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CHAPTER ONE
INTRODUCTION
1.1  Background of the Company

Advertising is a paid, non-personal communicatibowt an organization and its products that is
transmitted to a target audience through a massanse¢h as TV, Radio, Billboard and Poster
(Lee & Johnson, 2003:3)

Advertising is an important part of many marketipgpmotional mixes. Because it is a cost
effective method for communicating to large audemdt creates brand images and symbolic
appeals for a company therefore advertising heprecincreasingly important to business
enterprises both large and small. (Monle and Jahr2@03:19)

To communicate is to live. No one can live in thi®rld unless he/she communicates
communication helps not only to individuals butoats business enterprise, governmental and
non-governmental organizations and institutiondehvering information from the market to the

public.

East Africa Bottling Share Company is a companycWlengaged in producing and distributing
soft during products to its customers.

East Africa Bottling Share Company was establishelb59 by five Ethiopian share holder with
an initial paid up capital of Birr 750,000. The qoamy started operation in small premises not

very far from its present site with 16 workers.nid@and Mackay, 1999:83)



As we know from the time of establishment COCA-COwAs first bottled in Ethiopia capital
Addis Ababa in 1959 by Ethiopian bottling share pamy which later opened the second branch
in Dire Dawa in 1965. The two plants were natiaredi in 1975. Just prior to this in 1995 coca-
cola Sabco bought in the business and in 1999 digrjeint venture agreement with the plants.
In 2001 coca-cola sabco increased its shares to &i¥4he company changed its name to the
east Africa Bottling share company (EABSC)

Generally speaking EABSC'’s achievements includedahowing
* In 2001 its two plants achieved the coca-cola tpaystems (TCCQS) phase one
certification.
* In 2002 it celebrated the us $6.4 million up gatgject of its Addis Ababa plant.
* 2003 saw the inauguration of the brand new Phiipputshe training center at the Addis
Ababa plant.
* In 2004 for the first time in its history the EABS@gistered a volume score of ten
million plus.
Generally speaking EABSC vision is we will be thestcoca-cola bottles in the world the best

means in both sales volume and in return on cagitgloyed.

1.2  Statement of the Problem

Advertising originates from the Latin word Adverthich means to turn round. Advertising thus

denotes the means employed to draw attention toaddpgct or purpose. In the marketing

context, advertising has been defined “as a paidpsssonal from of presentation and promotion
of items, goods or services by an identified spdhddiere is not only an identified sponsor, but

also an Identified media and message behind evkmrasement. Through an advertisement the
advertiser intends to spread his ideas about Hesin§ among his customers and prospects.
Advertising is any paid form of non personal préagan and promotion of ideas, goods or
services by an identified sponsors. (Kumar & Rm)ite902). Moreover, (Belech and Belech,

2004) indicated that advertising can be used taterbrand images and symbolic appeals for
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company or brand, a very important capability fofedentiate on functional attributes. (Belech
and Belech, 2004: 16-17)

Generally speaking advertising is essential panhafy marketing mixes the reason to say this is
advertising create brand images and symbolic apgeala company, and on the other hand
advertising is a cost effective method for commating to a large audiences. (kumar, 1993:81).
EABSC advertise its product by using one or morehef following types of advertising TV
Radio Billboard and poster) As a result EABSC @sdbrand images and symbolic appeals

through using them.

The gap that exist when EABSC advertise its prothvciugh TV and radio are:

» TV advertisements by the company are not targedenlt culture because they simply
transmit the copy advertisements from outside. [8et is a communication gap on
creating advertising package related to our society

» TV advertising is the most expensive method of disirg and company mainly uses
TV to advertise Coca cola and the company’s cooelyst like Fanta, and sprite. So
when we see in term of costs it is high and it@éases the expense of the company.

» Radio advertisement is not visual so it is lesseespre then TV to initiate people
effectively. The company allocating large amountnodney for poster advertisement

could result in high promotional costs.

1.3 Research Questions
This study tried to focus on answering the follogvbrasic research questions:
1. What factor are considered when the company adumgtits product?
2. Which advertising method does the company use é&mitys in order to promote its
products?
3. What are the main problems the company faces whimoting its product?

4. What kind of remedies can be taken to increaséethet of awareness?

10



1.4 Objective of the Study
The student researcher has both specific and desigeative as indicated as follows.
1.4.1 General Objective
The main objective of this study was to assessetfiectiveness of the recently conducted
advertising campaign of east Africa Bottling compan
1.4.2 Specific Objective
More specifically, the objectives of the study were
1. To identify problems that the company faces whemating on TV and radio.
2. To provide recommendation and suitable solutiotinéoproblem.
3. To investigate problems that the company faces vgmemoting on TV, Radio, poster
and Billboard.
4. To determine the level of awareness created inipabla result of advertising activity
of the company.
1.5 Significance of the Study
This research paper is very important to:-

» To the company:-East Africa Bottling share company know its problen advertising
and take its corrective measures.

» To the Student:-to get more practical knowledge about how to cehdesearch with
identifying problem. And it gives chances for thtident researcher to apply his
knowledge in the real world.

» To the other:- It may trigger challenges for further researchta&e —reactive or

proactive measures.

1.6 Delimitation of the Study

Advertising is an important part of many marketimgxes, that company used in order to
promote the product in the market the study isndiedd in:

Area: The Company has sales outlet in different regafrthie country. But due to time, money
and other constraints the research paper delirmtstldying head office of the company which

is located in Addis Ababa near Abnet. The studesearcher selected the Abnet branch because
11



it is a head office and the factory also locatedhe same area which help to obtain more
information about the company to conduct my seegsay.
Scope:As a result of deep analysis given to the praafcadvertising the student researcher will

delimit on only the effect of TV, and Radio Adveitig in East Africa Bottling Share Company.

1.7 Research Design and Methodology

1.7.1 Research Design

Descriptive types of research were applied to aehitne entire objective of the study. The
research proposed to describe advertising, by Tattiges found in East Africa Bottling private
limited company.

