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ABSTRACT

Aimed to measure the effect of in-store promotion on brand awareness of motorcycle market in
Ethiopia with specific emphasis to Bajaj and TVS brands, using the M-R theory of SO-R, and
Baker et al., (2002) model, the study was conducted to measure the two basic dimensions- store
design dimensions (store decoration, store product assortment, store feature area, store light &
color, and store social/talent dimensions (store employee appearance, and store employee
professionalability)using quantitative approach of explanatory research design implemented to
show the causal links between constructs taking sample of 384 respondents who either deal,
retail, or bought, or own Bajaj and/or TVS motorcycle brands selected on nonprobability
purposive sampling technique. Data were collected using structured survey gquestionnaire
designed to measure the extent of influence exhibited in the minds of the respondents as to each
of the constructs/variables is concerned and their level of brand awareness resulted from these
in-store promotions. A total of 422 questionnaires were distributed, out of which 384
guestionnaires with no missing spaces and inconsistencies were selected for the analysis. From
the demographic analysis of respondents, store design cue has got 55.5% to be used as
environmental cue to locate the motorcycle stores followed by 42.7% for store social/talent. The
store atmospheric cue showed almost negligible result which may be attributed to the nature of
the product being high value good. Moderate and strong correlation of variables was found
which are all significant at a 0.01 level of significance.

Multiple linear regression analysis of the data collected showed only store decoration, store
feature area, and store light & color have shown positive significant relationship with the
dependent variable, store brand awareness. Sore feature area was found the most influential
predictor of brand awareness, the least insignificant being store employee professionalability.
Therefore, heavy investment on the in-store promotion related to store feature area can result in
increased brand awareness of motorcycle market in Ethiopia.

Key words:. In-store promotion, brand awareness, store design, store social/talent
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CHAPTER ONE

INTRODUCTION

These days, it is not very uncommon to see two wheeler motorcycles ridden mostly by young
age group drivers in a least five to ten minutes of wak in Addis Ababa. The number and
frequency of traffic by these two wheeler motorcycles is increasing from time to time. Even in
the surrounding areas and towns of Addis Ababa, both the two wheeler motorcycles and three
wheeler motorcycles are the most common modes of taxi transport. This phenomenon gets
greater weight as you go out of Addis Ababato almost any rural or urban areas of Ethiopiaaong
the four corners (Report from Ministry of Transport, May , 2017).

As per the researcher’s personal observation and survey, if you just stand somewhere and notice
both the two wheelers and the three wheelers motorcycles (commonly known as Bagjg), they are
of not more than ten brands including the old ones, especially for the three wheelers, you can
name not more than five brands, most of the brands being Indian origin.

Motorcycles are high value products to low income countries like Ethiopia for their unit prices
are high ranging from Birr 33,000 to Birr 220,000 which can only be afforded by middle and
high income individuals after even getting some years of savings and loans from financia
institutions (Report by Micro & Small Scale Enterprises Authority of Ethiopia in Partnership
with Partnership for Economic Policy, Mar 2017). Hence, purchase decision is mostly taking
critical evaluation of the available brands, durability and performance of the vehicles, technical
service and spare availability after purchase, etc. This requires paying a visit to the brick and
mortar store to get this information in depth.

The country is investing and improving its road network coverage which has been reported
121,171 km, including gravel road, in the year 2017 and planned to achieve 200,000km at the
end of the second transformation plan which is by the year 2020. (Report from Ministry of
Transport, May 29, 2017) which will further push the demand for those mentioned transport
vehicles upward.

The stiff competition among different market players competing to win more market share has
brought new challenges to marketers through products and brands. These new challenges force
the market players to have a clear understanding of both their consumers and competitors with



specia emphasis on the needs and interests of consumers. Thus, consumer behavior has become
an increasingly indispensible subject in today’s marketing and management areas.

With all the efforts made by marketers to “pre-sell” consumers through advertising, most of the
buying decisions made by the shoppers are made inside the stores. For instance, Hein (2009)’s
online “the Elements Report” released in Oct. 20th, 2009 which demonstrated that nearly a third
(32 percent) of the 999 shoppers polled online in March of 2009 said that in-store marketing is
"very effective." Such fact ignites marketers to continually realize the important influence store
environments exert on many purchases. Thus, the in-store promotions attached by different
stimulus have been extensively used as efficient tools to help the stores to increase sales.

The impulse buying mentioned above according to the previous research will be taken in two
forms; brand switching and brand substitution. Brand switching refers to the consumers who
switch from brand A to brand B because of the stimulus attached in-store promotions (Baohong
S., Scott A. N., and Kannan S 2003).

Brand substitution refers to the degree of likelihood that the customer will purchase another
brand if their preferred brand is not available. When the substitution is low or nonexistent, a
customer would leave the store without making the purchase if their preferred brand is not
available (Brandeo 2009). Those two views show that retail management has an enormous
opportunity to affect and guide consumer behavior, influencing consumers to behave in a way
that benefits the retailer, for instance, only increasing sales (Elvin & Mehran 2008).

Physical stores are not only interesting from a sales perspective, but from a branding perspective
as well. In other words, besides for merchandise, the store is thought to be capable of building
the consumer-brand relationship too. In today’s consumer culture, where people are constantly
being bombarded with all kinds of advertising messages 24/7, the store environment offers one
of the few possibilities to get the consumer in a three-dimensional environment that is entirely
controlled by the brand. Brands invest massive amounts of money in creating the right store
environment to draw consumers in and get them handling over their hard-earned cash. The
systematic connection between design and brand management can in turn be traced back to the
‘corporate image’ work performed by design agencies (Arvidsson, 2005).

The in-store environment comprises various elements that are able to influence human emotions,
cognitions, and behaviors, as shown by many researchers in the field of environmental

psychology and atmospherics (e.g., Baker,2002; Grewal & Parasuraman, 2014; Donovan &



Rossiter, 1982; Mehrabian & Russell, 1974). To indicate the potential of the physica store
environment, Kotler (2014, p. 48) argues that “the atmosphere of the place is more influential
than the product itself, in the purchase decision”. He coined the term atmospherics to describe
the design of store environments to produce certain effects in the shopper’s mind (Kotler, 2014).

Turley and Milliman (2000) uncovered external variables, general interior variables, layout and
design variables, point-of -purchase and decoration variables, and human variables to describe the
store environment design. Under these atmospheric variables, a number of subcategories are
distinguished, like colors, lighting, music, scent, and artwork. Altogether, it shows that there are
many variables that can be used to influence consumers’ in-store experiences, and along with
that, their affective, cognitive and behavioral reactions.

Whether is it to purchase a product or just to ‘look around’, people shop for a reason. They
always wak over the store’s threshold with a motive. The researcher proposes that the
communication message that the in-store promotion conveys should understand, and speak to

these motivesin order to be most successful in developing brand awareness.

1.1Background of the Study

Unlike the times when marketers promoted products through outdoor mass media, today in-store
promotion has been commonly used by retailers as a way of temporarily increasing sales. This
fact may even be most powerful short-term tool available to low involvement store management
(Wilkinson, 1982).

It can be shown that the reason for why In-store promotion is becoming more efficient should
attribute to the feedback from the consumers who consider it a new trend in recent years due to
its ‘touch and feel’ characteristics, namely, the stimulus attached on in-store promotions, for
another example accounts for the growth of in-store promotions by the increase of self-service
retailing and the proliferation of brands which have themselves caused a number of changesin
the market place environment. First, the shopper is faced with an increasing range of brands from
which he must make his choice without the help of the retailer. Second, since today’s
competition brands are virtually the same product, competition for shelf space and attention has
forced the manufacturer or retailers to develop display material and distribution channel which, it
is hoped, will benefit the product at the point of sale and might even create referral(s).



By contrast, high-involvement decisions carry a higher risk to buyers if they fail, are complex,
and/or have high price tags. A car, a house, and an insurance policy are examples. These items
are not purchased often but are relevant and important to the buyer. Buyers don’t engage in
routine response behavior when purchasing high-involvement products like motorcycles. Instead,
consumers engage in what’s called extended problem solving, where they spend a lot of time
comparing different aspects such as the features of the products, prices, technical features, after
sales services, experiences of previous purchasers and warranties.

High-involvement decisions can cause buyers a great deal of postpurchase dissonance (anxiety)
if they are unsure about their purchases or if they had a difficult time deciding between two
aternatives. Companies that sell high-involvement products are aware that post-purchase
dissonance can be a problem. Frequently, they try to offer consumers alot of information about
their products, including why they are superior to competing brands and how they won’t let the
consumer down, after sales services, etc. Salespeople may be utilized to answer questions and do
a lot of customer “hand-holding.” (Kotler, Marketing 3.0, 2010).

Direct consumer contact is an advantage for retailers, as 70% of shoppers make purchase
decisions in stores and are thus open to last-minute persuasion. The physical presence of shops
following a uniform design, name, logo and style is equivalent to a permanent poster campaign
on premium advertising sites, perfectly targeted. When shoppers enter the stores, they form a
strong impression, and each visit provides the retailer with an opportunity to communicate and
tangibly demonstrate something about the company and products.

Many retailers are becoming increasingly involved with in-store advertising: interactive touch
screens, motion graphics and floor and ceiling displays are common in developed markets. In-
store scent and sensory marketing is a'so becoming popular. In June 2011, Schick launched the
first scented men’s razor, the Xtreme3 Refresh. Scent is embedded in the handle, but they are
also using ambient scenting in-store. They want to establish brand awareness and loyalty through
emotions, as fragrances can create positive experience with brands on the subconscious level by
influencing perception, mood and shopping behavior.

As opposed to the time before the turn of the twentieth century when manufacturers had
exclusivity over branding rights, after wards, retailers have shown that they can procure high-
quality goods and deliver them with very effective branding, garnering considerable shelfspace
and mindspace. Brand awareness creation and brand loyalty is not dead; it has just shifted to



another player in the value chain as retailers are challenging manufacturers for control of their
traditional source of profit: mindspace. But the battle is tilted in favor of the retailers, who have
continued to build their use of media-type strategies (creating awareness via stores, backed up
with communication in-store) making the time for manufacturers to reach their consumers harder
and harder. (Greg Thain and John Bradley, 2012 Pp 83-102)

It is inevitable to notice the effect of in-store promotions helping and guiding customers about
the decision they are going to make of the product or brand they are made available to. The
guestion is, what are those effects played by in-store promotions in creating part of the decision
variables utilized by customers of those high-involvement products like motorcycles?

Although there are a number of studies regarding the importance of in-store promotions in
genera or each kind of in-store promations, for instance about their effects on increasing sales,
there seems to be little research concerning the effect in-store promotions have on consumers’
brand awareness.

The little attention attached to the subject and the totally dissimilar product stores noticed in
Ethiopia for the product under consideration (noticed during preliminary survey) make it
necessary for the researcher to take brand into consideration when studying the in-store
promotion by investigating the effects on brand awareness. It should be of relevance to brand

owners, retailers aswell as marketers to understand the effect as well.

1.2 Statement of the Problem
The power of in-store promotion activities to increase sales at the point of sales has been
discussed by many scholars and researchers and these activities are used from sales perspectives.
As per the researcher’s knowledge so far and various articles reviewed, studies regarding in-store
promotions have lack of researches regarding their effects on brand awareness especialy in the
motorcycle market. Thisimplies a great opportunity to cover this emperical gap by developing a
new study in order to discover new implications for in-store promotion due the great importance
of brand awareness for the marketing, marketers and the great impact it has on consumer buying
decision for the envisaged products. Brand awareness is essential in buying decision-making as it
is important that consumers recall the brand in the context of a given specific product category,
awareness increasing the probability that the brand will be a member of the consideration set, the

handful of brands that receive serious consideration for purchase (Keller K.L 2013).



