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Abstract 

In the case of the MOHA soft drink S.C. Teklehaymanot branch, the study attempted to determine 

the assessment of marketing mix strategies on organization performance. To explain the 

relationship between the company's business performance and its marketing mix strategies, the 

researcher used descriptive research designs. By using a stratified sampling technique to each 

stratum, the sample size of 170 (one hundred seventy) employees was selected. A total of 170 

copies of the questionnaires were produced by the researcher and sent to the six target 

departments of MOHA soft drink S.C. Teklehaymanot Branch: marketing, sales, production, 

finance, human resources, and other departments. Of these, 152 were returned, resulting in an 

appropriate response rate of 89.41% for analysis, conclusion, and recommendation. For a 

variety of reasons, 18 questionnaires have no response. The data sources combine both primary 

(structured questionnaires) and secondary data (HR record and internet). An organized, closed-

ended questionnaire with a five-point Likert scale is used to collect the information. The data 

was analyzed using SPSS Version 22, and the results were presented in the form of tables and 

figures. In order to obtain insight into how respondents' characteristics might affect the study's 

conclusions, the researchers gathered demographic data from them and examined it. The 

research's reliability analysis revealed very good internal consistency for the set of items used in 

the questionnaire. The grand Cornbrash’s alpha coefficient result shows that result of 0.928. 

Based on the conclusions of this research, the 4Ps marketing strategies possess significant 

effects on the organization's business performance, while from all marketing mix 

strategies price, and promotion strategy have a large impact.  

 

KEY WORD:  Marketing mix strategy, product, price, distribution or place, promotion, and business 

performance  
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CHAPTER ONE 

1. INTRODUCTION 

Today's businesses are more competitive than before. The primary objective of any company 

aims to maintain profitability from its manufacturing and sale of goods and services. The modern 

day globalized marketing environment has led organizations to see internationalization as a 

means of remaining competitive.  

Marketing strategy has become a vital instrument for any organization seeking to remain 

competitive and stronger within their marketplace. Aremu and Lawal (2012) define a strategy as 

a pattern of resource allocation decisions made within an organization. It includes the intended 

objectives and perspectives of appropriate and, above all, inappropriate methods of 

accomplishing them. Strategy involves investigating the market and its surrounds, as well as the 

customer purchasing habits, competition, and the importance and ability of marketing 

facilitators. The process by which a company attempts to form relationships with its intended 

consumers is hence referred to as its marketing strategy. According to Mustapha (2013), the 

process of producing a marketing strategy involves conducting market research, creating a vision 

for the market or markets, choosing target markets, designing positioning strategies, establishing 

goals, and putting the marketing programs into action to satisfy the target markets' value 

requirements. Marketing strategy refers to the marketing reasoning that the company uses to 

build customer value and lucrative partnerships, as well as its overall approach to selling its 

goods and services to customers. This study was addressed the lack of management on marketing 

mix elements and ineffective marketing strategy. The primary goal of any business is to make a 

profit. As a result, businesses face the challenge to determine the best kind of strategy to employ 

for their offering. The purpose of this research was to assess the effects of marketing mix 

strategies and their significance on business performance at the MOHA soft drinks company's 

Teklehaimanot Plant, which located around Merkato marketplace. 

1.1 Background of the study 

According to Armstrong and Kotler (2011), Marketing is a series of acts that provide value to 

consumers, foster relationships with them, and benefit the business. Bay, Petrizzi, and Gill 

(2008) suggested that when firms use a marketing mix to their business, it helps to enhance sales 

and profits, hence accomplishing their marketing objectives. The marketing mix's elements, 

namely product, price, place, and promotion (4P's), are controllable instruments that contribute 
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to customer satisfaction (Shankar & Chin, 2011; Sable, 2013).The marketing combination is a set 

of controllable marketing instruments and methods that a company can employ. Marketing firms 

and organizations in the market they are targeting can influence marketing mix elements, and 

their composition is essential to the reaction Cutler, (2000).  

The marketing mix consists of a collection of marketing methods utilized to meet the institute's 

marketing objectives Hakansson and Waluszewski (2005). Marketers use a variety of tactics to 

gathering positive responses from those who are their target audience. Such instruments are part 

of the mix of marketing strategies. In reality, it's a set of tools that businesses use to fulfill their 

marketing goals. The four Ps of marketing refer to these marketing mixes: product, pricing, 

place, and promotion (Harrell and Frazier, 1999). Marketers' future marketing activities should 

have an impact on both the end customer and commercial channels. As a result, despite 

institutional decisions about a variety of aspects of the mix of marketing, and since that takes 

time, little can shift in their marketing mix in the near future. The marketing mix notion, like 

many others, appears to be relatively simple when presented. Before they were ever classified as 

"concept," the ideas involved were generally accepted by marketers as a result of the previous 

half-century's increasing knowledge of marketing and marketing methods. However, after the 

concepts were reduced to an official statement with a supporting visual presentation, the mix 

concept verified to have become a verified tool in education, business issue solving, and, in 

general, marketing thinking (Harrell and Frazier, 1999). A company's strategy is a 

combination of management choices and actions intended to set it apart from competitors and 

maintain its competitive advantage. A company's strategy must align with its goals, available 

resources, and external environment. Daniel (2018). Organizations use marketing tactics to 

increase demand for their products and improve performance by providing high-quality 

commodities at competitive pricing, running successful promotional campaigns, and interacting 

with distribution networks (Gituma, 2017). 

The presence of competitors who apply market pressure using strategies outlined by their mix of 

marketing options adds to the difficulty of achieving the correct mix for marketing. Remember, 

the purpose of the marketing mix is to find the best combination of products, pricing, promotion, 

and distribution (location) so that a firm may gain and maintain an advantage over its 

competitors. The Ethiopian industrial sector was progressive during the imperial period until the 

state was overthrown in 1974. During the Derg government, the private sector was discouraged 
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due to company nationalization and a cap on the amount of cash that could be invested. The 

economy was dominated by a central command regime, with limited room for market forces to 

operate. It leads to lower progress in almost every area of the economy, with economic 

expansion at a minimum. Meanwhile, Ethiopia's government has liberalized the economy since 

1991, designing and implementing an agricultural development-led industrialization strategy to 

boost economic growth. 

However, the country's industrial development plan and value-added private sector are seen as 

the sector's growth drivers. As a result, light manufacturing businesses are now viewed as 

critical sub-sectors for Ethiopia's socioeconomic development. This is because the industries' 

nature and potential to absorb a major labor force, contribute to export revenues, and facilitate 

various linkages with the rural people in accordance with the country's industrial development 

policy are critical. The consumption of soft drinks is currently a fundamental part of Ethiopian 

culture. There are a number of beverage companies available on the marketplace. Some of these 

products are well-known throughout Ethiopia and the world. A soft drink is a cool beverage, 

typically sweet, that contains no alcohol. In Ethiopia, soft drinks are called "leslassa," which 

translates to "smooth" (Mengesha H. 2016). The soft drink business is a processing industry that 

contributes significantly to economic development, particularly in developing countries 

including Ethiopia. Even though the industry has a modest number of enterprises, it is very 

competitive.  

1.2 PROBLEM STATEMENT 

An effective mix of marketing can help an organization achieve its goals and improve its 

performance in both the long and short term. A successful marketing strategy must guide a firm 

toward its ultimate goals. That is the reason why marketing strategies are referred to as an 

ongoing process. A strategy for marketing is a company's strategy or plan for differentiating 

itself from competitors and increasing consumer satisfaction with its products or services. 

Shaw (2012), defines marketing strategies is a comprehensive plan of marketing efforts that you 

seek to execute so as to achieve a specified objective for your organization. Jain (2000), defines 

marketing strategy is the process of looking at a company's entire portfolios of products and 

markets and managing it to fulfill the company's overall goals. As a result, businesses are 

evaluating their retail offers in order to create more targeted strategies that will allow them to 



4 | P a g e  
 

meet departmental and corporate objectives. They are seeking to develop tactics that make sense 

for how to differentiate themselves from the competition while providing value to clients. 

Conducting the study aims to achieve a significant profit, which will enable them to provide 

high-quality soft drink items to the market for particular consumers. This does not imply that 

every path is easy, though. Ethiopia is currently facing a variety of circumstances that call for 

ongoing improvement, reexamination, or the development of new plans of action. Determining 

the different marketing tactics that effect on corporate performance is the goal of this study, as 

previous research on the impact of marketing mix strategy has been omitted. 

1.3 Research Questions 

Firms that want to meet consumer expectations must frequently focus on knowing their clients 

and adopting relevant methods to improve their performance (Muchiri, 2016). Therefore, this 

study attempted to solve the following research queries: 

 What is the effect of product on business performance? 

 What is the effect of price on business performance? 