1.7.2 Population and Sampling Techniques

The target populations of this study were the ntamgemanager and customers of the company.
To this end simple random sampling technique wasl isr work. But the number of customer
were difficult to determine, based on Malhotra’®@B, 329) suggestion of 150 respondent
customers were taken as representative sampleder 60 have sufficient and reliable data

by using convenient sampling technique.

1.7.3 Types of Data to Collected
The student researcher used both primary and sagpadurce to collect the necessary data. The
primary data were collected from manager, custonvelnde the secondary data were collected

from company records, books, publications and webselated to the study.

1.7.4 Method of Data Collection
The data were collected by conducting an interviéthh the marketing manager of East Africa
Bottling Company, and the Secondary data were deliefrom the company records, different

books, publications and websites.

1.7.5 Methods of Data Analysis
12



The data were analyzed by using both qualitativie guantitative data. The data collected from

the sample respondents were presented by usingmiages and tabulation.

1.8 Organization of the Study

The paper was organized in to four chapters. Tha fihapter contain introduction which
includes: statement of the problem, research quesénd objective of the study, delimitation,
Significant of the study, definition of terms, raseh design and methodology and organization
of the study. Chapter two covers literature revi@hapter three has covered data presentation,
analysis and interpretation. The final chapterudel summary of the findings, conclusions and

recommendations.

CHAPTER TWO
REVIEW OF RELATED LITERATURE

2. Overview

Advertising defined as a paid form of non-persar@hmunication of any information a brand

product and a company by sponsor on a media (Ptuitier, 5" ed)

Advertising can reach mass of geographically dsgeibuyers at allow cost per exposure and it
enabler that sever to repeat a message many timaege scale advertising say something

positive about the severs size popularity and sscdeecause of advertising public nature
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customers lead to view advertised products as ee negitimate. Advertising is also very
expressive it allows the company to dramatic iedmtor through the artful use of visuals prints
sound and color. On the one hand advertising cansbd to build-up along term image for a

product (such of Coca Cola) on the other hand aidugy can trigger quick sales.

However through advertising can reach many pedpkimpersonal and can not be as directly
persuasive as a company sales people for the nasstagvertising can carry a one way
communication wit the audience and the audienceatiaddadvertising can be vary costly.

Although some advertising can be done on small étsdgther forms such as network TV

billboard advertising requires very large budg@ise and Johnson 20903:8)

Business enterprise whether they are involved afitpmaking or non-profit charitable mission
they need to build a good corporate image with rtisippliers employees intermediary
customers and the public in general this act ofiding a good corporate personality is done by
self-promoting. Advertising player a great roleintreasing sealer creating a good corporate
image which can be communicated through differeatlian for instance TV, Radio, Billboard
and poster. Thus it can be said that advertiseraemttools to project the identity or the

reputation of the company (Armstron$§ Edition).

The product advertising as component of promotiomxem is different from institutional
advertising. Product advertising focuser on prodg@ specific product or services and focuses
on stimulating short run action on sales of cawsestimulating short run action on sales of a
new product line, decrease or an increase on aifisp@coducts price. But institutional
advertising mainly focuses on the company reputatiogood will, when implemented as part of
integrated marketing communication system with éligective of communicating a uniform
corporate objective. Thus organization use pro@ustertising as a means or tool to increase
sales volume of the company.

14



But it does not mean that, the firm which uses pobdadvertising, has no any intention of
attaining company reputation or favorable corpolatage. Instead, it is in the long-run on

which the promoting firm can attain its objectivdghe desired level of company reputation.
On the other hand institutional advertising is ded as:-

An advertising done by an organization speakingsoWork views and problems as a whole, to

gain public good will and support rather than tth aspecific product” (Philip Kotler, Bed).

The above definition of institutional advertisingpéains its future. It shows that this kind of
advertising doesn’'t focus on the specific produtiticaites, rather it presents about the
company’'s accomplishments, the way it views or beneéhe society and in avoiding its
communication problems with the public. These mgssaresents by institutional advertising

are aimed at creating a good corporate image.

2.2 Types of Advertising
By taking different factors in to consideration, wen classify advertising into many types. But
we will take two of them in this particular section

A. The large audience, either consumers or business

B. What is being advertising a product versus antirtgin.

A. Consumer and Business Advertising

In any type of advertising we do have target autbelo whom, we want to address our message
and the audience can be either consumer or othendss. Most organization allocate there
advertising budget between these two advertisingpixretail organizations because they are
engaged in selling goods to the consumers direBthy.when we look at the public business to
advertise in there magazine, news paper and whabpavill go to wards selling their published

material.

Product and institution advertising
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All advertising may be classified as product ortitn§onal product advertising focuses on a
particular product or brand while institutional adising presents information about the
advertiser’'s business or tries to create a faveralribute, or build good will towards the
organization. Its objective is to create a particuimage for a company. Product advertising is
subdivided into direct action and indirect actialvertising.
Direct —Action advertising:- asks a quick response bdir@tt action advertising is designed to
stimulate demand over along period of time; itntended to inform or remind consumers that
the product exists and to point out its benefBel¢h and Belch, 2004:18)
In general, marketing management must make fiveoitapt decisions when developing
advertising program:-

l. Set Advertising objective setting

Il. Set advertising budget

Il Develop advertising message

V. Develop Advertising media and

V. Evaluate Advertising campaign
Here the student researcher tries to see eachateoise in the following session.
I. Setting Advertising Objective
Setting the advertising objective is the first stepleveloping an advertising program. Colley
has listed 52 possible advertising objectives smvell known “defining Advertising Goals for
Measured Advertising Results.” Broadly we can c¢fgsadvertising objectives into three as
informative, persuasive and reminder.
Information advertising figures heavily in the pemming stage of a product category, where the
objectives is to create awareness and to build gsgndemand, suggesting new uses for a
familiar product, to inform the market of a prickange and explain how the product works,
correcting false impressions, describing availa#evices, reducing buyers fears or building a
company image.
Whereas the objective of the persuasive advertisirig build selective demand for a particular

brand and it is important in the competitive stagel most advertisings falls into this category.
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Some persuasive advertising has moved in to thegoat of comparison advertising, which
seeks to establish the superiority of one brandutliin specific comparison with one or more

other brands in the product class.