By and large, Baker, Parasurman, Grewal, & Voss (2002), in their study of the influence of
multiple store environment cues on perceived merchandize value and patronage intentions, have
found that there exist positive and significant relationships between store environmental cues and
perceived merchandize value and patronage intentions in the US and UK markets for grocery
products. Mattila & Wirtz (2001) have found convergence of results in their investigation of the
effects of store scent and music as a driver to the in-store evaluations and customer behavior.
Many scholars and researchers found similar results as to the effect or influence of store
environmental variables (in-store promotion constructs) on either increasing sales or brand
loyalty or store patronage or etc. Some of the researchers to mention are Bitner (1992); Marike
Venter de Villiers, Richard Chinomona & Tinashe Chuchu (2018); lyer (1989); Elvin & Mahran
(2008); David L.M et a,.(2015); Turley & Millinam (2000); etc, all being conducted in countries
like Taiwan, USA, UK, India, Sri-Lanka, Australia, South Africa, etc.

On the contrary, Chan & Tai (2001); Sayed Farrag & Berk (2003); and Tang, Chan & Tai
(2001); in their study of the effect of servicecape/atmospherics (ambience, design and layout) on
consumer behavior in the nonwestern cultures, specificaly China, have found that Chinese
consumers mostly rely not on the impulse sense created by the atmospheric variables for their
brand preference, choice and awareness rather they heavily depend on the quality and
performance parameters of the product itself. Hence, Chinese consumers are not responsive to
the in-store promotions portrayed through the store atmospherics/environmental cues/variables.
Sayed et a., (2003) aso found that Egyptians tend not to be keen observers; retail settings in
Egypt are so crowded that consumers seem to be more influenced by elements like
environmental music than store design and layout. Massara, Liu & Merala (2010), investigated
and concluded that there is no direct effect of atmospherics on consumer emotions, rather, they
said, are merely a product of cognition. Hence, environmental atmospherics do not have effect
on consumer emotions of product purchase rather they have effect on the product and brand
cognition which in turn will sooner or later result in certain emotions either to purchase or reject
the product.

In order to clarify such differing results found by various researchers across various
demographics and products, the researcher preferred totally dissimilar product, Motorcycle, and
the country setting being Ethiopia. To proceed with the investigation, preliminary survey of the
market in different parts of the country was made in order to see the rough appearance of



motorcycle stores found in towns like Addis Ababa, Adama, Bishoftu, Ziway, Shashemene,
Hawasa, Mekelle, Dessie, & Debreberhan) and found that it was very difficult to easily locate
most of the motorcycles retail stores itself let alone obtain some cues related to the brands they
handle. A person who is familiar with Toyota automobiles can easily identify authorized
company’s store through some of the brand related store designs and environments (Evidenced
from the Addis Ababa, Hawasa, Mekelle and Adama Toyota store visit during the preliminary
survey). Similarly, it can easily be identified that if one is exposed to one of the branches of, say,
Zemen Bank of Ethiopia, even in the absence of the name and logo on it. However, in Ethiopia,
it isvery difficult to tell some or even one store selling motorcycle brands belong to some known
brand.

Store specific knowledge and store environmental cues in relation to brand awareness of
consumers has to be uncovered so that the problems listed and the contradicting results found by
different researchersin different demographics can get relief.

Hence, what and how consumers in Ethiopia use in-store promotion variables to recognize and

recall motorcycle brands dealt by various retail storesis worth studying.

1.3 Research Questions
i.  What environmental cues related to the stores help them locate those stores?

ii. Can the consumers who are exposed to the in-store promotions (store decoration, store
product assortment, store feature area, store light & color, store employee appearance,
and store employee professionalability) recall/remember the brand being promoted?

iii.  Will the consumers who paid attention to the in-store promotions (store decoration, store
product assortment, store feature area, store light & color, store employee appearance,
and store employee professionalability) could recognize the brand being promoted?

iv. Will the consumers brand awareness be influenced by in-store promotions (store
decoration, store product assortment, store feature area, store light & color, store
employee appearance, and store employee professional ability) variables?

v. Which of the in-store promotion variables exert most significant effect on brand

awareness of consumers?



1.4 Objective of the Study

General Objective

The genera objective of this study is to identify the effects that in-store promotions have on

consumers’ brand awareness of motorcycle market in Ethiopia, with specific emphasis to the two

dominant brands, Bajg and TV S brands

Specific Objectives

The specific objectives of the study are the following:

To identify what environmental variables are used by consumers to locate motorcycle
retail storein their vicinity.

. To assess whether consumers can recall/remember the brand being portrayed by each of

the in-store promotion variables under consideration (store decoration, store product
assortment, store feature area, store light & color, store employee appearance, and store
employee professional ability)

To assess whether consumers can recognize the brand being portrayed by each of the in-
store promotion variables under consideration (store decoration, store product assortment,
store feature area, store light & color, store employee appearance, and store employee
professional ability)

. To assess the effects of in-store promotion variables under consideration (store

decoration, store product assortment, store feature area, store light & color, store
employee appearance, and store employee professionaability) on consumers’ brand
awareness.

To find out which in-store promotion dimension under consideration (store decoration,
store product assortment, store feature area, store light & color, store employee
appearance, and store employee professionalability) has the most significant effect on

consumers brand awareness.



1.5 Significance of the Study

Many of the literatures regarding the study area deal extensively on the elements of store
atmospherics and their effect on consumer purchase decision, store choice decisions, etc
focusing on the retail industries of supermarkets, apparel and services sector. Still many of the
studies have focused on different in-store promotion variables such as the store design variables
like lay out, signage, walk ways, etc; store atmospheric variables like lighting, sound, scent,
etc; and their effect on customers’ mood, satisfaction, purchasing behavior, brand patronage,
efc.

It is therefore clear that the term “in-store promotion” has been investigated in various ways,
but, to the best knowledge of the researcher, none of the studies focused on the motorcycle
industry or on all the in-store promotion elements such as design lay out, fascia, feature areas,
color, lighting, scent, sound, touch (technology & texture), talent or personnel, merchandise,
prices, etc. Much of the studies have focused on the individual factors of store environment
such as music and lighting, but none has focused on the overal store environment cues. All of
the studies reviewed were conducted in different parts of the world, especially in Taiwan, USA,
India, Sri Lanka, China, Egypt, Australia and South Africa but as far as could be established, no
studies have been done in Ethiopia. There exist contradictions in the findings or results of the
various researchers across cultures, specificaly, between western markets; African Markets;
East Asian countries like India, Sri-Lanka, etc; and China. A gap in the existing literature was
therefore identified and the opportunity was taken to investigate the effect of in-store
promotions (Store Design- Decorations, Product Assortment, Feature areas and Light & Color;
and Store Talent- Appearance and Professionalability) on brand awareness in motorcycle stores
in Ethiopia.
The little attention attached to the subject and the totally dissimilar product stores noticed in
Ethiopia for the product under consideration make it necessary for the researcher to take brand
into consideration when studying the in-store promotion by investigating the effects on brand
awareness. It should be of relevance to brand owners, retailers as well as marketers to understand
the effect aswell.

This study took a consumer-centered response approach to in-store promotions in an attempt to
holistically consider this area of the motorcycle market which has received very little attention in

the previous studies. Hence, it will benefit motorcycle manufacturers and traders in Ethiopia by



indicating the way consumers’ brand awareness is influenced by in-store promotion variables
and help them take necessary strategic decision.

The study also help clarify the gap noticed among the findings of various researchers in various
parts of the world and assisted to see what was the case in Ethiopia. It aso helps indicate some

researchabl e areas both within the automotive industry and other areas of businesses.

1.6 Delimitation/Scope of the Study

There are different possible limitations of this research study. The fact that a non-probability
purposive sampling method used in this study can in itself be seen as a limitation, as the findings
could not be generalized to the greater population but further researches can be done in the future
by using a more representative sample. Similarly, the sample will be drawn from consumers
living in the mgjor towns of Ethiopia such as Addis Ababa, Hawassa, Jimma, Mekelle, Bahir-
Dar, Adama, Harar, Nekemtie and Jigjiga and therefore will not geographically be
representative. As the main purpose of this study is to provide the motorcycle industry in
Ethiopia with a clear understanding of the causa link that could exist between in-store
promotions and brand awareness, it isin line with the study being quantitative in nature.
Moreover, due to time and resource constraints, there exist limitation of variables considered as
this research focused on magor variables such as Store Design- Decorations, Product
Assortment, Feature areas and Light & Color; and Store Talent- Appearance and
Professionalability. But, other variables were not considered in this study which are like Store
Atmospherics- sound (noise & music), scent (smell & fragrance), touch/texture (cleanliness,
display, and comfort & seat), store location, proximity to the customer, surrounding
infrastructure, product quality, commercias, price, parking area, etc and these variables may
have influence on the brand awareness. This study may yield different results across other
industries that may be of interest to a broader range of retailers.

The lack of ample literatures in the area and access to some sources has also created enormous
problems to compile and establish tangible and confined concepts. The university has not
provided any mechanism by which students can get some references from some online sources of

journals and researches.
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The time scope of the study was also cross sectional only and hence, no consideration for

longitudinal time series data which may yield varying findings.

1.7 Definition of Terms
For the purpose of this study the following terms are conceptually and operationally defined:

1.7.1 Conceptual Definition

Below-the-line (BTL) advertising is an advertising strategy in which a product is promoted in
mediums other than radio, television, billboards, print and film. Types of below-the-line
advertising commonly include direct mail campaigns, trade shows and catalogs, targeted search
engine marketing and in-store activities. (https://www.investopedia.com/terms/b/bel ow-the-line-
advertising.asp, accessed on May 29, 2018)

Motorcycle: a vehicle having a seat or saddle for the use of the rider and designed to travel on
not more than three wheels in contact with the ground; the term does not include a tractor
(http://www.duhaime.org, 2018)

Brand: aname, term, sign symbol (or a combination of these) that identifies the maker or seller of the
product (Philip Kotler & Gray Armstrong, 2014)

Emotions: Can be defined as “oral expression of feelings and as a persona, subjective
psychological state” (Baker J et al, 2002).

Talent: A natural ability to excel at aduty or action. A group of people, such as employees, who
have a particular aptitude for certain tasks like product and service knowledge and description,
sales, appearance, etc (BusinessDictionary.com, 2018). By inference, Store Talent is the
professional ability of a store person.

1.7.2 Operational Definition
Atmospherics: The physical characteristics of a store that are used to develop an image in order

to attract consumers (Berman & Evans, 2010:508).

Feature areas: Those areas in a store that are specifically designed in order to grab consumers’
attention including the different types of equipment used to display merchandise (Levy, Weitz &
Beitelspacher, 2012:479). The effective flow of used space, traffic control and sales productivity
of aretail store in order to ensure that consumers are comfortable while shopping and that the
overall appearance of astoreis attractive (Levy et a., 2012:473).
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Store atmospherics: A store’s physical characteristics such as sound (noise & music); scent

(smell & fragrance); touch/texture (cleanliness, displays, comfort and seat availability, etc); and

much more that are used to develop an image and draw customers (Berman et al., 2010:605).

Store design: The interior and the exterior design of a store where goods are sold to the

community. The goal of store design is to make the store space more appealing and inviting to

customers, it includes store decorations, inside the store product assortment, feature areas, the

lighting & color match ups, the walk-ins, etc (Burns, 2012).

1.8 Organization of the Study
The research was organized in five main chapters as follows:

Chapter 1: Introduction: -This chapter contained background of the study, statement of
the problem, objectives of the study, significance of the study, and delimitation/scope of
the study.

