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Abstract

Theprimaryobjectiveofthisstudywastoanalyzetheeffectsofadvertisingonconsumers’

buyingpreferenceofSMARTMobileinwolkite,Ethiopia.Aquantitativeapproachwasusedin

thisresearch.Inordertocollectprimarydata,astructuredquestionnairewaspreparedand

giventothecustomersofSMARTMobileusingaconveniencesamplingtechnique.Outofthe

distributed384questionnaires,362werevalid.Tomeasuretheeffectofadvertisingon

consumers’buyingpreference,thesourcefactor,themessagefactorandthechannelfactor

ofadvertisingwereconsidered.Fromthefindingsofthisstudy,itwasfoundoutthatthe

sourcefactor,themessagefactorandthechannelfactorofadvertisinghavepositiveand

significanteffectsofupto57.7% ontheconsumers’buyingpreference.Theresultfurther

indicatedthatthechannelfactorhasthehighestpositiveandsignificanteffectonconsumers’

buyingpreference.Thisimpliesthatmarketingmanagersneedtogivemoreemphasisand

dueattentiontoallthethreevariablessincetheyinfluenceconsumers’buyingpreference

significantly,sothatthecompanycouldincreaseitsmarketshareandstayinthemarket

competitively.
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CHAPTERONE

Introduction

Thischapterconsistsofbackgroundofthestudy,statementoftheproblem,research

questions,andobjectivesofthestudy,significance,scopeofthestudyandorganization

ofthestudy.

1.1BackgroundoftheStudy

Advertisingisameansofinformingandcommunicatingessentialinformation,which

hasbecomeaninevitabletoolforsuccessintoday’smarketingworld.

Theimpactofmasscommunicationisfeltallovertheglobethroughadvertising,

newspaper,internet,music,films,videos,magazine,moviesandbillboards.Among

thesemedia,advertisingistheonethathaslastingimpactonviewers’mind,sinceits

exposure is much broader (Katke,2007).Advertising is the main source of

communicationtoolbetweentheproducerandtheconsumer.Advertisingisasubsetof

promotionmixandisoneofthe4psinthemarketingmixwhichcompriseproduct,price,

placeandpromotionAdvertisingisapromotionstrategywhichservesasamajortoolin

creatingproductawarenessinthemindoftheconsumertotakepurchasingdecision.

Advertising,salespromotionandpublicrelationsaremasscommunicationstoolsused

bymarketers.Advertisingthroughmassmediainfluencesaudience,buttelevisionhas

massreachandisthestrongestmediumofadvertising.

Advertisingcaninfluencetheattitudeofindividualbehavior,lifestyleinthelongrunas

wellasthecultureofthecountry(Latif&Abideen,2011).Theprimaryaim ofadvertiser

istoreachconsumersandinfluencetheirawareness,attitudeandbuyingbehavior.Their

majorpreoccupationistokeepindividualsinterestintheirproductthroughspendingon

advertising.They also need to understand what influence customers behavior.

Advertisinghasthepotentialtocontributetobrandchoiceofconsumers(Latif&

Abideen,2011).Itimpactsonconsumerbehavior.Advertisingimpactonbrandschange

frequentlyinpeople’smemory.Brandmemoriesconsistofthoseassociationsthatare

related to brand name in consumer’s mind.These brand cognition influence
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consideration,evaluationandfinalpurchase(Romaniuk&Sharp,2013).

Advertisingalsocreatesadvertisementwhichcarryemotionalbondwithconsumers.

Positiveemotionalappealsalsoprovideastrongbrandcueandstimulatecategory

basedprocessing(Abideen&Latif,2011)withsuccessfulcategorization,theeffectand

beliefsassociatedwiththiscategoryinmemoryaretranslatedtotheobjectiveitself.

Consumerstrytocategorizethebrandassociationwiththeexistingmemory,when

thousandofproductsarefacedbythem andmightrepositionmemoriestoabrand

imageandperceptiontowardsnew products.Inthisway,theycancategorizelatest

informationinparticularbrandandshoreaccordinglyintheirmemory.

Someorganizationsdonotattachimportanceinadvertisingtheirproductsandthishas

adverseeffecton theiroutputin termsofsalesofproduct.Othersusedifferent

advertisingmedialiketelevision,internet(facebook;email)newspaper,billboard,

magazineetctoconveytheirproductmessagetotheirtargetaudience.Companies

spend major part of their budget on advertising strategies to promote their

products/services.Theseadvertisementstrategiesinfluenceconsumerbuyingbehavior

(Abideen&Latiff,2011).

1.2StatementoftheProblem

Todayadvertisingandpromotionbecomesanintegralpartofoursocietyandeconomic

system.Inthiscomplexsocietyadvertisementhasinvolvedintoaessentialcommunication

system forbothcustomerandbusiness.Advertisingisthebestknownandmostwidelyused

formofpromotionalmixbecauseitspervasivenesscosteffectivenessforcommunicationwith

largenumberofaudienceandthecapabilitytodelivercarefullypreparedmessagetothe

targetaudience.Moreover,advertisingplaysessentialroleinfreemarketsystem bymaking

customerawareofproductsandservicetoprovidethem informationfordecisionmaking

(Belch,2003:5).

Themainobjectiveofadvertisingamongotheristocommunicatetothepotentialbuyerand

influencethem tomakepurchasedecision.Forthesuccessfulachievementofitsobjectives,

companiesmustmakesurethattheadvertisingisreachestothecustomerseffectively

(Chunawalla,2003:117).
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Preliminaryobservationbythestudentresearchershowsthattheadvertisingpracticein

SMARTMobileis:

•Thefirmadvertisingdoesn’thaveacreativityskilltoattractitscustomers.

•Lackofknowledgeonappropriatemediaselection.

Thestudentresearcherwilltriestoassessthemajorgaprelatedtotheadvertisingpracticeof

SMARTMobilethroughthefollowingresearchquestion.

Generallytheresearcherselectsthistopicbecauseithasencounteredthefollowinggaps

Sourcefactor,messagefactorandchannelfactors.Sothatthisgapswasfilledbytheresearch

thatisgoingtobedone.

1.3ResearchQuestions

1.3.1Mainresearchquestion

WhatTheeffectofAdvertisingonconsumerbuyingpreferenceofSMARTMOBILEin
Wolkitetown?

1.3.2Subresearchquestion

 Towhatextentdothesourcefactorsinfluenceconsumers’buyingpreferenceof

SMARTMobileinWolkitetown?

 Howdothemessagefactorsinfluenceconsumers’buyingpreferenceof

SMARTMobileinwolkitetown?

 Towhatextentdothechannelfactorsinfluenceconsumers’buying

preferenceofSMARTMobileinWolkite?

1.4ObjectivesoftheStudy

1.4.1GeneralObjective

ThegeneralobjectivethestudyistoassesstheEffectsofadvertisingonconsumers’Buying
preferenceofSMARTMobileinWolkiteTown.

1.4.2SpecificObjectives

 Todeterminetheeffectofsourcefactorsonconsumerbuyingpreferencein

Wolkitetown.
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 Toinvestigatetheeffectofmessagefactorsonconsumersbuyingpreferencein

Wolkitetown.

 Toexaminetheeffectofchannelfactorsonconsumerbuyingpreferenceinwolkite
town.
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1.5SignificanceoftheStudy

Thestudyoftheeffectofadvertisingonconsumers’buyingpreferenceofSMARTMobileis

may be very significant.It probably reveals any possible relations between the

CommunicationfactorsandthesuccessoflocallyassembledelectronicproductsinEthiopia

consideringthecaseofSMARTMobileCompany.Thiscouldbeprovidedfeedbackregarding

theeffectofadvertisingandhow totailortheircommunicationfactorstowardsconsumers

’buyingpreferencesnotonlytoSMARTMobileCompanybutalsotoomanyotherlocally

risingcompanies.Theresearchcouldalsopinpointareasthatalocalelectroniccompany

needstobuildoninthefuturetobesuccessfulinthemarket.

Thestudywouldbeofgreatbenefittothefollowingstakeholders

 Companies/Organizations: The study would help organizations to find possible

measures/strategiestoadvertisetheirproductsandservices.Itwouldbeofgreatinterest

and valuable tomarketingmanagersandhelpthem toselltheirproducts/servicesandmake

reasonableprofitstothecompany/organization.

 Consumers: Itiscreatebrandawarenesstomotivatethememotionallytobuytheproduct.

 Otherresearchersuseasliteraturereviewsthestudentresearcherneedstocollectthe

recentnecessarydataandinvestigatethecompanyadvertisingpractice.