Reminder advertising is highly important with matyroducts. A related form of advertising is

reinforcement advertising, which needs to assunentipurchasers have made the right choice.

The choice of the advertising objective should lbedd on a through analysis of the current
marketing situation. For instance, if the produesss is mature, and the company is the market
leader and if the brand usage is low, the propgrotie is to stimulate more brand usage. On
the other hand, if the product is new and the compsa not the market leader, then the proper
objective is to convince the market about the bsasdperiority.

ii. Advertising Budget

According to (Lee and Johnson, 2003:9) Differergibess enterprises allocate some percentage
of their promotional budgets on advertising Tv, Il®dard, Poster and Radio in order to
implement the ideal or desired goals as intendéd. cbst of advertising can be determined as a
percentage of sales (current or anticipated), et ob sales, or as to what the company can
afford, or as to the objectives and task of thea fin advertising campaign. The four methods of

budgets allocation system to advertising are:-

A. The percentage of sales approach
When this method is employed, advertising budgseidased on a specified percentage of sales
(either current or anticipated) or the percentdgth® sales price. The advantages of this method
are; first, advertising expenditures would varyhmthat the company can afford, second, it
encourages management to think in terms of théioekhip between advertising cost, selling

price and profit per unit.
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While using the percentage of sales approach, tligdi allocated can be effectively and
efficiently measured as to the sales result oftteres, the sales force, or distribution outlets.
The other advantage of this method is the manageoznbe benefited to justify the cost by
comparing or correlating the allocation of costshvihe volume of sales profit per unit of the
sales force, profit unit of territories etc.

B. The —all- you can offers approach
It applies a method on which the advertiser thittkat he can afford. This method has a
disadvantage than an advantage. This approachesalt m overestimation or under estimation
of allocation of costs. What a company can affoedhpps my not coincide with the desired
implementation of objectives intended as to sategsrofit. Generally, it is unsatisfactory, lately
because there is no relation between liquidity hiedrichness of the advertising opportunities.

C. The competitive parity approach

In this approach the size of the optimum outlayaffected by rivals’ advertising plans by

employing the average of the advertising cost ahpetitive party method. One is that the
competitor’s expenditures represent the collectidgdom of the industry. According to this

argument the collective wisdom of the industrycsirtthe amount of budget to be allocated in
advertising is derived from the competitor’s alltiea of costs, this implies that the cost contains
the collective wisdom of experts who are experiénae the field. The other supporting

argument presented by killer is that, competitiagity approach helps prevent promotion wars.
Because of the nature of relatively tantamountcalion of resources, that this method will

prevent competition through advertising. The corntipgt may be by additional costs of

advertising for better and effective advertisingnpaign. But this problem doesn’t occur in a
competitive parity-method.

Even if it seems true that this supporting arguniepractical, they are exposed to reputation by

kotler as invalid. The ground for the reputationttodse arguments is that there is no guarantee,

whiter they (the competitors) have allocated thegsources in a cost effective way to claim the
18



collective wisdom of the industry. The second pasithat, the only factor for advertising
betterment is not only the budget allocated. Betehare also other factors which can result in
serious promotion war. Thus, it cannot be clainteat &8 competitive parity method prevents

promotion war.

lii. Objective and task method

Under this approach the advertising budget is theumt estimated to be required to attain
predetermined objectives. This method is also knasudget builds up method. It has three
steps refining objectives, determining strategyd astimating the advertising coast. Under this
method the budget allocation is done by build ust.cdhe budget is allocated after the

formulation of objectives and each and every taskt designing the strategies and tactics.

Iv. Advertising Message

An advertising message as defined as:

“An element of the creative mix comprising what tteanpany plants to say in is advertisements

and how it plans to say it —verbally on non —vegfjal

The messages transmitted can be verbal and /oermaly The verbal messages are presented by
speech and words, and can be backed by a musistoument. Besides, the tone, pitch and the

typography or layout of the letters on the TV carean be tailored to create a strong impact and
grab the attention of viewers. On the other harmh-verbal messages are gestures, facial
expressions etc. which express internal feelingetan the presentation manner. And finally, a

mere presentation of products by demonstration @¥nsd@reen can be a non —verbal way of

presentation of a message.

Generally, the elements included in an institutiamaproduct advertising can be the headline,
the text, the illustration and the typography —asgbly the information presented or the

symbolism.
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The message to be presented through the mediumhaustappeals. Which are grouped under
three categories as to kotler they are emotiomadiprmal and moral appeals. These appeals are
used to grasp the attention of viewers; by stirtupgtheir emotions (emotional); or by telling
them to attain their desired benefits (rationat)pg encouraging them to support or participate

in social affairs, which is helpful to the welfasEthe society (moral).

v. Advertising media

The major steps in media selection are:
- Deciding on reach, frequency and impact
- Choosing among major media types
- Selecting specific media vehicles

- Deciding on media timing

To select media the advertiser must decide whathread frequency are needed to achieve its
objectives. Reach is a measure of the percentageagfie in the target market who are exposed
to the end campaign during a given period of tifrequency is a measure of how many times
the average person in the target market is exptséde message. The advertiser also must
decide on the desired media impact and the quaétaBlue of a message exposure through a

given medium.

In general, the more reach, frequency and impacttvertiser seeks, the higher the ad budget
will have to be. To choose among major media typles, planner has to know the reach,
frequency and impact of each of these media tyjpeaddition to these, nature of the product,
type of message, cost and other factors have tomsdered in making choice.
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After selecting among the best media types the siefi is choosing the best needs vehicle-
specific media with in each general type. Finatly advertiser needs to schedule the ad over the
course of a year. The schedule can follow the sedgmttern, to oppose the seasonal pattern or
to be the same all the year but generally therévesepatterns of adds; the first one is continuing
which follows even scheduling within a given peritiile the other is pulsing that is uneven
scheduling over a given time period.

vi. Measurement of Advertising Effectiveness

Any business organization, which tries to incresales volume and build accompany reputation
through advertising should know. How to measureeffectiveness of its campaigns.