Chapter 2: Literature Review: -This chapter discussed the literature relevant to the
research with emphasis to the theoretical, empirical review and the conceptual frame.
Chapter 3: M ethodology of the Study: -1t describes the type and design of research; data
sources and methods of data collection; data collection tools, and data processing and
analysis implemented.

Chapter 4: Discussion, Analysis and Interpretation: - This chapter has been organized
to summarize the results or findings of the study; analysis and interpretation of the
findings.

Chapter 5: Conclusion and Recommendation: -This being the last chapter of the study,
presents the conclusions drawn from the study and builds recommendations relevant to

the statement of the problems and objectives of the study.
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CHAPTER TWO
REVIEW OF RELATED LITERATURE
2.1Theoretical Review

2.1.1 Managing Brand Equity

As per Aeker D (1996), managing brand equity requires taking a broad, long term perspective of
brands. A broad view of brand equity is critically important, especialy when firms are selling
multiple products and brands in multiple markets. Here, brand hierarchies must define common
and distinct brand elements among various nested products. New products and brand extension
strategies must also ensure that we have optimal brand and product portfolios. Finally, we need
to manage these brands and products effectively over geographic boundaries and target market
segments by creating brand awareness and positive brand image in each market in which the
brand is sold. We need a long term view of brand equity because changes in the current
marketing programs and activities and in the marketing environment can affect consumers’ brand
knowledge structures and thus their response to future marketing programs and activities.
Managing brands over time requires reinforcing the brand meaning and adjusting the branding
programs as needed to create brand awareness.

Keller (2013) and Berman B & Evans J.R. (2010) described brand awareness being related to the
strength of the brand node in the consumers’ memory, as reflected by the consumers’ ability to
recall and recognize the brand under different conditions. Brand recall is the ability of consumers
to retrieve the actual brand element from memory when given some related probe or cue, like in-
store promotion variables, while brand recognition refers to the ability of consumers to identify
the brand under a variety of circumstances and can rest on the identification of any of the brand
elements.

Kotler (2014) paraphrased the definition of a contact given by Schultz, Tannenbaum, &
Lautersborn as, a contact is any form of information bearing experience that a customer or
prospect has with the brand, needs to be favorable for a positive brand awareness to flourish. A
person can come in contact with a brand in numerous ways including friends’ & neighbors’
comments, packaging, newspaper, magazine, TV information, ways the customer is treated in

store, product shelving, signage type appearing in the store, store design, store atmospherics, etc.
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Experiential marketing is any form of customer focused marketing activity, at various touch
point, that create sensory-emotional connection to the customers. There are basicaly five
different types of marketing experiences that are becoming increasingly vital to consumers’
perception of brands: those that appeal to senses, feelings, thinking, acting, and relate marketing.
Customers want to be entertained, stimulated, emotionally affected, and creatively challenged.
These can all easily be done by strategically using in-store marketing targeted to branding.

2.1.2 In-store Marketing
To be able to understand the effect in-store promotion has on consumers’ brand awareness, it is
important to understand the general theories of in-store marketing and how it affects consumers’
shopping experience.
According to Keller (2013), the appeal of in-store marketing lies in the fact that consumers many
times make their final brand decisions inside the store.
Previous studies concerning in-store marketing have put a lot of emphasis on in-store stimulus,
or atmospherics. For instance, According to Turley and Millinam (2000), creating influential
atmospheres is an imperative marketing strategy. Kotler also claimed that “atmospherics” can be
used as a term to describe the intentional control and manipulation of environmental cues
(Kotler, 2014)
According to lyer (1989), as the exposure to in-store marketing extends/increases, latent needs
recognition also increases, resulting in further increase in the opportunities for a brand to
influence the consumer towards a purchase, regardliess of whether it has been written on the
shopping list or not and hence brand awareness boosts. There exists severa terms for in-store
marketing. For instance, in-store stimuli, in-store displays, end-of-aisle (Wilkinson et a. 1982;
Elvin& Mehran 2008), and point-of-purchase display (David L.M et a. 2015; Elvin& Mehran
2008) al of which have revealed that the activities shown to increase sales for the promoted
products.
Nonetheless to say, to the best of the researcher’s knowledge, almost none of the studies before
have paid attention to how these activities can affect promotion of the brands. Because of this
theoretical gap in the existing theories concerning the study, issues will be employed to generate

statements.
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2.1.3 Brandingthe Stores
Retailers or other channel intermediaries (stores) can affect the brand equity of products they sell

by establishing brand awareness and associations to their product assortment. This can be done
through branding the store as a whole, as well as individual departments, classes of services, or
any other noteworthy aspects of the shopping service or shopping experiences. Consumers must
have rewarding shopping experiences in searching, choosing, paying for, and receiving products
including after sales services defined by the store design and store atmospherics so that these
experiences can turn out to be the valuable points of parity with respect to competitors. (Keller,
2013, Pp 572-573; and Greg Thain and John Bradley, 2012, Pp 83-84). Moreover, the above
listed store branding activities need to be backed by memorable marketing, sales and after sales
talent of employees from the store gate to the far back end which is technical support and after

sales service providers.

2.1.4 Brand Awareness
Even though the strategic goal for a brand is the brand’s identity, the brand image that actualy

resided in the consumers’ mind about the brand could be very different from that goal.
According Keller (2013), such avariation is due to the differential brand knowledge structures of
individual consumers as revedled by the levels of brand awareness (Chan-Olmsted, 2008).
Within the scope of brand management, brand awareness is contemporarily widely researched by
both academic researchers and organizational practitioners. According to Alba and
Chattopadhyay (1985) brand awareness is related to the strength of the brand as reflected by
consumers’ ability to identify the brand from among various brands under different conditions.
The indispensable role that brand awareness is playing in the consumers purchase decision have
been tried to be explored by many researchers. For instance, brand awareness can provide a host
competitive advantages. As per the study made by Macdonald and Sharp (2002) about the
relationship between brand awareness and consumer decision making process, brand awareness
impacts on consumer’s decision making by influencing which brands enter the consideration set,
which of the brands in the consideration set are used as a heuristic, and the quality perception.
According Aeker & McLoughlin (2010), first, to both industrial and consumer buyers of high
value/durable products, name recognition can be an indication of commitment, presence and

attributes that can be very important. Second, brand awareness can provide sense of familiarity
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or recall and driver to the buying decision. Logicaly speaking, there should be a reason if a
name is recognized because human beings are assumed to be rational .
Based on the above discussions, it is easy to notice that by frequently overlooking in discussions
of advertising strategy, brand awareness is a crucial consideration (Percy and Rossiter 1992),
however, the magjority of the studies regarding the effect on brand awareness were about outdoor
advertising, or mass media advertising vitally because visual and verba effects created by mass
media advertising can help entrench the brand name in the consumer’s memory; through creation
of enough consumers brand experience by helping them the chance to see, hear, think about it,
etc, the brand will take root in memory (Z. Ahmed and M. Umar 2009). Although important as
brand awareness is, few studies have researched on the effect in-store marketing as a form of
BTL advertising has on brand awareness, but only concerning in-store promotions as the tools
increasing sales. However, as in-store marketing is becoming a trend for marketers for its
efficiency, it is reasonable to assume that once brand awareness can aso be affected by in-store
promotions, and then in-store promotions can be beneficial for both promoting brands and
increasing sales, which is considered as along-term strategy as mentioned by previous studies.
According Hawkins (Consumer Behavior: Building Marketing Strategy (13th Ed). New York:
McGraw-Hill.), the stimuli that pertain to store attributes include store design, store
atmospherics, in-store service- accessibility, reputation, facilities and post-transaction service.
Keller (2013, P. 73), asserted that brand awareness consists of brand recognition and brand
recall performance:
Brand recognition is consumers’ ability to confirm prior exposure to the brand when
given the brand as a cue. In other words, when they go to the store, will they be able to
recognize the brand as one to which they have already been exposed?
Brand recall is consumers’ ability to retrieve the brand from memory when given the
product category, the needs fulfilled by the category, or a purchase or usage situation as a
cue. In other words, consumers’ recall of Kellogg’s Corn Flakes will depend on their
ability to retrieve the brand when they think of the cereal category or of what they should
eat for breakfast or a snack, whether at the store when making a purchase or at home
when deciding what to eat.
Hence, consumers brand awareness is measured through the mediating or moderating variables,

brand recognition and brand recall of the specific brand under varying conditions.
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2.2 Empirical Review

This research followed Baker et a. (2002) in using two different environment cues as the in-store
promotion dimension: Store Design, and Store Talent.

2.2.1 Store Design and Brand Awareness
Brand awareness can be built by creating an environment to further maximize the potential of the
business. Visua merchandising improves the retail design by taking into account all the elements
through which imagery can be created: lightning, color, management of space, product
information, or interactive installations. The strategies are directed either to exterior design, or
interior.
Focusing both on interior and exterior aesthetics has two major advantages. we can lure people
inside and make them stay. If the window displays are enough appealing, we can transform
passers-by into potential customers. The interior design is also important. Once you addressed an
“invitation”, you need to ensure that your “guests” are satisfied; this has as an outcome beneficial
purchase decisions and brand referrals by having brand awareness and loyalty.
In past literature, definitions and categorizations of store environments are highly varied and
complicated. A study by Mehrabian & Russell (1974) was one of the first to be based on the
stimulus-organic body-response (SOR) theory to construct the M-R environmental psychology
model and explore the influence of the “buying environment” on customer purchases. The M-R
environmental psychology model suggests that, when individuals face the external environment,
there are two opposing behaviors: approach and avoidance. The “pleasure emotion” and “arousal
emotion” induced by the environment can cause the customer to remain longer in the store and
experience a greater buying impulse.

“Store design” refers to all aesthetic-related objects; tangible and visible environment

components exist in the forefront of the consumer’s perception; such are the more

obvious sources of visual stimulation/cue to the customer, and include interna and

external architecture — decorations, product arrangement/assortment, feature areas -

space arrangement & signs; sight - light & color.
Kumar and Kim (2014), in their study of The store-as-a-brand strategy: The effect of store
environment on customer responses in the USA apparel industry, argue that consumers tend to
develop a negative attitude towards the brand when elements in the store environment (store

design) imply that the store is attempting to mislead the consumers in some way. When
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consumers’ initial perceptions of the store design are negative, there is a tendency for them to
rate their overall brand experience as less fulfilling than those who perceived positively and
hence the power of the emotion resulted in the consumers mind to recognize or recall the brand
is affected in some way. Holmqvist and Lunardo (2015), in their research titled The impact of an
exciting store environment on consumer pleasure and shopping intentions of France women
shoppers, have also similarly found that exciting store design/environments tend to elevate
consumer pleasure with their brand experience; store design has significant role to play in
shaping consumers’ perceptions of the brand, which can result in consumers purchasing the
brand and become brand loyal. Kirby & Kent (2010), in their study of architecture as brand: store
design and brand identity in UK, found that store design as portrayed by store layout and
decorations has significant effect on boosting consumers brand awareness and retail store
identity. On the contrary, Chan & Ta (2001) have found insignificant effect of the store
environmental exposure of Chinese consumers as opposed to westerns on their emotions,
impulses and shopping behaviors and outlets. Chinese consumers tend to be more quality &
performance of the product driven rather than such external stimulus.