 What is the effect of place or distribution on business performance? 

 What is the effect of promotion on business performance?  

1.4 OBJECTIVE OF STUDY 

1.4.1 General Objective 

The main purpose of this was to determine the impact of marketing mix strategies on business 

performance of MOHA soft drinks industry, Teklehaimanot Branch. 

1.4.2 Specific Objective 

This research has the following specific objectives: 

 To identify the effect of product on business performance.  

 To identify the effect of price on business performance. 

 To investigate the effect of distribution/place on business performance.  

 To identify the effect of promotions on business performance. 

1.5 Significance of the study 

When a marketing mix strategy is properly implemented, it can help an organization achieve its 

objectives and improve both short- and long-term business performances. A successful 

marketing mix strategy must direct a company toward its long-term objectives; as a result, 

marketing strategies are sometimes referred to as process-oriented. The primary purpose of all 
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company is to make profits by offering a variety of goods and services. In the marketplace, a 

company that does not make a profit will fail. A well-developed marketing mix strategy is an 

important competency in the manufacturing industry.  

This research aimed to investigate the impact of marketing mix strategy on company 

performance at MOHA Soft Drinks Company's Teklehaymanot branch, which is located in 

ADDIS ABABA. As a result, the study was designed to help the study organization bridge the 

gap and achieve its long-term goals. When this study was completed, it added to the researchers' 

discourse by offering important empirical data, other industries that use marketing mix strategies, 

and the reader. 

1.6 Scope of the Study 

MOHA Soft Drink S.C. was founded after Sheik Mohammed Hussien Al-Amoudi acquired four 

Pepsi cola factories in Gonder, Desse, and Addis Abeba (Teklehaymanot and Nifas silk) via a 

BID tendered by the Ethiopian Privatization Agency on January 18, 1996. The research being 

conducted is limited to presenting the impact of marketing mix strategies on business 

performance at the Teklehaymanot manufacturing plant only. The person conducting the study 

believes that there are numerous issues that need to be investigated in the mix of marketing 

strategies. Therefore, the study was focused only on assessing the impact of a mix of marketing 

strategies on business performance in the Teklehaymanot branch. 

1.7 Limitation of the study 

The study assessed the impact of marketing mix strategies on the business performance at 

MOHA Soft Drinks S.C.'s Teklehaymanot Plant in Addis Abeba. Throughout the study, the 

researcher encountered some constraints. Time limits, budgetary constraints, and respondents' 

unwillingness to offer accurate information are some of the limitations in conducting research 

throughout all branches of the topic area. The study's conclusions may not be applicable to other 

countries.  

1.8 Organization of the thesis 

The paper was organized into five chapters. The first chapter discusses the study's background, 

problem statement, research questions, objective, hypothesis, significance, scope, limitations, 

and organization. The second chapter presents a review of related literature. The third chapter 

deals with research methodology, which includes research design and approach, target 

population of the study, sampling procedure and sample size determination, data source, and data 
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collection method. The fourth chapter focuses on data analysis and interpretation of the study's 

findings. Finally, chapter five discusses finding, conclusion, and recommendation. 

1.9 Definition of Terms 

Marketing mix: A marketing mix is a combination of marketing tactical tools such as price, 

product, promotion, and distribution/place to generate the intended response in its target market 

(Kotler and Armstrong, 2012). 

Product: A product is an item that can be sold with an unique feature a complicated 

combination advantages which can be used to fulfill the needs of customers. A product is 

something that can be introduced into a market for consideration, purchase, consumption, or 

usage. Kotler and Armstrong (2012) define it as tangible goods, services, individuals, places, 

organizations, and ideas. 

Price: According to Kotler and Armstrong (2009), pricing is the amount that is paid by the client 

to benefit from the product or service. Discounts, price lists, credit, repayment terms or payback 

periods, and conditions are all included. Pricing is incorporated into the price of the product or 

service being offered and affects the level of benefits. The price is the sum of money charged for 

a product or service. 

Place: According to Kotler and Armstrong (2012), place is where the corporation makes its 

items accessible and available to its target clients. Considerations for this include distribution 

channels, product inventory management, market coverage, and transportation and distribution 

site logistics. 

Promotion: Kotler and Armstrong, (2012), defines that promotion is the method of marketing 

communication which includes information, influence, and persuasion. It encompasses all of the 

activities that the organization performs to promote and communicate its products to the target 

market. Furthermore, promotion is a type of marketing that encompasses, personal sales, 

advertising, sales promotion, public relations, and direct marketing. Another essential issue is 

maximizing the interaction between internal and external distribution channels that is necessary 

for any business. 

Performance: An achievement of an activity is evaluated against predetermined known 

standards of completeness, speed, cost, and accuracy in the business dictionary. This is the 

definition of performance. Tobby (2000) states that determining the elements of the business 

process that are successful and those that require improvement will help one create some 
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quantifiable measures for gauging how well a company is doing. The productivity of the 

company over a predetermined period of time can then be assessed using this. The result of 

human components working in an environment together and individually is organizational 

performance. The ability of a business to grow its yearly revenues over a predetermined period 

of time is measured by its performance (Toby, 2000). 
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CHAPTER TWO 

2. Related Literature Review 

This theoretical reviews focus on the marketing mix, marketing strategy, and business 

performance. In order to develop the conceptual framework for the data collection instrument, a 

researcher examines relevant literature on marketing mix strategies, as well as empirical studies 

conducted by various researchers in the field, to better understand its influence as well as the 

knowledge gap. This covers definitions and concepts for the marketing mix, as well as a 

marketing strategy and a conceptual framework. 

2.1 Theoretical Literature Reviews 

2.1.1 Marketing mix strategy concepts and definition 

Kotler and Armstrong (2012) determined that marketing mix is a collection of strategic 

marketing techniques that an organization uses to achieve the desired reaction in its intended 

market. These tools include product, price, promotion, and distribution or place. The marketing 

mix (MM) concept originated from the single P (price) of microeconomic theory (Chong, 2003). 

McCarthy (1964) later refined marketing strategy in practice by developing the marketing mix 

(MM), generally known as the four Ps: price, place, product, and promotion. 

Palmer (2004), defined that marketing mix (MM) is a conceptual framework that makes sense of 

primary decision-makers' efforts to customize what they offer to client expectations in order to 

establish either short-term strategic programs or long-term strategies. Kent (1986) refers to the 

marketing mix's four pillars (MM) as the "holy quadruple of the marketing faith written in tablets 

of stone." The marketing mix (MM) has had a significant impact on both marketing theory and 

practice (moller, 2006). Grönroos (1994) defines marketing mix (MM) as a powerful concept 

that may be used to segregate marketing from different organizational activities, delegate 

marketing tasks to experts, and change an organization's competitive position through the 

implementation of the marketing mix. However, the main purpose of mix of marketing (MM) is 

to make marketing appear simple to handle. 

2.1.2 Product Strategies 

Kotler and Armstrong (2006) define a product as anything that can be given available to the 

society for purchase, utilize, attention, or consuming with a purpose of meeting a need or want. 

Researchers go on to define a consumer product as something purchased by the end user for 
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personal use. Buyers carefully review their purchases, consistently comparing brands based on 

price, style, and quality.  

Borden (1984) stated that product qualities include size, brand name, quality, design, and 

features. Mohammad et al. (2012) describe a product based on its appearance, packaging, and 

labeling. Information can also influence a customer's decision to notice, examine, and purchase a 

product while it is in store. Information can influence a consumer's choice to notice, research, 

and buy a product in-store. It is a collection of client satisfaction and dissatisfaction reports from 

a business at a certain point in time. It is critical to consider their physical characteristics, 

differences from your competitors, what they do, and the benefits they provide. 

2.1.3 Price Strategies 

Price indicates that the product's value have been judged in monetary terms in order to facilitate 

trading. Price refers to the sum of money that a consumer spends for a product. The calculation 

method considers a variety of factors, including market share, competitiveness, material prices, 

product identification, and customer perceived value. The price of the product may be increased 

or decreased by the company if it is sold at other stores. Price is the means by which a business 

makes up its losses. It ought to be set up such that the business may turn a profit and recoup its 

expenses. That may be problematic to achieve the breakeven point if it seems too low, or too 

high.  

Aspects that should be considered when Setting Prices  

Both external and internal business factors affect pricing decisions.  

 A variety of internal factors influence pricing, including the company's marketing 

objectives, cost, organizational structure, and marketing mix strategy.  

 Factors which include as external Competition, market conditions, and demand, as well 

as the economy, resellers, and the government, all have an impact on pricing (Tellis, G. 

1986). 

New products pricing strategies  

It is important to design pricing strategies for new items in a way that would maximize their 

intended market impact while discouraging the entry of competitors. Skimming pricing and 

penetration pricing are two fundamental approaches that can be applied to the price of new items. 