Measuring the communication effect of ad messag&tintgtells whether the ad is
communicating well. Text testing can be done betorafter an ad is printed or broadcast. There
are three major types of ad testing. The firshistgh direct rating, where the advertiser exposes
a customer’s panel to alternative ads and asks theate the ads. These direct rating indicate
how well the ads get attention and how they aftecisumers.

Although this is an imperfect measure of ad’s dciugact high rating indicates a potentially
more effective ad. In portfolio tests, customerisw or listen to a portfolio of advertisements,
taking as much time as they need. They then aredaskrecall all the ads and their content,
aided or unaided by the interviewer. Their reaadel indicators the ability of an ad to stand out
and its message to be understood and rememberbdratary tests use equipment to measure
consumer’s physiological reaction to an ad-heattbébbood pressure, pupil dilation and
perspiration. These tests measure an ad’s attergjetting power, but reveal title about its

impact on beliefs, attitudes or intentions.

2.3. Advertising Classification
2.3.1. Product Advertising

21



The major portion of advertising expenditure isrgp® product advertising the presentation and
promotion of new products existing products andsex¥ products.

2.3.2. Retail Advertising

In contrast to product advertising retail adventisis local and focuses on the store where variety

of product can be purchased or where a servicased. Retail advertising emphasizes

* Price
* Availability
* Location

» Haves of operation
2.3.3. Corporate Advertising
The focus of this advertisement is on establisl@rgprporate identity or on wiring. The public
over to the organization’s point of view. Most corgte advertising is designed to create a
favorable image for a company and its products wewemage advertising specifically denotes
a corporate companion that highlight the supesiaritdesirable characteristic of the sponsoring

corporation.

2.3.4. Business to Bussiness Advertising

This term related to advertising that is direciedhtustrial users (tires advertising to automobile
manufacture resellers (wholesalers and retailerg)] professionals (such as lowers and
accountants) Kee and Johnson, 2003:4-5)

2.3.5. Trade Advertising

Advertising targeted to marketing channel membarshsas wholesalers distributors and
retailers. The goal is to encourage channel memberstock promote and resell the

manufactures branded product to their customergliBed Belch 2004:19)

2.4. Television
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The emergency of new products such as personab vietords is very important because they
will have a profound impact on television, which asr primary form of entertainment as

guintessential advertisement.

It has been sais that television is the ideal atheg medium its ability to combine visual
images sound motion and color presents the adeextigh the opportunity to develop the most
creative and imaginative appears of and medium.fandver forty years television has been the
world’s most powerful medium (Belch and Belch 2@B50-351)
Two major categories of television broad costingiarportant in advertising
* Network
* Cable
A. Network:- in network television and independent ibess called a network joins
individual television stations the broad cost isgrams and advertising. Usually only
one station premarket carries each network programs
B. Cable:- as with network television cable televis@avertising can be purchased on a
national regional and local level.
2.4.1. Advantages and Disadvantages of Television
Advertisers would not invest large sum. Of moneytétevision commercials unless these

advertisements w were effective.

2.4.1.1. Advertiser of TV Advertising
The major strength at television that makes it appg as an advertising medium includes the
following:-
» The cost per thousand methods can be efficienafioadvertiser attempting to reach an
undifferentiated market
» Television allows for he demonstration of produmtservices

» Television is vesting allowing for the combinatiohsounds color and motion.
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» As a primary visual medium, TV employs pictoriabrst telling a strong point in a world
where the amount of time spent reading has decksearch also shows that visual
imaged by pass the logical brain process and amecttyi conveyed to the brains
emotional center creating. The strong emotionalaichggharacteristics of television and

film

It is hard for viewers to tune out acomertial téden advertisements engaged the senses and
attract attention even when one would prefer noba@cexposed to an advertisement (Lee and
Johnson 2003:207-208)
Generally Speaking Advantages of Television are:-

» Coverage and cost effectiveness

» Captivity and attention

» Sale activity and flexibility

(Berch and Belch 200,355:353)

2.4.1.2. Disadvantages of TV Advertising
It takes time to produce commercials and sponsagrams. This medium requires planning and
deliberation
It is transient medium
Time gap to purchasing TV advertisement sinks @toind it is key. But other wise a mind that
is well prepared for buying a cretin product comn e@ so immodestly because there is night to so
by and only net morning the action can be taken.tlit time we might not have kept the

product in mind.

An immobile medium:-
* Like radio
* News paper
Time constraint: - in few seconds we can put forward only ones sglliroportion
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Production costs:- cost of producing commerciahigh as compared to cost of the print
production (chan wall,1999:5-6)

2.5. Characteristics of TV

TV is evocative:-it stimulates reality

TV and image creation:- powerful images are created for brands and thes ufethese
brands

TV and emotions: - TV cans tigger off variety of emotions like sadneeve nostalgia
care. Etc

TV is Demonstrative: - it is the most appropriate medium to show theeffies of the
product.

2.6. RADIO ADVERTISING

Radio advertising is available on a national nerksoand in local markets many local or

regional stations belong to more than one netwoitk wach network providing specialize

programming to complete a station’s schedule. Atisens may use one of the national radio
networks to the network programs. (Lee and Johriz@0i3:214)
2.6.1. Advantages of Radio

Radio is popular in local retail advertising

Radio is important to understanding the relativersith and weakness of this medium to
make smart decision

Radio is flexible

Radio commercial is inexpensive to produce (LeJohnson 2003:215)

. Disadvantage of Radio

Creative limitation
Fragmentation
Chaotic buying procedure
Limited research data
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* Limited listener attention
(Belch and Belch 2004.380-382)

2.7. Bill Board
Advertising is the major out door medium due tot@fBciency the ability to reach more people
at less cost then other media although bill boaledising has high visibility viewing time is

brief about ten seconds.