Based on the aforementioned findings and contradictions, the researcher has hypothesized the

following;

HOa: Store Decorations has no significant effect on consumer’s brand awareness of motorcycles
in Ethiopia

HOb: Store Product Assortment has no significant effect on consumer’s brand awareness of
motorcyclesin Ethiopia

HOc: Store Feature Area has no significant effect on consumer’s brand awareness of
motorcyclesin Ethiopia

HOd: Store Light & Color has no significant effect on consumer’s brand awareness of

motorcyclesin Ethiopia

2.2.2 Store Talent and Brand Awareness
Clarke et a. (2012), in their research on sensory retail environment of small fashion boutiquesin

UK, underlined that it is not just tangible things that can affect shopper’s experience like store
traits such as walk ins, signage, cleanliness, etc but more than anything is presence of owner-
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manager can highly influence consumer’s brand experience. Store employee cues are expected to
have a positive influence on merchandise quality perceptions. Two studies that include
descriptions of store employees as part of the overal store scenario find a positive influence of
store environment on merchandise quality perceptions. Gardner and Siomkos (1985) depict
salespeople as either sloppily dressed, nasty, and uncooperative; or sophisticated, friendly, and
cooperative. Akhter, Andrews, and Durvasula (1994) describe store employees in terms of their
friendliness and knowledge.

“Store employee/talent” refers to the level of feeling related to stimulation from

employees, including employee appearance, professional ability as described by the

product knowledge and technical capacity ...etc.
Service quality as expressed by store employee appearance and professionalability can show
customers how much they are valued within stores based on how attentive employees are to
customers during their shopping experience (Bhukya 2016, Erasmus 2013, Tynan 2014, Hassan
2015). Stores with higher prices on their products generally have more advanced customer
services (Baker 2002, Dalwadi 2010, Hasan 2015, Tynan 2014 Schielke 2015). This is due to
the fact that stores are trying to justify their prices by providing services that match their
products’ values (Madzharov 2015, Schielke 2015, Tynan 2014). This is showcasing how more
elite products with higher prices will need more attention, in order to showcase their value to the
customers (Baker 2002, Madzharov 2015, Schielke 2015, Tynan 2014).
Based on the discussions af orementioned, the following were hypothesi zed;

HOe: In-store employee appearance has no significant effect on consumer’s brand awareness of
motor cycles market in Ethiopia.
HOf: In-store employee professionalability has no significant effect on consumer’s brand

awareness of motorcycles market in Ethiopia.
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2.3 Proposed Conceptual Framework
Taking the basic concept from the M-R theory of S-O-R, and Baker et al., (2002) model, and

referring to various related articles reviewed earlier, the researcher has proposed the following

conceptual framework.

Store Design
-Decorations (H1a)
- Product Assortment (H1b)
- Feature Areas (H1c)
- Light & Color (H1d)

Brand Recall

A 4

Brand Awareness

Brand /I\

Recognition

Store Talent
- Appearance (Hle)
-Professionalability (product
& technical knowledge)
(H1f)

Figure 1: Proposed conceptual framework
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CHAPTER THREE

RESEARCH DESIGN & METHODOLOGY

3.1 Description of the Study Area

This study is to be conducted in Ethiopia with specific focus to Bajg and TVS motorcycles
market. Ethiopia being located in “the Horn of Africa” shares boundaries with South and North
Sudan on the west, Somalia and Djibouti on the east, Eritrea on the north and north west and
Kenya on the south. The country’s proximity to Middle east and Europe has made it strategically
important for international trade enhancement. It is a country of great geographic diversity
containing high and rugged mountains, flat topped plateaus, deep gorges, valleys and vast rolling
plains. It has tropical rainy, dry and warm temperature rainy climates. The country is endowed
with both natural and manmade tourist attraction centers ranging from cultural to religious
centers and covering its beautiful and greatly varying topographies.

In Ethiopia, road transport is the dominant infrastructure for both freight and public transport
services. The largest budget of the country goes to the road infrastructure development in the
view to connect the mostly agrarian society to the market and other service centers.

Ethiopia desperately needs a new fleet of vehicles. The streets of Addis Ababa, its capital, are
filled with dilapidated vehicles. Some of the ubiquitous blue and white taxies are rattling soviet-
era ladas built in the 1980s. Many of the country’s imports are used vehicles

(www.ethi opia.gov.et/geography).

According to ERCA data, Ethiopia has imported 23,758 units of two wheeler motorcycles only
in the year 2013 which has grown to almost double (43,856 units) in the year 2015. The major
imports are Indian origins.

From the data collected from the annual vehicle inspection data available at the Federd
Transport Authority database, concentration of motorcycles is analyzed and the study area is
specified accordingly. Hence, from the towns of the country, Addis Ababa, Hawassa, Adama,
Jmma, Mekelle, Bahir-Dar, Dire-Dawa, Nekemtie, Harar and Jigjiga are selected and focused.
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3.2 Research Approach

This study used quantitative research approach where data were collected, organized, analyzed,
interpreted and conclusions were drawn from. In this study, the data collected were
guantitatively analyzed using statistical software SPSS 24 in such away as to indicate the causal
relationships that existed between the variables considered.

3.3 Research Design

As the main aim of explanatory research is to identify any causal links between the factors or
variables that pertain to the research problem, the researcher used explanatory research design

for this study to identify the causal links between the variables considered.

The study is mainly an explanatory research since it tries to examine the effect of in-store
promotion on brand awareness and hence enable motorcycle deaers in Ethiopia to have a better
in-depth understanding of their consumers’ needs and wants in terms of in-store promotions and
its effect on consumers’ brand awareness. The study used primary quantitative data collected

through survey using self-administered questionnaire.

3.4  Population and Sample

All motorcycle customers and dealers (importers, assemblers, distributors, and retailers) of Bajg
and TVS brand motorcycles were the target population of the study considered. Among this
population, samples of customers, drivers, dealers were randomly selected and included in the
study from purposively selected shops and passer byes who are located in the purposively
selected towns of the country, namely, Addis Ababa, Hawassa, Jimma, Mekelle, Bahir-Dar,
Adama, Dire-Dawa, Harar, Nekemtie and Jigjiga. Therefore, the population considered was
infinite. Thus, for the study being quantitative, sample size determination formula and
calculation method suggested by Cochran (1963) inferring to the infinite number of population

and confidence level at 95% was used.
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Where,

Ss= sample size
z= the standardized value

p=level of variability
a=1-p

e=the level of precision
ss=1.96°*0.5¥0.5

(0.05)*

=384

Using the formula, the sample size of the study with 95 confidence level and 0.5 level of

variability was calculated to be 384.

From the type of vehicles and number in towns registration database of the Federa Transport
Authority of Ethiopia, motorcycle distribution in the towns of Adama, Addis Ababa, Bahir-Dar,
Dire-Dawa, Harar, Hawassa, Jigjiga, Jimma, Mekelle, and Nekemtie were extracted and
tabulated below, proportional 0.2% samples were drawn to come up with a sum of 384 sample
size determined above. Hence, the survey questionnaires were distributed in each of these towns

accordingly.

Table 3.4. 1Total Number of Motorcycles per Town

Towns Number of Motorcycles | 0.2% Sample Size
ADAMA 35011 70
AA 42000 84
BD 17523 35
DD 7500 15
HARAR 5001 10
HAWASSA 42570 85
JIGJIGA 5049 10
JIMMA 15103 30
MEKELLE 12508 25
NEKEMTIE 10200 20
TOTAL 192465 384

Source: Federal Transport Authority Vehicle Registration Database, April, 2019

23




3.5 Data Sourcesand Types

In this study, both primary and secondary data sources were used. The primary data used are the
data collected directly from purposively selected concerned officials from motorcycle importers
and assemblers/manufacturers of Bajg and TVS brands, and those motorcycle owners/drivers
randomly selected from customers of purposively selected stores of each of the towns, Addis
Ababa, Hawassa, Jimma, Mekelle, Bahir-Dar, Adama, Dire-Dawa, Harar, Nekemtie and Jigjiga,
and included to participate in the structured questionnaire. However, secondary data relating to
the volume of trade each dealer (shopper) is trading per year to determine whether that shop is to
be included in the sample or not, the density/distribution of motorcycle market in the country, etc
were collected from Customs database, importers and distributors of motorcycle in Ethiopia,
assembler/manufacturers of motorcycles in the country, annua vehicle inspection database of
Transport Authority, etc.

The data types collected and used in this study were quantitative types that show existence or
nonexistence of causal links between the variables considered.

3.6  Sampling Procedure

For the purpose of this research the sampling procedure employed was that first sample towns of
the country where denser motorcycle markets and retail shops found were selected purposively
based on the data obtained from Ministry of Transport of annual vehicle inspection database
report. From these towns, stores which are ranked higher sellers of the stated brand motorcycles
were selected based on sales performance reports of the sole agents of the two brands in
Ethiopia. From customers of the selected stores, participants were purposively approached and

included in the survey.

3.7 Data Collection Procedure

Both primary and secondary data were used in this research. Primary data were collected through
designed and self-administered structured questionnaire presented to participants comprising of
randomly selected owners and marketing managers of motorcycle importers and manufacturers,
dealers and retailers of Bajg and TVS brands found in the various regions of Ethiopia, and
motorcycle ownerg/drivers approached to provide some relevant information to the study. In

carrying out primary data collection, however, some of the questionnaire might not be returned

24



and the returned questionnaire may also even contain some inconsistent responses which is very
common in such survey type researches. To curb such a problem, contingency of 10% of the
sample size determined above is commonly used and therefore the total number of questionnaire
to be distributed approximately becomes 422. The researcher has aso distributed the same
number of questionnaires, out of which those containing incomplete responses, inconsistencies,
etc were dropped and only sample of 384 was used for the analysis. The secondary data were
collected from all relevant materia's both published and unpublished documents such as previous
studies on similar areas and International Automotive Fair (IAF), Federal Transport Authority
(TA), National Bank of Ethiopia (NBE), Ethiopian Revenue and Customs Authority (ERCA),
Annual reports of the maor importers/assemblers/or manufacturers of motorcycles and Central
Statistics Agency (CSA) bulletins and documents, etc. In carrying out the work relating to this
section of the report a variety of reports, documents and articles were reviewed.

3.8 Ethical Consideration

In this study, the safety and the rights of respondents and those that participate in the research
and data collection, processing and analysis was highly guaranteed. No exposure to stress,
physical or psychological harm, etc. It was completely based on the individual’s willingness
that s’lhe was included in the study and information provided by every respondent was

confidential to the maximum.

3.9 DataAnalysis

The data collected and structured from the self-administered questionnaire were categorized
according to the magjor study objectives and questions. The data were analyzed using descriptive
statistics, frequency distribution, correlation and regression analysis with the help of statistical
tool, SPSS 24. Information organized under relevant themes or categories was utilized to
carryout analysis and draw |essons and recommendations.

Using descriptive statistics, the demographic data of the respondents were organized and
summarized to provide relevant and simplified information.

On the other hand, multiple regression analysis was used to measure the effect of in-store
promotions on brand awareness of motorcycle market in Ethiopia with the specific emphasis on
Bag and TV S brands.
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3.9.1 Survey Questionnaire

Two parts being contained in the survey questionnaire of this study, the first part was designed
to gather demographic profile of respondents’ like Gender, Monthly Income, Age, their
preferred brand of motorcycle, town where they bought the motorcycle, and environmenta cue
that helped them locate the motorcycle store. The second part of the questionnaire was designed
to gather basic information which includes items that are important to measure in-store
promotions of motorcycle storesin Ethiopia (i.e. items related to store design- interior decoration
of the store, exterior decoration of the store, feature areas (partitions, walk-ins, etc), and light &
color composition of the store; points related to store talents — appearance & interactions of
employees, and professionaability of the store employees) and to measure respondents’ brand
awareness of motorcycle market in Ethiopia.

In-store promotions and brand awareness measuring parts of the survey questionnaire were
developed on five point Likert scale defined by 1=strongly disagree, 2=disagree, 3=neutral,
4=agree and 5=strongly agree.