 Skimming pricing: is the technique of setting a product's starting price to target the top 

of the demand curve. It also comes with a large marketing budget. A skimming strategy 
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may be recommended in situations where demand is unpredictable, a company has 

invested significant financial resources in the research and development of a new 

product, a competitor is expected to create and launch a comparable product soon, or the 

product is so novel that the market is expected to mature slowly. In these situations, 

technique for skimming has a number of benefits. Umbrella and premium pricing are 

examples of another kind of price skimming. Certain goods are expensive (premium). 

 

 Penetration pricing: If there‘s no predominant market and demand is elastic along the 

whole curve of demand, the penetration pricing method is applied.The main driver for 

this strategy's implementation is consumers' extreme price sensitivity. The penetration 

technique is also used to deter new competitors from joining the industry. Businesses 

who use the penetration pricing approach want to obtain a long-term competitive 

advantage, even if it means sacrificing short-term income. Fifield, Paul (1994. Pricing 

Strategies for Well-known Products a study of existing prices may lead to one of three 

strategic options: keep the current price, lowering the price, or raise the price. 

1. Keep the current prices: If the market segment that accounts for a substantial 

amount of a firm's sales is unaffected by environmental changes, the company 

may choose to keep its pricing strategy without making any modifications. 

2. Lowering the Price: There are three main causes for price reductions. First, 

businesses may lower prices in reaction to rivals as a defensive tactic. Second, 

companies may choose to use value pricing by reducing prices in order to 

successfully compete in established industries. Thirdly, using the experience 

curve theory, price decrease might be an aggressive tactic. This approach allows 

for the low-cost creation of high-quality electronic equipment by lowering costs 

by a specific percentage whenever the experience multiplies. Finally, businesses 

may lower their pricing in order to satisfy client demands. 

3. Raise the price: all costs rise during inflationary times, and businesses may have 

to raise prices in order to keep profits high enough. Their strategic approach, 

which differs depending on the situation, determines how much the price increase 

will be (Philip K. and Garry A.2007).  
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2.1.4. Place or distribution strategy 

Place/distribution strategy refers to the methods via which an organization can deliver its 

products and services to customers. Decisions on channels for marketing, that help producers 

reach their intended consumers with goods and services, are among the most essential that 

management must make because the channels selected have a direct impact on all other 

marketing decisions. Pricing may differ depending on whether the company uses cheap shops, 

upscale boutiques, or has a direct internet presence. Furthermore, the level of education and 

inspiration required by the organization's dealers influences the sales force and advertising decisions 

made by the company. The fact that these choices entail comparatively long-term obligations to 

other companies adds to their significance. According to Sviokla, J., and Rayport, J. (1994), 

marketing channel technology like automated inventory and storage systems as well as the 

Internet are providing value by increasing the flow of tangible items, possession, making a 

payment, info, and advertising at a time when buyers and sellers want faster sales transactions. 

The utility services for distribution involve the following: 

 Place: - the desired spot for consumer to buy the goods. 

 Time: - the moment the buyers wish to purchase the item. 

 Form: - Occasionally, concentrate to bottlers if product modifications have been made 

along the distribution chain (e.g., Pepsi or Coke).  

 Possession: - enables the buyer to feel ownership over the item. 

Together, we may attain mutual benefit and success. Every channel user has specific 

obligations within the overall framework of the system's distributing. 

2.1.5 Promotion Strategies 

Promotion is the act of communicating with consumers in order to notify, regulate, recall, 

change, persuade, and influence them to respond positively to a company and its offerings. It 

includes sales promotion, direct marketing, public relations, promotion by word of mouth, 

personal selling, and advertising. Brennan & Eric (2011) Promotion is the process by which 

businesses use various media to inform, educate, remind, direct, and inform their target audience 

about the company, its products, and its operations in order convince and influence themselves to 

adopt favorable attitudes and general behaviors toward the company (Carter, 2004).  

Promotion is more than just getting people to buy from you; it also includes persuading, 

convincing, and creating favorable attitudes and behaviors about your business (Mahmud & 

Ahmadu, 2010). A variety of instruments, collectively referred to as promotional tools, are used 
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in promotion; these tools mostly consist of advertising, direct marketing, publicity, personal 

selling, and word of mouth. In order to communicate persuasively with target markets and 

ultimately elicit a positive response, these techniques are strategically coupled, integrated, and 

coordinated (Henry, Derrick, & Shan, 2014). The mix of promotions, as defined in marketing, is 

a collection of promotional characteristics employed by marketers to help a business accomplish 

its goals. It belongs to the marketing mix subgroup. Getting the most suitable combination of 

these characteristics is regarded as an essential to achieving the best marketing results when 

allocating resources to the various components of the promotional mix. The following are 

commonly recognized as components of the promotional mix, however they are not always: 

Advertising: - Advertising is the impersonal spread and selling of concepts, products, or 

services by a recognized sponsor using a mass media platform. Some examples include print 

advertisements, radio, television, billboards, direct mail, brochures and catalogs, signs, displays 

in stores, posters, mobile applications, movies, websites, banner advertising, emails, and in-store 

displays. 

Personal selling: - is the process of assisting and encouraging one or more chance to purchase a 

good or service or to take any action through an oral presentation, generally in person or over the 

phone. Some examples include sales meetings, presentations, and training and reward programs 

for intermediary salespeople, telemarketing, and samples. 

Sale promotion: - A sales promotion is a limited-time, incentive-based strategy that aims to 

increase market demand, improve consumer demand, or expand product availability. Coupons, 

trade fairs, trades-ins, competitions, product samples, repayment, connections, self-liquidating 

premiums, and exhibitions are only some examples. 

Public relations are a purposeful and ongoing effort aimed at developing and maintaining 

mutually beneficial ties between a company and its citizens. It includes both sponsored and 

unpaid attempts to increase brand awareness and conversation, such as media relations, 

employee relations, relationships with communities, corporate social responsibility, as well as 

free publicity. It can be done by portraying a noteworthy news article positively through press 

releases or company anniversary celebrations, or by subtly putting it in the media. Examples 

include articles from newspapers and magazines, talks and seminars, charitable donations, 

television and radio shows, and speeches. 

Direct marketing: Direct marketing allows businesses and charitable organizations to 

communicate directly with customers via a variety of channels, such as email, interactive 
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consumer websites, online display advertisements, fliers, mobile messaging, promotional letters, 

catalog distribution, as well as outdoor advertising. 

2.1.6 Marketing Mix Strategy 

The strategy can be defined by the choices and actions taken by management to differentiate the 

business from competitors in the market and preserve and grow a competitive advantage. The 

marketing mix strategy can be defined as the approach used by businesses to offer their target 

clients high-quality items at competitive prices. In addition, the marketing mix approach 

facilitates communication with distribution channels and provides an extremely successful 

promotional plan. This may result in the creation of goods and their successful 

sale.https://www.researchgate.net/publication/230743793Marketing_Strategies The four Ps—

product, pricing, place, and promotion—are a part of the marketing mix. Product, place, pricing, 

and promotion are the four elements that a business uses to respond to external and internal 

influences, helping it to accomplish its goals and fulfill its mission (Festa et al., 2016). The 

responses must be included in the marketing plan in order to guarantee that the target market is 

significantly influencing the demand for the items. Retail companies and multinational 

corporations (MNCs) strive to satisfy consumer wants, and in order to do so, they mostly 

concentrate on the best way to enhance their offerings. 

2.1.7 Business performance 

An organization's performance can be managed to meet predetermined objectives using a series 

of analytical procedures known as business performance. To attain venture growth, it involves 

the efficient administration of both financial and non-financial goals and metrics. In 2004 (The 

Marketing Science Institute). As per the 2004 definition provided by marketing science institute, 

marketing performance refers to the performance metrics that upper management employs or 

ought to employ for monitoring and evaluating the advancement, particularly the marketing 

performance of a company or division. 

2.2 Direct impact of marketing mix variables on business performance 

2.2.1 Product's Impact on Business Performance 

Kotler and Armstrong (2006) define a product as anything that can be made available to the 

public for purchase, use, interest, or consumption with the goal of meeting a desire or want. 

Researchers continue to define a consumer product as anything purchased by the end user for 

personal use. Buyers carefully review their purchases, frequently comparing brands based on 

price, style, and quality. Borden (1984) defines product characteristics including size, name of 
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brand, quality, layout or design, and features. Research clearly shows that product effects have a 

significant impact on how successfully organizations operate (Owomoyela, 2013).In addition to 

gaining personal fulfillment and benefits, a business that establishes a solid reputation for the 

caliber of its goods and successfully wins over clients will also help the economy of the nation 

quality and standards authority of Ethiopia, December 2003, Vol. 4. No. 5, pp. 29–29, cited in 

Mengesha H., (2016). 

