on The Basis of Media
On the basis, advertising may be-classified ineoftilowing four categories.

(1) Print media advertising; (2) electronic or broadleasdia advertising; (3) outdoor media

advertising (4) other media

1. Print Media Advertising: The print media consists of newspapers, magazoasals,
handbills, etc. No newspaper or, journal, todap, frvive without advertising revenue.
Print media advertising, even today, is the moguper form; and revenue derived by mass
media from advertising has, therefore, been pregrely increasing year after year. Print
media appeals only to the sense of sight, i.e..eyes
Newspapers
Newspapers are the most popular forms of print media. The advertiser in this case can
choose from a daily newspaper to a weekly tabDitferent types of newspaper cater to
various audiences and one can select the particalagory accordingly. Advertisers then
design press advertisements where as size is dezgdger the budget of the client.
Magazines
Magazines also offer advertisers an opportunityt¢orporate various new techniques and
ideas. Magazines are one such form of print méwiadive a more specific target group to
the client. The client can make a choice of théipalar magazine as per the product.

Newsletters

10



Newsletters also form an important part of prindime These target a specific group of
audience and give information on the product.

Brochures

Brochures give detailed information about the poidlihese are mainly distributed at events
or even at the main outlet when a consumer neecstbin detail about the product.

Posters

Posters are forms of outdoor advertising. The ngessaa poster has to be brief and eye-

catching as it targets a person on the move.

2. Electronic or Broadcast Media Advertising :Electronic, or, broadcast media consists of (i)
radio, (ii) television, (iii) motion pictures, (iwideo, and (v) the internet. The radio is audio in
nature, appealing only to the sense of sound (gReg)io advertising is more effective in rural asea
as compared to urban regions. Television, as aerisimg medium, is more attractive and effective
because it is an audio-visual medium appealingth the senses of sight sound (eyes and ears).
Different methods, such as, spot announcementassped programmers, etc., are used for
broadcasting advertising messages. Howdweadcasting media are very expensive form of

advertising Advertising is also undertaken through movies, ojdnd thenternet.

3) Outdoor Media

This includes posters, neon signs, transit, pdipuochase (POP), etc. Outdoor advertising can be a
good supporting media to other forms of advertisibg a good form of reminder advertising,
especially, the POP advertising.

4) Other Media:
This includes direct mail, handbills, calendarsyigis, cinema advertising, and internet and so on.
These miscellaneous media can play an importamostipg role to the major media such as

television, and newspapei3t. RajanWelukar(2001:26).

2.3.2 Determinants of advertising media
According to Philip kotler (2009:804) the advertisgust next decide upon the media to carry the

message. The main steps in media selection are:
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(1) Deciding on reach, frequency and impagtadvertiser must decide what reach and frequency
are needed to achieve advertising objectives. Risazimeasure of the percentage of people in the
target market who are exposed to the ad campaigngda given period of time.

(2) Choosing among chief media typeshe media planner has to know the reach, frequand
impact of each of the major media types.
(3) Selecting specific media vehicleshe media planner must now choose the best nvettiales -
that is, specific media within each general meyeet

(4) Deciding on media timing another decision that must be made concerns dinfiow to
schedule the advertising over the course of a year.

And also Dr. Rajan Welukar saghy media that is selected must be capable of gucdrng at
least the three main objectives:
1. It must reach the largest number of people ptessi
2. It must attract their attention.
3. It must be economical.
In practice, however, there is hardly any singledimethat satisfies the above three objectives.
Therefore, the real managerial task is to iderftilyn among them the one (s) which is relevant for
the company. For this purpose the management skeouklder the following factors:
1. The Nature of the Product:The nature of the product determines the choictefadvertising
media. For instance, cinema, television, colorquidals would be the obvious choice for products
like fabrics and toilets requiring visual preseimtat In this connection, management should develop
a product-media match.
2. Market Requirements: While selecting advertising media, the company’skaarequirements
should be considered. When they meet these regemmsmthey lend themselves to good use. For
example, specialized high fashion color magazinesladvbe the proper media for consumers with
high income groups and sophisticated tastes. Similautdoor media would be appropriate when
consumer action is to be induced at the point ofipase.
3. Advertising Objectives: The advertising objectives also determine the tgpenedia to be
selected. For example, the press is preferreddj@gircorporate image while radio and television is
relevant for product advertising.
4. Distribution Strategy: The advertising media should be compatible withdiséribution strategy
adopted by the company.
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For example, if the company is selling through redien wholesalers and retailers etc., then
outdoor advertising media duly supported by teiewisradio and cinema etc. may help to pull the
product out of channel.

5. Nature of the Message and Appealdhe nature of advertising message appeal alsondieies

the advertising media for a company. The media Ishbe able to carry the message and appeal to
the right persons in the perspective. For examplime is the essence of communication, daily
newspaper and radio may be the best choice. Massiogtion items like soaps, toothpastes, hair
oil etc. may determine television, newspapers ad#st selection.

6. Budget: The budget available for advertising purpose weicide the choice of media of
advertising. For example, a manufacturer having pamatively large funds for advertising may
choose television or radio or both as a media wédsing. On the other hand, a medium or small
sized businessman may prefer newspaper and magezareadvertising media.

7. Competitors Choices:A company should also take into account the wisddnecompetitor's
media choices despite differences in advertisingadlves and appropriations. It is not desirable to
outright dismiss their choices. Generally, the atisieg media used by competitors are preferred so
as to make an impressive appeal for the product.

8. Media Circulation: The Company should take into account the circutatb the advertising
media. Media circulation must match the distribntpattern of the product. This applies to the press
media. Circulation should not be confused with ezglip.

Circulation means the number of copies sold afedudtion of free copies, returns and other
differences between the total number of printedieo@nd total number sold at full price. The
advertising media selected should have maximunulaition.