The questionnaires were mainly adopted and customized from (Baker, J. et a., 2002 and Van
Rompay et al., 2008). To avoid understanding and language barriers for the respondents, the
guestionnaires were translated into Amharic language by the researcher. The Amharic version
of the questionnaire was intended for those respondents who have low proficiency in the

English language.

3.9.2 Redliability and Validity
For any research out come to be acceptable, checking reliability and validity of the research
instrument is very important. Reliability means that a measure (in this study survey
guestionnaire) should consistently reflect the construct/survey question that it is measuring thus
the instrument can be interpreted consistently across different situations and validity confirms
whether the research instrument actually measures what it sets out to measure (Field, 2013);
hence, internal consistency of the research instrument prevail. Very commonly, technique of
Cronbach’s alpha test is used to check the internal consistency of variables in the research. In
this research also, the researcher used Cronbach’s alpha to assess the internal consistency
of variables in the research instrument. According to Field (2013), Cronbach’s Alpha
coefficient of 0.7 or higher is considered acceptable and adequate to determine reliability in most
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socia science research studies. Thus, for this study, Cronbach’s alpha score of 0.7 or
higher has been considered adequate to determine reliability. The result of reliability test of this
study presented as follows;

Table 3.9. 2 Reliability Test Result

M easurement No of item Cronbach’s Alpha
Store Decoration 4 0.758
Product Assortment 4 0.935
Store Feature Area 4 0.867
Store Light & Color 4 0.789
Employee Appearance 4 0.780
Employee Professionalability 3 0.747
Brand Awareness 1 1.000
Overall reliability 24 0.920

Source: Own Survey, 2019

As shown in the above table, al the variables fulfilled the recommended minimum point of the
Cronbach’s apha value, i.e. 0.7. Therefore, al the variables were confirmed reliable variables

and signified further analysis using the scale was acceptabl e.

As per Kothari (2004), Validity is the extent to which differences found with a measuring
instrument reflect true differences among those being tested. In this sense, Validity is the most
critical criterion and indicates the degree to which an instrument measures what it is supposed to
measure. In order to ensure the quality of the research design, validity of the research instrument
will be checked as to whether the measuring instrument provides adequate coverage of the topic
under investigation, Content Validity, which is addressed through using the instrument
containing representative sample of the universe so that the content validity is good. Its
determination is primarily judgmental and intuitive. It can also be determined by using a panel of
persons who shall judge how well the measuring instrument meets the standards, but there is no
numerical way to express it. Based on this, the content validity was verified by the professionals.
The instrument utilized for this research has, hence forth, got approval from the research advisor

to amplify the content validity.
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Moreover, for good validity, the researcher adopted & developed constructs referring different
published articles like (Baker et a., 2002), and (Van Rompay et al., 2008).

3.9.3 Data Analysis Techniques
The researcher implemented Statistical Package for Social Science (SPSS) tools to anayze
demographic characteristics of respondents, to determine the strength & nature of the
relationship between constructs, and to test & validate the proposed hypothesis.

Data analysishelp to organize, provide structure, and produce meaning from research data
(Tesfaye, 2017) and in here examining the surveys for accuracy, appropriateness and
completeness; coding and entering data into SPSS 24 database; and performing analysis of
responses according to frequency distribution, descriptive and inferential statistics were made.
For dependable outcome of the study reliability, normality, linear relation, variance
homogeneity, errors as well as multi-collinearity were also checked.

Following analyses were performed on the data with the help of SPSS version 24 package

software;

3.9.3.1 Descriptive statistics
Using descriptive statistical analysis like; frequencies and percentages,; general information and

demographic characteristics of respondents were summarized and presented.

3.9.3.2 Test/Moded Assumption for Inferential Statistics

3.9.3.2.1 Normality Test
Among the others, one of the assumptions before running analysis of the data was testing

normality of the data with Skewness and Kurtosis (Y odit, 2017).

According to (Field, 2013), normally distributed data assumed that the data are from one
or more normally distributed populations. Hypothesis testing depends on having normally
distributed populations and so if these assumptions are not met then it is difficult to perform
hypothesis testing. Therefore, performing normality test is mandatory.

As per (Field, 2013) normality test could be performed by computing the Skewness and Kurtosis,

and their respective standard errors. A value between -2 and +2 score in absolute terms for
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Skewness and Kurtosis is expected to be significant at p<0.05. Large sample will give rise to
small standard errors and so when sample sizes are big, significant values arise from even small

deviations from normality for both skewness and Kurtosis (Field, 2013).

3.9.3.2.2 Linearity Test
According to (Field, 2013), normally distributed data assumed that the data are from one

or more normally distributed populations and hence there exist linearity between the cumulative
probability distribution of outcome variable and cumulative probability of predictor variable(s)
distribution. This can be handled by analyzing the Q-Q plots of the variables of concern. A fairly
normally distributed data yields dots hover or snakevery close to the  model fit
(diagonal) line. If valuesfall onthe diagonal of theplot then the  variable shares the
same distribution asthe one  specified. Deviations from the  diagonal line show

deviations from the distribution of interest.

3.9.3.2.3 Multi-Collinearity test
A situation in two or more independent variables are highly correlated refers to condition of

Multi-Molinearity. When the independent variables are multi-co linear, there is overlap or
sharing of predictive power of the independent variables and it will be very difficult to estimate
dependent variable using regression model. Moreover, independent variables are correlated
among themselves, the unigque contribution of each variable is difficult to assess. Thisis because
of the overlapped or shared variance between themselves, i.e, they are multi-collinear.
Reviewing the Variance Inflation Factors (VIF) and the Tolerance Values, multi-collinearity
existence could be addressed. VIF values above 10 and tolerance value below 0.10 indicate
multi-collinearity (Field, 2013). Therefore, both the “tolerance” values (greater than 0.10) and

the “VIF” values (less than 10) are all quite acceptable.

3.9.3.24 Corréation analysis
Correlation is a statistical device used to measure the strength or degree of a supposed linear

association between two or more variables. So that, Pearson correlation analysis was made to see
the direction and strength of relation between independent variables (i.e. store decoration, store
product assortment, feature area, light & color of store, employee appearance and employee
professionalability) and the dependent variable, brand awareness of motorcycle stores. The

strength of a linear relationship (i.e., how close the association is to being a perfectly straight
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line) and the direction of alinear relationship (increasing or decreasing) were performed. All the
necessary requirements (i.e. continuous variables, case value on both variables, linear
relationship between variables, independent cases, normality, random sample data, no outlier for
anaysis of correlation using Pearson correlation were performed and the data found to be

suitable for analysis.

As per Field (2013), the strength (value of Pearson correlation analysis) of the correlation value

could be interpreted using the following rule of thumb;

> 0.1<|r|<0.3... small / weak correlation
> 0.3<]|r|<0.5... medium / moderate correlation
> 0.5<|r|<1.0... large / strong correlation

3.9.3.3 Inferential Statistics - Regression analysis
The extent to which independent variables (store decoration, store product assortment, feature

area, light & color of store, employee appearance and employee professionalability) influence
the dependent variable (brand awareness) was investigated using regression analysis. Regression
analysis help fit a predictive model for dependent variable (brand awareness) from independent
variables (store decoration, store product assortment, feature area, light & color of store,
employee appearance and employee professionalability). It also help generate inference to test
the hypothesis. Hence, in order to see the effect of in-store promotions on brand awareness of
motorcycle store, multiple linear regression analysis was employed. Multiple Linear regression
estimates the coefficient of the linear equation, involving all independent variables (store
decoration, store product assortment, feature area, light & color of store, employee appearance
and employee professionalability) that best predict the value of the outcome variable (brand

awareness).
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CHAPTER FOUR

DATA PRESENTATION, ANALYSISAND INTERPRETATIONS

4.1 Respondents’ profile
A total of 384 respondents were participated in this research. Summary of the demographic

profiles of these respondents was shown in the following tables. Most of the motorcycle

customers/respondents were males (68%). Most of the respondents are between the ages of 31

years and 45 years with maor monthly income groups being above 10,000 birr and below 20,000

birr.

Table 4.1.3 Demographic profile of respondents

Frequenc Percent valid Cumulative Frequenc
€ y Percent Percent € Y

Gender Mae 261 68.0 68.0 68.0
Female 123 32.0 32.0 100.0
Total 384 100.0 100.0

Income Below 3,000 108 28.1 28.1 28.1
Birr 3,001 to 10,000 118 30.7 30.7 58.9
Birr 10,001 to 20,000 158 41.1 41.1 100.0
Total 384 100.0 100.0

Age 18to30Yrs 94 245 245 245
31to45Yrs 186 48.4 48.4 72.9
46to060 Yrs 104 27.1 27.1 100.0
Total 384 100.0 100.0

Source: Own survey, 2019

Although respondents were asked to just either list or write the motorcycle brand they prefer,

unfortunately there existed no respondent that either wrote both brands or other brands (may be

thisis because of the fact that respondents were selected purposively).

The respondents’ preferred brand between Bajaj and TVS is also extracted and summarized here

in the below table, where many of the respondents (61.5%) preferred Bajaj brand.
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Table4.1. 4 Preferred Brand

Frequency | Percent | Valid Percent | Cumulative Percent
Vvaid |Baga 236 61.5 61.5 61.5
TVS 148 38.5 38.5 100.0

Total 384 100.0 100.0

Source: Own survey, 2019

As can be seen in the table below, most of the motorcycle markets and customers were located in
the SNNP region mainly Hawassa (22.1%) followed by the capita of the country Addis Ababa
(21.9%).

Table 4.1.5 Town Bought

Frequency | Percent | Valid Percent
Vaid | Adama 70 18.2 18.2
Addis 84 21.9 21.9
Ababa
Bahir Dar 35 9.1 9.1
Dire Dawa 15 39 3.9
Harar 10 2.6 2.6
Hawassa 85 22.1 22.1
Jigjiga 10 2.6 2.6
Jimma 30 7.8 7.8
Mekelle 25 6.5 6.5
Nekemtie 20 5.2 5.2
Total 384 100.0 100.0

Source: Own survey, 2019

Respondent were also asked as what environmental cues help them find the motorcycle store
from which they bought their motorcycles and the response obtained is summarized and
tabulated below. As can be seen, most of the respondents (55.5%) relied on Sore Design and an
environmental cue locating the stores followed by store employee (42.7%). As can be seen from
the data collected using the survey, store atmospherics obtained the least response (7%) which
may be attributed to the insignificant attention paid by motorcycle stores in the country or

respondents are at vague understanding the issue at all to use as environmental cues to find the
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stores because of which the researcher has deliberately omitted variables related this
environmental cue from further analysis.

Table 4.1.6 Environmental Cues

Frequen valid Cumulative
cy Percent | Percent Percent
Valid | Store Design 213 55.5 55.5 55.5
Store Employee 164 42.7 42.7 98.2
Store Atmospherics 7 1.8 1.8 100.0
Total 384| 100.0 100.0

Source: Own survey, 2019

4.2 Descriptive Statistics

4.2.1 Descriptive Analysis
In the following 7 consecutive tables, descriptive statistical analysis of variable dimensions used
as a measure of in-store promotions and brand awareness is performed and presented. Table
4.2.1.6 to Table 4.2.1.12 presents results of descriptive analysis from store decoration, store
product assortment, store feature area, light & color of store, store employee appearance, store
employee professionaability, and store brand awareness; followed by comparison of the
descriptive mean score and standard deviations of the four store design dimensions and the two
store talent (social) dimensions. All parts of the dimensions are processed, analyzed and

interpreted in order to achieve the desired result as follows.

4.2.1.1 StoreDecorations

The respondents were asked 4 questions related to store decorations. The Table 4.2.1.6 below
presents respondents’ result of store decorations with mean and standard deviation values for
each item.