According to The Chartered Institute of Marketing (2009), the perfect product must generate 

value for the customer. This suggests that the firm should offer its clients what they really desire 

rather than what it feels the client wants. The company's products make up the first component of 

the marketing mix. The Teklehaymanot plant of MOHA Soft Drink Share Company is involved 

in the marketing of high-end soft drink brands, including Pepsi, Miranda orange, 7up, Miranda 

tonic, and Miranda apple. Apart from this, the plant also generates CO2 gas for residential use 

and provides it to clients who require it for food preservation. Pepsi Cola International granted 

MOHA Soft Drinks Industry a franchised license to manufacture the aforementioned goods. 

Pepsi Cola International (PCI) hence oversees and certifies the caliber of goods made by the 

business. Mengesha H. (2016). 

Hypothesis HO1: products have positive significant effect on business performance.  

2.2.2. Impact of price on business performance 

Price is defined by Kotler (2007) as the sum of the expenses incurred by the company in 

creating, shipping, and advertising the goods. One of the things that affect how much a product is 

seen to be worth by customers is its financial cost. Price is defined by some as the amount of 

money paid for a valued commodity; it may also be expressed as the assessed or real value of the 

item that is being exchanged (Kotler, 2005). Price and business performance were found to be 

significantly correlated in other studies (Owomoyela, 2013). Market-available goods and 

services have more elastic pricing, which implies price changes have a quicker influence on unit 

sales (Jones, 2007). 

High-quality soft drink manufacturer MOHA Share Company is well-liked in the soft drink 

consumer industry. For its goods, the corporation has embraced premium pricing. Premium 

pricing, also known as image pricing or prestige pricing, is the practice of maintaining an 

excessively high price for a product or service in order to alter consumers' judgments solely 

based on the price. The top, medium, and lower classes that make up its target market perceive 

the Teklehaymanot plant premium prices to be fair and within their means. 
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Hypothesis HO2: Prices have positive significant effect on business performance. 

2.2.3 Impact of distribution/place on business performance 

Jones (2007) defines place as any location where a customer can purchase a product or receive 

a service. Researchers suggested the term "distribution" as an alternative to "place." According 

to them, it is the third component of the marketing mix, encompassing all decisions and 

techniques related to making products and services available to consumers. Place or distribution 

is defined as a group of interdependent entities involved in the process of making a product 

available for utilization or consumption by users. Place strategy requires successful product 

distribution across marketing channels such as wholesalers and retailers (Owomoyela, 2013; 

Kotler and Armstrong, 2006). Hence, it has been agreed that distribution or place has 

significant impact on business performance. MOHA has merged several soft drink brands from 

several countries, including Ethiopia. The brand has a broad distribution network that connects 

merchants and wholesalers with consumers through shops, bars, clubs, restaurants, and hotels. 

Hypothesis Ho3: Distribution or place has a positive, significant effect on business 

performance. 

2.2.4. Impact of promotion on business performance 

Promotion is defined by Zeithaml (1995) as a deliberate endeavor to incentivize clients to 

recommend their services to others. Therefore, promotion plays a crucial role in the market 

exchange process that engages the general public as well as present and future players. Every 

company or retailer must take on the role of spokesperson and booster. Borden (1984) defines 

promotion as direct marketing, public relations, personal selling, advertising, and sales 

promotion. The goal appears to be to discover the optimal combination of marketing 

communication methods to convey a product's brand and message from the maker to the end 

user. Promotion, according to Kotler (2007), has emerged as a crucial component of the product 

marketing mix, which is the particular combination of public relations, sales promotion, personal 

selling, advertising, and direct marketing tools that the business employs to meet its marketing 

and advertising goals. Consequently, it was discovered that there is a substantial link between 

promotion and company success. MOHA Soft Drink Share Company uses a range of media to 

promote its products. It has a significant social media presence on Facebook and YouTube, as 

well as a large marketing workforce. It is dedicated to creating enduring commercials for print 

and digital media that foster the growth of favorable brand recognition. 

Hypothesis HO4: Promotions have a positive significant effecton business performance.  
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2.3 Review of empirical literature 

It is in the organization's best advantage to be able to meet and surpass customer preferences and 

have value that can be perceived as consumer performance through regular and organized 

operations (Cavusgil and Zou, 2009). The company offers this customer service regardless of the 

marketing strategy used. Nonetheless, some academics contend that businesses might achieve 

notable revenue growth by implementing a customized product approach in international markets 

(Leonidou, Hult, & Tomas, 2002). 

Beza (2020) discovered that components of the marketing mix had a significant influence on 

how well organizations succeed in her study, "The effect of marketing mix elements on business 

performance the case of Heineken breweries S.C." The only element of the marketing mix that 

has no detrimental effect on business performance is pricing. This implies that raising any of the 

other marketing mix elements will raise business performance as well, and pricing will do the 

same. While production costs, product quality, and brand perceptions continue to influence 

pricing, she recommended enhancing the pricing strategy by adjusting to changing circumstances 

that enable the prices to be competitive with those of other brewing industry competitors' 

products. 

Yalewayker M. (2023): His research entitled, "The impact of market strategies on organizational 

performance in the case of Ethiopian banks," showed that price and product had a significant 

influence on market performance, although location had a minimal effect. The promotion was 

proven to have a major effect on performance. Based on the lower ratings in these areas, the 

study recommended that the business concentrate on enhancing the pricing and performance 

components of its marketing efforts. This can be accomplished by studying consumer behavior 

and preferences and then modifying price methods appropriately. Bank performance can also be 

improved by increasing operational effectiveness and customer service. It was determined that 

the company's product and promotion strategy should take precedence over all other tactics. 

Developing market share and profitability can be achieved by creating efficient marketing 

campaigns that highlight the distinctive qualities of their products and target the appropriate 

demographic. Given that location has little bearing on market performance, the company should 

concentrate on other facets of its marketing strategy as opposed to depending exclusively on 

location. In their 2019 study, "The Effects of Marketing Strategies on Organizational 

Performance: A Study of Nigeria Bottling Company Kaduna," Sarita B. and Pankaj S. discovered 

that none of the variables—place strategy and customer loyalty, price strategy and market share, 
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sales volume and promotional strategy, profit level, or any other—had any meaningful 

relationship with the other. The study discovered that when product strategies are put into 

practice, Nigeria Bottling Company's profit margin rises. According to Kaduna, a product is 

anything that is made available to the general public with the intention of grabbing attention, 

being bought, used, or consumed in the hopes of maybe satisfying a need or demand. A few 

examples of the variables that affect Nigeria Bottling Company's profit margin are product 

quality, design, features, brand name, and size. 

Adekola, Segun (2021) discovered a negative and significant effect of place on the performance 

of the firms as well as a positive and significant effect of price on the performance of the 

manufacturing firms in North Central Nigeria in his research study titled "Effect of marketing 

strategies on performance of manufacturing company in north central Nigeria." The study then 

recommended that the companies reassess and adjust their place tactics in order to maximize 

their place or distribution strategy. The report advises the businesses to stick with current pricing 

approach because it has a large and favorable impact. 

2.4 Conceptual framework 

In order to guide the investigation, the conceptual framework aids in outlining the independent 

and dependent variables. A conceptual framework is helpful in illustrating the association 

between the independent and dependent variables under investigation, claim Sigmund et al. 

(2013). Based on an empirical evaluation of relevant literature about the effects of marketing mix 

components on business success, the conceptual framework of this study was created. 
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Figure 1: Conceptual framework 
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2.5 Hypothesis 

Kothari (2004), defines that research hypothesis is a predicted assertion that can be tested 

scientifically which links an independent variable with a dependent variable. It's a statement that 

describes the relationship between the dependent and independent variables being investigated. 

According to Mathers, fox, and hunn (2006), usually the null hypothesis is assumed to be correct 

unless research indicates otherwise. The following assumptions for the study under consideration 

are made based on the aforementioned objectives and numerous literatures:  

          HO1: Product strategy has a significant effect on business performance. 

          HO2: Price strategy has a significant effect on business performance.  

          HO3: Distribution/place strategy has a significant effect on business performance.  

          HO4: Promotion strategy has a significant effect on business performance.  

The study conducted statistical tests on these hypotheses, and if all of the null hypotheses were 

rejected, the alternative hypothesis was accepted 
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CHAPTER THREE 

3. Research Methodology 

A method of research is a systematic approach to achieving the goals of the study or resolving 

the research issue. This chapter covers the target population of the research, the research design 

and methodology, sampling strategy, calculation of sample size, methods of data collection and 

types, sources, and techniques, data analysis procedures, study model specifications, and the 

statistical model to be used to the data analysis. 