9. Media Availability: The question of media availability is quite relewawvhile considering
advertising media alternatives because not all Bedire available to a company at all times
whenever required. For instance, in 1973, and 19wing to acute newsprint shortage, space
availability in national dailies was a real problem

10. Penetration: How can we penetrate the market most thoroughly)\aw can we reach the
greatest number of potential customers is alsongpoitant factor influencing the choice of a
particular advertising media. Shall we reach housesvat the kitchen-sink by means of television
or radio and which is likely to have the greatepatt? This fact should be considered.
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11. Size and Nature of the Business Enterpris@he size and nature of the business enterprise also
play an important part in making a choice for thiweatising media. Different media will suit to
departmental stores, chain stores, small shopsyfimanrers and producers etc. A big business
enterprise may make use of television, radio aneispapers having national network, whereas a
small unit may prefer local newspapers and cinelidassetc. Dr. Rajan Welukar

(2001:39).

2.4 Print media

2.4.1Meaning of print Advertising
According to Stephen Rampur, Print advertisinghe tmost popular and effective method of

publicity today. It has become the part of the wndtand political life of people today. Print is an
advertising media comprising all those vehicles edvhy others and which can carry the advertising
message in print to be read by target customers.

2.4.2 Print Advertising Techniques

Effective print advertising techniques really de fbb of attracting attention of the viewers to the
product.

Owing to the effectiveness and benefits of advemisnts, many manufacturers are concentrating
more on how creatively the products can be adwestti®ne of the primary methods for marketing
and advertising products is print media which idelsinewspaper advertisements, magazine
advertisements, billboard advertisements, and ro#mgr print forms. Like in TV commercials,

there are some common advertising techniques agadhit advertising as well. Note that
advertisement techniques are totally different ftbmmmethods. The techniques are the concepts that

are used in the different advertising methods.

Print advertising can be observed in the produeedisements that are printed on newspapers,
flyers, or magazines. The products in these adprasented in a way that will attract the attention

of the watchers. Following are some of the perseaadvertising techniques used in the print media.
By (Stephen Rampur) Published: 8/3/2010
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Effective Print Advertising Techniques

Catchy Words and SlogansThis is the most common advertising techniquel usenot only the
print media, but also in TV commercials. You needise words in your advertisement that will
make the reader want to continue reading the miatteie advertisement. You even do have a choice

of using a unique slogan for your brand.

Celebrities and Famous Personalitiedf you do have a substantial budget for advergsiyou can
ask a famous celebrity to promote your produchegrint advertisement. Fans and admirers of the
celebrity you have used in the advertisement may teabuy the product, just because their favorite
celebrity is using it. This is one of the most effee ways to publicize products and services and

increase their sales.

Readable Advertisementslt is also very important to pay attention to orthings in the printed
advertisement such as the font type and size,lenthhguage used. Make sure the advertisement is
readable enough for the people to understand. Das@fancy fonts which would make the reader

find it difficult to read. Also use common wordsttwill pass on the idea clearly.

Testimonials If you want to increase sales, it is suggesteti ybu include testimonials from people
who have already used the product and are shdr@igaxperiences. Testimonials certainly make
the readers have a good impression about the prodirg reliable, which may contribute to a rise

in sales.

Include an Offer: It is a proven fact that people are more attratagtiose advertisements which
include any kind of offer and discount. If you wagiod advertisement, you can make an offer that

the readers will not be able to resist.

Mention your Contact Details: In a print advertisement, you need to add upegthits about your
company and contact information. This will portsayur brand as trustworthy. It will also encourage

readers to inquire more about your products.
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Talk about the Product Benefits:Many companies include too much information alibat
features of the product. This generally result®wn sales. Instead, the company should focus more
on the benefits that the product is related tosTill create a need in the readers and give a good

impression of the product.

Consider Direct Communication If you are including a picture of a person in gt
advertisement, it is better to make the person & he is looking directly into the eyes of the
reader. In addition, using direct communicative dgosuch as 'You' is also one of the most effective
print advertising techniques.

There are many other types of advertising techsigised in print media such as using attractive
images, graphics, statistical claims, knowledgeisgaand funny concepts. By Stephen Rampur
Published: 8/3/2010

2.5 Newspapers
We have seen advantage and disadvantage of newspapmagazine according to Dr. Rajan

Welukar(2001:49).
News paper advertising in printing medium is theest & the largest in terms of advertising billing.

Advertisers spend more money on news paper & magszi

There are several types’ newspapers: - daily, wegklinday) retail advertising bulletin, morning,

evening, special intere3st, etc.

Retail advertising bulletins or shopping news tygfepublication carry advertisement about the

shopping items.
The specific characteristics of newspaper are:

e Newspapers have immediacy and therefore they haam@ouncement value.

e The other characteristic of newspaper is thatstanhetter scope for providing detailed
information.

e There is a geographic flexibility in newspapersagsiblication may have more than one
edition,
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* Newspapers also have special interest targetingrogpty through sections and/or
supplements.

e Newspapers are also Vehicles for Coupon delivery.

e However, newspapers have two major short-cominigst, Ehe lower literacy levels are

barriers in growth and secondly, Newspapers haxaryashort life span.

2.5.1 Advantages or Merits of Newspaper AdvertisMgdia
The advantages of merits of newspaper advertisedjammay be summed up as under:

=

Their coverage is high as they reach every nookcanger in a very short time.

N

. They offer a lot of flexibility. According to theooivenience and necessity of the advertiser,
the shape, size and appeal may be frequently cidaogriit the need of the advertiser.

3. High frequency enables speedy preparation andqailan of advertisement.

4. Itis the cheapest media of advertising as fatsasast per reader is concerned.

5. The daily newspaper have strong repetitive valué @ffers an opportunity to the advertiser
to repeat is message at a short interval of ontyday.

6. The public response towards newspaper advertisingry quick.

7. By inserting local advertisements (in local newsgaj the effectiveness of advertising copy
could be tested quite easily.

8. By inserting frequent advertisements in the newspmpheir visual appeals may be created
very easily.

9. The reputation of the newspapers is availablegattvertisers and their products also.

Leading newspapers provide space to reputed aiathleetoncerns only.

10. Newspaper advertising provides geographic selégtivi

2.5.2 Disadvantages or Demerits or Limitationshéwspaper
Advertising Media: The following are the disadvayea or demerits or limitations of newspaper

advertising media:
1. The life of a newspaper is very short, i.e., omlythe day. It is said, “Nothing is alive as

today’s newspaper” and “Nothing is dead as yesyesdsewspaper.”
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2. There is waste of circulation. The advertisemegtisied even to those places where there is
no market existing nor the possibility of creatangew market in the near future.

