N Addis Ababa University.

o' K80 ANN: L RC A
Q‘.A\)‘f
SEEX WISDOM, ELEVATE YOUR INTELLECT AND SERVE HUMANITY ! r ‘F

Addis Ababa University

College of Business and Economics
School of Commerce

Department of Marketing Management

The Effect of Television Advertisement on Consumer Buying Decision: The

Case of Eve Sanitary Napkin in Ethiopia

By: Addisalem Birhanu

Addis Ababa, Ethiopia

July 2020



The Effect of Television Advertisement on Consumer Buying Decision: The

Case of Eve Sanitary Napkin in Ethiopia

Advisor

Dr. Mulugeta Gebremedhin

A Thesis submitted to Addis Ababa University School of Commerce in Partial
Fulfillment of the Requirements for the Degree of Master’s in Marketing

Management

Addis Ababa, Ethiopia

July 2020



ADDIS ABABA UNIVERSITY SCHOOL OF COMMERCE GRADUATE
STUDIES MA PROGRAM

The Effect of Television Advertisement on Consumer Buying Decision: The

Case of Eve Sanitary Napkin in Ethiopia

By: Addisalem Birhanu

Approval Board Committee

Advisor: Dr. Mulugeta Gebremedhin

Signature: Date:

Internal Examiner: Dr. GetieAndualem

Signature: Date:

External Examiner: Dr. Yitbarek T.

Signature Date:




DECLARATION

| hereby declare that this thesis titled “The Effect of Television Advertisement on Consumers’
Buying Decision: The Case of Eve Sanitary Napkin” is my original work and no part of the
thesis has been submitted for any other degree or diploma. All sources of information used in
the study have been duly acknowledged. | have carried out the study with guidance and support

of my advisor Dr. Mulugeta Gebremedhin.

Declared by:
Addisalem Birhanu ~ —memmemeemee e
Researcher Signature and Date



Letter of Certification

This is to certify that AddisalemBirhanu has carried out thesis Entitled: “The Effect of
Television Advertisement on Consumers’ Buying Decision: The Case of Eve Sanitary

Napkin”.This work is original in nature and is suitable for submission for the award of the

Master of Arts Degree in Marketing Management.

Advisor’s name: Mulugeta Gebremedhin

Signature

Date




Acknowledgment

My deepest gratitude goes to Almighty God, for all blessings.

My special gratitude is to my advisor Dr.Mulugeta Gebremedhin for his professional guidance
and comments offered throughout the development of this thesis.

My heartfelt thanks go to my families for their unreserved help and encouragement throughout
my study.

Finally, 1 would like to say thank you to all my friends and classmates for their encouragement

and support.



Contents
ACKNOWIBAGMENT ...ttt bbbttt s s s s s s enne [

Table Of COMEENL. ... et et sesr e sseneal ]

LSE OF TADIES ...ttt b bbbt b ettt b et be e nen v
ST OF FIQUIES ...ttt b ettt et ae e bt b e b e b e n e s e e e eneese e vi
ADDIIVALION AN ACTONYMES ...ttt b ettt b bt be st bt e s e e e e eneens vi
AADSTFACT ...ttt ettt ettt e et e e e bt e et e et e et e eebe e beeeteeeteeebe e beeebeeebeeetbeeabeebe e bt enteeaaeeeaeeeareenreen vii
(00 F=T o1 (=T o @ o TSRS 1
T (o e [¥To1d o] o WU OO P PP PPTUPTUPRUPPRRTON 1
1.1 Background Of the StUAY ......cuieii it e e s e e e s e ee e e e ree e e e nareeas 1
1.2 Statement Of the ProbIem ......coeiiiie ettt st s e s b e sbee e saree s 3
1.3 RESEAICN QUUESTION ..uviieiiie ettt ettt ettt ettt e et e st e s bt e e sat e e sttt e s bee s bt e e sabeesabeeesabeesabeeennteesabaeenareens 5
i T CF: [ ol o T O o T =Tt 1Y SRS 6
1.4.1 GENEIAl ODJECHIVE ..ocuvieieee ettt st et e st e s be et e s teeba e besbeessesbeensessesreeneas 6
1.4.2 SPECITIC ODJECTIVES ..ottt ettt sttt e e st e s be et e s tesba e tesbeessebeeasestesreeneas 6
1.5 Significance Of the StUAY ....coceeeii e e e e s ee e e e s bee e e e sareeas 6
1.6 SCOPE OF the STUAY ..eeiiiiiie e e e e e et e e e e sb e e e e sabeeeeesabeeessnnsaeeeenrenas 6
1.7 Limitations Of the STUY ...cee i e e e bae e e s b ae e e e sareeas 7
1.8 Definition OFf TEIMS ...ttt ettt e b e b e s bt e st et e eteenbeesbeesaeenas 7
1.9 Organization Of the STUAY .......eei it e e et e e e e e e e be e e e e abte e e eeareeas 8
(00T T oY =T o LYo PSR PPP 9
Review Of Related LItErature .......cooeoiiiiiiiieecee ettt s s st sr e s e sane e 9
160 o [ol=T o | £SO T T T T T T T T P T TP PP PP PP PP 9
B N Xe V= o = 4 =T o | PSP OO PSPPI 9
2.1.2 HiStOry Of AQVEITISING ....oeeiieiiiie ettt et et e e ettt e e e et e e e e e ataee e e abaee e e asaeeeeansaeeeeansseeenan 10
2.1.3 IMpOortance Of AAVEITISEMENT.........eii ittt e et e e et e e e etr e e e s tae e e esasaeeeeensaeeaeennseeaean 10
2.4.1 ObjJectives Of AQVEITISING ..ccccviieiiciiie ettt e et e et e e et e e e sata e e e s atbeeeesnsaeeesnsaeeeenssneeaan 11
D o Yo 1oL o ¥ VY A 1Y =T 1T | RSN 12
2.1.6 Advantages of AdVEIrtiISEMENT.........cii i e e e e e e sta e e e e satae e e e aaeeeean 13
2.1.7 Disadvantages Of AdVEItISEMENT ..........c.uiiiieiiiie ettt e e et e e e e ta e e e e aaae e e e aeeaaean 13
2.1.8 Television AVErtiSEMENT .....coiiii ittt st e s b e e sare e s b e e e aneeesanenesanes 13



2.2 FACLOrS OF AQVEITISING...c.ccui ittt ettt ettt et st ee et te s te ste st e e s et aes s esersarsaseeteseestenessansensasassens 14

2.2. 1 IMESSAEE FACTON .. e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e aaaaaeaaanenns 14
AP0 |V =Te I I - Tl o] SO T TSSO PPTOUPPPRO 16
2.2.3 Celebrity ENdOrsEmMENt FACTON ....ccccuiiieieiiiieeciiie e ettt e e et e e et e e e e tte e e e ebeeeesebteeesebeeeeeeraneeesnnes 16

2.2 THEOTETICAl REVIEW .. ..ttt ettt st sttt et et e s beesbeesanesateeabeebeenes 19

D AV o Yo F= Ko Yo LYY 1Y [ o T~ U 19
2.2.1 Traditional Response Hierarchy MOGEIS............cooviririniniiieieeee e 19
THE AIDA MOUEIS......ooeiiieieet bbbt b ettt et ebe b e nes 19
DAGMAR MOUEL......couiieieiee ettt ettt b e bt se et se b b nbeneens 20
Lavidge & Steiners Hierarchy-of-effects Model ..o 21