As it can be seen fromtable 4.2.1.6 below, the mean value of store decorations is 3.44 and
the highest mean score is obtained for the item *“I can easily recognize the decoration of this
store from among other store decorations” with a mean score of 3.58 while “This store decoration
comes to my mind whenever | think of buying/using this brand of motorcycle” scored the lowest with a
mean score of 3.27. From the table, one can easily notice that respondents provide more or less

similar wait to each of the store decoration constructs.
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Table 4.2.1.7 Store Decorations Descriptive Analysis

Std.
N M -
ean Deviation
The interior decoration of the store selling the brand of motorcycle I’'m
using/bought let me feel pleasant atmosphere 384 13.37 |1.39
The exterior decoration of the store selling the brand of motorcycle I’'m
using/bought let me feel pleasant atmosphere 3841356 |1.345
This store decoration comes to my mind whenever | think of
buying/using this brand of motorcycle 3841327 |1.3%5
| can easily recognize the decoration of this store from among other
store decorations 3841358 |1.357
Store Decoration 384 |3.44 |1.038
Valid N (listwise) 384

Source: Own survey, 2019

4212 StoreProduct Assortment

The respondents were asked 4 questions related to product assortment. The Table 4.2.1.7 below

shows respondents’ descriptive statistics results of product assortment with mean and standard

deviation values for each item.

In the above table below, the mean value of store product assortment is 3.59 and the highest

mean score is obtained for the construct “This store provides variety of products” with a

mean score of 3.64. Here also, al the constructs reveal similar responses of the respondents.

Table 4.2.1.8 Store Product Assortment Descriptive Analysis

Std.

N |Mean| Deviation
This store provides variety of products 384| 3.64 1.392
Products in this store are conveniently stocked and ordered insucha | 384 3.57 1.458
way as new models separated from custom ones
| can easily remember the product assortment of this store whenever | | 384 3.54 1.403
think of this brand of motorcycle
| can easily recognize the product assortment of this store from 384| 3.59 1.402
among other stores
Store Product Assortment 384| 3.59 1.293
Valid N (listwise) 384

Source: Own survey, 2019
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4213 StoreFeatureArea

Four questions related to store feature area were provided to the respondents which is
represented in the following table descriptive statistics summary of mean and standard deviation
values for each of the items.

Table 4.2.1.9 Store Feature Area Descriptive Analysis

Mea Std.

N n Deviation
This storeis designed in such away that it allowsvisitors serve | 384| 3.47 1.568
themselves, having walk-ins with signage labeled
This store is designed in such away that the internal feature 384| 3.39 1.668
areas (like motorbike area, reception, spare parts area, service
center, etc) are separately located within
| remember the feature areas of this store whenever | think of | 384| 3.29 1571
this brand of motorcycle
| can easily recognize the feature areas of this store from among | 384| 3.47 1514
other store feature areas
Store Feature Area 384| 3.40 1.337
Valid N (listwise) 384

Source: Own survey 2019

As it can be seen from table 4.2.1.8 above, the mean value of Store Feature Areais 3.40
and the highest mean score is obtained for the construct “This store is designed in such a
way that it alows visitors serve themselves, having walk-ins with signage labeled” and “I can
easily recognize the feature areas of this store from among other store feature areas” with a
mean score of 3.47 whilethe construct " | remember the feature areas of this store whenever |

think of this brand of motorcycle” scored the lowest with a mean score of 3.29.

4.2.1.4 Light and Color of the Store
Respondents were asked 4 questions related to light and color of the store. Table 4.2.1.9 below
presents respondents SPSS results of light and color of store with mean and standard deviation

values for each item. The mean score of light and color of storeis 3.56.
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Table4.2.1.10 Light & Color of Store Descriptive Statistics

Std.
N Mean Deviation

| like the light & color composition of this store 384 3.53 1.348
Thelight & color of this store goesin line with the brand it 384 3.55 1.368
deals
The light & color composition of this store comes to mind 384 3.64 1.324
whenever | think of motorcycle brands

| can easily identify the light & color composition of this 384 3.53 1.363
store from any given aternative of motorcycle stores’ light

& color composition

Light & Color of Store 384 3.56 1.057
Valid N (listwise) 384

Source: Own survey, 2019

4215 Store Employee Appearance

Being asked four questions related to store employee appearance, the mean scores and standard
deviations of respondents’ response to each of the constructs were summarized and put in the
table below.

Table 4.2.1.11 Employee Appearance Descriptive Statistics

Std.
N Mean Deviation

This store’s employees are attractively dressed 384 3.39 1.338
The quality of my interaction with this store employeesis 384 3.44 1.317
excellent
This store’s employees appear in such a way that helps me 384 3.46 1.310
remember the motorcycle brand sold in the store whenever |
think of buying/using of such a product
This store’s employees appear in such a way that helps me 384 341 1.339
recognize the motorcycle brand sold in the store from other

brands

Employee Appearance 384 343 1.029
Valid N (listwise) 384

Source: Own survey, 2019

The mean score of store employee appearance is 3.43 while the highest mean score was obtained
for the question “The quality of my interaction with this store employee is excellent” indicating
that the employee’s quality of interaction with customers in the motorcycles store creates more
favorable memory to the customers.
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4.2.1.6 Store Employee Professionalability

Being asked three questions related to store employee Professionaability, the mean scores and
standard deviations of respondents’ response to each of the constructs were summarized and put
in the table below.

Table 4.2.1.12 Employee Professionalability Descriptive Statistics

Std.
N Mean Deviation

The store personnel (from front office to the aftersal es team) 384 3.64 1.281
have good product and technical knowledge
This store’s employees professional knowledge about 384 3.67 1.290
motorcycles help me remember the motorcycle brand the
store deals
This store’s employees professional knowledge about 384 3.82 1.289
motorcycles help me easily recogni ze the motorcycle brand
the store deals from others

Employee Professional ability 384 3.71 1.048
Valid N (listwise) 384

Source: Own survey, 2019

The mean score of store employee Professionalability is 3.71 while the highest mean score was
obtained for the question “This store’s employees professional knowledge about motorcycles
help me easily recognize the motorcycle brand the store deals from others” indicating that the
employees professiona knowledge about motorcycles in the motorcycles store hel ps respondents

easily recognize the motorcycle brands dealt in the store from others.

4.2.1.7 StoreBrand Awareness
Respondents were asked if they are aware of the motorcycle brand they had in view of the store
design and store talent and their mean score response revealed 3.57.

Table 4.2.1.13 Store Brand awareness Descriptive Statistics

N [Mean| Std. Deviation
In view of the store design and store talent, | can say, I’m aware of 384| 3.57 .888
the brand of motorcycle | had or deal
Valid N (listwise) 384

Source: Own survey, 2019
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4.3 Inferential Statistics

4.3.1 Correlation Analysis
All basic constructs were included in the correlation analysis and a bivariate two-tailed
correlation analysis with significance level of 95%, p<0.05 was made. Table 4.3.13 below
indicates the Pearson correlation between each in-store promotion dimensions and brand
awareness of motorcyclesin Ethiopia.
As the table below demonstrates, Pearson correlation coefficients of independent variables (store
decoration, store product assortment, store feature area, light & color of store, store employee
appearance, and store employee professionalability) found to be positively and significantly
related with in themselves and aso to the dependent variable, store brand awareness at p<0.01
level of significance. The correlation between store feature area and store employee appearance
was found to be WEAK correlation, while the correlation among other variables was found to be
MODERATE to STRONG correlation.
In general, the correlation analysis test signified that all the correlations between the variables
was found to be positive and significant at significance level of P<0.01 with the majority of the

association/correlation being strong.

38



Table 4.3.14 Correlation Analysis Result

Store Store Store Light & Employee
Decorati Product Feature | Color of Employee | Professiona | Store Brand
on Assortment Area Store Appearance ability Awareness

Store Decoration | Pearson 1

Correlation

Sig. (2-tailed)

N 384
Store Product Pearson 403" 1
Assortment Correlation

Sig. (2-tailed) .000

N 384 384
Store Feature Pearson 343" 3417 1
Area Correlation

Sig. (2-tailed) .000 .000

N 384 384 384
Light & Color of | Pearson 578" 602" 4237 1
Store Correlation

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

N 384 384 384 384
Employee Pearson 464" 340 2897 | 4577 1
Appearance Correlation

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

N 384 384 384 384 384
Employee Pearson 580" 365" 3317 5317 461" 1
Professionalabilit | Correlation
y Sig. (2-tailed) .000 .000 .000 .000 .000

N 384 384 384 384 384 384
Store Brand Pearson 551" 476" 656" | 618" 4217 460™ 1
Awareness Correlation

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

N 384 384 384 384 384 384 384

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Own survey, 2019
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4.3.2 Test for Linear Regression Model Assumptions

4.3.2.1 Normality Test

As can be seen from the Histogram (see Appendix A), all independent variables had normal (bell
shaped) distribution curve, witnessing the data to the normality assumption. Additionaly, the
Skewness and Kurtosis analysis were also performed and the results presented as follows;

It is observed from below table that all the absolute values of the Skewness and Kurtosis lie
between -2 and +2.

Table 4.3.15 Skewness and Kurtosis for normality of data

N Skewness Kurtosis

Statistic | Statistic | Std. Error | Statistic | Std. Error
Store Decoration 384 -.242 125 -.715 248
Store Product Assortment 384 -.607 125 -.878 248
Store Feature Area 384 -.153 125 -1.472 248
Light & Color of Store 384 -.148 125 -1.118 248
Employee Appearance 384 -.262 125 -.237 248
Employee Professionalability 384 -.597 125 -.273 .248
Store Brand Awareness 384 .183 125 -.804 .248
\Valid N (listwise) 384

Source: Own survey, 2019

The Skewness results were found to range from -0.597 to -0.148 while the Kurtosis results range
from -1.118 to -0.237. Therefore, both the histogram analysis in the appendix and review of
Skewness & Kurtosis of the data affirmed that the datais normally distributed.
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4.3.2.2 Linearity Test
As can be seen from the Q-Q Plot (see Appendix B), as the dots for all independent variables and

the dependent variable hover or snake very close to the model fit (diagonal) line, the variables
share the same distribution as the one specified. This confirms linearity of al the variables

considered and hence running linear regression is guaranteed.

4.3.2.3 Multi-Collinearity Test

The multicollinearity test result of this study revealed that the tolerance value ranges from 0.450
to 0.787 which al are above 0.1 and the values of Variance Inflation Factor (VIF) of al the
independent variables lied within the range of 1.271 and 2.222 which al are below 10. Thus the
result confirmed that there is no significant indication for existence of multi collinearity among
the independent variables.

Table 4.3.16 Multi-Collinearity Test Result

Collinearity Statistics
Model Tolerance VIF
1 (Constant)
Store Decoration 540 1.854
Store Product Assortment .623 1.605
Store Feature Area 787 1.271
Light & Color of Store 450 2.222
Employee Appearance .695 1.439
Employee Professionalability 577 1.733

Source: Own Survey, 2019

4.3.3 Multiple Linear Regression Analysis
Considering normal distribution and no significant multicollinearity indication, the researcher
performed multiple regression analysis and the result presented as follows.
Table 4.3.17 Multiple Regression Analysis Model Summary®

M odel R R Square | Adjusted R Square | Std. Error of the Estimate | Durbin-Watson
1 .782° 612 .606 557 2.246
a. Predictors: (Constant), Employee Professionalability, Store Feature Area, Store Product
Assortment, Employee Appearance, Store Decoration, Light & Color of Store

b. Dependent Variable: Store Brand Awareness
Source: Own survey, 2019

41



As can be seen in the regression table above, the value of Durbin-Watson test 2.246 shows that
the possibility of autocorrelation is very minimal meaning that adjacent residuals (errors) are
uncorrelated. Moreover, R Square value 0.612 signifies that 61.2% of the variation in the
outcome/dependent variable, Store Brand Awareness, can statistically be explained by the
independent variables (Store decoration, store product assortment, store feature area, store light

& color, store employee appearance, and store employee professionalability).