3. If the customers are limited in numbers, advergsmnewspapers may be ineffective and
costly too.

4. Visual effects may not be created in practice asn#twspapers are generally printed on
cheap newsprint.

5. There is lack of uniformity in advertising requirents. Lack of uniformity of publishérs
requirements with respect to rates, size, typepfy@nd so on.

6. Newspaper advertising is less popular in undevel@oeintries where the masses are
illiterate ignorant and poor.

2.6. Magazines and Journals
Another media under press advertising media is maga and journals. They offer selective

circulation throughout the country at a cost witreasonable budget limits. These are published
periodically at regular intervals, i.e., weeklyrtfoghtly, monthly, quarterly or annually. Magazene
and Journals are read at leisure and with care Wieereader is mentally prepared to receive the
advertisements. It has a long effective life. Fiitwm advertiser’s point of view, magazines may be
classified under five groups: (i) Special Interiglstgazines; (ii) Trade Magazines; (iii) Technical

Magazines; (iv) Professional Magazines; and (v)i®eg Magazines.

The specific characteristics of magazines

There has been a growth in magazines. On one lewer ntitles have emerged, which are catering
to specialized needs of the people and secondiy, dlerall circulation has also increased. From
advertising point of view, the characteristics of
Magazines are:
e Magazines have specific audience selectivity, ag #re specialized. As you are aware there
are magazines for women, children, corporate psigeals etc.
e They have compatible editorial environment, i.entents v/s advertisements. Magazines
have longer life span, corresponding with theiigucity.
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Magazines provide them opportunity for messagetisgruand geographic and demographic
flexibility.

2.6.1 Advantages or Merits of Magazines and Joais
The following are the advantages of magazines amahfls as an advertising media:

1.

a ~ WD

o

The life of magazine is considerably longer thaat tf newspapers. These are kept ready for
weeks and months.

Better reproduction of advertisement than newszaisgorovided.

Magazines are highly selective in nature and wafstéculation is avoided.

Magazine advertising create prestige, reputati@hamimage of quality.

The number of readers per copy in case of magadwertising is quite high. There is
multiplicity of readership.

Magazines are ideals for introduction new ideas.

7. Magazine readership is usually a leisurely homdeeship for enjoyment relaxation, and

9.

“with guards’ down.
The printing, paper, color combination is moreadttive in case of magazine advertising
than newspaper advertising.

Magazines reach specialized groups convenientlyeffiedtively.

10.The cost of utilizing magazines for advertisingjiste low.

2.6.2 Disadvantages or Limitations of Magazinedadournal Advertising
As compared to newspaper advertising, the magazidgournal advertising have the following

disadvantages, demerits or limitations:

1.
2.

The chief demerit of magazine advertising is itg ftexibility.
Preparation costs for magazine copy are usualherdtigh and sometimes exceed the cost of

the space used in trade magazines.

3. The circulation is limited as compared to newspaokertising.

4. It takes more time in printing etc. than newspagzbrertising.

5. The size of magazines differs widely and hencetheertiser has to prepare the copy of

advertisement according to the size of the magaamadgournal.

Change in appeal cannot be effective quickly. Rajan Welukar (2001:49-50).
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CHAPTER THREE

DATA PRESENTATION, ANALYSIS & INTERPRETATIONS

This chapter is concerned with data presentaticalyais and interpretation that were collected
through questionnaires from customers and throoggmniiew from management of Ultimate Motors
plc. The questionnaires were distributed to 15Garuers and interviewed with sales manager of
Ultimate motors plc. Out of 150 questionnaires thate distributed to customer 122 were answered
and the remaining 28 were not returned. Based effilted and returned questionnaires the analysis
was made on the print media practices of Ultimattdys plc as follow.
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3.1 General Characteristics of customers

The student researcher was tried to make analgdipat the respondent rate of 122 respondents in
the table.

Table 3.1 General Characteristics of respondesit

Item |Description Frequency Percent

1 Sex
Male 90 73.8%
Female 32 26.2%
Total 122 100%

2 Age
18-25 16 13.1%
26-35 52 42.6%
36-45 24 19.7%
46-55 24 19.7%
Above 55 6 4.9%
Total 122 100%

3 Educational Background
12th grade complete/10+2 34 27.9%
Diploma 51 41.8%
Degree 30 24.6%
Masters degree 7 5.7%
Total 122 100%

4 Profession

Government employee 40 32.8%
Private employee 42 34.4%
Business person 37 30.3%
Student 3 2.5%
Total 122 100%
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From the frequency table 3.1 item 1 of gender amrstion have shown that 90 (73.8%)
respondents out of 122 are Male and the remainn@8.6%) respondents are female. It indicated

that males have more participated in this resetah female.

item 2 of table 3 represent age of respondents) flos Age frequency table 52 (42.6%) respondents
age falls between the age 26-35, 24 (19.7%) respuisd age are between 36-45 and 46-55
respectively, 18-25 age contained 16 (13.1%) oftth@ respondent and the remaining 6(4.9%) is

above 55 years old. Therefore, it shows most digpants are between 26-35 years old.

As shown in the table 3.1 item 3 the educationa@kgeound of Ultimate Motors Plc customers
respondent, diploma holder represents 51 (41.8%Wesfiom the total respondents,34 (27.9%) is
12" grade completed, 30 (24.6%) degree holder antkthaining 7 (5.7%) is Masters’ degree.

This implies more than 50% of the total responsleate diploma holder so these research

participants have well educational background.

As can be seen in the profession form the tablat@8m 4 privet employee, government employee
and business man have almost equal share tha{34.4%), 40(32.8%)and 37(30.3%) respectively
from the total respondents. The remaining 3(2.58students.
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3.2 Analysis of major findings

The analysis of the major findings of the studpgrissented in the tables and discussions below.