2.4 CoNSUMET BUYING BENAVION ... ..eiiiieiiiie ettt ettt e ettt e e e ettt e e e e eata e e e s ataee e e nsaeeeensaeeeeannsneenan 22
2.5 Consumers DeciSion MaKing PrOCESS........ccueueirieiririeriesienieieieteit ettt e et seesresne e 23
2.5.1 Problem RECOGNITION. ....c..eiiiriiirtertertert ettt sttt ettt eae b e nes 24
2.5.2 INTOrMALION SEAICN.....c.eiuiiiiiiieieeieetect ettt sttt ettt ebe b e nes 25
2.5.3 Alternative EVAIUBLION ......c.coueuiviiiieicicc ettt 25
2.5.4 PUICHASE DBCISION ...ttt ettt sttt ettt e be e s bt e s st et e et e e nbeesbeesatesanesabeebeebeennes 26
2.5.5 POSt pUrchase EVAlUBLION ..........ccuiiieiiiiiceee ettt st e be et s te et saa et e reennas 27

2.6 Environmental Influences on Consumer BENaVIOr .........cccocviivierienieiieniece e 28
2.6.1 Individual DeIErMINANTS.........ceviiirieiirieirretrreee ettt 28
External Environmental Factors Affecting Consumer Behaviors..........ccccovvevevereeceneneeseseeeee e 29
EMITICAI FRVIEW ... .eiii ettt ettt e e et e e e e st e e e e s tteeeesasteeeeaaaseeaeansbeeeeansbasesantasesantanaeeansenas 30
2.4 CoNCEPLUAI FTAMEWOIK.....eiii ettt e e e tee e e e ete e e e e e bae e e eeabeeeeeaabaeeeessbeeeaesaseeeeeenseneeennsenas 34
[ V7 To 14 a =Ty LSSt 34

(0 0T T o1 =T o I o T TSP PPPPPPRNt 35
V=7 VoY Fo] oY -V 2P 35
3.1 Description Of the STUAY Ar€a.......ccicciiiiiiiiiie ettt et e e e sbae e e et ae e e s abeeesenraeesenasenas 35
3.2. RESEAICH APPIrOACH oot e e e e e e e e e e ettt e e e e e e e e e bt ra e e e e e e e e eanrraaaeaaaeaaas 35
3.3 RESEAICI DESIGN ..uvtiiiiie i ittt e e e e e e et e e e e e e e e st e bt e e e e eeeesaabttteeaeaesesannrtaaeeeeeeeaannrraaeeeaeeanns 36
3.4 Population and SAmMPIING ......eeeeeii i e e e e e e e e e e e e e nrraaeaaaaeaans 36
RO R I T 0 1= A oo o 10 =LA o TR 36
SAMPIING TECNNIGUE ...ovveeeeeiecte ettt ettt st e s te b e et e s te e s e beesaessesreensessessaensesreenes 36



R S =1 00] 0] (] 72 PSS 37

Data TYPE AN SOUICE ..vviiiiiiiiieieiieee ettt e ettt e e sttt e e e stte e e s s beeeessbeeeeesbeeeessseeeessseeeesssteeessssaeessnseenessses 37
3.6 Data Collection MEthOdsS ......cc.eoiiiiiieeeeee ettt sttt et sbe e e e sane e 38
3.7 Data ANalysis METNOAS .....uviiiiciiiee e et e st e e et e e e et e e e s e et e e e e e abeeeeenbeeeeennreeas 38
RS \Y, FoTe (I DY Yol T o) o] o PRSP 38
3.8 Reliability @and Validity......cccuiiiiiiiiieicieee et e s e e s e s s e s e nareeas 39
3.9 Ethical CoNSIARIAtioN . ..ciiieieiiiieiie ettt et st e st e st e s sbe e s be e e sabeesabeeeneeesareeenns 40
(8 0T o1 =T ol o TU | PPNt 41
RESUILS @N0 DISCUSSION ....eitieitieiieeite ettt ettt sttt ettt sat e st st e b e bt e s b e e sme e sat e et e e b e e sbeesaeesanesabeeaneennes 41
4.1 Background information of RESPONAENTS ........coccuiiiiiiiiie et e e e e 41
A D LYol a0 LAY - L 1 okt 43
4.3 Inferential StatiSTiCS ...ceevuiiiiiie ittt st e be e sbee e saree s 46
4.3.1 Correlation ANGIYSIS .....uiiiciiie et ee et e e e st e e st e e e sta e e et e e e e seabae e e enataee e e raaeeennreeeean 46
4.3.2 Multiple Regression ANGIYSIS .......eiicciiiiieiiieeeeciie e e ecee e e ecite e e estee e e estteeeesssaeeessaraeeesnnseeeesnnseeeenan 48
4.3.2. 1MUIICO-TINEANILY ...veeevieiceiecteceee ettt sttt et e s te e b e e e e tesbeenbesreesaebesanenes 48
4.3.2.2 NOTMAIITY ..ottt ettt st e st e e be et e sbe e s et e esaetesbeensesteeraensesreenns 49
4.3.2.3 LINEAITEY ...ttt ettt ettt s b b bttt b e bt b e bbb et et et bt b aenaenen 50
O o o 40T =T Fo 3 1 o U 50
Multiple REEIreSSION ANAIYSIS ..cciiiieiiiiciieie ittt ettt e e e et e e e st e e e e s sbteeeesbteeeesbtaeeesnssaeessnsseeessnnes 52
4.7 HYPOLNESIS TESTING...c.veeeieiteeteeiecieeeeste ettt et te et et e st e s te et e ste et e be e s e besbeestesteesaensesteessensesssensesseennas 54
4.8 DiSCUSSION OF RESUITS ....eeteeeeeitte sttt ettt ettt e bt e st e sate e b e beesbeeemeeemeeeneean 55
(O 0T T oY (=T ol o VISRt 57
D SUMIMIAIY e e e e e e s e e e s e e e s e s e e e s e e e e e e e e e s e esssassasssasassssssasasssssssssssssasssssansesasnnsnsasnsnnns 57
5.2 CONCIUSTON ...ttt b e 58
5.3 RECOMMENUALTIONS......c.veuiiteiiiteietie ettt b et 59
5.4 Limitations and Reccommendations fOr fUtUre StUAIES...........occveerireieirencninee et 60
RETEIEINCES. .. couteetet sttt et et st s et sttt ses e e bbb sea e e e b s e e s b st e bbb s s i
QUESTIONNATIES. .. ittt s s e b sa b eaeeae b sas sh st e s b e b b eb s sa s sb et eaesbe sbe sb st e benber b Vi
SPSS RESUIES ...ttt sttt sttt sttt s et st s e b s e et b st s e b s e s e bt s e s et Xvi



List of Tables Pages

Table 3.8 Reliability Test........oouiiii e 39
Table 4.1 Demographic Characteristics of Respondents...............ccooiiiiiiiiiiiiiiiiniinn.n. 41
Table 4.2.1 Descriptive Statistics of Message Factor.............ocooiviiiiiiiiiiiiiiiiiiieeenn, 44
Table 4.2.1 Descriptive Statistics of Media Factor..............coooiiiiiiiiiiiii e, 44
Table 4.2.1 Descriptive Statistics of Celebrity Endorsement...................cooiiiiiiiiiiiiinnnn. 45
Table 4.2.1 Descriptive Statistics of Purchase DecCisSion..............c.coeviiiiiiiiiiiiiiieeen, 46
Table 4.3.1 Correlation ANALYSIS. .. ..c.uentieiett ettt e e e et eenaanas 47
Table 4.3.2.1 Collinearity StatiStiCS. .. ..euutrientitt ettt ettt et et ee e eenne e 49
Table 4.3.2.2 Normality Measurement. ...........oouuiuiiniiiiii e eeaenn 49
Table 4.4 ANOVA. .. ..t e 51
Table 4.5 MOde]l SUMMATY . .....itiitit ettt et et e e et eaeeeeeenaenns 52
Table 4.6 Regression Coefficient ANalysiS.......c.ooiiiriiuiitii it 52
Table 4.7 Summary of Hypothesis TeSting...........cooiuiiiiiiii e 54