2.8. Poster

Are lithographed or silk:- screened by printer and shipped to an outdoorrasivey company.
They are then pre-pasted and applied in sectiotisetposter panels that face on coming traffic
(Lee and Jonnson 2003:223-224)
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CHAPTER THREE
DATA ANALYSIS, PRESENTATION AND INTERPRETATION

Introduction

This section includes the analysis, interoperatimi discussion of the data obtained from
sample respondents chosen from the population An Aata gathered from customers of east
African bottling share company and the data wer¢ainobd through questionnaires and

interview.

Out of the customers of East Africa bottling Sh@@mpany in Addis Ababa, 150 customers
were selected sample respondents using non-probabipling technique. One hundred and fifty
copies of questionnaires were distributed to custsnHowever, 124 (82.67%) of questionnaires

were filled out and returned while 26(17.33%) adrthwere not able to give their response.
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3.1. General characteristics of the respondents

Table 3.1. General Background of the Respondents

Customers response

No Item Amount Percent (%)
1 Gender
Male 85 68.5
Female 39 315
Total 124 100
2 Age group
18-27 23 18.5
28-37 67 54.1
38-47 34 27.4
48-57 - -
Above 58 - -
Total 124 100
3 Educational status
12 complete 43 34.6
Certificate 29 23.4
Diploma 32 25.8
Degree 17 13.7
Abovedegree 3 2.
Total 124 10C
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4 Type of customers
Agent - -
Retailer 96 77.4
Whole severs 28 22.6
Other - -
Total 124 10C

Iltem No 1 of table 3.1. implies the gender and euaracteristics of the respondents; the figure
shows that out of the total 124 respondents 85 j68&te male while the rest 39 (31.5%) were
female. As the data indicates that majority of tbgpondents are male. This shows on the trade

activity are formed by male than female.

As can be seen from item 2 of table 3.1., 23(18.6f4lhe respondents were under the age of 18
and 27, 67(54.7%) of them were under the age cdrZB37 while the rest 34(27.4%) of them
were under the age of 38 and 47. As the data itedicaajority of the respondents are on the age
of 28 and 37.

Item 3 of table 3.1. implies the educational statfisustomers which indicates that 43 (34%) of
them 12 garde complete, 29 (23.3%) of them ceatiéic42(33.8%) of diploma and 25(20.1%) of
them degree holder and 3(2.4%)of them were abdVelegree. As the data indicates that
majority of the respondents are 12 grade completiedgploma holder. This shows the majority

of the respondents are educated.

Iltem No 4 of the same table implies the types dftamers which the retailer comprise 96
(77.6%) of the respondents, 28(22.6%) of them dmnelevsellers, and there were no agent or
other type of customer. As the data indicates tiwatmajority of the respondents are retailers.

This shows that the No of retailers are higher thidwers on the market
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Table 3.2. advertisement and media usage of the cpany

Customers response

No Item Amount Percent (%)
1 Have you listen, watch or see advertisement sf |ea
Africa Bottling S.C.?
Yes 109 88%
No 15 12%
Total 124 100%
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2 If your answer — question 1 is “yes” in which
advertising media did you listen, see or watch rhore
Radio
Television 37 34.6
Bill board 55 51.6
Poster 7 5.6
Other 10 8
Total 109 100%

Item No 1 of table 3.2. implies that whether custosrhave listen, watch or see advertisement of
East Africa bottling company that 109(88%) of theand yes and the remaining 15(12%) replied
No. As the data indicates the majorities of thepoeslent watch or see advisement of the

company. This shows that the company performs veréide their products to their customers.

Among the 109(88%) of the respondents who saidgreigem 1 of the above table; item No 2 of
the table shown above 37(34.6%) of them listenexl dbmpanies advertisement by radio,
55(51.6%) of them watch it by television, 7(5.6%)tleem from bill board and 10(8%) from
possers and non of them specified other. As the iddicates that majority of the respondent are
watch the advertisement by television. This showat the customers of East Africa bottling

company can be addressed by television advertising.

Table 3.3. Practicability of the advertisement

Customers response

No ltem Amount Percent (%)
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1 Which type of advertisement media the company

frequency use?

Radio 47 38

Television 70 56.4

Bill board 4 3.2

Poster 3 2.4

Other - -

Total 124 100
2 Which time do you think is convenient for youeaid

TV, programs (in terms of hours)?
From Monday to Friday
Morning 7:00am — 8:00am
Afternoon 12:00pm — 9:00am - -

Night 7:00am — 9:00 am 13 10.4

Saturday and Sunday 88 71
Morning 7:00 am — 9:00 pm

After 12:00 pm — 2:00 pm 6 4.8

Night 6:00pm — 8:00 pm 17 13.8

Total 124 100

As we have seen from the above table 3.3. on the of advertisement used the customers
responded as 70(56.4%) of them are Television,8]f them are Radio, 4(3.2%) of them are
on poster and 3(2.4%) of them on Billboard.
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As can be seen from item 2 of table 3.3. On theveoient time selection for the advertisement
they responded as 13(10.4%) of them are select radt® afternoon from 12:00 pm- 9:30am ,

88(71%) of them are select night from 7:00 — 9:00feom Monday to Friday. And for Saturday

and Saturday 6(48%) of them are select am 17(13d8%)em select afternoon 12:00 pm — 2:00
pm. As the data indicated that majority of the oesfent implies that the company use the
advertisement on the television. The customers hd tompany prefer the television

advertisement in addition they prefer the nightetito get better understanding from it.

Table 3.4. The effectiveness of advertisement

Customers response
No ltem Amount Percent (%)
1 How does the company’s televeison advertisement
influence you towards the company’s product?
Very high
High 0 0
Medium 37 29.8
Low 63 50.8
Very low 19 15.3
5 4.1
Total 124 100
2 Which type of people (celebrities) influence yku
buy the products?
Models 0 0
Sport men 14 11.3
Film actors 82 66.1
Other 28 22.6
Total 124 100

33



Iltem 1 of table 3.4. evaluate the influence of tdoenpany’s advertisement, 63(58.8) of the
respondents said the advertisement influenced thedium, 37(29.8%) were influenced highly,
19(15.3%) said low and 5(4.1%) replied very low. the data indicates that majority of the
respondent evaluate as medium for the influenceqopacity of the advertisement towards the
product. This shows the company requires to worktebeon the effectiveness of the

advertisement.