Table 3.2 print media practices of Ultimate Motos plc

Iltem No | Types of printing media followed by respondents | Frequency [Percent
1 Addis Zemen 24 19.7
Herald 2 1.6
Reporter 18 14.8
Capital 8 6.6
Addis Zemen & Herald 6 4.9
Addis Zemen & Reporter 11 9.0
Addis Zemen & fortune 3 2.5
Reporter & Capital 4 3.3
Reporter & fortune 5 4.1
Addis Zemen, Herald & Reporter 8 6.6
Addis Zemen, Herald & fortune 3 2.5
Addis Zemen & Reporter & Capital 2 1.6
Herald, Reporter & fortune 4 3.3
Reporter, Capital& fortune 10 8.2
Addis Zemen, Reporter, Herald & Capital 4 3.3
Addis Zemen, Reporter ,Herald & fortune 2 1.6
Addis Zemen, Herald, Reporter ,Capital & fortune| 8 6.6
Total 122 100.0
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From the above table 3.2 we have learned 24(19%r&8ppndents follows only Addis Zemen news
paper which is out of the 122 respondents, nexAddis Zemen 18(14.8%) of the respondents
follows Reporter, Capital news paper have 8 (6.61gre, Herald 2 (1.6%) and the remaining
70(57.3%) shares occupied by the combination é¢diht print media. For example we can observe
from the above table, 11 (9%) of the customer fedsimultaneously Addis Zemen and Reporter
news paper and also 10 (8.2%) of the respondemtais jointly reporter, capital and fortune news
paper. From this table the majority 70(57.3%) o tbspondents follow the combination of news
paper and the remaining 52(42.7%) follows separadeldis Zemen, Reporter, Herald and capital
news paper. This indicated the majority 70(57.3%bhe respondent follows combination of news

paper so that Ultimate Motors plc.

Table 3.3 The appropriateness of print media foMahindra Vehicle.

Item Description Frequency Percent
No
1 |Have you seen Ultimate Motors plc printing advertigng?
Yes 97 79.5%
No 25 20.5%
Total 122 100%
2 your answer is yes for Question 6 in which media
Newspapers 89 91.8%
Magazines 2 2%
Broachers 6 6.2%
Total 97 100%
3 | Do you think printing media is appropriate tool of advertised for Mahindra
Vehicle
yes 101 84.1%
No 19 15.9%
Total 120 100%
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Based on the table 3.3 item 1 we have learned79:5%) of the Ultimate Motors plc customers
(respondents) have seen the advertisement tleaiseel on printing media for Mahindra vehicle the
remaining 25(20.5%) didn’t see the print advertisatn This shows Ultimate Motors plc has

reached most 97(79.5%) of its customer by usingft pnedia for advertize Mahindra vehicle.

According to the above table iteml, 97 respondentsof 120 have seen Ultimate Motors Plc
advertisement on print media. Table 3.2.2 Item Nod2cated that from 97 respondents 89 (91.8%)
have seen on newspaper, 6 (6.2%) have seen onh@rsaand the remaining 2 (2%) have seen on

magazines. This implies most of the customers¥olip on news paper.

As per the response of the respondents on the aadle item No 3, 101 (84.1%) have agreed
printing media is appropriate tools for Mahindranide and the others respondents19 (15.9%) did

not agreed on the appropriateness of printing nfedi&klahindra vehicle.

Senior sales manager of Ultimate Motors plc alsoressed about their plan to advertise Mahindra
products on printing media. He said that “we hastagplan to advertise our product using printing
media efficiently as soon as possible to increasararket share.” this implies Ultimate Motors plc

managements planed to advertise by using printartecaddress its customer.

This implies the most customers’ respondents hayeea printing media is an appropriate
advertisement tools and Ultimate managements haueséd to advertise on print media to address

its customer.
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Table 3.4 For finding Mahindra Vehicle print advertising effectiveness related to the Following

techniques
Ite Description | Excellent [Very Good Good Poor Very Poor [Total
m
Freq Freq Freq Freq Freq Freq
uenc| % Juenc| % Juenc| % fuenc| % ([uenc| % [uenc| %
y y y y y y
1 |Catchy words 5/ 5.2| 21 21.6] 27| 27.8 41 42.3 3| 3.1 97| 100
2 |Slogan 18| 18.6 31| 32| 34| 351 12| 124 2| 2.1 97| 100
3 |Readable 0 0| 20| 20.6] 32 33| 45| 46.4 0 0| 97| 100
4 |Testimonial 9| 9.3 25| 25.8) 45| 46.4/ 18| 18.6 0 0| 97| 100
Include an 97| 100
5 13| 13.4 50| 51.5| 19| 19.6/ 15| 15.5 0 0
offer
6 |Contact detalil 28| 28.9| 45| 46.4) 17, 17.5 7 7.2 0 0| 97| 100
Talk about
7 |product 30| 31.3] 13| 13.5| 34| 354 16| 16.7 3| 3.1
96| 100
benefits

According to table 3.4, 97 respondents out of 122ewasked to evaluate the effectiveness of the
Mahindra vehicle print media advertisement basedhenfollowing techniques. The remaining 25

respondents have not seen print advertisement bifdea.

As we can see on table 3.4 item 1, 41 (42.3%) efréspondent is consider the advisement of
Mahindra has used poor catchy words, 27 (27.8%herh evaluated the catchy words as good, 21

(21.6%) also has evaluated as very good catchyswvdite remaining 5 (4.1%) said it has excellent
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and 3 (2.5%) also said very poor catchy words wsethe print advertisement. It implies the most
45(45.4%) of customers have evaluated the adveréise has used as poor catchy words so the

Ultimate motors plc print media advertisement rahtortable words to the reader.

With regarding to the slogan of the Mahindra vedschdvertisement that offered on print media by
Ultimate Motors plc, which is indicated on the abdsable item No 2, 34 (35.1%) of the respondents
decided as good, 31 (32%) has said it was very ,gb®d18.6%) of them agreed as excellent the
remaining 12 (12.4%) was said its slogan was papable and 2 (2.1%) of the respondent said its

slogan was very poor.

This implies slogan of Ultimate Motors plc print di@ advertisement considered as good as by its

customer.