List of Figures

Figure 4.3.2.3 Linearity Plot

Figure 4.3.2.4 HomoscedastiCity Plot............coooiiiiiiiiiiiiiieee,

Vi



Abbreviations and Acronyms

AD- Advertisement

ATL- Above the Line

AIDA-Attention Interest Desire Action
BTL- Below the Line

SPSS- Software Package for Social Science

TV- Television

Vii



Abstract

Advertisement plays vital role in attracting and retaining potential buyers. Consumers attracted
and convinced through advertisement tend to make purchase decision. The study aimed to
conduct effect of Television Advertisement on consumers’ Buying Decision the Case of Eve
Sanitary Napkin. The research was carried out through quantitative Method.384 close ended
questionnaires distributed to Eve Sanitary Napkin’s consumers, using purposive sampling
method and 337 valid questionnaires collected and analyzed. An array of descriptive and
inferential statistics used to analyze collected information using SPSS version 24. The finding
revealed that, advertising messages and media used for advertisement has positive and strong
relationship with purchase decision. And there is positive and medium relationship between
celebrity endorsement and consumer buying decision of Eve Sanitary Napkin. The result also
indicates 39.2% of purchase decision of Eve Sanitary Napkin is caused by advertising message,
advertising media and celebrity endorsement.The study concluded that, message and media used
for advertisement has strong influence on purchase decision, while celebrity endorsement match
was not statically significant to purchase decision of Eve Sanitary Napkin. Finally, the company
recommended to deliver tailored advertisement focusing on message informs the benefits,
quality, and comfort of the product. Moreover, the company should deliver real and full
information of the product.

Key words: Advertisement, Purchase decision, Message Factor, Media Factor, Celebrity

Endorsement.
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Chapter One

Introduction

1.1 Background of the Study
The marketing communication program of a firm consists of different techniques as advertising,

public relations, publicity, direct marketing, networking, personal selling, and digital & online
marketing (Mesfin&Sileamlak, 2016).

Marketing stimuli surround people as advertisements, stores, and products compete for the
attention and dollars. Marketers filter much of what consumers learn about the world, whether
through the affluence they depict in glamorous magazines, the roles actors play in commercials.
Ads show how people should act with regard to problem recognition, information
search,purchase decision, consumption and post purchase decision, how to evaluate others based
on the products they buy or don’t buy. In many ways we are also at the mercy of marketers,
because we rely on them to sell us products that are safe and that perform as promised, to tell us
the truth about what they sell, and to price and distribute these products fairly (Michael, 2017).

Advertising is any paid form of non-personal presentation and promotion of ideas, goods, or
services by an identified sponsor (Belch & Belch, 2013). Although it is a powerful means of
creating strong, favorable, and unique brand associations and eliciting positive judgments and

feelings.

Advertising enables companies to announce launch of product, service or idea, using well known
and accepted mass media. Advertising companies select medium based on its accessibility and
reachability to large and targeted audience. Type of product, service or idea is also other vital

thing to consider while selecting medium.

Television remains the most effective medium for reaching today’s customers and it also is most
efficient for introducing people to brands. Advertising through television allows marketers to
show and tell a wide audience about business, product, or service. Television appeals to the
literate as well as the illiterate and this is one feature of TV that makes it unique and different
from other mediums (Fatima & Lodhi, 2015).



Television is a powerful advertising medium because it allows for sight, sound, and motion and
reaches a broad spectrum of consumers. TV advertising helps the consumers in improving the

choice of the product during shopping (Rani & Sharma, 2014).

The advantage of television over the other mediums is that it is perceived as a combination of
audio and video features; it provides products with instant validity and prominence and offers the
greatest possibility for creative advertising (Kavitha, 2006). Over a longer period of time, the TV
set has become a permanent fixture in all upper- and middle-class households, and it is not
uncommon even in the poorer society of urban areas and rural households. Reactions to TV
advertisements seem to be stronger than the reaction to print advertisements. The advertisers find
it more effective to use television rather than print media to reach consumers, partly due to low
literacy rate. TV advertising not only change emotions but give substantial message exerting a

far-reaching influence on the daily lives of people (Kotwal et al, 2008).

A sanitary napkin, sanitary towel, sanitary pad, menstrual pad, or pad is an absorbent item worn
in the underwear by women and girls who are menstruating, bleeding after giving birth
recovering from gynecologic surgery, experiencing a miscarriage or abortion or in any other

situation where it is necessary to absorb a flow of blood from the vagina(en.m.wikipedia.org).

A menstrual pad is a type of feminine hygiene product that is a worn externally, unlike tampons
and menstrual cups which are worn inside the vagina. The frequency a woman will need to
change her pad will vary depending on weather her menstrual flow is heavy or light. Menstrual
pads are made from a range of materials, differing depending on style, country of origin and

brand(en.m.wikipedia.org).

Demand for sanitary napkins is increasing related with urbanization, modernization and changes
in life styles. As the population of the country becomes more and more urbanized and living

standards improve, there is a growing demand for sanitary napkins (research and markets.com).

This study identified relationship between advertisement and consumer purchase decision and
analyzed the effect of television advertisement on consumer purchase decision of Eve sanitary

napkin in Ethiopia recommends, possible solution to the identified problems.



1.2 Statement of the Problem
Companies spend large amount of money for the advertisement, to keep their product and service

at the top of the customer’s mind. Getting priority in consumers mind enables companies to
maximize sales and get loyal customers with other attributes. Advertisement has proven to be a
successful tool for the communication, but companies are still in the confusion that what kind of
ingredients should be there and how do these advertisements will help to change the consumer
buying behavior (Fatima and Lodhi, 2015).

According to Becerra and Gupta (1999), advertising is also part of the total cost of a firm,
although it is different compare to production cost and selling cost. Nonetheless, advertising cost
is taken as part of the selling and distribution expenses, which implies that it increases the cost of
production of the firm in modern business. In addition, if advertising escalates production cost
why and how are firms still engaging in this practice? Eve GPY Sanitary products manufacturing
company applies advertising the way it is used as a major instrument in creating product
awareness in potential consumers’ mind, through appropriate message, right media and right

spokesperson.

One of the major concerns of manufacturing companies is to get the knowledge of consumer’s
reaction about their product so that their responses can be used to enhance their product and sales
(Rani & Sharma, 2014). It is difficult for manufacturing company to be well known brand until
they invest in promotional activities, for which consumer market have been dominating through
advertisements. Advertising is a proven tool for marketers to affect the performance of their
products and their easily adaptation among masses. This useful tool, advertising, is

multidimensional and another form of publicity (Rani& Sharma, 2014).

Review of related literatures indicated that advertisement has an effect on consumers purchase
decision. For example, Anjum, Irum and Naheed (2015) in the journal of Impact of Television
Advertisement on Consumer Buying Behavior: The Moderating Role of Religiosity in the
context of Pakistan demonstrates that television advertisement has positive relationship with

consumer buying behavior.



Fatima and Lodhi (2015) from their journal that Impact of Advertisement on Buying Behaviors
of the consumers: recommended that advertisements are useful in coating the awareness among

the consumers.