As can be seen from item 2 of table 3.4. 82(66.0¢%dhe customers prefer sport men do the
advertising, 20(22.6%) said Film actors, 14(11.3¥&pare modlist of the total respondents and
none specified other preferences. As the dataartekcthat majority of the respondent prefers to
the sports man to do the advertisements. This slioaisthe advertisement attracts the society
because the sports man have high social valueathans.

Table 3.5. The product preference of respondent

Customers response

No ltem Amount Percent (%)
1 Which product do you purchased frequently among

the company’s product.
Fanta 11 8.8
Sprite 15 12
Coca Cola 92 74.2
Other - -

Total 124 100
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2 How do you evaluate the message of |[the

advertisement used by the company?
Very good 5 4.1
Good 29 23.4
Medium 84 67.7
Bad 6 4.8
Very bad - -

Total 124 100

Item 1 of table No 5 implies purchase frequency rgnihe company’s product, the figure shows
92(74.2%) of the respondents said they prefer @da, 15(12%) said they prefer Sprite and
the remaining 11(8.8%) of them said prefer Fanta.ti#e data indicates that majority of the

respondent consume Cocacola than others. This stalv€ocacola have multipurpose like for

stimulation, for digestion and so on.

As can be seen on item 2 of the above table evathatconsent of the advertisement, the figure
shows that 84(67.7%) of the respondents it medi2@23.4%) of them believed its good,
5(41%) said very good and 6[4.8%) replied bad. Ke data indicates that majority of the
respondent evaluate as medium for the consent\@rasement. This shows that the company

expected to work better on the improvement of aibament.

Table No. 3.6. The advertisement message clarity

No

Item

Customer response

Amount

Percent (%)

1

How do you evaluate the message clarity of Edsta

Bottling share company advertisement
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Very high
High 7 5.6
Medium 12 9.6
Low 96 77.5
Very low 9 7.3
0 0
Total 124 100

As we can see from the table 3.6. that from thal t@spondent 7(5.6%) of them response very

high 12(9.6%) of them response high, 96(77.5%)heht response medium, 9(7.3%) of them
response low. These indicates that majority ofréspondent evaluate as medium for the clarity

of the message of the advertisement. This showstiracompany expected to work better for
the message clarity of the advertisement.

Table 3.7. The convincing power of the advertisemén

Customer response
No ltem Amount Percent (%)
1 How do you evaluate the convincing power of the
advertisement?

Very strong - -
Strong 3 24
Medium 105 84.7
Weak 16 12.9
Very weak - -

Total 124 100

As we can see from table No. 8 the convincing pavi¢ne advertisement of east Africa bottling
company customers responded that 3(2.4%) of theporelent 105 (84.7%) of them respond
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medium, 16(12.9%) strong of the respond weak agdae of the respond very strong and very

weak. As the data indicates that majority of thepomdent evaluate as medium for the

convincing power of the advertisement. the compadyertising practice have drawback in

regard to convincing power.

Table No. 3.8. The necessarily of another or adddnal advertisement

Customer response

No ltem Amount Percent (%)
1 The advertisement of the company have the redjuire
convincing power?
Yes 17 13.7
No 107 86.3
Total 124 100

As we have seen from table No0.3.8. is 17(13.7%}haim responded, that the company’s

advertisement are enough and 107(86.3%) of theponeled that it is not enough. As the data

indicates that majority of them responds the adsarient of the company is not enough. This

shows the advertisement of the company do not adde whole customers.

Table No. 3.9. The problems on the company’s advésement

Customer response

No ltem Amount Percent (%)
1 Which problem have you seen on the overall
advertisement activity of the company? 16 15
Media selection 39 35.4
Redundancy problem 23 21.5
Using of time 29 27.1
It is not addressed prospect customers
Total 124 100
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As can be seen from the table 3.9. 16(15%) of #sponded that there is a media selection
problem, 39(36.4%) of them responded there is redocy problem, 23(21.5%) of them
responded that there is a problem of using timé&29%) of them responded the advertisement
is not addressed prospect customers. The totabmespt for this is who are response there is a
problem on the advertisement. As the data indidht&tsthe advertisements of the company have
a redundancy problem. The advertisement of the eomp@re identical from time to time that
may decrease the convincing power of the message.

Table No. 3.10. Increasing and creating awarenes$the company’s advertisement

No ltem Customer response

Amount Percent (%)

1 How do you evaluate the company advertisement in
increasing the level of awareness of the customer
Very high
High 6 4.8
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Medium 26 21
Low 71 57.2
Very Low 21 17
0 0
Total 124 100
2 The company advertisement is effective increasing
awareness for the prospect customers?
Strongly agree
Agree 33 26.6
Medium 18 14.5
Disagree 62 50
Strongly disagree 11 8.9
0 0
Total 124 100

As we have seen from the table 3.10. on the inorgdbe level of awareness of the customers
6(4.8%) of them responded very high, 26(21%) ohthesponded high, 71(57.2%) of them

responded medium, 21(17%) of them responded low.

As can be seen from item 2 of the above table eatitrg effective awareness for the prospect
customers 33(26.6%) of them strongly agreed 18¢a)%.6f them agreed, 62(50%) of them
medium, 11(8.9%) of them disagreed. This indic#tes the respondent evaluate the awareness

increasing capacity of the advertisement for bodisteng and prospect customers as medium.

This shows the advertisement of the company needsovement on the awareness creation or

increasing capacity.