Readability is very important for print advertisamhéo pay the attention and to understand. So
according to item3, 45 (46.4%) of the respondenatelevaluated the readability of Ultimate Motors
Plc advertisement and considered as poor readzb&3%) also said good readable, the remaining
20 (20.6%) have evaluated as very good readableriskbment.

This indicated that capacity of the readability tbé Ultimate Motors print advertisement was

considered as not adequate readable by the respsnde

Testimonial refers the suggestion of people howelalveady used the product. On table 3.2.3 item
No 4, the respondents have evaluated testimonigh@mMahindra advertisement. Consequently 45
(46.4 %) of them have said good, 25 (25.8%) respondonsider as very good testimonial but 18
(18.6%) of them said it was poor and oppositely thmaining 9 (9.3%) said it was Excellent

testimonial.

This implies Ultimate Motors plc print advertisent has included the suggestion of people to

promote Mahindra Vehicle as good as considereitslpustomers.

The respondents have evaluated the advertisemeat lmm any kinds of offer like discounts and
other, therefore on the above table item 5, 506@&) respondent which have seen the advertisement

said very good condition it was included an offé, (19.6%) of them was said it is good, 15
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(15.5%) was considered as poor value offer anddimaining 13 (13.4%) agreed its include an offer
as excellent level. This has shown us Mahindraiist @dvertisement encouraged its target group by

include offer.

Contact detail is one of the most important paftthe advertising so On the table 3.2.3 item No 6,
the respondent have evaluated the Mahindra adeerntist .45 (46.4%) of them considered it was
very good condition included contact detail in gmdvertisement, 28 (28.9%) agreed it indicated
excellently, 17 (17.2 %) of them said it was good ¢he others 7 (7.2%) have evaluated as poor.
This is indicated that more than 70% of the respoh@greed on excellent condition its mentioned
detail the address of the company in Mahindra @duertisement. It implies Ultimate Motors plc

print advertisement stated its address withoutcamjusion.

The advertisement should have focus on the berddfitse product. As per the above table item No
7, the respondents have seen the talking abougrdarict benefit on the advertisement as follow, 34
(35.4%) of them evaluated as good, 30 (31.3%) dgitedicated excellent, 16 (16.7 %) of them

said it was poor and the others 13 (13.5%) havéuated as very good the remaining 3(3.1%)

considered as very poor.

This also implies product benefits of Mahindrehicle was include on print advertisement of
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Figure 1:Customers assess the effectiveness of Mdha vehicle print media advertisement
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Table 3.5 Assessment of the respondent opinion fahindra print advertisement

In your opinion which printing media shall the company use to make its

advertisement effectively for Mahindra Vehicle

Item | Description Frequency Percent
1 | Newspapers 36 30.%
Magazines 20 16.7%
Broachers 32 26.7%
Pamphlet 5 4.2%
Newspapers & Magazin 4 3.3%
Newspapers & Broache 16 13.3%
NewspapersMagazines & Broachers 7 5.8%
Total 120 100%
2 |Do you think the company print advertisement is enogh?
yes 27 22.5%
No 93 77.5%
Total 120 100%
3 |Inyour opinion, in what time interval print advert isement released for Mahindra
vehicle?
Daily 13 10.8%
weekly 65 54.29%
monthly 42 35%
Total 120 1009
4  |Are you influenced by company print advertisemenpurchase Mahindra Vehicle?
yes 54 45%
No 66 55%
Total 12¢ 1009

Based on the above table 3.5 item No 1, accordintpé respondents Opinion, Company’s print
advertisement for Mahindra will be effectivenesstba following Print media. 36 (29.5%) of the
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respondents selected newspaper for effective aseerent, 32 (26.2%) of them advised Broachers,
and 20 (16.4%) recommend Magazine, and the rengalt6 (13.1%), 7 (5.7%), 5 (4.1%), and 4
(3.3%) of the respondent suggested Newspapers &dBays, Newspapers, Magazines & Broachers,

Pamphlet and Newspapers & Magazines respectively.

This is implies the customers of Ultimate Motors phave advanced to advertise Mahindra vehicle

on news papers and broachers to make effectiveqiram

The respondents were asked whether the companmtyguivertisement is enough or not to promote
Mahindra vehicle. As per the above table item N62(76%) of the respondents not agreed but 27
(22.1%) of them said it is enough.

So it indicated the company advertisement in priatlia was not reached frequently as expected as
its customers. In addition the senior sales manafeUltimate Motors plc has believed that
Mahindra’s vehicle advertising is not sufficientigverted on printing media. He has replied that “I
don’t believe the advertisement on these news pagpebe enough needs more to do on another
advertisement method like Road show etc....” thisliesp that the management focus other

advertisement tools in addition to print advertisat to address its customer.

As indicated in the table3.5, item No 3, 65 (53.2%}he Ultimate customers agreed to release the
Mahindra advertisement on print media every we@k(34.4%) of them preferred monthly wise and

the remaining 13 (10.7%) chosen daily base butneoselect yearly base.

But senior sales manager of Ultimate Motors pld &ddout kinds of printing media that the company
has used to adverts Mahindra vehicle with reasanhbls said “We are advertising our product
(Mahindra vehicles) on weekly news papers whichehget big audience and area coverage like
Capital, Reporter... on yearly basis and also usirgghures and Leaflets distributing through

appointed sub dealers in various regions.”

It implies weekly release advertisement on printimdor Mahindra vehicle is more preferable for

its customer.
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According to the table 3.5, item No 4, it indica@&tl (52.5%) of the respondents have not influenced
by print media advertised to purchase Mahindra clehand 53 (43.5%) of the responder was
influenced to purchase Mahindra vehicles. It inthdaus more than 50% percent of the respondents

have not influenced to purchase Mahindra vehicléhkyprint advertisement of the company.