3.1 Research Design and Research Approach 

Kohtari (2004) defines the design of a study is the process of setting up the conditions for 

gathering and analyzing data required to answer the research problem or achieve the research 

goal. A study design provides a framework for collecting, calculating, and analyzing data. 

According to their goals, studies can be classified as exploratory, descriptive, or explanatory 

(Thornhill, and Saunders Lewis, 2009). Consequently, among these, the researcher employed 

descriptive study designs. Descriptive statistics that offer fundamental details, like the mean or 

average of a data collection, were presented using a descriptive study design. Two methods were 

used to perform the study: mixed research, which included quantitative and qualitative methods. 

Mixed-methods research is a prominent methodology for answering research problems in the 

social, behavioral, and health sciences. It involves collecting, assessing, and integrating both 

qualitative and quantitative data in a single research or throughout the course of an extended 

investigation (Creswell, 2013). 

3.2 Target Population of the Study 

Population is any group of people, things, or information from which one can take a statistical 

sample. The complete collection of people, things, or events that share certain observable traits is 

referred to as the population. The employees of the MOHA soft drink S.C. Teklehaymaot branch 

were the study's population of interest or target population. Data from the company's recoded 

census indicates that there are around 296 employees in existence, according to HR records. 

These workers are regarded as the study population, and the sample techniques were used to 

them. 
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3.3 Sampling Technique and Determination of Sample Size 

3.3.1 Sampling Technique 

Kothari (2004) defines sampling as the process, operation, or method used to select a member of 

the population to be studied. The target population and sample units for this study were chosen 

using probability sampling techniques. A sampling frame is a list of people, things that happen, 

sources, or things that are used to collect samples from. It consists of a list of every member of 

the sampled population. This could apply to people, companies, groups, or establishments 

(Saunders, 2012). All departments of the Teklehaymanot plant, including marketing, sales, 

production, finance, human resources, and other departments (quality assurance, procurement), 

made up the sampling frame for this study. A stratified sampling strategy was used in the 

investigation. The Teklehaymanot plant's departments, including those for marketing, sales, 

production, finance, human resources, and other areas, will make up the stratum. After strata are 

created, respondents are chosen from each stratum by using the identification of pertinent strata 

and their actual representation in the population. The 296 current employees of the organization, 

who are listed in the aforementioned departments, made up the entire population in this study. 

Consequently, it was discovered that the Teklehaymanot branch employed 296 people in total. 

Therefore, 296 individuals who work in the aforementioned departments of the organization 

made up the study's target group. To locate and choose the real research samples from the target 

population, a stratified sampling strategy was used. Each member of the population has an equal 

probability of getting chosen in this kind of sampling based on their percentage of the overall 

population. Stratified sampling approaches will be used to create a representative sample when 

the population from which the sample is to be obtained is not a group of homogeneous (Kohtari, 

2004). The following five strata were used in the stratified sample technique: finance, human 

resources, production, marketing, sales, and other departments. The organization's departments 

all work according to their assigned roles and responsibilities.  
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3.3.2 Sample Size Determination 

The number of observations needed to calculate estimates for a certain population is known as 

the sample size. The Yamane (1967) formula was applied to ascertain the appropriate sample 

size for this investigation. 

Formula  

 

        Where:    n = is the sample size    N = is the population    e = is the level precision 

Accordingly, n = 296/ [1+296(0.052)]   n =170 

As a result, the sample size for the study was expressed as 170 (one hundred seventy) employees 

that represents from below mention departments of the study area, given confidence level of 95 

percent  and ±5 percent rate of precision. Finally, the below presented formula was used to 

determine the sample size of each department: 

𝑺a𝒎𝒑𝒍𝒆 𝒇𝒓𝒐𝒎 𝒅𝒆𝒑𝒂𝒓𝒕𝒎𝒆𝒏𝒕 =𝑵𝒖𝒎𝒃𝒆𝒓 𝒐𝒇 𝒆𝒎𝒑𝒍𝒐𝒚𝒆𝒆𝒔 ∗ 𝒏 
 

 

     𝑵 

Table 3.1. Determination of Sample Size In Teklehaymanot Plant 

 

 

 Name of stratum  by department 

 

Number of Employees 

 

Sample size determined 

Finance 27 15 

Human resource  23 13 

Production 88 51 

Marketing 31 18 

Sales 57 33 

Other Departments 70 40 

Total 296 170 

 

Table 3.1 shows the sample size of 170, as well as the size determined for each department. 
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3.4 Data source 

Primary and secondary data are the two categories of data. We are going to gather primary data 

on a certain subject. It will be either quantitative, like questionnaires or organized interviews, or 

qualitative, like focus groups, observations, case studies, and semi-structured or unstructured 

interviews. Saunders (2012) Employees received closed-ended questionnaires with primary data 

from their department colleagues. This is described as data that has been collected by separate 

parties for different goals than by a researcher who intends to use the same data, according to 

Kothari (2004). This kind of information are also referred to as second-hand data as they were 

not collected with a specific objective in mind but may nevertheless be useful to several 

researchers at different periods. Publications, websites, books, journals, corporate annual 

reports, and papers were the sources of secondary data. This study used both primary (structured 

questionnaire) and secondary data, (published studies and HR record of the plant) depending on 

the research objectives and difficulties.  

3.5. Technique for Data Collection 

Data were gathered from primary as well as secondary sources. The primary sources were 

obtained via a questionnaire that was structured. Secondary sources of data included studies that 

were published, documents, and other resources on the topic under argument. The questionnaire 

was regarded as an important data gathering instrument, and it is still the most commonly used 

technique in social research (Lancaster, 2005).  

It includes standardized questions so that all respondents may comprehend them in the same 

way. Questionnaires created in standardized forms are frequently used to assess such phenomena 

in empirical investigations and are critical to ensuring validity of content. According to Kohtari 

(2004), validity of content is a measure of how well the measuring tool addresses the research 

topic. Thus, investigations must have excellent content validity and include samples that are 

representative. 

After gathering surveys from each respondent, the information was organized and provided in an 

understandable format for statistical examination. A number of tools, such as Excel and SPSS 

version 22, were utilized to enter data into a computer system. The 22nd version of SPSS and a 

Likert scale were used to assess respondents‘ level of agreement and disagreement with the 

questionnaire's statements.  
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3.6 Data Analysis and Presentation Methodology 

For this investigation, both qualitative and quantitative assessments were used. The data was 

analyzed using descriptive statistics such as frequency, mean and percentage. Descriptive 

statistics aid in the logical simplification of vast amounts of data by presenting quantitative 

descriptions in an understandable manner. The findings of this study were described using the 

mean and standard deviation. The mean denotes the data item's average degree of recognition. 

The anticipation or agreement regarding the statement increases with an increasing average, and 

vice versa. Tables and figures were utilized to present the results. 

3.7. Reliability and Validity 

Reliability is the extent to which data collection instruments or analysis procedures produce 

consistent results (Saunders, Lewis, & Thornhill, 2009). The reliability analysis assesses the 

internal consistency of the questionnaire's item set. Reliability analysis looks at the consistency, 

or cohesion, of the elements that make up each scale. Cronbach's alpha coefficient is the most 

commonly used dependability metric. Validity concerns a measure's precision, whereas 

dependability concerns its consistency (Middleton, 2019). To make sure the validity of the 

research instrument, the researcher sought advice from professionals in the field, especially the 

researcher's advisor. That enabled it to be easier to customize and alter the study instrument as 

necessary, increasing its validity. Cronbach's alpha coefficient is the most used method for 

determining reliability. To demonstrate the instrument's reliability, the researcher distributed 

questionnaires as a pilot test and then made adjustments based on the results. The Cronbach's 

alpha test coefficient is used to determine the reliability of the questionnaire, with a value of 

0.70 or higher considered satisfactory (Sekaran, 2003). 

Table 3.2. All Items Cronbach’s Alpha Table Result 

Variables Cronbach’s Alpha Number of items 

Product strategy .932 7 

Pricing strategy .995 7 

Place/Distribution strategy .904 6 

Promotional strategy .950 9 

Organization performance .948 8 

All items  .928 37 

N of sample population  152 

Source: SPSS data output (2024) 

 



25 | P a g e  
 

3.8. Ethical consideration 

During data collection, processing, and interpretation the investigation, the researcher completely 

adhered to all ethical guidelines. The researcher was adhering to the scientific community's 

general consensus on what is and is not acceptable in the course of doing scientific research. 

Voluntary participation, harmlessness, informed consent, anonymity, confidentiality, and other 

fundamental ethical behaviors are common in research. 