Table No. 3.11The problems on advertising methods when use it fgriently

No

Item

Customer response

Amount Percent (%)
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1 Does the company used the same advertising nmeethod
frequently?
Yes 117 94.3
No 7 5.7
Total 124 100
2 If your response is yes what is the problemt®n i
Adaptation
Don't giving attention 91 77.1
Boring 15 12.9
11 9.4
Total 124 100

For the frequently using of the same advertisinghwed as mentioned above on table 3.11.
responded as 117(94.3%) of them respond Yes and%j)5of them respond no from the
respondent who answer yes 91(77.1%) of them angonelsthere is an adoption problem,
15(12.9%) of them respond they don’t give attentibh(9.4%) of them respond it is boring. As
the data shows that the company used the sametigthgemethods frequently this it adoptable.
This shows that of frequently using of the sameediiting make it adaptable, so because of this

it do not transfer the expected message.

Table 3.12. Evaluating the advertisement by compang with other competitors

Customer response
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No Item Amount Percent (%)

1 How do you evaluate the company’s advertising/igt
by comparing with other competitors which produce

identical products?

Very high
High 17 13.7
Medium 28 22.6
Low 65 52.4
Very Low 14 11.3
0 0
Total 124 100

As we have seen on the table No.13 by comparingctimpany’s advertisement with other
competitors evaluated as 17(13.7%) of them respeng high, 28(22.6) of them respond high,
65(52.4%) of them respond medium, 14(11.3%) of tmespond low and non of them respond
very low. As the data indicates that majority cé tespondent evaluate as medium by comparing
the advertisement of the competitors. This shovet the company to works better on the

advertisement to compete with the competitors,rothge it may loss its customers.

3.2 Analysis of the interview

For the marketing manager of the east Africa bajtshare company responds for the interview
guestions which are concerning the advertisingy/giets of the company

The student researcher asked about the over abriglag practice of the company. The
manager responds as the company’s advertisingiggadre used by television, radio, posters,
billboard and other social events. In additiontiese the company advertises their products by
different sponsorship activities.
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For the question about the major objectives of gthreg in the company, the manager response
as the company use the advertisement to increasesdles volume, when new products
produced, to increase the production level andetattie prospect customers by competing with

other competitors.

For the question about the kind of factors diddbmpany considers while selecting media. The
manager respondents as the media selection faaterthe addressing of them to the needed

society and cost and technologically effective Medi

For the question the kind of practices did the canyp possess in setting advertising budget and
the challenges that most of the time faced by tmpany in relation to advertisement. The
manager respondents as the company allocate tlgetbasl other departments from the board of
directors and from the managing directors decidgnconsidering the financial plan of the
department. In addition our budget advertising %61df the expected sales o the year. In relation

the advertisement we didn’t faced unsolved proli#émow.

For the questions about company’s performancet$oadvertisement and actual performance in
relation to the advertisement, the manager reptlet the company, as it is mentioned
previously, performs the advertisement by goverrnaed by private medias like TV, Radio,

and by participating on different sponsorship atés. When considered the effectiveness of the

advertising in relation to the objective, it wasfpamed as we expected.

For the question about the product preferenceettistomer the manager replied that all of the
products of the company used by the customersrhahg them Coca Cola highly preferred by

the customers.

42



For the question about the time selection of theegtement the manager replied that most of
the advertisement of the company released on thealyoon the special and on the rest time of
the customers.

CHAPTER FOUR
SUMMARY'S, CONCLUSIONS AND RECOMMENDATIONS

In this chapter the data analyzed on the chapteetwill be summarized, concluded and the
student researcher will give recommendation for fihdings of the East Bottling Company

advertisement practice.

4.1 Summary of the findings

As the findings of the analysis shows that the semyrof them are und listed below.

» Among the respondent 68%of them were male and th@rity of the respondents were
under the age of 28 and 37 year which was 54.7&bewf.

» 34.6% of the respondents were 12 grade completddnaajority of them were retailers
which was 77.6%.

» Majority of the respondent 88% of them watch or #e® company advertisement. Among
them 50.6% of them watch it by television.

» Majority of the respondents which was 56.4% of theatch the company advertisement by
television.

» The majority of the respondents which was 70% eithprefer the advertisement of the
company from Monday to Friday night from 7:00 an®t00 am.

» 50.8% of the respondent medium evaluates the infing capacity of the advertisement
towards the product.
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66.1% of the respondent prefers to the advertisemiérbe performed by the sportsman.
Majority of the respondents which was 74.2% pref@rCoca Cola among the company’s
products.

Majority of the respondent which was 67.7% evaldatee consent of the company
advertisement as medium

77.5% of the respondent medium evaluated the glafithe message of the advertisement.
66.12% of the respondent highly motivated on thevision advertisement of the company.
Majority of the respondent 84.7% medium evaluaté@ tonvincing power of the
advertisement.

86.3% of the respondent implies that the advertésgraf the company was not enough.
Among the respondent 35.4% of them responded thiertégkment of the company has a
redundancy problem.

57.2% of the respondent medium evaluated the awsselincreasing capacity of the
advertisement for both existing land prospect custs.

94.3% of them responded that the company usedaime sdvertising method frequently.
Among them 77.1% of them this make it adaptable.

52.4% of the respondent medium evaluated the coynpdwertisement by comparing with
the competitors which were produce identical prasluc

The manager responds about the media selecticordasere the addressing of them to the
needed society, cost and technologically effecegsrof the media.

The company allocate the advertisement budget hgidering 5-10% of the expected sates
of the year as the manager replied.

The manager replied that most of the advertiseroktite company released on the holiday,

on the special days and on the rest time of theomess.
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4.2 CONCLUSIONS
From this study the researcher conclude that therativadvertising practice was adequate,
however there are some issues that are not addrasseractice advertisement service

effectively of efficiently, these are:

» Customers of the company prefer to be communidayetlV indicating for the company
to focus its advertising through the TV also thetomers choose the night time helping
the company to get more viewers and less cost lyyfoousing on that specific time.

» Greater part of the customers believe that the ridireg made by the company through
the TV are not influencing them to buy, the messagee not clear enough to be
understood and also it lack convincing power inultedindering them to easily
communicate with company and understand the ulérbanefit of its products.