FrehunAdbib (2019) on his research of the effect of advertisement on consumer purchase
decision stated that there is significant relationship between consumer purchase decision and

advertising.

Moreover, Nidhi Rani and Vikas Sharma (2013) studied impact of TV commercials on
purchasing behavior of masses. M.Naresh Babu and Dr.K.LavanyalLatha (2014) on global
journal of advanced research conducted “The Impact of Celebrity Endorsement on Purchase
Decision, revealed that celebrity endorsement has significant effect on consumers’ purchase

decision.

The researcher refers related theoretical reviews, but not enough materials have been found
under the scope of the researcher, which shows the effect of television advertisement on
consumer purchase decision of sanitary napkin in Ethiopia. Thus, the researcher aimed to address

this gap.

The shared culture, background of a given country might be different from one another, what
have been done in one county may not work in other countries. What is perceived as good could
also be bad in other countries contest. That is why the researcher is interested to contact research
on effect of television advertisement in consumers’ purchase decision of Eve Sanitary Napkin in
Ethiopian context.This research focused on the consumer’s buying decision of Addis Ababa, to
study the effect of television advertisement; it also includes effect of message, media and

celebrity endorsement factors on consumer’s purchase decision.

The researcher found methodological gap in the previous studies; no previous research was
conducted focusing on ladies as targeted population. And geographically, many researchers
conducted their studies in foreign countries like India and Pakistan. This is not to mean no study
is conducted in Ethiopia, but on this subject matter no previous study was conducted in Addis
Ababa, Ethiopia. Thus, the researcher intended to address this methodological gap.



Although several researches were conducted by different scholars, the researcher found empirical
gap on the subject matter. Studies conducted, on effect of advertisement on consumer’s purchase
decision focusing on different products like cosmetics, diaper, beer and packed food. No studies
conducted in the area of ladies sanitary napkin in Ethiopia. The sanitary napkin industry and
market is an essential market because, sanitary napkin is used by women and girls who are
menstruating, bleeding after giving birth recovering from gynecologic surgery, experiencing a
miscarriage or abortion or in any other situation where it is necessary to absorb a flow of blood
from the vagina. Due to this observation, the researcher studied the effect of television

advertisement on consumer purchase decision of sanitary napkin.

Moreover, it is also believed that an effective advertising method would result in an increasing
purchasing or selling of a product. Hence, looking into companies advertising efficiency helps to
improve the advertising system and which in turn encourage company to increase production and

harvest maximum profit.

For this purpose, the study primarily aimed at conducting effect of television advertising on
consumer purchasing decision of Eve Sanitary Napkin in Ethiopia. And analyze how
advertisement message, media and celebrity endorsement affect purchasing decision of consumer
therefore, aimed to bridge the existing knowledge gaps by finding responses to the following

research questions.

1.3 Research Question
The study attempts to find out answers for the following research questions:

1. Does the advertisement message affect consumer’s purchase decision of Eve Sanitary
Napkin in Ethiopia?

2. To what extent media used for advertisement affect consumer’s purchasing decision for
Eve Sanitary Napkin in Ethiopia?

3. To what extent does celebrity endorsement in advertisement affect consumer’s

purchasing decision of Eve Sanitary Napkin in Ethiopia?



1.4 Research Objective
1.4.1 General Objective

The main objective of the study was to analyze the effect of television advertisement on

consumer’s purchase decision of Eve sanitary napkin in Ethiopia.

1.4.2 Specific objectives
» To examine the effect of advertisement message on consumer’s purchase decision of Eve
sanitary napkin in Ethiopia.
» To test the effect of media used on consumer’s purchase decision of Eve sanitary napkin
in Ethiopia.
» To analyze the effect of celebrity endorsement on advertisement, on consumers’

purchasing decision of Eve sanitary napkin in Ethiopia.

1.5 Significance of the Study
The study determined the factors that are affected by the advertisement and eventually influence

the purchasing decision of the consumers. The study would help the company and readers to
realize the consumer decision while purchasing the eve sanitary napkin products. Hence, they
can plan appropriate strategy to advertise their product in a best possible way. It can also assist as
a reference for other researchers who aspire to conduct further studies in the discipline on similar

areas.

1.6 Scope of the Study
The scope of this study is on the effect of television advertisement on consumer purchasing

decision of Eve sanitary napkins in Ethiopia. The study doesn’t consider other kinds of
advertisement and other sanitary pads.

1.6.1 Geographical Scope

The study mainly focuses on Addis Ababa city administration. The conclusions drawn from the

study were based on the responses given by the consumers in a specific area.
1.6.2 Methodological Scope

The research focuses on ladies, who can use sanitary napkins (whose age is from 15-40). And

use questionnaires to collect primary data.



1.6.2 Theoretical Scope

The study conducts on Eve lady’s sanitary napkin, focusing on the effect of TV advertisement on
consumer buying decision, to achieve this objective, variables which are message factor, media
used for advertisement and celebrity endorsement identified as theoretical scope of the study.

1.7 Limitations of the Study
During the study time was the major constraint the researcher faced, due to short time period

researcher cover the purchasing decision of the people at a time. The other limitation in this
research was limited area as this research comprises only in the Addis Ababa city so it does not
represent the whole population. The other problem was lack of cooperation of respondents to
complete filling the questionnaires due to COVID 19.

1.8 Definition of Terms
Advertising: Advertising is any paid form of non-personal presentation and promotion of ideas,

goods, or services by an identified sponsor (Belch and Belch, 2013).

Purchase Decision: A process of gathering and processing information, evaluating it and
selecting the best possible option so as to solve a problem or make a buying choice. While
decision making is defined as the selection of an alternative to solve a problem, the time and
effort required to complete the process varies across buying (Ram Komal Prasad and Manoj K.
Jha).

Sanitary Napkin: A disposable absorbent pad used (as during menstruation) to absorb the uterine

flow (Merriam Webster.com dictionary).

Advertising Message: An advertising message is the visual and/or auditory information prepared
by an advertiser to inform and/or persuade an audience regarding a product, organization,
or idea. It is sometimes called the creative work by advertising professionals in recognition of the
talent and skill required to prepare the more effective pieces of advertising (American Market

Association.com).

Celebrity: Celebrity is an omnipresent feature of society, blazing lasting impressions in the

memories of all who cross its path (Kurzman et.al, 2007).


https://marketing-dictionary.org/advertiser
https://marketing-dictionary.org/audience
https://marketing-dictionary.org/product
https://marketing-dictionary.org/advertising-idea
https://marketing-dictionary.org/advertising
https://marketing-dictionary.org/advertising-effectiveness

1.9 Organization of the Study
This study consists of five chapters. The first chapter starts from the background of the study,

statement of the problem, research questions, objective of the study, significance of the study,
scope of the study, limitation, and definition of terms and organization of the study. Chapter two
presents a brief review of theoretical and empirical literatures of the study area. The third chapter
presents methodological aspects of the study. The methods, procedures and techniques that are
employed in the study are some of the main aspects that are discussed in the chapter.
Presentation and analysis of data along with the findings were included in Chapter four. In

chapter five conclusion and recommendations are drawn.



Chapter Two

Review of Related Literature
This chapter gives an overview of literature that is related to the research problem

Presented in the previous chapter. Concepts, theoretical review, empirical evidence, conceptual

framework and hypothesis of the study will be presented in this chapter.