Each participant (respondent) in the study was informed about the purpose of the research and 

asked to sign an agreement to participate. The survey was only included potential responders 

who freely agree to participate. It was ensured that data remains confidential. Respondents have 

the freedom to withdraw from the study at any moment without giving explanations or being 

asked why.  
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CHAPTER FOUR 

4. RESULT, INTERPRETATION AND DISCUSSION 

To illustrate characteristics of the sample, frequency, percentage, and mean were utilized to 

show variances in respondents by gender, age, qualification, marital status, department, and 

experience. The sample characteristics were reported based on replies from employees at 

MOHA Soft Drink S.C. Teklehaymanot branch in Addis Abeba. The findings are given as tables 

and figures. 

4.1 Response rate 

Saunders et al. (2009) recommend that researchers looking for a rate response greater than 80%. 

The researcher established 170 copies of questionnaires and distributed them to Teklehaymanot 

Branch's six target departments, namely marketing, sales, production, finance, human resources, 

and others, with 152 of them returned, with a resulting 89.41 percent response rate suitable for 

analysis, conclusion, and suggestion. 18 questions were not returned by a variety of reasons. 

 

Table 4.1 Rate of respondents 

Source: - Researcher survey, 2024 

 

 

 

 

 

 

 

 

 

Response rate Frequency Percent 

 Responded Questionnaires 152 89.41 

Not Responded Questionnaires 18 10.59 

Total 170 100 
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4.2 Demographic profile of the respondent 

Table 4.2 Respondent’s demographic data analysis 

Demographics of the Respondents Frequency %age 

Gender Male 99 65.1 

Female 53 34.9 

Age 18-27 years 50 32.9 

28-37 years 66 43.4 

38-47 years 34 22.4 

Above 48 years 2 1.3 

The academic level Diploma 34 22.4 

Bachelor 89 58.6 

Masters 29 19.1 

Marital status Single 86 56.6 

Married 66 43.4 

Department of the respondents Marketing 18 11.8 

Sale 28 18.4 

Production 40 26.3 

Finance 15 9.9 

Human resource 17 11.2 

Other department 34 22.4 

Service year in the organization 1-5 years 44 28.9 

6-10 years 70 46.1 

Above 10 years 38 25.0 

 

Source: Researcher SPSS survey, 2024 

According to the survey information, from the total respondent 99 were male and 53 were 

female. This indicates that the majority of the respondents were male with 65.1% while female 

respondents constitute 34.9%. The result shows that among the target respondents in the 

Teklehaymanot branch, 43.4% of their age was  between 28 and 37 years, 32.9%  between 18 

and 27 years, 22.4% between 38 and 47 years, and 1.3% above 48 years. Most of the respondents 

acquired their first degree, which constitutes 58.6%, while secondly, they acquired their diploma, 
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which constitutes 22.4%, and thirdly, they acquired their master‘s degree, which constitutes 

19.1% of the total target sample. With regard to the marital status of the total target sample, 

56.6% were single, while 43.4% of the respondents were married. When we come to the 

departments or sectors they are serving, 11.8% of the respondents are from the marketing 

department; 18.4% of the respondents are from the sales department; 26.3% of the respondents 

are working in the production department; 9.9% are from finance; 11.2% of the respondents are 

from human resources; and 22.4% are from other departments. 

Finally, the working experience of the respondents in the company; 46.1% of the respondents 

served in the company for 6–10 years; 28.9% of them served for 1–5 years; and 25.0% of them 

worked in the organization for over 10 years. 

4.3. Descriptive Statistics Result Analysis 

4.3.1. Descriptive Statistics of Respondents on marketing mix strategy 

Descriptive statistics aid in the logical simplification of vast amounts of data by presenting 

quantitative descriptions in an understandable manner. The findings of this study were described 

using the mean and standard deviation. The mean denotes the data item's average degree of 

recognition. The anticipation or agreement regarding the statement increases with an increasing 

average, and vice versa. On the other side, the variance is represented by the standard deviation, 

which measures how distributed the data is with respect to the mean. For that variable, the 

observed data dispersion is about equal to its average value. When the standard deviation is low, 

it means that the data are closely clustered around the mean; when it is high, it means that the 

data are further dispersed from the mean. 

Likert scales with five points were used to designate the responses: 1 meant strongly disagree, 2 

disagree, 3 indicated neutral, 4 indicated agree, and 5 indicated strongly agree. The respondents 

were asked to indicate whether they agreed or disagreed on the statements with regarding 

marketing mix strategy. Alexander (2009), determined that the range of mean interpretation from 

1-1.8 very poor, 1.81-2.6 poor, 2.61-3.2 moderate, 3.21-4.2 high, and 4.2-5 very high. 
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Table 4.3 Descriptive statistical analysis of product strategy 

Product strategy N Mean Std. Deviation 

The company produce sufficient product to its 

customer as compared to competitors. 

152 4.41 .591 

The company provides various product mixes to meet 

its customer expectation. 

152 4.41 .592 

The company product design relative to competitors is 

attractive. 

152 4.34 .671 

The company undertakes periodic product development 

to meet or exceed its customer need. 

152 4.41 .581 

The Visual appearance of the company's product 

relative to competitors‘ product is pleasant. 

152 4.43 .582 

The Company design long lasting and attractive 

product package as compared to competitors. 

152 4.41 .591 

The company offers sustainable product quality as 

compared to competitors. 

152 4.39 .600 

Grand Mean of product strategy  4.4   

Source: Researcher SPSS survey, 2024 

According to Table 4.3, the variable with the largest mean score is ―The visual appearance of the 

company's product relative to competitors‘ product is pleasant,‖ with a mean of 4.43 indicating 

that the respondents generally strongly agree that the visual appearance of the company's product 

relative to competitors‘ product is pleasant based on the range of the mean. The variable with the 

lowest mean score is ―The Company offers sustainable product quality as compared to 

competitors.‖ The mean of 4.39 indicates that the respondents are relatively less convinced that 

the company's products are visually attractive. The standard deviation of this variable is also 

relatively high, which suggests that the respondents' opinions are relatively consistent. 

Therefore, regarding product strategy, the company's sufficient product, the company's various 

product mixes, the company's product design, periodic product development, the visual 

appearance of the company's product, the company's attractive product package, and the 
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sustainable product quality of the organization account for a grand mean of 4.4. This indicates 

that the respondents‘ perception or agreement with the statement is very high or positive. 

Table 4.4. Descriptive statistical analysis of price strategy 

 Price strategy N Mean Std. Deviation 

The company offers discount and incentives to its 

customer. 

152 4.41 .592 

The company's product price as compared to 

competitors offer is fair or low. 

152 4.37 .583 

The price charged for the product matches with its 

quality. 

152 4.36 .593 

The company charged consistent price irrespective of 

the market condition. 

152 4.35 .612 

The Company's payment period is reasonable and 

acceptable. 

152 4.36 .613 

The company's credit terms are encouraging and 

acceptable by customers. 

152 4.38 .575 

The Company provides incentive to encourage credit 

collection. 

152 4.36 .624 

Grand Mean of price strategy  4.37  

Source: own SPSS survey, 2024 

Table 4.4 represents the descriptive statistics for seven variables related to the pricing strategy 

offered by the company. According to the survey, the variable with the highest mean score is 

―The company offers discounts and incentives to its customers," with a mean of 4.41, indicating 

that respondents generally agree that the organization offers very good discounts and incentives 

to its customers. The variable with the second-highest mean score is ―The company's credit terms 

are encouraging and acceptable by customers,‖ with a mean of 4.38, suggesting that respondents 

realize the credit terms provided by the company could encourage the customer. 

The variable with the lowest mean score is "The Company charged a consistent price irrespective 

of the market condition," with a mean of 4.35, indicating that respondents are relatively assured 

that the price charged by the organization is less consistent irrespective of the marketing 

condition. The standard deviation of this variable is relatively low, which indicates that the 
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respondents' assurance is relatively consistent. The grand mean scores for the variables show 

4.37; this indicates that the respondents‘ opinion regarding pricing strategy is highly influential 

on business performance.  

Table 4.5. Descriptive statistical analysis of place/ distribution strategy 

Place/Distribution Strategy N Mean Std. Deviation 

The Company's product is easily accessible as 

compared to the competitors. 

152 4.43 .594 

The company delivers the product to customers on time. 152 4.41 .592 

The company uses different distribution channels to 

deliver products to customers. 

152 4.35 .664 

The information and product flow established by the 

company ease up the customer effort to spot the product 

152 4.41 .603 

The number of outlets set by the company related to 

competitors is adequate. 

152 4.47 .597 

The company delivery system is more reliable as 

compared to competitors. 

152 4.40 .601 

Grand Mean of place/ Distribution strategy  

 

4.41  

Source: own SPSS survey, 2024 

Table 4.5 represents the descriptive statistics for the variables related to the company's 

distribution and accessibility. According to the table, the variable with the highest mean score is 

" The number of outlets set by the company related to competitors is adequate" with a mean of 

4.47, indicating that respondents generally agree that outlets set by the company is adequate to 

meet the customer need. 