1.6ScopeoftheStudy

TheScopeofthestudywasfocusedonthreeareas;methodologically,geographically

andconceptually.Thisstudyfocusesontheeffectofadvertisingandspecificallyonthe

communicationfactorsnamelythesourcefactors,themessagefactorsandthechannel

factorsontheconsumers’buyingpreferenceinthecaseofSMARTMobileinWolkite

Town.Thescopeofthestudywaslimitindescriptivetypeofresearch.Becausethestudy

wasfocusedonthedescriptionofconsumerbuyingpreference.Thisstudyfocuseson

surveyingsalesoutletshopsthatareownedbySMARTMobileinWolkiteTown.There

arethreesalesoutletshopsthatarelocatedinMenahariya,Soresa,andAlfathe

researchestargetsconsumerswhohavevisitedtheaforementionedsalesoutletshops

atthetimeofthedatacollection.Thestudywasfocusedontheassessmenttheeffectof

advertisingonconsumerbuyingreference.
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1.7.LimitationoftheStudy

Duringthepreparationofthisresearchthestudentresearcherwasconstrainedbyvarious

limitations.Amongthelimitationitwasdifficulttofindthecustomerswhoarewillingto

returnthequestionnaires,shortageofreferencebook,andalsotimeandbudgetiswereother

limitationoftheresearch.

1.8OrganizationoftheResearchReport

Theresearch reportwasorganized underfivechaptersaslisted below.Chapterone:

Introduction:Thischaptercontainsbackgroundofthestudy,StatementoftheProblem,

researchquestion,objectivesofthestudy,significanceofthestudy,andscopeandthe

Chaptertwo:Reviewofrelatedliterature:Thischapterdealswiththeliteraturerelevantto

thestudy.Ithasanintroduction,thetheoreticaland,empiricalreview Chapterthree:

Research Methodology:Thischapterdescribestheapproachesand design ofResearch,

populationofthestudy,Samplingtechniques,thesourcesofdata,thedatacollection,

Instruments,andthemethodsofdataanalysisused.Chapterfour:Datapresentation,analysis

andinterpretation:ThischaptersummarizestheResults/findingsofthestudy;interpretand

discussthefindingsChapterfive:Summary,ConclusionandRecommendation:Thischapter

comprises four sections, which include summary of major findings, conclusions,

recommendationsanddirectionforfuturestudy.
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CHAPTERTWO

LiteratureReview

Thischapterconsistsoftwosections.Thefirstpartistheoreticalreviewwhichfocuses

Onrelatedconceptsandtheoriesofthestudy.Reviewofrelatedjournalsandarticles

abouttheresearchtopicwerepresentedinthesecondsection.

2.1TheoreticalReview

2.1.1MarketingCommunication

Inrecentdays,marketingcommunicationbecomesafundamentalandcomplexpartofa

Company’smarketingefforts(David,andAmanda,2005).Therearemanydefinitions

about the subject marketing communications though the definitions focus on

promotionaloutlook,wherethepurposeistocommunicateandpersuadepeopletobuy

productsandservices.Effectivecommunicationiscriticallyimportanttoorganizations,

thatiswhytheyuseavarietyofpromotionaltoolssuchasadvertising,salespromotion

,publicrelations,directmarketing,personalsellingandadded-valueapproacheslike

sponsorshipinordertogetcustomersattention(ChristandBarbara,2014).

Inthepresentera,marketersarefocusingoncustomersastheirfirstpreference.The

primaryresponsibilityoftheorganizationistogainknowledgeaboutcustomers,which

willleadthem tobesuccessfulinfulfillingthedemandsandseekbetteropportunities

inthemarket(Gupta,2013,citedby:FatimaandLodhi,2015).Ingeneralmarketing

communicationsprovidesthemeansbywhichbrandsandorganizationsarepresented

totheiraudiences.Thegoalistostimulateadialoguethatwillideallyleadtoa

successionofpurchasesandcompleteengagement.
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2.1.2MarketPromotion

Marketingmixisthesetoftacticalmarketingtoolofproduct,price,placeandpromotion

Thatthe firm blends to produce the response itwants in the targetmarket

(KotlerandKeller,2012).ThefourPsarethemajorelementsofthemarketingmixofthe

organization and form thebasisofanymarketing strategythatwilllead to the

achievementoftheorganization’sobjectives(Niazietal.,2012).

Promotionisoneoftheelementsofthemarketingmix,andisresponsibleforthe

communication of the marketing offer to the target market.Asstated by

Novak(2011),the role ofpromotion isto communicate with individuals,groupso

reorganizations’andtofacilitatetheexchangeofinformingandreassuringoneormore

targetgroups to accepta productorganization.Promotion mix is the specific

combination ofinstruments to promote the company in order to convincingly

communicate customervalue and build customerrelationships.The elementsof

promotionalmixincludeadvertising,personalselling,salespromotion,publicrelations

anddirectmarketing(Todorova,2015).

2.1.3Advertising

Advertisingisaform ofpromotionandcreativecommunicationprocessinconformity

with the interests and needs of consumers ,producers and society as a

whole(Novak,2011).AccordingtoKhanam andVerma(2017),advertisingissimplya

creativeformofcommunication.Anotherdefinitionforadvertisinghasbeenprovidedby

Baheti(2012),asanattemptofcreativitywhichinfluencestheconsumer’smotivetobuy

aparticularproductandchangeormaketheperceptionoftheproductinthemindofthe

consumers.

AdvertisingwasintroducedbytheEgyptiansusingPapyrusforsalesmessagesandwall

posters,billboards,signboardsandoutdooradvertisingasthemostancientform of

advertising.However,thesewereusedforalimitedareaforpromotion(Baligat,2004,

cited by:Dulin,2016).Modern advertising wasdeveloped with the rise ofmass

production in the late 19
th

and early20
th

centuries(Sindhya,2013).In thistime,

advertisementisseeninmanypartsoftheworldandhasbecomeimportantwayto
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promoteproductsandservicesandusedforcommunicationpurpose(Niazietal.,2012).

2.1.3.1AdvertisingObjectives

Advertisingistoinform aboutnewproducts,suggestsanewuseoftheproduct,inform

onchangingpricesofproductsandexplainshowthefunctioningoftheproduct(Novak,

2011).The primaryobjective ofadvertisersisto reach prospective customersby

influencingtheirawareness,attitudesandbuyingbehaviortoelicitorkeeptheirinterest

totheproduct(Dulin,2016).AccordingtoKotlerandKeller(2012),advertisingobjective

isaspecificcommunicationstaskandachievementleveltobeaccomplishedwitha

specificaudienceinaspecificperiodoftime.Itservesasguidelinesfortheplanningand

implementationoftheentireadvertisingprogram .FatimaandLodhi(2015)statedthat,

peoplearehighlyaffectedbytheadvertisementsandorganizationsaretryingtotarget

themassesofthepeoplebyfocusingontechniquesoftheadvertisementwhichfitbest

withtheirproducts.Thespecificobjectivesofanadvertisingcampaignmayadoptmany

formsassummarizedbelow(Bendixen(1993);KotlerandKeller(2012).

 Informativeadvertisingaimstocreatebrandawarenessandknowledgeofnew

products,brandornewfeaturesofexistingproducts.

Persuasiveadvertisingaimstocreateliking,preference,conviction,andpurchase

of a product or service.Some persuasive advertising uses comparative

advertising,whichmakesanexplicitcomparisonoftheattributesoftwoormore

brands.

Reminderadvertisingaimstostimulaterepeatpurchaseofproductsandservices.

Reinforcementadvertisingaimstoconvincecurrentpurchasersthattheymade

therightChoice.

2.1.3.2TheRoleofAdvertising

Effectivecommunicationiscrucialtotheorganizationandadvertisingisanimportant

toolwhich isused to gain communicationssuccess.Advertising executesseveral

importantcommunicationfunctionsinordertoattaintheorganization’spromotional

aims(Shimp,2007).Roleofadvertisementistocarrymessagetothefardistances.Itis
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importanttotargetthescattermassaudienceasitprovedtobeveryessentialtoolin

enhancingthesalesofthebrand(Abiodun,2011).Themajoraim ofadvertisingisto

createpositiveattitudetowardstheadvertisementandthebranduntilaconsumer

purchasethatproductandthroughthispositiveattitudecreateemotionalresponsein

themindofaconsumer(GoldsmithandLafferty,2002).Furthermore,advertisingkeeps

remindingtheconsumerofthebrand,thusincreasingitssalienceandthepossibility

thatitwillbechosenwhenapurchaseneedarises(Shimp,2007).Thismayalsostimulate

repeatpurchases.