2. Conceptual and Theoretical Literature Review

2.1 Concepts

2.1.1 Advertisement
According to Belch and Belch (2003), advertising is defined as any paid form of non-personal

communication about an organization, product, service, or idea by an identified sponsor. The
paid aspect of this definition reflects the fact that, the space or time for an advertising message
generally must be bought. An occasional exception to this is the public service announcement
(PSA), who’s advertising space or time is donated by the media. The non-personal component
means that advertising involves mass media (e.g., TV, radio, magazines, newspapers) that can
transmit a message to large groups of individuals, often at the same time. The non-personal
nature of advertising means that there is generally no opportunity for immediate feedback from
the message recipient (except in direct-response advertising). Therefore, before the message is
sent, the advertiser must consider how the audience will interpret and respond to it. Advertising
is the best-known and most widely discussed form of promotion, probably because of its
pervasiveness. It is also a very important promotional tool, particularly for companies whose
products and services are targeted at mass consumer markets. There are several reasons why
advertising is such an important part of many marketers’ promotional mixes. First, it can be a

very cost-effective method for communicating with large audiences.

Advertising can be used to create brand images and symbolic appeals for a company or brand, a
very important capability for companies selling products and services that are difficult to
differentiate on functional attributes (Belch and Belch, 2003).



2.1.2 History of Advertising
Advertising can be traced back to the very beginnings of recorded history. Archaeologists

working in the countries around the Mediterranean Sea have dug up signs announcing various
events and offers. The Romans painted walls to announce gladiator fights, and the Phoenicians
painted pictures promoting their wares on large rocks along parade routes. During the Golden
Age in Greece, town criers announced the sale of cattle, crafted items, and - even cosmetics. An
early "singing commercial” went as follows: "For eyes that are shining, for cheeks like the dawn
/ for beauty that lasts after girlhood is gone / for prices in reason, the woman who knows / will
buy her cosmetics™ (Kotler and Armstrong, 2008).

2.1.3 Importance of Advertisement
Muhammad Ehsan Malik (2014) stated that, in today’s era advertisement is of great importance.

It is the essence of any product or brand. Advertisement can lead it to the epitome of success or
to the diminishing layers of its existence. Advertising, when done in a proper way, is a surefire
way to attract a large volume of the target audience in one shot. Only those products or brands
become popular who put a brave show of their product. Advertisement can be done through
different media. Some of majorly used are print medium (newspapers, magazines, and
brochures), outdoor medium (billboards, events) and broadcast medium (television, radio, the

internet).

Internationally, advertisement is considered the prime factor for the success of any business. It
ranges from simple words of mouth to the full-blown marketing campaigns. Enormous efforts
and money are invested in composition of a persuasive, compelling advertisement (Muhammad
Ehsan Malik, 2014).

Importance of advertisement to the Customers

= Convenience: Targeted informative advertisements make the customer’s decision making
process easier as they get to know what suits their requirements and budget.

= Awareness: Advertising educates the customers about different products available in the
market and their features. This knowledge helps customers compare different products and

choose the best product for them.
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= Better Quality: Only brands advertise themselves and their products. There are no
advertisements for unbranded products. This ensures better quality to the customers as no

brand wants to waste money on false advertising (Ehsan, 2014).

Importance of advertisement to the Business

= Awareness: Advertising increases the brand and product awareness among the people
belonging to the target market.

= Brand Image: Clever advertising helps the business to form the desired brand
image and brand personality in the minds of the customers.

= Product Differentiation: Advertising helps the business to differentiate its product from
those of competitors’ and communicate its features and advantages to the target audience.

= Increases Goodwill: Advertising reiterates brand vision and increases the goodwill of the
brand among its customers.

= Value for Money: Advertising delivers the message to a wide audience and tends to be

value for money when compared to other elements of the promotion mix (Ehsan, 2014).

2.4.1 Objectives of Advertising

According to Matin Khan, (2006) there are 3 main objectives of advertising. These are:

To Inform
Advertisements are used to increase brand awareness and brand exposure in the target market.
Informing potential customers about the brand and its products is the first step towards attaining

business goals.

To Persuade
Persuading customers to perform a particular task is a prominent objective of advertising. The

tasks may involve buying or trying the products and services offered, to form a brand image,
develop a favorable attitude towards the brand etc.

To Remind
Another objective of advertising is to reinforce the brand message and to reassure the existing

and potential customers about the brand vision. Advertising helps the brand to maintain top of
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mind awareness and to avoid competitors stealing the customers. This also helps in the word of

mouth marketing.

Other objectives of advertising are subsets of these three objectives. These subsets are:

Brand Building

2.1.

Increasing Sales

Creating Demand
Engagement

Expanding Customer Base

Changing Customers’ attitudes, etc.

5 Types of Advertisements

Advertising activities can be categorized into above the line, below the line, and through the

line advertising according to their level of penetration.

Above the line advertising include activities that are largely non-targeted and have a wide
reach. Examples of above the line advertising are TV, radio, & newspaper advertisements.
Below the line advertising include conversion focused activities which are directed
towards a specific target group. Examples of below the line advertising are billboards,
sponsorships, in-store advertising, etc.

Through the line advertising include activities which involve the use of both ATL & BTL
strategies simultaneously. These are directed towards brand building and conversions and
make use of targeted (personalized) advertisement strategies. Examples of through the line
advertising are cookie based advertising, digital marketing strategies, etc.

Advertising activities can also be categorized into 5 types based on the advertisement medium

used

. These types of advertisements are:
Print Advertising: Newspaper, magazines, & brochure advertisements, etc.
Broadcast Advertising: Television and radio advertisements.
Outdoor Advertising: Hoardings, banners, flags, wraps, etc.

Digital Advertising: Advertisements displayed over the internet and digital devices.
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Product/Brand Integration: Product placements in entertainment media like TV show,
YouTube video, etc. (Matin Khan, 2014).

2.1.6 Advantages of Advertisement
Matin Khan (2006), discussed advantages of advertisement:

VvV V V V

It has low price per contact.

It has the ability to reach the customers where and when salesperson cannot reach.

It has great scope for creative versatility and dramatization of messages.

Ability to create images which the salesperson cannot. Creative persons are associated
with the product.

It has non-threatening nature of non-personal presentation.

Advertising has the potential to repeat the messages several times.

There is prestige and impressiveness in Mass Media Advertising.

2.1.7 Disadvantages of Advertisement

>

YV V VYV V VY V

It does not have the ability to close the sales.

There is advertising clutter i.e., too many advertisements at the same time.
Customers often ignore the advertising messages.

There is difficulty in getting immediate response or action.

Inability to get feedback and to adjust messages as desired.

There is difficulty in measuring advertising effectiveness.

It has relatively high waste factor (Matin Khan, 2006).

2.1.8 Television Advertisement
Television advertisement is a best way to promote products and services in front of millions of

consumers” Television advertisement influences the buying behavior of the consumers with

effective and efficient manner (Bushra Anjum, 2015).

TV advertising helps the consumers in improving the choice of product during shopping after

discussing with their family. They also viewed TV advertisements as time savers during

shopping. The informative factors such as price, quality and suggested use of items advertised

improve the educational value of an advertisement and make the consumers aware of prevailing

prices (Kotwal et al., 2008).
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Various studies revealed that television advertisement has the biggest effects on audiences and
persuade them to start purchasing processes and has strong influence on consumers’ perception
the major aim of television advertising is to impact on consumer buying behavior; however, this
impact is changed frequently with people’s emotions and perception. Emotions and perception
regarding a product consist of those factors which affected consumer mind in terms of its cultural
values and belie. Television is considered major source in presenting the cultural values of any
society. Culture is part of us, and it covers every part of our lives from what we eat to what we

wear and the way we feel the others around us (Bushra Anjum, 2015).