* The fact that the company is not updating the gundé its advertising and the fact that
the advertising is not addressing the whole custsnteis resulting the customers to
board with the ads and making the ads to be adapsmbong the customers also losing

its sense awaking content and most of them nogmmmunicated well.
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As compare to its competitors the company’s adsiadi is week in the minds of its
customers. As we all know all companies ultimatel gbis to be above and number one
in the minds of their customers in comparison @rtbompetitors.

The company advertisements had a problem on theeaess increasing capacity for
both existing and prospect customers and also blggoon the using of the same
methods frequently hindering the company to ingest blood customers to its customer

list and ads not helping the company to ensurestiséainability of its existing customers

4.3RECOMMENDATIONS

The main purpose of this study is to evaluate theedisement practice of east Africa bottling
company. Based on this study finding, the studesgearcher suggests the following

recommendations to improve the advertisement &gtfithe company.

Advertising plays a great role in increasing sat#sating a good corporate image and
building a bridge with its ultimate customers ardoawhich can be communicated
through different media for instance TV. Therefotlee company should use the TV
media to communicate with its customers effectiaeid efficiently.
The company should include persuasive contentsamadvertising it transmutes. When
transferring the messages the company can useynkostivn as influencing and liked
people in though out the society like that of sppeople.
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* In order to keep the customers entertained witadsscontent it should include
dramatized ads, include colorful images and upttege with a different content on a
frequent base.

* By considering on the main problems faced durirggpé@rformance of advertisement like
on customers, the media selection, the time seleetnd methods of offering the
advertising the company should promote the products

» The company should not use the same advertisingadetfrequently because it
decreases the addressing capacity of the advedigem

* The company should perform on increasing the aveanf the customers by using a

proper advertising method.
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Appendix 1
St. Mary’s University College
Faculty of Business
Department of Marketing Management

Questioner to be field by east Africa Bottling Shae Company customers
This question is prepared by St. Mary’'s Universitgllege under graduate degree student in
other to understand customer response regardingssess the effectiveness on advertising
practice of East Africa Bottling share company.tis®aim of their study is to collect data which
could assist to prepare a senior easy and as # odstheir paper will be presented to the
university college and the copy will go to the camp for supporting the total advertising
program.
Remark

* Don’t write your name

e Put (v') on the space provided

Part | General characteristics of the respondents

1. Sex Male [] Female L]
L] L]
2. Age 18-27 38-47 Above 8 ]
28-37 [ 48-57 1

3. Educational status
12 complete 1 Certificate 1

Diploma ] Degree ] Above degree [ ]

4. Types of customer
Agent L 1 Whole sellers I

Retailer — other (pleasecify) ------------------
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Part Il Questions directly related to the research
1. Have you listen, watch, see advertisement of Efiga Bottling Share Company?

Yes [ No —]

2. If your answer - question 1 is “yes” in whichvadising media did you listen, see or watch

more?
Radio ] Television ]
Billboard L 1 poster L 1
Other (please specify) ---------------- —
3. Which type of advertisements Media the compaeguently used?
Television [ ] Radio L[ —_lr [ eedrd 1
Other (please specify) ---------------=------

4 Which time do you think convenient for you toeatl TV, programs (in terms of hours)?
From Monday to Friday =~ morning 7:00 am -8:00am
Afterno®2:00pm — 1:30am
Night 8fim — 9:30 pm
Saturday and Sunday  Morning 7:00 am -9:00am
Afterno@8:00pm — 2:00pm
Night 6fim — 8:00 pm
5. How the company’s advertisement influences yovatds the

JUL0DL

Company’s product?
Very high [ 1High [ dium 1

Law [ very low ]
6. Which type of people (celebrate) influence yolbay the company’s product?

Modelist [ 1 Sportmen ]
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Film actors 1 Other ge specify) -----------------
7. Which product do you purchase frequently amiegcompany’s
product?
Fanta A Sprite A
CocaCola [ Other (pkeapecify) S —

8. How do you evaluate the content of the messhtfee@dvertisement?

Very good — Good — Medium —
Bad ] Very bad ]

9. How do you evaluate the message clarity of B&sta Bottling
company advertisement

Very high ] High ]
Medium —] Very law L 1
10.. How do you evaluate convincing power of theeatisement? —
Very Strong ] Weak ]
Strong ] Very Weak 1
Medium 1
11. Where you motivated to buy case company’s misduom the message delaminated on the
TV?
Yes L1 No [__] | don’'t remember [ ]
12. the advertisement of the company have the medjgonvincing power?
Yes [ No L1
13. If your response is no in question 13 whalésgroblem?
Media selection [ 1using of time L1
Redundancy problem [ ——_pnequal atterfoo products I
It is not addressed prospect customers 1
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14. How do you evaluate the company advertisemeth® increasing the level of awareness of

the customers?

Very High [ High L1 Medium [ ]
Low 1 Very Low [ 1

15. The company advertisement is effective on thattng awareness for the product customers

Strong agree — Agree — medium —

Disagree [____ptrongly disagree ]
16. Does the company used the same advertisingoaetrequently?
ves /) No  ——

17. If your answer is yes for question 17 whahes problem on it?
Adaptation [ 1 Boring L1
Don'’t give attention I Others (please specify—-
18. How do you evaluate the company’s advertistityidly by comparing other competitors,
which produce identical products?
Very High —] High —] Medium —]
Low ] Very Low [ ]
19. If any additional comments state here? -- -
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AATMICE A5 7504 2!

St. Mary’s University College
Faculty of business

Department of marketing management

The following question is provided to the marketmgnagement of the company

1. Would you tell me about the overall advertisemeatfice of your company?
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What is the major objectives of advertising in yoampany?
Who is involved in advertising decision making @ss?
What kind of factors did you considers while salegimedia?

What kind of practice did your company posses®ttirgg advertising budget?

o u ke b

Would you mention challenges that most of the tfeeed by the company in relation to
advertisement?

7. What are most occurred problem in your company idideenent practice?

8. How do you see your company advertisement as cadgarcompotators?

9. How to you company perform/ undertake it's adverg®

10. How is your actual performance in relation doiyobjective?
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