Table 3.6 The message content of Mahindra vehigbinting advertisement

ltem 1 2 3 4
Aim Informative Persuasive Reminder comparative
Description frequenc) % | frequenc] % | frequenc] % | frequenc] %
How about the
| message Very high 25| 25.89 17| 17.59 14| 14.49 13|13.49
| contentof the rrp 41 42.39 36| 37.10 24] 24.79 23(23.79
print media
| advertisement | medium 27| 27.89 40| 41.29 42| 43.39 37(38.19
i for Mahindra
low 4| 4.19 4| 4.19 17| 17.59 21|21.69
vehicle in
| terms of aim of very low 3| 3.19
| plan
Total 97 1009 97| 100% 97| 100% 97 1009

According to the above table 3.6 we have triedee Hltimate Motors plc customer’s perception
based on the message content of the print mediartégbment in terms of its aim or plan in the

bases on Informative, persuasive, reminder and acatigeness.

Therefore based on the above table item 1, thenr&ton that offered on print media, majority 41
(42.3%) of the respondents have said that it contas highly informative, 27 (27.8%) and 25
(25.8%) of them evaluated as modular and very Imfprmative advertisement, the remaining 4

(4.1%) understood as low informative.
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Further more in our interview | have reassessetttigamain objective of the company to advertise
Mahindra vehicle on printing media. He has expldite me that “the main objective of Mahindra
advertisement was to inform the benefit of Mahindehicle, targeted to increase sales volume and

market share.”

This indicated us more than 66 (65%) of the respatgl were more satisfied on the delivered
information on the print media advertisement ofirdétte motors plc. Therefore we can assume that
Ultimate Motors plc print advertisement was addedsgs customer by offering more information

about Mahindra Vehicle.

On the above table 3.6 item 2, in the efficiencypefsuasiveness of the print advertisement of
Mahindra vehicle 40 (41.2%) and 36 (37.1%) of tegpondents have assumed it was medium and
highly persuasive advertisement respectively, 17.5%) of them considered as very high

persuasive, but the remaining 4 (4.1%) understba@s$ as low persuasive.

This show the majority of the respondents 53 (&).@ere considered the persuasiveness of print
advertisement as very good, but the remaining 44¢4pof them was seen as medium. This implies
that Ultimate Motors plc have chance to influensecustomer by increasing the persuasiveness of

print advertisement.

As the aim of the reminding advertisement, Ultim&tetors customers have evaluated the print
advertisement of Mahindra vehicle. According to #imve table item 3 data, 42 (43.3%) of the
respondents have agreed it has medium remindirgtef?4 (24.7%) of the respondents ranked as
highly reminding capacity, the remaining 17 (17.586y 14 (14.4%) of them understand as it was

low and very high capability to remind respectively

This implies most of consider 42 (43.3%) customies purpose of reminding of print media
advertisement as medium. So Ultimate Motors Plcriaghat mach focused to remind its ultimate

customers.

On the other hand we were asked customers in dhgparativeness of the advertisement for
Mahindra vehicle. As per the above table item 4joviy 37 (38.1%) of them evaluated it was
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medium comparative,23 (23.7%) and 21 (21.6%) ofréspondent agreed oppositely high and low
respectively, the remaining 13.4% and 3.1% of tla¢so evaluated as very high and very low.

Sr. sales manager has told me about the resulabiridra’s vehicle advertising on printing media.

He said that “The feedback from the advertisemeanprinting Medias has played a great role with
respect to image creation and public awarenesbheoptoduct.” This mean they are assumed that

they are addressed the target group as their eatpmeby using print advertisement.

This implies the comparativeness of the print meatigertisement of Mahindra vehicle was not

enough to satisfy its customer.

Based on the respondents answer, we have seerrdpk that attached below indicated us the
majority of the respondents agreed persuasivenading and comparativeness of the advertisement
has medium capacity and the information that offerethe Mahindra vehicle print advertisement

considered as highly informative.

33



Figure 2: How about the message content of the prinedia advertisement for Mahindra vehicle
in terms of aim or plan

50.00%

45.00%

40.00% W

35.00% A
30.00% / /

25.00% / / / \ \\ Persuasive
20.00% / / \\ \ Reminder

15.00% // \\ \
10.00% g \\ \
N\

5.00%

Informative

comparative

0-00% T T T T 1

Very high high medium low very low

Line chart

Table 3.7 Customers gives value for Mahindra vehiel by print advertisement.

How much significant do you give to Mahindra vehiat as g Frequency | Percent
result of the influence created by company print
advertising

very high 4 3.6%
high 19 17.3%
medium 47 42.7%
low 29 26.4%
very low 11 10.0%
Total 110 100%
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As per the table 3.7 information, 47 (42.7%) of teepondents have given medium significant for
Mahindra vehicle by released company print advarisnt, 29 (26.4%) of them have given low
significance, 19 (17.3%) of the respondents givghhralue of Mahindra vehicle because of the
print advertisement. The remaining 11 (10%) an®B.4%) have given very low and very high

importance for Mahindra vehicle because of printeatisement respectively.

In Our discussion with Sr. sales manager also ftum the factors those influence to promote
Mahindra vehicle on printing media. He has told tim&t “A major reason to advertise Mahindra
vehicles is to live in the high computation enviment by create public awareness about the
Mahindra product and get the desired market shguiomobile industry.” This implies they are
focused to stay and win the competitors by creatiggressive awareness but print advertisement

that offered for the target group was considereddtarget group as medium and low important.

Table 3.8 Evaluation of company’s management deai based on selection criteria print
advertisement.

How do you evaluate the decision of the company gmint advertising interims of

Reach ability Frequency Impact Media type Media time
ltem 1 2 3 4 5

frequenc] % | frequenc] % | frequenc] % |frequenc] % |frequenc] %
Very High 17| 17.59 2| 2.1¢9 11, 11.39 15| 15.59 11/11.39
High 50| 51.59 27| 27.89 30| 30.99 17| 17.59 22(22.79
Medium 15| 15.59 33| 34.09 32| 33.09 46| 47.49 32| 33.09
Low 15| 15.59 35| 36.19 24| 24.79 17| 17.59 242479
Very Low 2| 2.1¢9 8| 8.2¢
Total 97| 100% 97 1009 97| 100% 97 1009 97 1009
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Figure 3: Evaluation of company’s management decisibased on selection criteria print
advertisement.

The respondents were asked to evaluate decisitiheacdompany management on print advertising
interims of reach ability, frequency, impact, metipe and media time of the Mahindra vehicle

advertisement.