2.2 Factors of Advertising

2.2.1 Message Factor

The way marketing communications are presented is very important in determining their
effectiveness. Promotional managers must consider not only the content of their persuasive
messages but also how this information will be structured for presentation and what type of

message appeal will be used (Belch and Belch, 2003).

According to Kotler and Armstrong When putting the message together, the marketing
communicator must decide what to say (message content) and how to say it (message structure
and format).

Message Content

Kotler and Armstrong (2008) suggested that, the marketer has to figure out an appeal or theme
that will produce the desired responses. There are three types of appeals: Rational, Emotional

and Moral.

Rational appeal relates to the audience's self-interest. They show the product will produce
desired benefits. Examples are messages showing a product's quality, economy, value, or

performance.

Emotional appeals attempt to stir up either negative or positive emotions that can motivate
purchase. Communicators may use positive emotional appeals such as love, pride, joy and
humor. Communicator also use negative emotional appeals such as fear, guilt and shame that get

people to do things they should or to stop things they shouldn’t.

14



Moral appeals are directed to-the audience's sense of what is right and proper. They are often
used argue people to support social causes such as cleaner environment, better race relations,

equal rights for women, and aid to the disadvantaged.
Message Structure

According to Kotler and Armstrong (2008), marketers must also decide how to handle three
message structure issues. The first is whether to draw a conclusion or leave it to the audience.
Research suggests that in many cases, rather than drawing a conclusion, the advertiser is better
off asking questions and letting buyers come to their own conclusions. The second message
structure issue is whether to present the strongest arguments first or last. Presenting them first
gets strong attentions but may lead to an anticlimactic ending.

The third message structure issue is whether to present a one-sided argument (mentioning only
the product’s strengths) or a two-sided argument (touting the product’s strengths while also
admitting its shortcomings). Usually, a one sided argument is more effective in sales
presentation, except when audiences are highly educated or likely to hear opposing claims, or
when the communicator has a negative association to overcome. In this spirit, Heinz ran the
message “’Heinz ketchup is slow good’ and Listerine ran the message “Listerine tastes bad
twice a day”. In such cases, two sided messages can enhance the advertiser’s credibility and

make buyers more resistant to competitor attacks (Kotler and Armstrong, 2008).
Message Format

The marketing communicator also needs a strong format for the message. In a print ad, the
communicator has to decide on the headline, copy illustration, and color. To attract attention,
advertisers can use novelty and contrast; eye catching pictures and headlines: distinctive formats,
message size and position, color shape and movement. If the message is to be carried over the
radio, the communicator has to choose words, sounds, and voices. If the message is to be carried
on television or in person, then all these elements plus body language must be planned.
Presenters plan every detail their facial expressions, gestures, dress, posture, and hairstyles. If the
message is carried on the product or its package, the communicator has to watch texture, scent,

color, size and shape (Kotler and Armstrong, 2008).

15



2.2.2 Media Factor
According to Belch and Belch (2003), effective communication also depends on the channel or

medium used to deliver the message to the target audience. While there are a variety of methods
available for communicating a promotional message, they can be classified into two broad

categories- personal and non-personal.

Effects of Alternative Mass Media: Most promotional efforts such as advertising are channeled
through a non-personal form of communication such as the print media, TV, or radio. The mass

media that advertisers use to transmit their messages differ in many ways including:

Differences in information processing: Information from the print media is self-paced while
information from the broadcast media of radio and television is externally paced. There are
important implications for advertising via each type of medium.

Effects of Context and Environment: reactions to and interpretation of an adverting message
can be a function of not only message content but also the context or environment in which the
ad appears. A qualitative media effect refers to the positive or negative influence the medium
may contribute to the message. An ad seen in a high prestige publication may be perceived
differently than one in a low prestige magazine or paper. Media environment can also be created
by the nature of the television in which a commercial appears. Consumers may be in a more

receptive mood when watching a comedy rather than a documentary.

Clutter: another aspect of the media environment that is important to advertisers is the problem
of clutter. Clutter refers to all the non-program material that appears in the broadcast
environment including commercials, promotional messages for shows, public service
announcements and the like. Clutter has become a major concern to advertisers as there are too
many messages competing for viewers and listeners attention. The clutter problem has been

compounded in television by the trend toward shorter commercials.

2.2.3 Celebrity Endorsement Factor
According to Belch and Belch (2003), the term source used to express, the person involved in

communicating a marketing message, either directly or indirectly. A direct source is a
spokesperson who delivers a message and/or demonstrates a product or service An indirect

source, say, a model, doesn’t actually deliver a message but draws attention to and/or enhances
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the appearance of the ad. Some ads use neither a direct nor an indirect source; the source is the
organization with the message to communicate. Since most research focuses on individuals as a

message source, our examination of source factors follows this approach.

Marketers try to select individuals whose traits will maximize message influence. The source
may be knowledgeable, popular, and/or physically attractive; typify the target audience; or have
the power to reward or punish the receiver in some manner. Herbert Kelman developed three

basic categories of source attributes: credibility, attractiveness, and power.

Source Credibility: Credibility is the extent to which the recipient sees the source as having
relevant knowledge, skill, or experience and trusts the source to give unbiased, objective

information. There are two important dimensions to credibility, expertise and trustworthiness.

Source Attractiveness: A source characteristic frequently used by advertisers is attractiveness,
which encompasses similarity, familiarity, and likability. Similarity is a supposed resemblance
between the source and the receiver of the message, while familiarity refers to knowledge of the
source through exposure. Likability is affection for the source as a result of physical appearance,

behavior, or other personal traits.

Using Celebrities

Belch and Belch (2003) discussed that ““Advertisers recognize the value of using spokespeople
who are admired: TV and movie stars, athletes, musicians, and other popular public figures’’.A
person who enjoys public recognition from a large share of a certain group of people and uses
this recognition on behalf of a consumer good by appearing with it in advertisements is known as
a celebrity. They are usually known to the public for their accomplishments in areas other than

the product endorsed by them.

From a theoretical perspective, celebrities are effective endorsers as because of the
presence of their symbolic desirable reference group alliance suggests that the effectiveness of
the celebrity endorsement is present because of its ability to tap into the consumers’ symbolic

union with its aspirational reference group (Naresh & Lavanya 2014).

Companies spend huge sums to have celebrities appear in their ads and endorse their products,

because they think celebrities have stopping power. That is, they draw attention to advertising

17



messages in a much cluttered media environment. Marketers think a popular celebrity will
favorably influence consumers’ feelings, attitudes, and purchase behavior. And they believe
celebrities can enhance the target audience’s perceptions of the product in terms of image and/or

performance (Naresh & Lavanya 2014).

Celebrity Endorsement is one kind of advertisement used by companies which is very important
and successful in all age group especially young people. Using the celebrity may enhance the
trust of the people to buy product but it is not evident that this kind of advertisement also
provides brand loyalty (Fatima & Lodhi, 20015).

Belch and Belch (2003), suggested that considering a number of factors while a company
decides to use a celebrity spokesperson including:

Overshadowing the Product: a celebrity may draw attention to an ad, consumers may focus on
the celebrity rather than the product or service and the advertising message.

Overexposure: Consumers generally recognize that celebrities endorse a product or service
because they are paid to do so. When a celebrity endorses a number of products he/she may

become over exposed and lose credibility.

Target Audience: attention must be given to the target audience and whether the celebrity is

appropriate for the consumers in this market.