4.3.4 ANOVA

As the main am of this study is to identify the effect of in-store promotion (independent
variables — represented by store decoration, store product assortment, store feature area, store
light & color, store employee appearance, and store employee professionalability) on store brand
awareness (dependent variable), the predictive power of each predictors (independent variables)
affecting the criterion (dependent variable) had to be investigated.

According to Field (2013), the most important part of the ANOVA table like above is the F-
ratio and the associated significance value of that  F-ratio. The significant level in the
ANOVA table below signifies that the combination of variables significantly predict the
dependent variable (P < 0.05). ANOVA that tests whether the model is significantly better at
predicting the outcome than using the mean as a best guess; specificaly, the F-ratio represents
the ratio of the improvements in prediction that results from fitting the model, relative to the
inaccuracy that still exists in the model. For these data, F is 99.133, which is significant at p <
0.001. This result tells us that there is less than a 0.1% chance that an F-ratio larger would
happen by chance alone. Therefore, we can say that our regression model results in significantly
better prediction of brand awareness than if we used the mean value of customers’ brand

awareness.
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Table 4.3.18 F-Test result of ANOVA?

Sum of Mean
M odel Squares df Square F Sig.
1 Regression 184.816 6 30.803| 99.133 .000°
Residual 117.142 377 311
Total 301.958 383

a. Dependent Variable: Store Brand Awareness

b. Predictors. (Constant), Employee Professionalability, Store Feature Area,
Store Product Assortment, Employee Appearance, Store Decoration, Light &

Color of Store

Source: Own survey, 2019

In order to do this, we have to see the ANOV A table presented below and if the regression model

is significant in predicting the criterion variable, it is via the unstandardized 3 coefficients that

the extent of predictive power of predictors on the criterion estimated.

Once we have confirmed that the regresson model was significantly able to predict the

dependent variable, it is worth analyzing the regression coefficients table to see the predictive

power of each of the predictors in the model. The regression coefficient (13) explains the average

amount of change in the dependent variable that is caused by a unit change in the independent

variable. Independent Variable with higher value of unstandardized coefficient was the one that

affects the dependent variable highly and it is more important in predicting the dependent

variable. The result of the multiple regression analysis made with SPSS is presented in the

following table.

Table 4.3.19 Multiple Linear Regression Analysis Result Coefficients?

Unstandardized Coefficients

Standardized Coefficients

B Std. Error Beta t Sig.

(Constant) .869 128 6.787| .000
Store Decoration 164 .037 J191| 4.383| .000
Store Product .04 .028 079 1.940( .053
Assortment

Store Feature Area 292 .024 439 12.148| .000
Light & Color of Store 197 .040 234 4.901| .000
Employee Appearance .052 .033 061 1.573| .117
Employee Professional ability .019 .036 .023 544 587

Source: own survey, 2019
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The result of the regression analysis showed that the level of influence each of the independent
variables have on the dependent variable is different, store feature area having the magjor positive
influence on store brand awareness with 3 value of 0.292 and employee professionaability
being the least influential construct in this model with 3 value of 0.19. With the exceptions of
store product assortment, employee appearance, and employee professionaability, al the
independent variables were found statistically significant in predicting store brand awareness of
motorcycle market in Ethiopia.

The objective of the regression in this study is to find such an equation that could be used to find
the impact of predictors/construct variables/ on the dependent variable. The specified regression
equation takes the following linear form:

Y =Bg+ B1 X1+ BpXot+ BaXst ...+ By X +E€

In the above equation, predictor variables X; may represent independent variables or covariates
(control variables). Covariates are variables that are not of theoretical interest but may have some
impact on the dependent variable Y and should be controlled, so that the residual effect of the
independent variables of interest are detected more precisely. Covariates capture systematic
errors in a regression equation while the error term (€) captures random errors (Bhattacherjee,
2012).

The Equation takes the form;

Y= By + 3;(Store Decoration) + 3,(Store Product Assortment) + B33(Store Feature Area) +
B34(Store Light & Color) + B3s(Employee Appearance) + 35(Employee Professionalability)
Where,

Y is Store Brand Awareness

So our model equation becomes;

Brand Awareness = 0.869 + 0.164(Store Decoration) + 0.054(Store Product Assortment) +
0.292(Store Feature Area) + 0.197(Store Light & Color) + 0.052(Employee Appearance) +
0.019(Employee Professional ability)

Therefore, to increase brand awareness of motorcycle market in Ethiopia, it is advisable to

implement in-store promotions especially via store’s feature areas like walk-ins, signages,

separate places for separate model motorcycles, etc inside the stores.
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4.4 Hypothesis Testing and | nterpretation of Results

Table 4.4.20: Hypothesis Testing Based on Multiple regressions Analysis Result

Hypothesis Statement of the Hypothesis Result Reason

Sore Decorations has no positive and
HOa significant effect on consumer’s brand
awareness of motorcycles in Ethiopia
Hla supported | 3=0.164, P<0.05

Store Decorations has positive and significant
Hla effect on consumer’s brand awareness of
motorcyclesin Ethiopia

Store Product Assortment has no positive and
HOb significant effect on consumer’s brand
awareness of motorcycles in Ethiopia
HOb supported | 3= 0.054, P>0.05

Store Product Assortment has positive and
H1lb significant effect on consumer’s brand
awareness of motorcycles in Ethiopia

Sore Feature Area has no positive and
HOc significant effect on consumer’s brand
awareness of motorcycles in Ethiopia
Hlc supported | 3= 0.292, P<0.05

Store Feature Area has positive and significant
Hic effect on consumer’s brand awareness of
motorcyclesin Ethiopia

SorelLight & Color has no positive and
HOd significant effect on consumer’s brand
awareness of motorcycles in Ethiopia
H1d supported | 3=0.197, P<0.05

SorelLight & Color has positive and significant
Hld effect on consumer’s brand awareness of
motorcyclesin Ethiopia
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Hypothesis Statement of the Hypothesis Result Reason

In-store employee appearance has no positive
HOe and significant effect on consumer’s brand
awareness of motorcycles market in Ethiopia.

HOb supported | 3= 0.052, P>0.05

In-store employee appearance has significant
Hle positive effect on consumer’s brand awareness
of motorcycles market in Ethiopia.

In-store employee professionalability has no
positive and significant effect on consumer’s

HOr brand awareness of motorcycles market in
Ethiopia.
HOb supported | 3=0.019, P>0.05
In-store employee professionalability has
H1f positive and significant effect on consumer’s

brand awareness of motorcycles market in
Ethiopia.

Source: Own survey, 2019

As results of the study summarized in Table 4.4.19 above, three of the null hypotheses were
rejected while the other three were supported. Hence, store decoration, store feature area, and
store light & color have positive and significant effect on consumer’s brand awareness of
motorcycle market in Ethiopia. On the other hand, store product assortment, store employee
appearance, and store employee professionalability do not have significant effect on brand

awareness of motorcycle market in Ethiopia.

45 Discussion of the Findings
The purpose of this study was to measure the effect of in-store promotions on brand awareness of

motorcycle market in Ethiopia. Using structured survey questionnaire, relevant data were
collected. Target population of the study considered was all motorcycle customers and deders
(importers, assemblers, distributors, and retailers) of Bajg and TVS brand motorcycles. The
survey questionnaires were grouped in to three parts, the first part structured to gather
demographic profile of respondents. Based on the collected demographic data, analysis &
summery as per the tables in section 4.1 above, the demographic data were dominated by male
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adults with more preferred brand being Bajgj brand. As can be noticed from Table 4.1.4 above,
the market for Bajg) and TV S brand motorcycles is dominant on the road from the capital city,
Addis Ababa, to SNNPR; i.e. Addis Ababa, Adama and Hawassa have got largest respondentsin
the survey.

The second part of the questionnaires was structured to collect information about respondents’
attitude toward in-store promotion dimension constructs. Based on the data collected, analysis &
summery as per Table 4.5.20 below, it can be seen that the mean scores of al the in-store
promotiona dimensions stated have shown more than 3.40 which is inclined towards positive.
This shows that in-store promotions of motorcycle market in Ethiopiais getting growing valuein
the minds of customers of the stated brand products.

Table 4.5.21 In-Store Promotion Dimensions’ Descriptive Statistics

N Mean Std. Deviation
Store Decoration 384 3.44 1.038
Store Product 384 3.59 1.293
Assortment
Store Feature Area 384 3.40 1.337
Light & Color of Store 384 3.56 1.057
Employee Appearance 384 3.43 1.029
Employee 384 3.71 1.048
Professionalability
Vaid N (listwise) 384

Source: Own Survey, 2019

In the third part, respondents were asked about their level of awareness of motorcycle brands in
consideration to the in-store constructs inquired in the second part of the guestionnaire and
obtained mean score of 3.57 which indicates that overall store brand awareness of respondentsis
positive and good which can be an indication of the effect of in-store promotions so far
employed.

The finding from the correlation result reveals that, some of the constructs have positive and
significant strong relationship among the in-store promotion dimensions and store brand
awareness that goes with the work of many researchers (Baker et a., 1994; Baker et a., 2002,
Singh, 2006; Halpern & Odell, 2010; Floor, 2007; Kishore, 2014, etc). By and large, some of the

in-store promotion constructs showed moderate relationship among the in-store promotion
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dimensions and with brand awareness as well; which is in line with the work of Ricky Y. K.
Chan & Susan Tai (2001).
Multiple regression analysis revealed that three independent variables (store decoration, store
feature area and store light & color) exhibited positive & significant influence on brand
awareness, of course with their dissimilar magnitude of influence.
The results of the regression analysis outcome comply with different studies performed by other
researchers.
Summary of previous studiesfindingsin linewith this study;
Floor (2007) found that the design appearance of stores through striking design, unique
look and feel significantly and positively affect customers cognitive evaluations of brand
awareness.
A.E Kirby & A.M Kent (2010), in their study of Architecture as brand: store design &
identity in UK, reveded that store design as conveyed by the store feature areas and
decorations has significant positive effect on leveraging consumers brand awareness and
identity of theretail store.
Holmquist & Lunardo (2015), found convergent result in which exciting store
environments tend to elevate consumers pleasure with their brand preference. Store
design portrayed by store decorations, store feature areas, and store light and color have
all significant role to play in shaping consumers’ perceptions of the brand, which can
result in consumers purchasing the brand and become brand aware and loyal.
Modern and remarkable decorations of store signify positive attitudinal effect on
customers brand awareness (Nistroscu T, 2008).
Well-designed lighting and color systems can bring an added dimension to an interior
design, guide consumers’ eyes to key sales points, create an atmosphere of excitement,
and induce positive affect and increased brand awareness (Y 00, Park, & Maclnnis, 1998).
Kahn & Deng (2010) have also argued that graphic designs (color composition) of a store
have significant effect in strengthening of brand awareness and association.
Brakus, Schmitt & Zarantonell (2014), in their study focused on fashion (apparel)
industry in South Africa, found that pleasant in-store environment such as light & color
of the store tend to positively and significantly affect customers attitude toward the brand.
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Venter de Villiers, M., Chinomona, R., & Chuchu T., (2018), in their study entitled “the
influence of store environment on brand attitude, brand experience, and purchase
intention of fashion retailing in South Africa, have found that store environments such as

light & color positively and significantly influence brand attitude and awareness.