2.1.4AdvertisingEffectiveness

Asmentionedintheprevioussection,advertisingmainaimistocommunicatetoatarget

Audience.Understandingthebasicprocessofcommunicationsisfundamentaltothe

developmentofeffective advertising.According to Foxalland Gold smith (1994),

90percentofthestimulithatindividualsperceivecomesasaresultofsight.Muchofthe

remaining10percentresultsfrom hearing.Itshouldcomeasnosurprise;therefore,

advertisingreliesheavilyonthesestimuli.

Themarketingcommunicationprocessentailsthedevelopmentofaspecificmessage

aimeddataspecifictargetaudienceandsentthroughhasspecificchannel,suchasa

magazineadvertisementoratelevisioncommercial(OuwerslootandDuncan,2008).The

threemajorcomponentsofthecommunicationprocessarethesource,messageand

channelfactor(BelchandBelch(2007).

FIGURE1:Themarketingcommunication

Source:BelchandBelch(2007)

Figure1showsthatthecommunicationprocessconsistsofvariouselements,namelythe

Senderorthesourcewhichistheoriginatorofthemessage,themessageitselfthatisthe

Senderor

source(encodin

g)

Message Communicatio

nchannel

Receiving

(Decoding)
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actualinformation and impressionsthatthe senderwishesto communicate,and the

communicationchannelormedium isusedtorelaythemessagewithoutwhichtherecanbe

nocommunication.Finally,thereceiversarethepeoplewhoreceivethemessage.Thesender

encodesthemessageandthereceiverdecodesit.Feedbackisthenprovidedfromthereceiver

backtothesenderinresponsemessage.
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2.1.4.1TheSourceFactor

The source orsenderofthe message is the organization thatinitiates the sharing

ofnformationaboutabrand(Ouwersloot&Duncan,2008).Theaim isthatthereceiverwill

ultimatelyinterprettheinformationinthemessageasintendedbythesender.Thesourceis

thepersoninvolvedincommunicatingamarketingmessage,eitherdirectlyorindirectlyItis

crucialthatthe senderofthe message be deemed believable.Belch and Belch(2007)

identified three attributes ofsource effectiveness,namely credibility,powerand

attractiveness.

2.1.4.1.1Credibility

Credibilityistheextenttowhichtherecipientseesthesourceashavingrelevant

Knowledge,skillorexperience and truststhe source to give unbiased,objective

information(Shimp,2007).Expertiseandtrustworthinessaretwoimportantdimensions

to credibility.Expertise refers to the perceived knowledge,experience orskills

possessed by a source as they

relatetothecommunicationstopicwhereastrustworthinessreferstotheperceivedhonesty,

integrity,andbelievabilityofasource(ShimpandAndrews,2013).

2.1.4.1.2Attractiveness

Sourceattractivenessleadstopersuasionthroughaprocessofidentification,whereby

thereceiverismotivatedtoseeksometypeofrelationshipwiththesourceandthus

adoptssimilarbeliefs,attitudespreferences,orbehavior(ShimpandAndrews,2013).The

source ofthe message should be attractive enough to concentrate the viewer’s

attentiontowardstheadvertisementbutnottoanextentthatitovershadowsthebrand

itself(BelchandBelch,2007).Sourceattractivenessencompassessimilarity,familiarity,

andlikability.

2.1.4.1.3Power

Theabilityofthesourcetoproviderewardsorpunishmentsforthereceiverisknown

asSourcepower.Asaresultofthispower,thesourcemaybeabletoinduceanotherpersonto
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respondtotherequest(BelchandBelch,AccordingtoMulugetaandAbdulsukur(2014),the

powerThesourcemustbeperceived asbeing abletoadministerpositiveornegative

sanctionstothereceiver(perceivedcontrol)andthereceivermustthinkthesourcecares

aboutwhetherornotthereceiverconforms(perceivedconcern).Thereceiver’sestimateofthe

source’sabilitytoobserveconformityisalsoimportant(perceivedscrutiny)

2.1.4.2TheMessageFactor

Theaimoftheencodingprocessistodevelopamessagethatrelaystheinformationthat

Thesenderwantstoprovidetothetargetaudience.AccordingtoMcLean(2005)

,message isthestimulusormeaningproducedbythesourceforthereceiveror

audience.Itisbroadlycategorizedintomessagestructureandmessageappealsas

summarizedbelow (ShimpandAndrews,2013);(MulugetaandAbdulsukur,2014)and

(BelchandBelch,2007).

2.1.4.2.1MessageStructure

Messagestructureisanimportantaspectofmessagestrategythatknowsthebestwayto

Communicateandovercomeanyopposingviewpointsaudiencemembersmayhold.

Orderofpresentation-Researchonlearningandmemorygenerallyindicates

thatitemspresented firstand lastare remembered betterthan those

presentedinthemiddle.Presentingthestrongestargumentsatthebeginning

assumeprimacyeffectwhile,doingthatattheendassumesarecencyeffect.

Conclusion drawing-Messageswith explicitconclusionsaremoreeasily

understood and effective in influencing attitudes.The effectiveness of

conclusiondrawingmaydependonthetargetaudience,thetypeofissueor

topic,andthenatureofthesituation.

Messagesidedness-Messagecanbeeitheronesided(statingonlythepositive

attributes)ortwosided(presentingbothgoodandbadpoints).Dependinguponthe

marketshareandimageassociated,aparticularmessagetypecanbechosen.

 Refutation-Aspecialtypeoftwo-sidedmessageisknownasarefutationappeal

whichisusedwherebythecommunicatortopresentbothsidesofanissueandthen

offersargumentstorefutetheopposingviewpoint.
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 Verbalversusnon-verbalmessages-Theuseofavisualthatisinconsistentwiththe

verbalcontentleadsto more recalland greaterprocessing ofthe information

presented.
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2.1.4.2.2MessageAppeal

Theappealinthemessageservestoarousethepsychologicalbuyingmotiveofthe

consumer.

Rationalappeals–inthiscasethemessagemainlyemphasizesontheproduct

benefitsandtheproblemswhichitcansolve.

Comparativeadvertising-isthepracticeofeitherdirectlyorindirectlynaming

competitorsinadvertisingandcomparingoneormorespecificattributes.

Emotionalappeal-meettheconsumer’spsychological,emotionalandsocial

requirements.Themajoremotionalappealsarefearappealinwhichthe

advertising message use fearappealsto evoke emotionalresponse and

arouseindividualstotakestepstoremovethethreat.Onthecontrary,humor

appealisbestremembered messagesthatattractand hold consumers’

attention.

2.1.4.3TheChannelFactor

Themethodusedtotransportthemessagefrom thesendertothereceiveriscalledthe

messagechannel,andisalsoreferredtoasthemedium (McLean,2005).Channelfactors

arecategorizedintotwobroadlevelsofmessagechannelsnamelypersonalandnon-

personaltypes.Personalchannels include any channelthatentails face-to-face

communication,suchasasellingsituation,wherethesalespersonisface-to-facewith

theprospectivecustomer.Communicationchannelsthatconveyamessageinthe

absenceofinterpersonalcontactbetweenthesenderandreceiverarenon-personal

channels(BelchandBelch,2007

Major non-personalcommunication channels are broad cast advertising (radio,

television,andInternetadvertising),PrintMediaAdvertising(Newspaper,Magazine,

Brochures,andFliers)andoutdooradvertising(billboards,kiosks,andtradeshows

organized by the company)(Shimp and Andrews,2013).Information received from

personalinfluencechannelsisgenerallymorepersuasivethaninformationreceivedvia

themassmedia(MulugetaandAbdulsukur,2014



16

2.1.5ConsumerBuyingPreference

Theprocessofdecisionmakingisoneofthemostcomplexmechanismsofthehuman

thinking,asvariousfactorsandcoursesofactionintervenein

it(Furajietal.,2013).Consumerbuyingbehavioringeneralreflectsthereasonwhy

consumersbuyproductswithaninterest,thefactorsinfluencingtheirchoice,howthey

takepurchasedecisions,etcAccordingtoFurajietal.,(2013),decisionmakingmeansa

groupoflogicallyconnectedmentaloperationsorcalculationsleadingtothesolutionof

adecisionproblemthroughthechoiceofoneoutofallpossiblevariantsofbehavior.

Peopleselectandpreferbrandsonthebasisofadvertisingandthemajorcausesofthem

Preferenceisthestrongpositivecampaignofadvertising(Ayanwaleetal.

2005).Consumers’preferencesareinfluencedbywhethertheyaregoingtomakedirect

comparisonsbetweenthedifferentbrandsorgoingtoevaluatebrandsindividually

(SethiandChandel,2015).