Risk to the Advertiser: marketers must consider whether there is any risk involved in having
their company or products associated with a celebrity. Several well-known entertainers and
athletes who were used as advertising spokespersons were involved in activities that were

potentially embarrassing the companies whose products they were endorsing.
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2.3 Theoretical Review

2.3.1 Models of Advertising

2.3.1.1 Traditional Response Hierarchy Models
Several models have been developed to depict the stages a consumer may pass through in

moving from a state of not being aware of a company, product, or brand to actual purchase
behavior (Belch and Belch, 2003).

The AIDA models

AIDA was created by Strong in 1925 and is a behavioral model that has as purpose to make sure
that an advertisement raise awareness, stimulate interest, and leads the customer to desire and
eventually action (Hackley, 2005). The model is seen as a highly persuasive and is said to often
unconsciously affect our thinking (Butterfield, 1997).

With the AIDA model Strong suggests that for an advertisement to be effective it has to be one
that:

1. Commands Attention
2. Leads to Interest in the product
3. And thence to Desire to own or use the product

4. Finally leads to Action
For the advertisement to contribute to success it has to be designed so that the customer passes
through all these four phases, with all being equally important. The model implies that
advertising should inject memorable and believable messages that will make costumers triggered
to act in a certain way (Brierley, 2002).
Attention
Interest
Action

Desire
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Criticism of AIDA model

There is no evidence that customers behave in this rational, linear way. They mean that mass
media advertising in general fail to stimulate desire or action. The model ignores the role of
context, environment and mediation in influencing the effectiveness of the advertisement. The
advertising world has because of this lately turned into focus more on the two main behavioral
responses: awareness and interest. They mean that all four phases are not equally important and

to be successful the advertiser has to look further into the behavioral phases (Brierley, 2002).

Another criticism that the model has met is that it represents only high-involvement purchases.
According to AIDA customers always goes through this rational process when buying products,

but many says that purchases more often are spontaneous (Hackley, 2005).
DAGMAR Model

Russell Colley created DAGMAR when he prepared a report for the Association of National
Advertisers. This report was entitled Defining Advertising Goals for Measured Advertising
Results, shortened down to DAGMAR, and thereof the name, (Belch & Belch, 1995) and was
later in 1969 published as a book with the same title (Mackay, 2005). DAGMAR was created to
encourage measurable objectives for each stage of the communication and does not deal purely
with the message (Mackay 2005). DAGMAR focuses on the levels of understanding that a
customer must have for the organization and on how to measure the results of an advertising
campaign (Belch & Belch, 1995).

The main conclusions on the DAGMAR theory were expressed in the following quotation: All
commercial communications that weigh on the ultimate objective of a sale must carry a prospect

through four levels of understanding (Linda Karlsson 2007).

1. The prospect must first be aware of the existence of a brand or organization.
2. Then must have a comprehension of what the product is and what it will do.
3. Must arrive at a mental suspicion or conviction to buy the product

4. Finally the prospect must stir into action.
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Awareness
Comprehension
Conyiction

Action

The communication has to be specific and measurable, and is therefore based on a hierarchical

model containing the four stages set out above in the quotation (Mackay, 2005).
Criticism of DAGMAR Model

One of the major criticisms towards DAGMAR is on its reliance on the hierarchy-of-effects
theory, just as with AIDA. Customers do not always pass through the stages in a linear way.
Another criticism made towards the DAGMAR approach is that it focuses too much on
strategies. Many creative people within advertising are looking for the great unique idea that can
result in a successful campaign and feels that the DAGMAR approach is too concerned with

quantitative measurements on the campaign (Belch & Belch, 1995).

Lavidge&Steiners Hierarchy-of-effects model

This model was published during the same period as DAGMAR. The model was named the
hierarchy-of-effects model which is the same name as some authors used on the foundation
theory, and will therefore go under the name, Lavidge&Steiners Hierarchy-of-effects model in

this study.

According to this model customers do not switch from being completely uninterested to become
convinced to buy the product in one step. Lavidge and Steiners Hierarchy-of-effects model is
created to show the process, or steps, that an advertiser assumes that customers pass through in
the actual purchase process (Barry & Howard, 1990). The model is based on seven steps, which
as with the other models must be completed in a linear way (See Figure 7). The big difference
between this model and the others is not only the steps, but also the view on how to pass them.
Lavidge and Steiner (1961) write that the steps has to be completed in a linear way, but a
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potential purchaser sometimes may move up several steps simultaneously, customers do not
switch directly from being interested to become convinced buyers. Lavidge and Steiner identify

the seven steps in the following order:

1. Close to purchasing, but still a long way from the cash register, are those who are merely
aware of its existence.

2. Up a step are prospects who know what the product has to offer.

3. Still closer to purchasing are those who have favorable attitudes toward the product those who
like the product.

4. Those whose favorable attitudes have developed to the point of preference over all other
possibilities are up still another step.

5. Even closer to purchasing are customers who couple preference with a desire to buy and the
conviction that the purchase would be wise.

6. Finally, of course, is the step which translates this attitude into actual purchase(Lavidge&
Steiner, 1961).

Awareness
Knowledge
Liking
Preference
Purchase

Conviction
Criticism Lavidge&Steiners Hierarchy-of-effects model
There is still no evidence on the fact that awareness of a products leads to purchase, and the steps
are still unclear. Criticism has also been made on each individual step in the model. Critics do

not think that the model explains how the customers will go from one step to another and to point

out the steps without explaining them further is not seen as enough (Palda, 1966).

2.4 Consumer Buying Behavior
Consumer behavior can be defined as the process and activities people engage in when searching

for, selecting, purchasing, using, evaluating, and disposing of products and services so as to

satisfy their needs and desires. For many products and services, purchase decisions are the result
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of a long, detailed process that may include an extensive information search, brand comparisons
and evaluations, and other activities. Other purchase decisions are more incidental and may
result from little more than seeing a product prominently displayed at a discount price in a store.
Marketers’ success in influencing purchase behavior depends in large part on how well they
understand consumer behavior. Marketers need to know the specific needs customers are
attempting to satisfy and how they translate into purchase criteria. They need to understand how
consumers gather information regarding various alternatives and use this information to select
among competing brands. They need to understand how customers make purchase decisions.
Where do they prefer to buy a product? How are they influenced by marketing stimuli at the
point of purchase? Marketers also need to understand how the consumer decision process and

reasons for purchase vary among different types of customers (Belch and Belch, 2003).

Consumer Behavior is a Process

Michael (2017) stated that, in its early stages of development, researchers referred to the field as
buyer behavior;this reflected the emphasis at that time (1960s and 1970s) on the interaction
betweenconsumers and producers at the time of purchase. Most marketers now recognizethat
consumer behavior is in fact an ongoing process, not merely what happens at themoment a
consumer hands over money or a credit card and in turn receives some goodor service.
The exchange a transaction in which two or more organizations or people give andreceive
something of value, is an integral part of marketing. Although exchange theoryremains an
important part of consumer behavior, the expanded view emphasizes theentire consumption
process, which includes the issues that influence the consumer before,during, and after a

purchase.

A consumer is a person who identifies a need or desire, makes a purchase, and then
disposes of the product during the three stages of the consumption process. In many
cases, however, different people play a role in this sequence of events. The purchaser and

user of a product might not be the same person (Solomon Michael, 2017).

2.5 Consumers Decision Making Process (Five Step Model)
Belch and Belch (2003) stated that, Consumer’s purchase decision process is generally viewed as

consisting of stages through which the buyer passes in purchasing a product or service. This

model shows that decision making involves a number of internal psychological processes.

23



Motivation, perception, attitude formation, integration, and learning are important to promotional

planners, since they influence the general decision-making process of the consumer.