On the other hand, "The Company uses different distribution channels to deliver products to 

customers." has the lowest mean score (a mean of 4.35); indicating that respondents believe the 

company's distribution channel to deliver products to customers is less alternative. This variable's 

relatively large standard deviation indicates that respondents' opinions are dispersed on it. The 

grand mean scores for all factors are 4.41 on average, indicating that distribution or place 

strategy has a significant impact on the business performance of the company. 
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Table 4.6. Descriptive statistical analysis of promotion strategy 

Promotion strategy N Mean Std. Deviation 

The company uses advertising as a major tool to promote 

its product. 

152 4.48 .539 

The company uses sale promotions as a tool to promote 

its product relative to the competitors. 

152 4.49 .552 

The company uses personal selling as a tool to promote 

its product relative to the competitors. 

152 4.45 .562 

The company uses public relations as a tool to promote 

product relative to the competitors. 

152 4.48 .563 

The company uses direct marketing as a tool to promote 

its product as compared to its competitors. 

152 4.46 .526 

The promotional effort made by the company is highly 

reflective of its quality. 

152 4.39 .542 

A promotion held by the company initiates the customer 

to purchase the product frequently. 

152 4.45 .550 

The overall promotional effort of the company is much 

better as compared to that of the competitors. 

152 4.47 .563 

The overall promotional effort of the company is 

informative, persuasive and appealing compared to the 

competitors. 

152 4.48 

 

.563 

Grand Mean of Promotion strategy 4.46  

Source: own SPSS survey, 2024 

Table 4.6 depicts the descriptive statistics for nine items related to the organization's promotion 

strategy. Based on  the table, the variable mean score highest was "The company uses sale 

promotions as a tool to promote its product relative to its competitors," with a mean of 4.49, 

showing that the respondents agree that sale promotions are the best way or tool to keep 

customers coming. 

The variable that exhibits or shows the lowest average score, "The promotional effort made by 

the company is highly reflective of its quality," has a mean of 4.39. This suggests that a 

comparatively smaller proportion of respondents hold this belief. The grand mean scores for all 
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factors are 4.46, indicating that respondents' opinions of the organization's promotion plan are 

generally favorable. On the other hand, the grand mean suggests that the organization's 

performance is highly influenced by the promotion plan. 

Table 4.7. Descriptive statistical analysis of performance strategy 

Organization Performance N Mean Std. Deviation 

The company‘s employees are highly motivated and 

satisfied. 

152 4.34 .575 

The level of employee's turnover has increased. 152 2.22 .756 

The company's market share has increased as a result of 

marketing strategy it uses. 

152 4.46 .562 

The company's customer‘s level of satisfaction has 

increased. 

152 4.45 .562 

The company has achieved the maximum profit due to 

the use of appropriate marketing mix strategy. 

152 4.36 .570 

The company‘s retail outlet has risen due to the use of 

appropriate marketing mix strategy relative to 

competitors. 

152 4.38 .563 

The company‘s sale volume has increased as a result of 

marketing mix strategy it uses. 

152 4.36 .582 

The company's marketing mix strategy is effective in 

attracting new customers 

152 4.28 .624 

Grand Mean of Organization Performance 4.11  

Source:  SPSS survey, 2024 

According to the given data, The Company‘s market share has increased as a result of marketing 

strategy it uses, as indicated by a mean score of 4.46 and a standard deviation of 0.562. 

Furthermore, the company's customer‘s level of satisfaction has increased, with a mean score of 

4.45 and a standard deviation of 0.562. The company‘s retail outlet has risen due to the use of 

appropriate marketing mix strategy relative to competitors, with mean score of 4.38 shows that 

the respondent‘s agreement on the statement is high. The variables the company has achieved the 

maximum profit due to the use of appropriate marketing mix strategy and the company‘s sale 

volume has increased as a result of marketing mix strategy it uses has the same mean score of 
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4.36. The variable has lowest mean score is ‗The level of employee's turnover has increased‘ 

with 2.22 and standard deviation with 0.756, indicates that level of employee's turnover on the 

organization is very less . Finally, the grand mean on organization performance is 4.11; suggest 

that the performance of the company is higher based on the strategy set. 

Table 4.8.  Descriptive statistics result for dependent and independent variable  

Descriptive Statistics of variables 

 N Mean Std. Deviation 

Product 152 30.80 3.549 

Price 152 30.36 3.939 

Place 152 26.39 2.964 

Promotion 152 40.62 4.005 

Performance 152 34.59 3.961 

Source: own SPSS survey, 2024 

According to Table 4.8 we have summarized the following: 

 The products mean score is 30.80 out of 152 respondents, suggesting that they gave it a 

positive rating. Product has a standard deviation of 3.549, indicating that responses are 

less variable. 

 The price mean score is 30.36 out of 152 respondents, depict that respondents' level of 

agreement for price strategy are generally low. The standard deviation for price is 3.939, 

indicating that the reactions to the price strategy vary. 

  The mean score for Place is 26.39 out of 152 respondents, depicts that on average the 

respondents rated on distribution/place strategy less than the price, product, and 

promotion. The standard deviation for Place is 2.964, suggesting that there is no 

variability in the responses for place strategy.  

 The Promotion score grand mean 40.62 out of 152 respondents, showing that the 

respondent rated on promotion strategy is higher than other items. The standard deviation 

for Promotion is 4.005, this depict that there is much variability in the responses for this 

item. 

  Finally, the grand mean score for Performance is 34.59 out of 152 respondents, 

indicating that on average, the respondents rated on performance strategy lower than 
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promotion strategy and higher than other items. The standard deviation for Performance 

is 3.961, this suggesting that there is a significant amount of variability in the responses 

for the variable. However, the respondents mean score rated for promotion and 

performance strategy was high, whereas the price, price, and place were rated lower. To 

sum up this result there was some variability in the responses for certain items, indicating 

that there may be differing opinions among the respondents. 

4.4. Hypothesis test 

Test based on the above analysis, the following assumptions are tested: Hypothesis testing is 

used to establish whether a proposition is true and should be accepted or rejected. This study 

used four hypotheses to determine whether there is a link between marketing mix items and 

organizational performance in the studied organization. 

Ho1: Product strategy has a significant effect on business performance.  

According to Table 4.3, regarding product strategy, the company's sufficient product, the 

company's various product mixes, the company's product design, and periodic product 

development, the visual appearance of the company's product, the company's attractive product 

package, and the sustainable product quality of the organization account for a grand mean of 4.4. 

This indicates that the respondents‘ perception or agreement with the statement is very high or 

positive. As a result, the concept that the product has a large impact on market performance is 

accepted. 

Ho2: Pricing strategy has a significant effect on business performance. 

Table 4.4 disclosed that regarding the company offers discount and incentives, product price as 

compared to competitors‘ offer is fair/low, the price charged for the product matches with its 

quality, charged consistent price irrespective of the market condition, the company‘s payment 

period is reasonable and acceptable, credit terms are encouraging and acceptable by customers, 

and the company provides incentives to encourage credit collection account for a grand mean 

scores for the variables show 4.37; this indicates that the respondents‘ opinion regarding pricing 

strategy is highly influential on business performance. As a result, the concept that the price has 

relatively large impact on market performance is accepted. 

 

  

Ho3: The place or distribution strategy has a significant effect on business performance.  
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According to Table 4.5 regarding the company‘s product is easily accessible as compared to 

competitors, delivers the product to customers on time, uses different distribution channels to 

deliver products, the information and products flow established by the company ease up the 

customer‘s effort to spot the product, the numbers of outlets set by the company related to the 

competitors are adequate, and the company delivery system is more reliable as compared to 

competitors account for the grand mean scores for all factors are 4.41 on average, indicating that 

distribution or place strategy has a significant impact on the business performance of the 

company. As a result, the concept that place influences company performance is accepted. 

Ho4: promotional strategy has a significant effect on corporate performance.  

The company uses advertising as a major tool to promote its product; company uses sales 

promotions as a tool to promote its product; company uses personal selling as a tool to promote 

its product; company uses public relations as a tool to promote its product;  company uses direct 

marketing as a tool to promote its product; promotional effort made by the company is highly 

reflective of its quality; promotion held by the company initiates the customer to purchase the 

product frequently; overall promotional effort of the company is much better as compared to that 

of the competitors, and overall promotional effort of the company is informative, persuasive and 

appealing compared to competitor account for the grand mean scores for all factors are 4.46 this 

indicating that respondents' opinions of the organization's promotion plan are generally 

favorable. As a result, the premise that promotion has a major impact on company performance 

is accepted. 