Underlinesthattheconsumer’schoiceismainlytheresultofacomplexplayof

cultural,social,personalandpsychologicalfactors(Furajietal,(2013).Sethiand

Chandel(2015)alsostatedthat,consumerssetofpreferencesdependentsupon

culture,education,andindividualtastes.Accordingto(Spark,2016),buyersrespond

totheneedariseandtheydifferentiatetheneedsasimmediateneedsandfuture

needs,thentheystartgatheringinformationfortheneedswhicharetobefulfilled.

Duringthisstage,buyersmaybeinfluencedbythereferencegroups,advertisements,

socialmediaandtheirownbeliefsandperceptions.Inthenextstage,consumers

develop variousalternativesand evaluate properly andcome to the purchase

decisionattheend.

2.2EmpiricalReview

Thissectionsummarizesthedifferentscholars’researchfindingsinrelationtothestudy

TopicItisindicatedthatresearchershaveseentheeffectofadvertisementfrom

differentpointofview howeveragreementhavebeenshownonthesignificant

effectofadvertisementonconsumersdecision.



17

TABLE1:ReviewofRelatedJournals
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S.No Researchers Topic Majorfindings

1 Genet

Habtu

(2014)

Assessingthe

Effectivenessof

Communication

Factorsand

Behavioral

Changesof

Audiencesasa

Resultof

Advertising

EffortstheCase

ofCommercial

BankofEthiopia

Accordingtotheresearchfindings,thequalityof

themessageandthesourcethatcarrythemessage

has significant effect.Further,the advertising

efforts is effective to create awareness and

preferenceoftheservices,butnoteffectiveto

create knowledge,liking,conviction and action.

Also,theaffectivelevelofcustomerstowardsthe

services is more;however,the cognitive and

cognitivelevelisless.Theresearchfindingsalso

reveal that there is appositive and strong

relationshipbetweenthetwovariables.However,

the relationship between message quality is

strongerthanthemessagesource.
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2 Kalia,G.and

Mishra,A.

(2016)

Effectsofonline

Advertisingon

Consumersin

Punjab

The study bringsfactson how advertisersuse

socialsitesto make theirproductspopular.It

indicateshatrectangularbannerandskyscraper

advertisementsthataretoodesignedinbigpicture

and copy heavy layouts are preferred.Online

advertisementsofecommerce sitesand mobile

phonesare noticed ascompared to any other

products and those advertisements whose

functionsaredisplayedarechosen.

The study suggests that,online advertisement

placedabovethemastheadandontherightsideof

thehomepagegainsthemaximum attentionalso

vibrant colors and promotional offers attract

people.3 Melkamu

Daba(2014)

TheEffectof

MediaAdvertising

onConsumers

‘BuyingBehaviorin

theBanking

Service(Thecase

ofOromia

International

Bank)

InEthiopiacontext,thestudyresultsrevealthat,TV

hasthemostpowerfulinfluenceon consumers’

buyingbehaviorduetothecombinationsofaudio-

visualpresentations. The informative

advertisement,perception aboutthe bank,the

colorofthelogoandthebrandnamewerethe

imperativefactorsthatmotivatedconsumersto

respond to the bank’s media

advertisement.

Theresultssuggestedthat,thecompanyneedsto

designitsadvertisingmethodsusingthevarious

mediaoutletsextensivelytoreachlargenumberof

targetaudienceandtoattractaswellasretain

customers.4 Ahmedet

al.,(2017)

Does

Advertisement

influencethe

Consumer’sBrand

Preferencesand

Consumer’sBuying

Behavior?

Theaim ofthestudyistodeterminetheinfluence

ofadvertisingonbrandpreferenceandconsumer

buyingbehaviorinthegeneralpublicatGujran

walacity.Resultrevealsthatadvertisementshave

strong,positiveandsignificant relationshipwith

consumers brand preference and

consumerbuyingbehavior.

The results suggest that properly

managingadvertisementcampaignsisimportant

to have positive trend of consumer’s buying

behaviorandbrandpreference.
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FIGURE2:ConceptualFrameworkofthestudy
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Visibility
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Message

presentation

Messagecredibility

Messageexecution

ChannelFactor

Mediainfluence

Mediaunclutteredairtime

Mediaprogramcontent

Consumers’

BuyingPreference

Source:Adoptedfrom(BelchandBelch(2007))withaslightmodification
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CHAPTERTHREE

Research Methodology

Thischapterwascoverthedescriptionofstudyarea,researchapproach,researchdesign,

populationandsamplingtechnique,datasourcesandtypes,datacollectioninstrumentsand

proceduresinadditiontomethodofdataanalysis.EthicalConsiderations.

3.1DescriptionofstudyArea

Wolkitetownadministrationisthecapitalofguraghezoneaswellaswolkiteworeda.It

locatedinthesouthernnations,nationalitiesandpeoplesregion;thedistanceoftownfrom

centralgovernmentorfrom AddisAbabais152km.Accordingtothetraditionalclimatezone

classification,asaresultoftheeffectofaltitude,theclimaticconditionofwolkiteisclassified

underkola.Julyisthecoldestmonth.Thedominanttypesofeconomicsactivitiesthatare

practicedbythepeopleincludecommerce,urbanagricultureandcivilservant.

3.2Researchapproach

Researchmethodsaregeneralizedandestablishedwaysofapproachingresearch

Areclassifiedasqualitative,quantitativeandmixedmethods.Qualitativeresearchisan

approachforexploringandunderstandingthemeaningindividualsorgroupsassignto

asocialorhumanproblem whilequantitativeresearchmethods usedfortesting

objectivetheoriesbyexaminingtherelationshipamongvariables.Ontheotherhand,

mixedmethodsresearchinvolvescollectingbothquantitativeandqualitativedataand

use distinctdesignsthatmay involve philosophicalassumptionsand theoretical

frameworks.

Inordertoachievetheirsearchobjective,quantitativeresearchmethodwasusedasitallows

researchertoinvestigatetherelationshipbetweensourcefactor,messagefactorandmedia

factorswiththatofconsumerbuyingpreference.
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3.3ResearchDesign

Researchdesignsistheplanusedtocarryoutthestudywithintheguidelinesofthe

Research method,consistent with the research question (Bhattacherjee,2012).

AccordingtoRahi(2017),researchdesignapproachclassifiedasexploratory,descriptive

andexplanatoryorcausalresearch.Exploratoryresearchisundertakentoexplorean

issueoratopicandtolookfornewinsightsortoreachagreaterunderstandingofan

issue.Ontheotherhand,descriptiveresearchis describesomesituationandare

usuallystructured aswellasspecificallydesigned tomeasurethecharacteristics

describedintheresearchquestion.AccordingtoVogt(1999),ascitedbyCarrie(2007)

whenthefocusisoncause-effectrelationships,thestudyiscausalorexplanatory

researchthatexplainswhichcausesproducewhicheffects.Thistypeofresearchhelps

togetfreshinsightintoasituationinordertobuild,elaborate,extendortestatheory.

Therefore,in this research descriptive research where used.It’s descriptive as

descriptivedatawascollectedthroughdetailedquestionnaire.Andtherelationship

betweentheeffectsofadvertisingonconsumers’buyingpreference.

3.4PopulationandSampling

3.4.1PopulationoftheStudy

Targetpopulationistheentiregroupofpeopleorobjectstowhichtheresearcherwishes

togeneralizethestudyfindings.Itisthecompletesetofunitsofanalysisthatareunder

investigation,whileelementistheunitfrom whichthenecessarydataiscollected

(Bhattacherjee,2012).ThetargetpopulationofthisresearchisallconsumersofSMART

MobilelocatedinWolkiteTown.

3.4.2SamplingTechnique

Todeterminethesamplingtechniqueofthisstudy,non-probabilitysamplingtechniques

Wasusedduetothelackofaccesstohavealistofthepopulationbeingstudied.Inthis

samplingtechniquethechancesorprobabilityofeachunittobeselectedisnotknown

orconfirmed.Also,thetechniquedoesnotallowtheestimationofsamplingerrors,and
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maybesubjectedtoasamplingbias(Rahi,2017).From thetypesofnon-probability

samplingtechniques,aconveniencesamplingwasusedintheresearch.Thistechnique

isalsoknownasaccidentaloropportunitysamplingwheresampleisdrawnfrom the

partofthe population thatis close to hand,readily available,or convenient

(Bhattacherjee,2012).In this study,sample ofrespondents were gatherwhen

consumerscomeacrosstheSMARTMobilesalesoutletshops,whichmadeiteasyand

convenientfortheresearchertocollectconsumers’perspective.