As we can be seen the result on the above tableéeB81 and graph chart majority 50 (51.5%) of
the respondent have evaluated the decision of ehgpany was highly reachable, 17 (17.5%) of
them agreed on it was very high reach able, equadber respondents have understood and given

rank as medium and low reach ability which is 15.5%) respectively.

This implies the company print advertisement realitity was very integrated with the customer

perception about the Mahindra vehicle.

In addition in item 2, respondents have given thek based on the frequency of the advertisement.
The majority 35 (36.1%) and 33 (34%) of them weomsidered as low and medium frequent
respectively, the remaining 27 (27.8%) and 2 (2.d¥%ihe respondents have agreed on highly and
very high frequently advertised.

Senior sales manager of Ultimate Motors plc saithertime of interview regarding the problem

that faces in printing media practice to promotenMdra’s product. He said that “Actually we
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haven’t faced as such a big problem except theb&aot printing price time to time”. This implies

the price increasing is affecting their promotioaetivity.

So we can see the company print advertisement wasnade frequently to its target group as

expected as the Ultimate customer.

Further more in item 3, customers of Ultimate Metbave evaluated print media advertisement based
on its impact that influences the mind of the taig@up. So the majority of the respondent 32 (33%)
and 30(30.9%) of them have understood its impach@iule and highly influential, 24(24.7%) of the
respondents have considered its impact as lowettrendemaining 11(11.3%) ranked for very high
influential. This implies the company prints adi@ment was not that much achievable to convene

the customer with influential power.

We were asked customers to consider media typel lmaséhe decision of company for print media
advertisement for Mahindra vehicle. Therefore asthe above table item 4, 46(47.4%) of the
respondents considered as medium media type, BBg)Of them in equal share considered it was
high and low and the remaining 15 (15.5%) agre@h# very high. This implies the majority of the

respondents not satisfied by the company print ideenent media type.

The last evaluation of the company management idaca print advertisement was media time.
Based on the above table item 5, 32(33%) of theoredents agreed on modular, 24(24.7%) of them
considered as low efficient media time, 22(22.7%&)leated it was high efficient media time and the
remaining 11(11.3%) and 8(8.2%) of the respondeaig oppositely very high and very low
efficient. This implies us the media time of prinedia advertisement of Mahindra vehicle was not

convenience for the target customer.

Senior sales manager of Ultimate Motors plc sai€oncerning the selection criteria of their print
media advertising for Mahindra Vehicle, he mentbiigeir major selection criteria’s for print media

as follow:-

» Coverage area of the news paper (Public audience)
» NO of copies to be distributed in major cities.
> Price

This implies their criteria focused on types of medoverage and advertisement expenditure.
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CHAPTER FOUR
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

Data analysis and detail discussion made in theique part of this study are meant to lead the
student research to possible conclusion and recowhatien so that the facts and situations are
described and stated clearly for measures to bentddr further analysis. This conclusion and
recommendation parts of the paper are thus devotednclude based on the facts collected from

guestionnaire and interview.

4.1 Summary
The major findings of the research are summarisciolows:-

» About 70(57%) of the respondents follow combinadiasf newspapers including Addis
Zemen, Reporter, capital, etc.

* The majority 97 (79.5%) of the Ultimate Motors mlastomers (respondents) have seen the
advertisement that the company released on printiadia for Mahindra vehicles. Out of
these 97 respondents, the majority 89 (91.8%) bBaea on newspaper. The majority of them
68(55.7%) have advised newspaper and brochures eféective Mahindra print
advertisement.

» Ultimate Motors plc customer respondents have etetuprinted advertisement technique of
the company. Accordinglyalmost half 45(45.4%) of customers have evaluatedusse of
catchy words advertisement as poor. also basecherrdadably the 45 (46.4%) of the
respondents have evaluated the readability of @l#nMotors Plc advertisement as poor.

* Most 93 (76%) of the Ultimate customers respondemave said that print media
advertisement of Mahindra vehicle was not enougterms of frequency. In relation to this,
65 (53.2%) of them agreed need to see the Mahiadvartisement on print media every
week. Currently Ultimate Motors plc releases itmpadvertisement for Mahindra vehicles
two or three times a year, therefore, 64 (52.5%thefrespondents stated that they were not
influenced by print media advertised to purchaséiktira vehicle.

» Based on the information content of Mahindra’s pAdvertisement, near to half 41 (42.3%)

of the respondents have said that it was highlgrinftive. The persuasiveness of the print
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advertisement of Mahindra vehicle rated as mediymhigher number 40 (41.2%) of the
respondents. On the other hand, considerable nuoibeespondents 42 (43.3%) of the
customers evaluated the purpose of the companyispedia advertisement as a reminding
of print media as medium and also 37 (38.1%) ofrthevaluated print advertisement of
Mahindra vehicle has used medium comparative tecieni

Almost half 47 (42.7%) of the respondents have myineedium value for Mahindra vehicles
as a result of the company’s print advertisemdrd, remaining 40 (36.4%) of them have

given low value or significance for Mahindra vekitlecause of the print advertisement.
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4.2

Conclusions

We have observed most of the customers followedtiptel types of print media but
company management has decided to advertise Mahwehicle advertisement only on
specific types of news paper like reporter andtehfp address its customers. There are other
important newspapers Ultimate Motors plc is noteatising such as Addis Zemen, which is
followed by about one out of five of the respondentThis shows that the company is not
addressing significant number of its customer wglturrent print media selection.

Most of respondents agreed print media is an apateptool to advertise Mahindra vehicle
effectively. And they are recommending the combarabf print media tool like newspaper,
brochures and magazine to address its customdy basihe management has focused more
on newspaper.

The Ultimate Motors plc print media advertisemeaesl not integrate words that make the
reader want to continue reading. Use of Catchy wandd the capacity of readability are
poor.

Almost all of customers and management has agtiead the frequency of Mahindra
advisement is not enough. Due to this, most ofdhstomers have shown interest to see
Mahindra advertisement every week on print mediat ctompany did not implement
sequentially every week. So, this inadequate frequeof advertisement resulted in a
situation where more than half of the company austs are not influenced by print media
advertisement to purchase Mahindra vehicle.