 

 

  



37 | P a g e  
 

CHAPTER FIVE 

5. SUMMARY, CONCLUSION, AND RECOMMENDATIONS 

The findings and presented recommendations in this chapter are based on questionnaire replies. 

It is divided into three sections, with the first presenting the study's findings and conclusion. The 

second portion contains recommendations, while the third section discusses prospective future 

study opportunities. 

5.1. Summary of major findings 

The following research conclusions are based on the questionnaire acquired from respondents as 

well as quantitative data: 

 Objective one: To identify the impact of the product on business performance. Utilization of 

the product strategy of the organization accounts for a grand mean of 4.4. This indicates that 

the respondents‘ perception or level of agreement with the statement is very high and positive. 

This indicates that product strategy has a significant impact on business performance.  

 Objective two: To identify the impact of price on business performance. 

Based on the respondents level of agreement on price strategy the grand mean or an average 

score show that 4.37. This depict that the respondent‘s agreement on price strategy is very 

high according to mean standard.  This indicates that price strategy has relatively a significant 

impact on business performance.  

 Objective three: To investigate the impact of place/distribution on business performance. 

Based on the respondents level of agreement on place/distribution strategy the grand mean or 

an average score show that 4.41. This shows that the respondent‘s agreement on 

place/distribution strategy is very high according to mean standard. Furthermore, the grand 

mean result as compared to others marketing mix strategies place or distribution strategy 

ranked the second. This indicates that place/distribution strategy has a very significant impact 

on business performance.  

 Objective four: To identify the impact of promotion on business performance. 

According to the respondents level of agreement on promotion strategy the grand mean or an 

average score show that 4.46. This shows that the respondent‘s level agreement on promotion 

strategy is very high according to mean standard. From all marketing mix strategies 

promotion strategy has a very high significant impact on business performance.  
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Therefore, based on the findings of this study, researchers discovered that from all marketing 

mix strategies place or distribution and promotion strategy have great impacts on business 

performance. 

Finally, based on the research findings, it can be concluded that the demographics of the 

respondents are essential to gain insights into how they may influence the study's findings on the 

assessment of marketing mix strategies on the business performance of MOHA Soft Drink S.C. 

The place or distribution strategy and promotion strategy were highly significant, while the 

product strategy and price strategies have relatively less significance for business performance.  

5.2. Recommendation 

Based on the research findings, the following recommendations can be made:  

 The company should focus on improving the product strategy and price strategies for 

business performance aspects of their marketing strategies based on the lower ratings results. 

This can be achieved by conducting research on customer preferences and behavior, 

adjusting product quality, undertaking periodic product development, and improving the 

products price based on customer‘s ability to buy, charged consistent price irrespective of the 

market condition, and should be make the company‘s payment period is reasonable.  

 The organization should go further than usual to stay on top of place/distribution and 

promotion strategies initiative, which have been identified as the most critical predictors of 

performance. Creating efficient promotional efforts that target the proper audience and 

increase a distribution channel that reflects the quality of their products can result in 

improved market share and profitability. The insignificant effect of price on market 

performance recommends that businesses should consider alternative methods of pricing 

strategies their product marketing plans rather than depending entirely on strategy. 

 Finally, organizations should continue to assess the influence of their marketing mix strategies 

on their performance and adapt them based on the results. This may require performing regular 

surveys and data analysis to discover areas for improvement and making changes to increase the 

achievement of their marketing strategies. 

5.3. Suggestions for Future Research 

Taking the benefits of the marketing mix into account, it is critical to do additional research and 

studies on the subject in all industries in the country. 
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APPENDIX  

QUESTIONNAIRE 

ABABA UNIVERSITY 

COLLEGE OF BUSINESS AND ECONOMICS 

DEPARTMENT OF MANAGMENT 

MASTER OF SCIENCE IN INTERNATIONAL BUSINESS (IMPORT-

EXPORT) 

Questionnaire to be filled by employee  

Dear Respondents:  

This questionnaire is designed by the final year MBA student of Addis Ababa University 

entitled: “The  Assessment of marketing mix strategy on business performance: The case of 

MOHA Soft Drink S.C Teklehaymanot plant, in Addis Ababa Addis Ketema Sub City” for the 

partial fulfillment of the course MBA thesis. The information supplied by you will be held 

strictly confidential and is being used for academic purpose only. You will not be held 

responsible for anything arising thereof. Your utmost effort in duly fill and return the 

questionnaire is highly appreciated. For further inquiry, you can reach me with the following 

address: 

 
Thank you in advance for your kind cooperation. 

Name of student: Silesh Eniyew  

Telephone: +251-915-716590 

 Email address: silesheeniyew@gmail.com 

  

Instruction:  

 No need to write your name 

 Please put a tick (√) for your response 

 Duly fill and return the questionnaire on due time  

mailto:silesheeniyew@gmail.com
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Section one: Background of Respondents 

1. Gender :       Male                                     Female    

 

2. Age :          18-27         years                       28-37 years                      

 

38-47 years                       48-57 years                   Above 58 years 

 

 

3. What is your academic level? 

 

               Certificate                                       Bachelor                                             PhD           

               Diploma                                          Masters    

4. Marital Status       Single                             Divorced     

                               

                             Married                           Widowed         

 

5. Your department? 

 

       Marketing                             Sales                                          Production              

 

       Finance                                 Human resource                       Other Departments   

 

6. Year(s) of service in the organization? 

 

        Less than one year                                              1-5 years  

              

        6 - 10 years                                                       above 10 years      
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Section Two 

The following statements describe your degree of agreement on the “The Assessment of 

marketing mix strategy on business performance” Please respond by indicating the degree to 

which each of the statements applies to you using the five points Likert‘s scale: Where, 1= 

Strongly disagree, 2=Disagree, 3= Neutral, 4= Agree, and 5 =strongly Agree. Please use the 

tick (√) mark under any preference that represents the scale you choose. Remember, there is no 

right or wrong answer. 

S.N Descriptions Agreement scale 

  1 2 3 4 5 

I : Product Strategy 

1 The company produce sufficient product to its customer as 

compared to competitors. 

     

2 The company provides various product mixes to meet its 

customer expectation. 

     

3 The company product design relative to competitors is attractive      

4 The company undertakes periodic product development to meet 

or exceed its customer need. 

     

5 The visual appearance of the company‘s product relative to 

competitors product is pleasant 

     

6 The company design long lasting and attractive product package 

as compared to competitors 

     

7 The company offers sustainable product quality       

II Pricing Strategy 

1 The company offers discount and incentives to its customers      

2 The company‘s product price as compared to competitors‘ offer 

is fair/low 

     

3 The price charged for the product matches with its quality.      
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4 The company charged consistent price irrespective of the market 

condition. 

     

5 The company‘s payment period is reasonable and acceptable       

6 The company‘s credit terms are encouraging and acceptable by 

customers 

     

7 The company provides incentives to encourage credit collection      

III Place/Distribution Strategy 

1 The company‘s product is easily accessible as compared to 

competitors.  

     

2 The company delivers the product to customers  on time      

3 The company uses different distribution channels to deliver  

products to customers 

     

4 The  information and products flow  established by the company 

ease up the customers effort to spot the product 

     

5 The numbers of outlets set by the company related to the 

competitors are adequate. 

     

6 The company delivery system is more reliable as compared to 

competitors. 

     

IV Promotional Strategy  

1 The company uses advertising as a major tool to promote its 

product  

     

2 The company uses sales promotions as a tool to promote its 

product. 

     

3 The company uses personal selling as a tool to promote its 

product. 

     

4 The company uses public relations as a tool to promote its 

product. 

     

5 The company uses direct marketing as a tool to promote its 

product. 

     

6 The promotional effort made by the company is highly reflective 

of its quality. 

     

7 A promotion held by the company initiates the customer to 

purchase the product frequently.  

     

8 The overall promotional effort of the company is much better as 

compared to that of the competitors.   

     

9 The overall promotional effort of the company is informative, 

persuasive and appealing compared to competitor. 

     

V. Organization Performance  

1 The company‘s employees are highly motivated and satisfied.       
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Many, many sincere thanks for your assistance and cooperation in completing this questionnaire. 

 
 

2 The level of employee‘s turnover has increased.      

3 The company‘s market share has increased as a result of 

marketing strategy it uses.  

 

     

4 The company's customers levels of satisfaction has increased       

5 The company has achieved the maximum profit due to the use of 

appropriate marketing mix  

     

6 The company‘s retail outlet has risen due to the use of appropriate 

marketing mix as compared to its competitors. 

     

7 The company‘s sale volume has increased as a result of the 

marketing mix strategy it uses.  

     

8 The company's marketing mix strategy is effective in attracting 

new customers 

     