3.4.3SampleSize

Whenthesizeofpopulationisunknownandinfinite,therepresentativesamplesizewas

determinedbyusingestimationmethod.Thesamplesizeforthisparticularstudywas

computedbasedontheformulasuggestedby(Corbetta,2003).Samplesizeisdirectly

proportionaltothedesiredconfidenceleveloftheestimate(z)andtothevariabilityof

thephenomenonbeinginvestigated,anditis inverselyproportionaltotheerrorthat

theresearcherispreparedtoaccept.

Thus,thesamplesizeiscalculatedforthelistfavorablecasep=q=0.5thesamplesize

inthisresearchwillbedeterminedasfollows:

n=z2pq/e2

n=standsforthesamplesizewhichwill

bedrawne=levelofprecisionorsampling

error

P = population

proportion z= levelof

confidence

n=((1.96)²x0.5(0.5))/(.05)

n=(3.8416x0.25)/.0025

n =

0.9604/0.0025 n

=384.16

n=384
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3.5DataSourcesandTypes

Bothsecondaryandprimarydatawereusedforthisresearch.Theprimarydatawas

collectedthroughquestionnaireandsecondarydatawascollectedfrom companies

publishedarticlesandmagazines,referencebooks,researchjournalsetc.thatare

relevanttothestudy.

3.6DataCollectionInstruments

Structuredcloseendedquestionnairewasdevelopedtocollectdatafrom respondents.

Thequestionsweredesignedtomeettheobjectiveoftheresearchabouttheeffectof

advertisingonconsumers’buyingpreferenceofSMARTMobile.Thefirstsectionofthe

questionnairewas containthegeneralinformationabouttherespondentandthe

remaining sectionsfocuson each independentvariable which are source factor,

messagefactorandchannelfactoranddependentvariablewhichisonconsumers’

buying preference.A totaloftwenty-six (26) questionswasdeveloped and

arrangedbyusingafive-pointlikeresponsescale.Beforeconductingtheactualsurvey,

apilotsurveywasconductedinordertocheckwhetherthequestionnaireisclearand

straightforward.

3.7ProceduresofDataCollection

MarketingmanagersandpromotionheadsofSMARTMobilewerecontactedtoget

Permissionforadministeringthequestionnaire.Onesalespersonwasassignedforthis

purposeandtrainingwasgiventodistributeandcollectthequestionnairesinanethical

manner.

3.8MethodofDataAnalysis

ThevariablesofthestudywereAdvertisingandconsumerbuyingpreferenceAdvertisingis

theindependentvariableandconsumerbuyingpreferenceisthedependentvariable.Inorder

toanalyzetheresultswascreatedscoresforthesetwovariables.Allquestionsusea5-point

scalerangingfrom1=stronglydisagreeto5=stronglyagree.Byaddingthepointsfromeach



25

question,atotalscoreforadvertisingwascreatingforeachquestionnaire.Asimilarscore

systemwasalsodevelopforconsumerbuyingpreference.ThefivepointLikerscales,which

wasusedtomeasureadvertising,wereusedtoconsumerbuyingpreference.

3.9EthicalConsiderations

Atthebeginning,aclearandaccurateinformationabouttheresearchwasgiventothe

Participantsofthestudyandtheirvoluntaryparticipationwererespected.The

participants’identitywasprotectedandallinformationobtainedfromtherespondents

wasconfidentialandnoonewillhaveaccesstotheidentityoftherespondents.

Moreover,noinformationaremodifiedorchanged.Informationwaspresentedas

collectedandallthesecondarydatasourceswereappreciatedinthereferencesection.
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Chapter4

DataInterpretationandAnalysis

Thischapterdealswiththedemographicanalysisoftherespondents,thereliabilityofthe

Data,thedescriptivestatisticsofthevariables,theinterpretationofresults.Finally,

discussionofresultsispresentedinordertoaddresstheresearchobjective.Thedata

collectedfrom respondentswereanalyzedandinterpreted. Duringdatacollection

totalof384questionnaireswheredistributeofthusdistributequestionnaireoftotal

362wherereturnwhichequityresponserate89.8% astheresultoftotal384where

usedtoanalysis.

4.1Questionersresponserate

Thenumberofsamplesforwhichaquestionerwasdistributedforacustomer’swas

384(95.8)asmentionedinchapter3. However,22questionnaireswerefoundtobe

incompleteandinappropriatelyfilled.Therefore,theanalysiswasconductedon362

(89.8%)ofthequestionnaires.

4.2DescriptiveStatistics

Afterthedatahasbeencodedanddouble-checked,thenexistedwascalculating

Descriptivestatistics.Thepurposeofdescriptivestatisticsistoorganize,summarize,

describeandpresentdatathroughnumericalcalculationtables.Accordingto(Nicholas,

2006),descriptivestatisticsonlymakesstatementsaboutthesample.Thethreemain

typesofdescriptivestatisticsarefrequencies,measuresofcentraltendency(alsocalled

averages),andmeasuresofvariability.

Thequestionnaireusedinthisresearchconsistedoftwosections.Thefirstsectionis

Relatedtothedemographiccharacteristicsofcustomersandwasusedtocapturethe

generalinformation.Thesecondsectionconsistedof26indicatorquestionsheadedby

fiveconstructsthatwereaimedtoaddresstheeffectofadvertising.Thesourcefactor,

themessagefactorand
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Thechannelfactorsweretheindependentvariablesandtheconsumers’buying

preferencewasthedependentvariable.

4.2.1DemographicAnalysisofRespondents

Inthissub-section,descriptivestatisticsispresentedtocharacterizethesampleinaway

Thatmakestheanalysismoremeaningfulforreaders.Demographicanalysis’saboutthe

backgroundinformationofrespondentssuchasgender,age,educationleveland

occupation.

AsshowninTABLE1,femalerespondentsconstitutedthelargestshareofthegender

Compositionrepresenting57.5% ofthetotalrespondentswhile42.5% weremale.In

termsofagerange,thelargestnumberofrespondentswasintheagerangebetween19

and30years,which accountedfor60.5% oftherespondents.Thesecondlargest

numbersofrespondentswereintheagerangebetween31and40yearsofage.There

maining11.1% ofrespondentswereeitherunder18yearsofageorabove40yearsofage.

Majorityoftherespondentsthatis,79.6% hadafirstdegreeorabove.Concerningthe

occupationofrespondents,thelargestnumbersofrespondentswereanemployee,

which was82.9% ofthetotalnumber,while10.5% wereself-employed,andthe

remaining6.6% werestudents.

RegardingthequestionaskingwhichSMARTMobileadvertisementdidyousee,71.5% of

themrespondedthattheysawaSMARTMobileadvertisementthroughbothabroadcast

media(television,radio,internet,etc.)andanoutdoormedia(billboards,shopbanners,

wallhangingsigns,etc.).ThosewhorepliedthattheysawaSMARTMobileadvertisement

throughabroadcastmedia,anoutdoormediaandaprintmedia(newspapers,magazines,

brochures,etc.)constituted20.4% ofthetotalrespondents.5% oftherespondents

repliedthattheywereinformedaboutSMARTMobilethroughbothprintmediaand

outdoormedia.Thereremaining3% oftherespondentsgavetheirwordthattheycame

acrossaSMARTMobileadvertisementonlythroughanoutdoormedia.
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TABLE1:Demographiccharacteristicofrespondents.

Demographics Category Number Percentage

Genderof

Respondent

s

Male 154 42.5

Female 208 57.5

Total 362 100

Ageof

Respondent

s

<18 11 3.0

18-30 219 60.5

31-40 103 28.4

41-50 23 6.4

>50 6 1.7

Total 362 100

EducationLevel

ofRespondents

Highschool 19 5.2

Diploma 55 15.2

1stDegree 257 71.0

2
nd

Degree&above 31 8.6

Total 362 100

Occupationof

Respondents

Student 38 10.5

Employee 300 82.9

Self-employed 24 6.6

Total 362 100

MediaExposure

forSMART

MOBILE

Advertising

Broadcastmedia - -

Printmedia - -

Outdoormedia 11 3.0

BroadcastmediaandPrintmedia - -

BroadcastmediaandOutdoormedia 259 71.5

PrintmediaandOutdoormedia 18 5.0

Broadcastmedia,PrintmediaandOutdoor
media

74 20.4

Total 362 100
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4.2.2DescriptiveStatisticsofVariables

Inthissub-section,descriptivestatisticsintheformofmeanandstandarddeviationare

presentedtoillustratethelevelofagreementoftheresponses.Meanisthemost

commonsinglenumberusedtodescribetheaveragebehaviorofadataset.The

variabilityoftheobservedresponsewasshownbythestandarddeviation.Inadditionto

findingtheaveragevalueofasetofdata,identifyinghowmuchthedataisspreadfrom

theaveragevalueiscomputedbydeviationsfromthemean(Nicholas,2006).Thehigher

thevalueofthemean,themoreagreementthereisbetweentheresponsesandthe

statement.