Some resear cher s have also found opposing results;
Ricky Y. K. Chan & Susan Tai, (2001), in their investigation entitled “How Do In-Store
Environmental Cues Influence Chinese Shoppers?”, found that store design and other
environmental elements of a store exert insignificant role to impact Chinese consumers
shopping behaviors and their brand awareness.
Ismail M. El Sayed , Dalia A. Farrag & Russell W. Belk (2003), in their study of “The
Effects of Physical Surroundings on Egyptian Consumers' Emotiona States and Buying
Intentions” have found that Egyptian consumers are less responsive to store
environmental variables such as store design, lighting & color, socia cues (like employee
appearance & professionalism, and availability of other customers) to evoke their brand
preference and awareness.
Kirshina K et a., (2012), in their study “Innovation in In-Store Promotions: effect of
consumer purchase decision” have shown that in-store employee appearance, and their
interaction and professionalism (knowledge ability) significantly affect consumers brand
perceptions and awareness there by enhance purchase.
A smiley and easily available store employee induces positive affect which results in
increased brand awareness (Manttila& Enz, 2002).
Daniel Wade Clarke, Patsy Perry, Hayley Denson, (2012) in their study of "The sensory
retail environment of small fashion boutiques’, the intangible store traits such as lighting
& color, and employee appearance & professionalism significantly affect consumer’s
shopping experience and hence brand awareness.
Hence, previous researches affirm the findings of this study, i.e. store decorations, store feature
areas, store light & color positively and significantly influence brand awareness of consumers
while store product assortment, store employee appearance & professionalability have
insignificant effect.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

51 Summary of Findings

As the main goa of this study is to understand the effect of in-store promotion on brand
awareness of motorcycle in Ethiopia with specific emphasis to Bajg and TVS brand, it is
important to understand/measure whether consumers could recall and recognize the brand of
motorcycle conveyed through the in-store promotion variables because brand awareness
measures are made through these mediating variables. The results of the study revealed
interesting findings. The three independent variables, store decoration, store feature area, and
store light & color have shown positive and significant effect on brand awareness while the other
three variables; store product assortment, store employee appearance, and store employee

professional ability were found insignificant.

The results of the study indicated that the consumers have shown to use some of the
environmental cues by which in-store promotions were made to recall and recognize the brand

being portrayed.

In addition, this study also tried to answer the research hypotheses formulated in chapter two of
this study. To this end the researcher considered quantitative explanatory research design and
simple random sampling technique to collect data from 384 sample size of motorcycle
customers, dealers, assemblers and importers. Based on the theoretical frame work and
objectives of the study, 24 questions were provided in a5 point Likert scale to the respondents.
The gathered data was analyzed by using both descriptive statistics (like mean, frequency,
percentage) and inferential statistics (correlation and multiple linear regressions) by the use of
SPSS version 24.

The results of descriptive analysis showed, the mean value of al dimensions is above 3.27
signifying the respondents have positive perceptions towards the studied motorcycle brands’ in-

store promotions and their respective brand awareness.
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The output from Pearson's Correlation analysis indicated that all the six independent variables
considered in this study had a positive correlation with store brand awareness. The Pearson
coefficients indicated that the variables have different magnitudes of correlation with the
dependent variable.

Accordingly, store feature area showed the strongest positive correlation (r=0.658, p<0.01)
followed by store light & color (r=0.618, p<0.01) and the least correlation to the dependent
variable being exhibited by store employee appearance (r=0.421, p<0.01). The study aso
revealed existence of positive inter-correlation between the in-store promotions constructs
considered in this survey.

One of the objectives of this study was to find out which in-store promotion dimension has the
most significant effect on consumers brand awareness of the stipulated motorcycle brands in
Ethiopia. The multiple linear regression analysis revealed that store feature area such as layout,
walk-ins, signages, etc has the most significant positive effect on brand awareness (13=0.292,
p<0.05); the least and insignificant effect being exerted by store employee professionalability
such as employee product & technical knowledge.

5.2 Conclusion

It is known that brand awareness is one of the concepts in brand management, as well as in
marketing practice. Consumers are, now a days bombarded with enormous advertisings by
marketers in their intention to boost consumers’ awareness and develop brand equity. However,
in a stiff competition market like motorcycles market in Ethiopia, creating brand awareness
through advertising is the simplest method to be copied by rivals. Hence, use of BTL marketing
like in-store promotions to be unique and own high brand value in the minds of customersisthe
current way out. Use of in-store promotions, though it is at its infant stage in Ethiopia, by
retailer, distributors, and marketers to create brand memory that the customer can retrieve when
thinking of the product category help increase brand awareness by differentiating from their

competitors in order to gain the competitive advantage in the market.

Based on the descriptive & inferential analysis result of this study, the following conclusions

were drawn;
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5.3

Most respondents provide higher degree of awareness for Bag brand than TVS
signifying their relative market share.

Store design constructs have relatively higher effect on brand awareness under
investigation.

The internal design of store described by feature area like layout, walk-ins, separate areas
for various products, etc was found the most significant construct influencing brand
awareness

Store talent ( employee related variables) was found insignificant in this study which may
be attributed to the reason that most of the employees working with any other brand than
Bajg and TVS motorcycles have similar behavior and product knowledge and hence

those employees in the surveyed stores were not uniquely attached to these brands.

Recommendations

Depending on the findings of the study and the conclusions made, the following possible

recommendations were forwarded for the concerned body:

Retailers dealing Bajgj and TV S brand motorcycles in Ethiopia should invest more on the
interior design of their stores to magnify the store’s layout, walk-ins, separate area for
different models, etc so as to effectively influence store brand awareness of their

customers.

Store owners of Bajgj and TVS brand motorcycles in Ethiopia should design their store
decoration in such away as to provide customers with a feeling of pleasant atmosphere

so that their brand awareness be affected.

Thelight and color of stores dealing Bajg and TV S brand motorcycles in Ethiopia should
be designed in such away to go in line with the brand they deal so that it becomes brand

recall and recognition cue to the customers.

Stores should provide their employees with uniforms of the brand so that their

appearance would affect the respective brand awareness.

Store should train their employees from the store front to the back end in such away that

customers can find these employees uniquely representing the brand they handle.
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As the way of increasing brand awareness through advertising can ssimply be copied by
competitors, brand owners, retailers, and store owners working on in-store promotions

can obtain unique brand value in the minds of their customers.

To increase brand awareness, stores dealing Bajgj and TV S brands should be designed in
such away that it uniquely be related to the brand being handled and if all stores across
the country dealing similar products were made to have similar design, much higher level

of brand awareness can be achieved.

5.4 Limitations and Suggestion for future research

As student research, this study had some limitations mainly resulting from sampling method,
purposive random sampling (nonprobability). Data was gathered from some of the towns of the
country only & at random and not cover the whole Ethiopia. The result may have been different
if large samples from all across the nation were collected. Hence, further research investigation
can be done to include all or more towns and rural areas as well so that the findings could be

generalized to the country at large.

However, this study can be used as a bench mark for deaers, retailers and marketers from which
they can get some basic information as to what the brand awareness levels and in-store

promotion significances are.

With due focus on store design and store socia variables only, the study has shown some
remarkable and notable results and findings discussed above. However, future research including
the other environmental variable, store atmospherics and other exogenous variables like parking
area, proximity, location etc, needs to be conducted as an addition and better qualification to this
study.
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Appendix C

QUESTIONNAIRE

ADDISABABA UNIVERSITY SCHOOL OF COMMERCE
DEPARTMENT OF MARKETING MANAGEMENT

GRADUATE PROGRAM

Dear respondents:

My name is Derge Taffese, a candidate graduate student at Addis Ababa University School
of Commerce. | am conducting my research thesis entitled “Effects of 1n-Store Promotions
on Brand Awareness. In The Case of Bajaj & TVS Motorcycle Market in Ethiopia” as
partial fulfillment of the requirements for the completion of my Master’s Degree in

Marketing Management.

The main reason you are chosen as a respondent for the study is that your perception on thein-
store promotions’ contribution to brand awareness is believed to be help draw valid conclusions
on the effect of in-store promotions on brand awareness. in The Case of Bagg & TVS
Motorcycle Market in Ethiopia.

Participation is absolutely voluntary. If you choose to participate in this research, please take
a few minutes of your time to answer the entire questionnaire honestly about your exact
feeling on each of the questions. | really appreciate your willingness and cooperation in giving
genuine information for this questionnaire in advance, and | hereby declare and promise
you that the information you provide will be kept confidential and only be used for
academic purposes. For any clarification you may contact me through my personal phone
number 0911-819904/0902-191919 or derejetaffese872@gmail.com.

Thank you for your cooperation in sharing your highly valuable opinion for the study in advance.

NB:
No need of writing your, address or the name of your organization.

VI



General Information

Gender (please mark with X in the front box)

Mae [ ] Femae [ |

Y our monthly income (please mark with X in the front box)

[ | Belowbirr3000 [ ] Birr3001-10,000 [  ]Birr 10,001 - 20,000
[ ] More than 20,000 birr

Y our age group (please mark with X in the front box)

[ ] 18to30years [ | 31to45years [ ] 46to60years

|:| More than 60 years

What is your preferred motorcycle brand?

Where did you buy your motorcycle?

Town

What environmental cues help you find this motorcycle store?

Store Design Store Texture Store Employee/Sales Person

VI



[I.  Components of in-store promotions

Please fill the questionnaire by ticking the most appropriate level of agreement for the inquiries. (from
Strongly Disagree to Strongly Agree)

1. StoreDesign

Name

Store

L abel

Strongly
Disagree

Disagree

Neutra

Agree

Strongly
Agree-

Store Design

Decorations

The interior decoration of the store selling the brand of
motorcycle I’m using/bought let me feel pleasant
atmosphere

The exterior decoration of the store selling the brand
of motorcycle I’m using/bought let me feel pleasant
atmosphere

This store decoration comes to my mind whenever |
think of buying/using this brand of motorcycle

| can easily recognize the decoration of this store from
among other store decorations

Product
Assortment

This store provides variety of products

Products in this store are conveniently stocked and
ordered in such away as new models separated from
custom ones

| can easily remember the product assortment of this
store whenever | think of this brand of motorcycle

| can easily recognize the product assortment of this
store from among other stores

Feature Areas

This store is designed in such away that it allows
visitors serve themselves, having walk-ins with
signage |abeled

This store is designed in such away that the internal
feature areas (like motorbike area, reception, spare
parts area, service center, etc) are separately located
within

| remember the feature areas of this store whenever |
think of this brand of motorcycle

| can easily recognize the feature areas of this store
from among other store feature areas

Light & color

I like the light & color compasition of this store

Thelight & color of this store goesin line with the
brand it deals

Thelight & color composition of this store comes to
mind whenever | think of motorcycle brands

| can easily identify the light & color compasition of
this store from any given alternative of motorcycle
stores’ light & color composition




2. StoreTaent

Name
Store
L abel

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Appearance

This store’s employees are attractively dressed

The quality of my interaction with this store employeesis
excellent

This store’s employees appear in such a way that helps me
remember the motorcycle brand sold in the store whenever |
think of buying/using of such a product

This store’s employees appear in such a way that helps me
recognize the motorcycle brand sold in the store from other
brands

Store Talent

Professionala
bility

The store personnel (from front office to the aftersal es team)
have good product and technical knowledge

This store’s employees professional knowledge about
motorcycles help me remember the motorcycle brand the store
deals

This store’s employees professional knowledge about
motorcycles help me easily recognize the motorcycle brand the
store deals from others

3. Awareness

Name
Store
L abel

Strongly
Disagree

Disagree

Neutral

Agree

Strongly
Agree

Awareness

In view of the store design, atmospherics and talent, | can say,
I’m aware of the brand of motorcycle I had or deal

Thank You for Your Highly Valuable Participation in the Study
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