According to this research, Ultimate motors plmnprnedia advertisements practices have
faced big challenge on increment advertisemenepric

This research has shown that the informative caragéMahindra vehicle advertisement is
acceptable by its customers. But, the remainingsags content requirements such as

persuasiveness, reminding and comparative techweignsdered as medium.
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4.3

Recommendations

The current print media advertisement of the comgpennot reaching some of its
customers that follow only Addis Zemen newspapée Thanagement of ultimate motors
is recommended to plan to advertise on additiomavspaper like the Addis Zemen to
adders all of its customers that not reached ctlyren

Ultimate Motors plc customers have given an opirtimisee the advert on brochures and
magazines, in addition to newspaper. Thereforamdte Motors management should re-
focus its selection criteria based on the medise.typ addition to news paper it is

recommended to advertise in the form of other priatia like brochures and magazines.

Ultimate Motors plc management should focus on Mdta vehicle advertisement to
incorporate catchy words to attract the attentibrthe reader. Similarly they should
improve the readability of their print advertiserhén pay attention with minor things

such that font type and size, and the language fosélde people to be easily understand.

Ultimate Motors plc print advertisement for Mahiadis not released frequently. The
managements should adjust their time frame by #éidireg every week to address its
customers. The print advertisement frequency fohiktdra is acknowledged as low by
management and by its customer; according to PKitiler (2009:26) advertiser must

decide what reach and frequency are needed tovachdyertising objective. With regards
to this, the Ultimate Motors plc management bekewethe importance of increasing the
frequency, except that they have faced challengeause of the increment of advertising
price. Therefore the management of Ultimate Moftals should focus and adjust its

advertising budget based on the interest of itsoousr that is weekly bases.

In addition to informative advertisement Ultimateotdrs plc management should focus
on persuasive advertising to build selective demanffér comparative advertising to

establish superiority of its brand and remindingeatising to recollect message, idea and
etc.
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Appendices



St Mary’s University College Faculty of business
Department of Marketing management

Questionnaires designed to the customers of Ultimate Motors plc

This questionnaire is developed by final year student of St. Mary’s University College for fulfillment of

senior paper entitled “Assessment of printing media practice of Ultimate Motors S.C”

Dear respondent

I would like to thank you in advance for your cooperation & genuine answers for the questions. In filling up
this questionnaire, please use tick (V) mark in the boxes provided and also write your answer /comments

on the blank spaces.

Note:- Don’t write your name.
-Any information is given by you will be kept confidential.

-please put your unreserved answer for all questions.

Part 1 General characteristics of the respondents

1. sex

Male D Female D

2. Age
18-25 [ 26-35 1 36-45 [

46-55 (e Above 55 []



3. Educational Background

12" grade complete/10+2|:| DipIomaD DegreeD

Masters degreeD If others, please specify

4. profession

Government employee D Private employee D Business person D

student (1 if other please specify

Part Il. Questions direct related to the study

5. what types of printing media do you following

Addis Zemen [ Herald [ Reporter O fortune 1

Capital O if other please specify

6. Have you seen Ultimate Motors plc printing advertising?

YesD NOD

7. If your answer is yes for Question 6 in which media?

NewspapersD MagazinesD Broachers [ Pamphlet O

If other please specify

8. Do you think printing media is appropriate tool of advertised for Mahindra Vehicle

Yes D NoD

If your answer is No, please list some appropriate media




9. How did you find Mahindra Vehicle print advertising effectiveness related to the following

techniques?

Techniques Very high High | Medium | low Very low

Catchy words

Slogan

Readable

Testimonial

Include an offer

Contact detail

Talk about product benefits

10. In your opinion which printing media is shall the company use to make its advertisement effectively

for Mahindra Vehicle

NewspapersD MagazinesD Broachers EI Pamphlet EI

If other please specify

11. Do you think the company print advertisement is enough?

Yes D NoD

12. In your opinion, in what time interval print advertisement released for Mahindra vehicle?

DainD Weeklyl:l IVIontthD yearly O

13. Are you influenced by company print advertisement to purchase Mahindra Vehicle?

Yes D NoD



14. How about the message content of the print media advertisement for Mahindra vehicle in terms of

aim or plan

plan Very good Good | Medium | poor Very poor

Informative

Persuasive

Reminder

comparative

15. How much significant do you give to Mahindra vehicle as a result of the influence created by

company print advertising?

Very highD HighD Medium ] lowd Very low O

16. How do you evaluate the decision of the company on print advertising interims of:

plan Very high High | Medium | low Very low

Reach ability

Frequency

Impact

Media type

Media time




Interview question for Ultimate Motors Marketing Management

What is your plan to advertise Mahindra products on printing media?

Is there any problem that faces in printing media practice to promote Mahindra’s product?

What are your selection criteria for print media advertising for Mahindra Vehicle?

What kinds of factors those influence to promote Mahindra vehicle on printing media?

What is the main objective of Mahindra vehicle advertising on printing media?

What is the result of Mahindra’s vehicle advertising on printing media?

What kinds of printing media you have used to adverts Mahindra vehicle? Why?

Do you believe that Mahindra’s vehicle advertising is enough on printing media?

1. eeecee seses seese cose oo ssesses oo see seve ?

D, eseese esees sesee sese oo sesee sess oo oo sees oo e oo ?
3. eceess esees seses sees oo seseese ssceses sess oo ?

. eeeeee seses sesse seee oo sessess sosesces sese oo oo ooe ?
5. eccese seeee soses sese sssesee oo seee sese oo ?

6. coses eoee oo sscssces oo seo cosese  ?
7. cseee oee ?eee ?

8. eeees sese oo ooe oo sese see coee  ?




*18-25 O 26-35 [ «36-45 O

120 eees/10+2 O wee [ e [ coce [ eeecoe oo




10.

11.

12.

13.

14.

15.

16.

O e O
O eeeee O  eeeevenee |
o [ eeees O
O e O O  eeeeeee O
O O
......................................... o[
....... O O e [O oos sose |