Inordertoanalyzetheeffectsofadvertisingonconsumers’buyingpreferenceofSMART

Mobileinwolkitetown,atotalof26questionswereformulatedandweregroupedinto

threedimensionsbasedontheindependentvariables:thesourcefactor,themessage

factorandthechannelfactorandthedependentvariable:theconsumers’buying

preference.Forthispurpose,customerswereaskedtoratethelevelofagreementona

five-pointsLiker’ssummative scaling method,which isaone-dimensionalscaling

methoddevelopedbyGardnerMurphyandRensisLikertin1938(Bhattacherjee,2012).

Theitemswereratedbyjudgesona1to5ratingscale,where1stoodforastrong

disagreement,2 stand fora disagreement,3 forneutral(neitheragreementnor

disagreement),4foragreementand5standsforastrongagreementforeachquestion

underthefourattributes.

AsindicatedinTABLE,theoverallmeanscoresofbothdependentandindependent

variablesrangedfrom 3.54to4.13.Themessagefactorhadthehighestmeanscoreof

4.13,whereasthechannelfactorhadtheleastmeanscorevalueof3.54.

TABLE2:Descriptivestatisticsofvariables

N Mean

Standard

deviation
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Sourcefactor 362 4.02 0.535

Messagefactor 362 4.13 0.492

Channelfactor 362 3.54 0.488

Consumers buying

preference

362 3.72 0.733

ValidN(listwise) 362

4.2.2.1DescriptiveStatisticsoftheSourceFactor

Themeanandthestandarddeviationscoreshavebeencomputedforallthesixsub

constructsofthesourcefactordimension.Thesesub-constructsarestatedas:1)theSMART

Mobileadvertisementsourcepersonistrustworthy,2)theadvertisementsourcepersonis

attractive,3)theadvertisementismorevisiblethanthesourceperson,4)theadvertisement

sourcepersonislessexposed,5)theendorsementintheadvertisementhascongruenceor

fitswiththebrand,and6)Theadvertisementwascastedbyforeignersthatincreasedthe

acceptanceofthebrand.Theresultispresentedinbelow.

AsshowninTABLE,themeanscoresofthesourcefactorattributeforallthesixitemsranged

from3.60to4.35.Thesub-constructoftheendorsementofSMARTMobileadvertisement

beingcongruentorfitwiththebrandreceivedthehighestmeanscoreof4.35;whereasthe

highervisibilityoftheSMARTMobileadvertisementthanthesourcepersonreceivedtheleast

meanscorevalueof3.60.Theoverallmeanscoreofthesourcefactorattributeswas

calculatedtobe4.02,whichisaboveaverage.

TABLE3:Sourcefactordescriptivestatistics

Sub-constructsofthesourcefactordimension

oftheSMARTmobileadvertisement N Mean

Standard

deviation

Advertisementsourcepersonistrustworthy 362 3.99 0.832

Advertisementsourcepersonisattractive 362 4.27 0.544

Advertisementismorevisiblethansource

person

362 4.60 0.885

Advertisementsourcepersonislessexpose 362 4.06 0’751

Endorsementhascongruencewiththebrand 362 4.35 0.740

Advertisementwascastedbyforeignerswhich

increasedtheacceptanceofthebrand

362 3.86 1.091
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ValidN(listwise) 362

4.2.2.2DescriptiveStatisticsofMessageFactor

Themeanandthestandarddeviationscoreshavebeencomputedforallthesevensub

constructsofthemessagefactordimension.Thesesub-constructsarestatedas:1)the

messageintheSMARTMobileadvertisementisclear,2)themessageintheSMARTMobile

advertisementisrationallyappealing,3)themessageintheSMARTMobileadvertisementis

emotionallyappealing,4)thevisualmessageoftheSMARTMobileadvertisementis

attractive,5)theverbalmessageoftheSMARTMobileadvertisementisattractive,6)the

messageoftheSMARTMobileadvertisementiscredible,and7)themessageintheSMART

Mobileadvertisementisexecutednicely.TheresultispresentedinTABLE.

TABLE,4:Messagefactordescriptivestatistics

Sub-contractsofthemessagefactordimensionof

theSMARTmobileadvertisement N Mean

Standard

deviation

Themessageintheadvertisementisclear 362 4.37 0.659

Themessageintheadvertisementisrationally

appealing

362 4.39 0.536

Themessageintheadvertisementisemotionally

appealing

362 3.88 0.949

Thevisualmessageintheadvertisementis

attractive

362 4.40 0.700

Theverbalintheadvertisementisattractive 362 3.41 0.065

Themessageintheadvertisementiscredible 362 4.26 0.508

Themessageintheadvertisementexecutednicely 362 4.22 0.963

ValidN(listwise) 362

AsshowninTABLE4,themeanscoresofthemessagefactorattributeforallthesevensub-

constructsrangedfrom3.41to4.40,whichindicatesthattheattractivenessofthevisual
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messageoftheSMARTMobileadvertisementreceivedthehighestmeanscoreof4.40,

whereastheattractivenessoftheverbalmessageoftheSMARTMobileadvertisement

receivedtheleastmeanscorevalueof3.41.Theoverallmeanscorevalueofthemessage

factorattributewascalculatedtobe4.13,whichisaboveaverage.

4.2.2.3DescriptiveStatisticsofChannelFactor

Themeanandthestandarddeviationscoreshavebeencomputedforalltheninesub

constructsofchannelfactordimension.Thesesub-constructsarestatedas:1)fromthe

mediumofadvertisingthatSMARTMobileisusing,abroadcastmediainfluencedmeto

considertheproduct,2)aprintmediainfluencedmetoconsidertheproduct,3)anoutdoor

mediainfluencedmetoconsidertheproduct,4)fewadvertisingmessagesaretransmittedin

thebroadcastmediumwhereSMARTMobilechoseforadvertising,5)fewadvertising

messagesaretransmittedintheprintmediumwhereSMARTMobilechoseforadvertising,6)

fewadvertisingmessagesaretransmittedintheoutdoormediumwhereSMARTMobilechose

foradvertising,7)thebroadcastmediaprogramcontentinwhichSMARTMobileisusingfor

advertisingisattractive,8)theprintmediaprogramcontentinwhichSMARTMobileisusing

foradvertisingisattractive,and9)theoutdoormediaenvironmentinwhichSMARTMobileis

usingforadvertisingisattractive.TheresultispresentedinTABLE5

TABLE5Channelfactordescriptivestatistics

Sub-constructsofthechannelfactordimensionofthe

TECNOMobileAdvertisement

N Mean Standard

Deviation

InfluencedbyabroadcastmediatoconsiderSMAR

Mobile

362 4.05 0.666

InfluencedbyaprintmediatoconsiderSMARTMobile 362 3.13 0.513

InfluencedbyanoutdoormediatoconsiderSMART

Mobile

362 3.60 0.949

Fewadvertisementsaretransmittedinthebroadcast

mediumthatSMARTMobilechoseforadvertising

362 3.27 1.139

Fewadvertisementsaretransmittedintheprint

mediumthatSMARTMobilechoseforadvertising

362 3.17 0.518
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Fewadvertisementsaretransmittedintheoutdoor

mediumthatSMARTMobilechoseforadvertising

362 3.54 1.114

Theprogramcontentinthebroadcastmediathat

SMARTMobilechoseforadvertisingisattractive

362 4.11 0.986

TheprogramcontentintheprintmediathatSMART

Mobilechoseforadvertisingisattractive

362 3.23 0.651

TheprogramcontentintheoutdoormediathatSMART

Mobilechoseforadvertisingisattractive

362 3.73 1.017

ValidN(listwise) 362

AsindicatedinTABLE,themeanscoresofchannelfactorattributeforallthenineitems

rangedfrom3.13to4.11,whichindicatesthattheattractivenessofthebroadcastmedia

programcontentinwhich,SMARTMobileisusingforadvertisingreceivedthehighestmean

scoreof4.11,whereastheinfluenceofprintmediathatSMARTMobileisusingforadvertising

receivedtheleastmeanscorevalueof3.13.Theoverallmeanscoreofthechannelfactor

attributewascalculatedtobe3.53,whichisaboveaverage.

4.2.2.4DescriptiveStatisticsofConsumers’BuyingPreference

Themeanandthestandarddeviationscoreshavebeencomputedforallthefoursub

constructsofconsumers’buyingpreferencedimension.Thesesub-constructsarestatedas:1)

IpreferSMARTMobilebecauseIwasinfluencedbythesourceperson,2)IpreferSMART

MobilebecauseIwasinfluencedbythemessageintheadvertisement,3)IpreferSMART

MobilebecauseIwasinfluencedbythemediumthatSMARTMobilechoseforadvertising,and

4)theSMARTMobileadvertisementinfluencedmetochoosethebrand.Theresultis

presentedinTABLEbelow.

TABLE6:Consumers’buyingpreferencedescriptivestatistics

Sub-constructsoftheconsumers’buyingpreference

dimensionoftheSMARTMobileAdvertisement

N Mean Standard

Deviation

IpreferSMARTMobilebecauseIwasinfluencedbythesource

person

362 3.66 1.000
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IpreferSMARTMobilebecauseIwasinfluencedbythe

messageintheadvertisement

362 4.20 0.869

IpreferSMARTMobilebecauseIwasinfluencedbythe

mediumthatSMARTMobilechoseforadvertising

362 3.29 1.059

TheSMARTMobileadvertisementinfluencedmetochoose

thebrand

362 3.73 0.979

ValidN(listwise) 362

AsshowninTABLE8,themeanscoresofconsumers’buyingpreferenceattributesforallthe

fouritemsranged from 3.29 to 4.20,which indicatesthatthe consumers’buying 40

preference ofSMART Mobile being due to the influence from the message in the

advertisementreceived the highestmean score 4.20,whereasthe consumers’buying

preference ofSMARTMobile being due to the medium thatSMARTMobile chose for

advertisingreceivedtheleastmeanscorevalueof3.29.Theoverallmeanscoreofconsumers’

buyingpreferenceattributewascalculatedtobe3.72,whichisaboveaverage.

Chapter5

Summary,ConclusionandRecommendation

Thischaptersummarizeswhathasbeendiscussedintheearlierchaptersandgivesa

conclusionbasedontheresultsfromtheresearch.Basedontheresearchfindings,

recommendationsanddirectionsforfutureresearchesarepresented.

5.1SummaryofMajorFindingsandConclusions

Themainobjectiveofthisresearchistoanalyzetheeffectsofadvertisingonthebuying

preferenceofSMARTMobileconsumersinwolkitetown.Althoughmanystudieshavebeen

doneonadvertisingingeneralandontherelationofadvertisingwithothermarketing

elements,comparatively fewer studies have explored the communication factors of

advertisingmainlythesourcefactor,themessagefactorandthemediafactor,andanalyzed
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theireffectonthebuyingpreferenceofconsumersinthelocally-manufactured,technology

sector.Thisresearch aimed todetermineand investigatetheeffectofsourcefactors,

messagefactorsandchannelfactorsontheconsumers’buyingpreferenceofSMARTMobile

inwolkitetown.

AlltherespondentsintheconductedsurveywereconsumersthatcometobuySMARTMobile

inallsalesoutletshopsthat SMARTMobile locatedinWolkitetownduringthetimeofdata

collection.The research was based on the major components of the marketing

communicationprocessthatarethesource,themessageandthechannelfactor.Accordingto

BelchandBelch(2007),thecommunicationprocessemphasizedonthesenderorthesource

element,whichistheoriginatorofthemessage,themessageitself,whichistheactual

informationthatthesenderwishestocommunicate,andthecommunicationchannel,which

isthemedium thatisusedtoconveythemessage.Finally,thereceiversarethepeoplewho

receivethemessage.Thishasbeenusedtoinvestigatetheeffectof advertisingonthe

consumers’buyingpreferenceinthetechnologysector,andspecificallytakingtheSMART

Mobile inwolkitetownintoconsideration.

Literaturehasunderlinedthevitalityofeffectivecommunicationforbusinessorganizations

andtheimportantroleofadvertisingasatoolusedtogainsuccessincommunication(Shimp,

2007).

Inthisresearch,thesourcefactorismeasuredintermsofattractiveness,trustworthiness,

visibility,exposure,congruenceandcasttype.Messagefactorisevaluatedintermsofcontent,

appeal,presentation,credibilityandexecution.Finally,thechannelfactorismeasuredin

termsofinfluence,unclutteredairtimeandprogram content.Basedonthe362sample

respondents,thedescriptivestatisticsresultrevealedthattheeffectofthechannelfactoris

greaterthanboththemessagefactorandthesourcefactor.Theeffectofthemessagefactor

isgreaterthanthesourcefactorinexplainingthevariabilityofconsumers’buyingpreference.

Therelativeimportanceoftheindependentvariablesincontributingtothevariationonthe

consumers’buyingpreferencewasfoundtobesignificantforallthevariablesatp-values<

0.05.Therefore,thisparticularresearchconfirmsthethreehypothesesonthesourcefactor,

themessagefactorandthechannelfactorhavingapositiveandasignificanceeffectonthe
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consumers’buyingpreference,andthenullhypothesisisnotsupported.

Finally,itisconcludedinthisresearchthat57.7% oftheconsumers’buyingpreferencecould

beattributedbythesum ofthethreeindependentvariables.Further,itisindicatedthat

channelfactoristhemostimportantfactortohavepositiveand significanteffecton

consumerbuyingpreference.Futureresearchcouldaddresswhatfactorsandvariables

determinetheremaining42.3% oftheconsumers’buyingpreference.

5.2Recommendations

Onthebasisofthefindings,thefollowingrecommendationsaremade.Marketingmanagers

ofSMARTMobilecompanyneedtoconsiderallthevariablessincethesevariablesarethe

mainfactorsthatinfluenceconsumers’buyingdecisionandcoulddeterminethecompany’s

marketshare.Thecompanyneedstoworkmoreonidentifyingtherightsourcepersonthat

fitstheproductandshouldbeawaresothatthesourcepersondoesnotovershadow the

product. Significantrelationshipbetweenthechannelfactorsandtheconsumerbuying

preferencehasbeenobservedinthisresearch.Hence,managersshouldinvestmoreon

advertisingtheproductonthechannelsthataremostpreferredbyconsumers.Byidentifying

themediawhichcontainattractiveprogram contentsthatcouldreachtargetcustomersthe

most,thecompanycouldinfluencecustomerstopreferthebrand.Asseenintheresultsof

thisresearch,significantrelationshipbetweenthemessagefactorsandtheconsumers’

buyingpreferencehasbeenidentified.Therefore,managersshouldcontinuetheirefforton

theattractivenessofthevisualmessageoftheadvertisementandaim tomaketheverbal

messagemoreattractive.Thiscouldbeachievedbyreplacingthecurrenton-airtranslated

verbalmessageofSMARTmobilebymorelivelyvocalmessageorbycreatingindigenousor

relatablefeelingontheverbalmessageoftheadvertisement.

5.3LimitationsandFutureDirections

Thefollowingunexploitedareaswereidentifiedforfutureresearch.First,thisresearchis

limitedtoconsumersofSMARTMobileandgeographicallylocatedinthecompany’ssales

outletsthatareinWOLKITE,Ethiopia.Carefulattentionshouldbemadewhilegeneralizing
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from thesefindingstoothercitiesinEthiopiaortoothercountries.Second,theeffectof

advertisinghasbeenresearchedfrom thesideofcustomersonly.Analyzingtheeffectof

advertisingfrom thepointofviewofthecompanycouldbeanareaforfutureresearch.Third,

theresearchonlyfocusedontheSMARTMobilebrandanddidnotconsidertheeffectof

advertisingonothermobilebrandsthatcouldbelocallymanufactured.Anyinterested55

researcherscouldstudytheeffectofadvertisingonotherareasofbusinessotherthanthe

oneusedinthisstudy,whichisthetechnologysector.

Whiletheabovelimitations,theresearcherbelievesthatthisstudyisanimportantareafor

atransformationalcountrylikeEthiopia,whereanumberofindustrialparksthatmainly

encouragethelocalmanufacturingoftechnologicalproductshavestartedoperatingand

targettobecomecompetitiveinboththelocalandtheglobalmarket.

REFERENCE



Abideen,Z.andSaleem,S.(2011).EffectiveAdvertisinganditsInfluence

onConsumerBuyingBehavior,EuropeanJournalofBusinessand

Management,Vol.3(3),pp.55-65.



38

 Abiodun,A.O.(2011).TheImpactofAdvertisingonSalesVolumeofa

Product:AcasestudyofStarcommsPlc,Nigeria.ValkeakoskiDegree

PrograminInternationalBusinessGlobalMarketing.

 Ahmed,S,Ahmad,A.,Nisar,Q.andAzeem,M.(2017).Does

AdvertisementinfluencetheConsumer’sBrandPreferencesand

Consumer’sBuyingBehavior?JournalforStudiesinManagementand

Planning,Vol.03,Issue01,pp.1-7.

 Baheti,D.R.(2012).TheImpactofAdvertisingAppealsonCustomer

BuyingBehavior.InternationalJournalofResearchinCommerce&

ManagementVolumeNo.3,IssueNo.11(November).

 Belch,G.E.andBelch,M.A.(2007).AdvertisingandPromotion:An

IntegratedMarketingCommunicationsPerspective.7thedition,New

York:McGraw-Hill-Irwin.

 Chris,F.andBarbara,J.(2014).MarketingCommunications.United

Kingdom:HeriotWattUniversity

 David,PandAmanda,B.(2005).IntegratedMarketingCommunication.

London:PrenticeHall

 Deshwal,P.(2016).Onlineadvertisinganditsimpactonconsumer

Behavior.InternationalJournalofAppliedResearch,Vol.2,No2,

pp.200-204.

 Dulin,G.(2016).TheImpactofAdvertisingonConsumerBuying

Behavior.InternationalJournalofAdvancedResearchinManagement

andSocialSciences,Vol.5(6),pp.257–268.

 Fatima,S.andLodhi,S.(2015).ImpactofAdvertisementonBuying

Behaviorsoftheconsumers:StudyofCosmeticIndustryinKarachiCity,

InternationalJournalofManagementSciencesandBusinessResearch,

ISSN:2226-8235Vol-4,Issue10,pp.125-137

 Furaji,F.,Łatuszyńska,M.,Wawrzyniak,A.andWąsikowska,B.(2013).

Studyontheinfluenceofadvertisingattractivenessonthepurchase



39

decisionsofwomenandmen.JournalofInternationalStudies,Vol.6,

No2,pp.20-32.

 GenetHabtu(2014).AssessingtheEffectivenessofCommunication

FactorsandBehavioralChangesofAudiencesasaResultof

AdvertisingEfforts:TheCaseofCommercialBankofEthiopia.

UnpublishedMasterThesis.AddisAbabaUniversity,Ethiopia.

 Kalia,G.andMishra,A.(2016).EffectsofonlineAdvertisingon

Consumers.JournalofHumanitiesandSocialScience,Volume21,

Issue9,Ver.1PP35-41,www.iosrjournals.org

 Keller,K.L.,(2013).Strategicbrandmanagement:Building,measuring,

andmanagingbrandequity.4thed.England:PearsonEducation.

 Khanam,A.andVerma,A.(2017).ImpactofTVAdvertisementon

ConsumerBuyingPreference–ALiteratureReview,International

ConfrenceonRecentInnovationsinManagementandEngineering,Vol.

17,pp.157-163.

 KineElias,(2016).CountryofOriginImageEffectonConsumers’

PurchaseDecisionofElectronicProductsinEthiopia,Unpublished

MasterThesis,AddisAbabaUniversity,AddisAbaba,Ethiopia.

 Kotler,P.(2000).MarketingManagement,10thed.NewJersey:

Prentice-HallInc.

 Kotler,P.andKeller,K.L.(2012).MarketingManagement.14thed.New

Jersey:Prentice

 Rahi,S.(2017).ResearchDesignandMethods:ASystematicReviewof

ResearchParadigms,SamplingIssuesandInstrumentsDevelopment,

InternationalJournalofEconomics&ManagementSciences,Vol6(2),

pp.1-



40

APPENDIX;

Questionnaire

Dearrespondent,

MynameisAtitegebAdisu.Iamdoingaresearchwiththetitle“TheEffectofAdvertising

onConsumersBuyingPreference:ThecaseofSMARTMobileinwolkitetown”forthepartial

fulfillmentofBAdegreeinMarketingManagementatWolkiteUniversitycollegeofbusiness

andeconomicsdepartmentofmarketingmanagement.Ikindlyrequestyourcooperationin

fillingthisquestionnaire.Yourwillingnessingivinglegitimateinformationiswellappreciated.

Theinformationyouprovidewillonlybeusedforthestudyanditishighlyconfidential.

Thankyouforyourcooperation!

PartI:Demographicprofile

Pleaseanswerbyputtingathickmarkinthespaceprovided.

1.Gender Male Female

2.Age below18 19-30 31-40 41-50 51&above

3.Educationlevel belowhighschool Highschool Diploma

1stDegree 2ndDegree&above

4.Occupation Student Employee Self-employed Other

------

HaveyouseentheSMARTMobileadvertising? Yes NO

Ifyes,WhichSMARTMobileadvertisingdidyousee?

Broadcastmedia(TV,Radio,Internet) Printmedia(Newspapers,Magazines,Brochures)

Outdoormedia(Billboards,Shopbanners,Interiordesignoftheshop
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II.EffectofAdvertising

Pleaseputacheckmark“X”amongthefivealternativesinthefollowingtablethatbest
describeyourattitudeinthescale.

A.
SF SourceFactor(SF)

Strongl
y
disagre
e(1

Disag
ree
(2

Neither
agreenor
disagree(3
)

Agre
e(4

Strongl
yagree
(5)

SF1 SMARTMobileadvertisingsourcepersonis
trustworthy.

SF2 SMARTMobileadvertisingsourcepersonis
attractive.

SF3 SMARTMobileadvertisingismorevisible
thanthesourceperson.

SF4 SMARTMobileadvertisingsourcepersonis
lessexposed.

SF5 IbelievetheendorsementofSMART
Mobilehavecongruence(fit)withthe
brand

SF6 ThefactthatSMARTMobileadvertisingis
castedbyforeignersincreasedthe
acceptanceofthebrand.

B.MF
MessageFactor(MF)

Strongl
y
disagre
e(1

Disagr
ee
(2

Neither
agreenor
disagree(3

Agree
(4

Strongl
yagree
(5)

MF1 Inmyopinion,SMARTMobileadvertising
messageisclear.

MF2
SMARTMobileadvertisingmessageis
rationallyappealingbyattemptingto
communicateinformationregardingthe
productfeaturesand/orthebenefitsof
owningorusingit.

MF3
SMARTMobileadvertisingmessageis
emotionallyappealingbyhighlighting
emotionalfactorsoftheproduct

MF4
Thevisualmessage(TV,Internet,Print
media,Outdoormedia)ofSMARTMobile
advertisingisattractive.

MF5
TheverbalmessageofSMARTMobile
advertisingisattractive.

MF6
IcansaythatthemessageofSMARTmobile
advertisingiscredible.
IcanconcludethatSMARTMobile
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C.
CF ChannelFactor(CF)

Strongly
disagree
(1

Disagr
ee
(2

Neither
agreenor
disagree
(3

Agree
(4

Strongl
yagree
(5)

CE1 Fromthemediumofadvertisingthat

SMARTMobileisusing,broadcastmedia

(TV,Radio,Internet)influencedmeto

considertheproduct.

CF2 Fromthemediumofadvertisingthat

SMARTMobileisusing,printmedia

(Newspapers,Magazines,andBrochures)

influencedmetoconsidertheproduct.

CF3

Fromthemediumofadvertisingthat

SMARTMobileisusing,outdoormedia

(Billboards,Shopbanners,Interiordesign

oftheshop)influencedmetoconsiderthe

product

CF4 Inmyopinion,fewadvertisingmessages

aretransmitted(clutter)inthebroadcast

mediumwhereSMARTMobilechosefor

advertising.

CF5 Inmyopinion,fewadvertisingmessages

aretransmitted(clutter)intheprint

mediumwhereSMARTMobilechosefor

advertising.

CF6 Inmyopinion,fewadvertisingmessages

aretransmitted(clutter)intheoutdoor

mediumwhereSMARTMobilechosefor

advertising.

CF7 Thebroadcastmediaprogramcontentin

whichSMARTMobileusingforadvertising

isattractive.

MF7 advertisingmessageisexecutednicely
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CF8 Theprintmediaprogramcontentinwhich

SMARTMobileisusingforadvertisingis

attractive.

CF9 Theoutdoormediaenvironmentinwhich

SMARTMobileisusingforadvertisingis

attractive.

D.
CBP

ConsumerBuyingPreference(CBP)

Strongl
y
disagre
e(1

Disagr
ee
(2

Neither
agreenor
disagree
(3

Agree
(4

Strongl
yagree
(5)

BP1 IpreferSMARTMobilebecauseIam
influencedbythesourceperson.

BP2 IpreferSMARTMobilebecauseIam
influencedbytheadvertisingmessage

BP3 IpreferSMARTMobilebecauseIam
influencedbythemediuminwhichSMART
mobilechoseforadvertising

BP4 TheadvertisingofSMARTMobile
influencedmetomakethebrandmybest
preference.