2.5.1 Problem Recognition

Belch and Belch (2003) stated that, first stage in the consumer decision-making process is
problem recognition, which occurs when the consumer perceives a need and becomes motivated
to solve the problem. The problem recognition stage initiates the subsequent decision processes.
Problem recognition is caused by a difference between the consumer’s ideal state and actual
state. A discrepancy exists between what the consumer wants the situation to be like and what
the situation is really like. (Note that problem does not always imply a negative state. A goal

exists for the consumer, and this goal may be the attainment of a more positive situation.)

Sources of Problem Recognition The causes of problem recognition may be very simple or very
complex and may result from changes in the consumer’s current and/or desired state. These

causes may be influenced by both internal and external factors.

Out of Stock Problem recognition occurs when consumers use their existing supply of a product
and must replenish their stock. The purchase decision is usually simple and routine and is often
resolved by choosing a familiar brand or one to which the consumer feels loyal.

Dissatisfaction Problem recognition is created by the consumer’s dissatisfaction with the current

state of affairs and/or the product or service being used.

New Needs/Wants Changes in consumers’ lives often result in new needs and wants. Changes
in one’s financial situation, employment status, or lifestyle may create new needs and trigger

problem recognition.

Related Products/Purchases Problem recognition can also be stimulated by the purchase of a

product.

Marketer-Induced Problem Recognition Another source of problem recognition is marketers’

actions that encourage consumers not to be content with their current state or situation.
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New Products Problem recognition can also occur when innovative products are introduced and
brought to the attention of consumers. Marketers are constantly introducing new products and

services and telling consumers about the types of problems they solve.

2.5.2 Information Search

According to Belch and Michael (2009), the second stage in the consumer decision-making
process is information search. Once consumers perceive a problem or need that can be satisfied
by the purchase of a product or service, they begin to search for information needed to make a
purchase decision. The initial search effort often consists of an attempt to scan information
stored in memory to recall past experiences and/or knowledge regarding various purchase
alternatives. This information retrieval is referred to as internal search. For many routine,
repetitive purchases, previously acquired information that is stored in memory (such as past
performance or outcomes from using a brand) is sufficient for comparing alternatives and
making a choice. If the internal search does not yield enough information, the consumer will
seek additional information by engaging in external search. External sources of information

include:
e Personal sources, such as friends, relatives, or co-workers.

» Marketer-controlled (commercial) sources, such as information from advertising, salespeople,

or point-of-purchase displays and the Internet.
* Public sources, including articles in magazines or newspapers and reports on TV.

* Personal experience, such as actually handling, examining, or testing the product. Determining
how much and which sources of external information to use involves several factors, including
the importance of the purchase decision, the effort needed to acquire information, the amount of
past experience relevant, the degree of perceived risk associated with the purchase, and the time

available.

2.5.3 Alternative Evaluation
After acquiring information during the information search stage of the decision process, the

consumer moves to alternative evaluation. In this stage, the consumer compares the various

brands or products and services he or she has identified as being capable of solving the
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consumption problem and satisfying the needs or motives that initiated the decision process. The
various brands identified as purchase options to be considered during the alternative evaluation

process are referred to as the consumer’s evoked set (Belch and Belch, 2003).

The Evoked Set

Belch and Michael (2008) stated that, the evoked set is generally only a subset of all the brands
of which the consumer is aware. The consumer reduces the number of brands to be reviewed
during the alternative evaluation stage to a manageable level. The exact size of the evoked set
varies from one consumer to another and depends on such factors as the importance of the
purchase and the amount of time and energy the consumer wants to spend comparing
alternatives. The goal of most advertising and promotional strategies is to increase the likelihood
that a brand will be included in the consumer’s evoked set and considered during alternative
evaluation. Marketers use advertising to create top-of-mind awareness among consumers so that
their brands are part of the evoked set of their target audiences. Popular brands with large
advertising budgets use reminder advertising to maintain high awareness levels and increase the

likelihood they will be considered by consumers in the market for the product. Empirical

Evaluative Criteria and Consequences Once consumers have identified an evoked set and have a
list of alternatives; they must evaluate the various brands. This involves comparing the choice
alternatives on specific criteria important to the consumer. Evaluative criteria are the dimensions
or attributes of a product or service that are used to compare different alternatives. Evaluative

criteria can be objective or subjective.

2.5.4 Purchase Decision
At some point in the buying process, the consumer must stop searching for and evaluating

information about alternative brands in the evoked set and make a purchase decision. As an
outcome of the alternative evaluation stage, the consumer may develop a purchase intention or
predisposition to buy a certain brand. Purchase intentions are generally based on a matching of
purchase motives with attributes or characteristics of brands under consideration. Their
formation involves many of the personal sub-processes, including motivation, perception,
attitude formation, and integration. A purchase decision is not the same as an actual purchase.
Once a consumer chooses which brand to buy, he or she must still implement the decision and

make the actual purchase. Additional decisions may be needed, such as when to buy, where to
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buy, and how much money to spend. Often, there is a time delay between the formation of a
purchase intention or decision and the actual purchase, particularly for highly involved and
complex purchases such as automobiles, personal computers, and consumer durables. Marketers
strive to develop and maintain brand loyalty among consumers. They use reminder advertising to
keep their brand names in front of consumers, maintain prominent shelf positions and displays in
stores, and run periodic promotions to deter consumers from switching brands. Maintaining
consumers’ brand loyalty is not easy. Competitors use many techniques t0 encourage consumers
to try their brands, among them new product introductions and free samples (Belch and Michael,
2009).

2.5.5 Post purchase Evaluation

Matin Khan (2006) stated that, the consumer decision process does not end with the purchase.
After using the product or service, the consumer compares the level of performance with
expectations and is either satisfied or dissatisfied. Satisfaction occurs when the consumer’s
expectations are either met or exceeded; dissatisfaction results when performance is below
expectations. The post purchase evaluation process is important because the feedback acquired
from actual use of a product will influence the likelihood of future purchases. Positive
performance means the brand is retained in the evoked set and increases the likelihood it will be
purchased again. Unfavorable outcomes may lead the consumer to form negative attitudes
toward the brand, lessening the likelihood it will be purchased again or even eliminating it from
the consumer’s evoked set. Another possible outcome of purchase is cognitive dissonance, a
feeling of psychological tension or post purchase doubt that a consumer experiences after
making a difficult purchase choice. Dissonance is more likely to occur in important decisions
where the consumer must choose among close alternatives (especially if the unchosen alternative
has unique or desirable features that the selected alternative does not have). Consumers
experiencing cognitive dissonance may use a number of strategies to attempt to reduce it. They
may seek out reassurance and opinions from others to confirm the wisdom of their purchase
decision, lower their attitudes or opinions of the unchosen alternative, deny or distort any
information that does not support the choice they made, or look for information that does support
their choice. An important source of supportive information is advertising; consumers tend to be

more attentive to advertising for the brand they have chosen.
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2.6 Environmental Influences on Consumer Behavior
Matin Khan (2006) stated that the factors that influence consumer behavior can be classified into

internal factors or (individual determinants) and, external environmental factors:

2.6.1 Individual Determinants

Motivation and Involvement

In a society, different consumers exhibit different consumer behavior because they are unique
and have unique sets of needs. Motivation is that internal force that activates some needs and
provides direction of behavior towards fulfillment of these needs. Involvement refers to the
personal relevance or importance of a product or a service that a consumer perceives in a given
situation. Depending on the value and personal interest, a consumer can have a high or low
involvement (Matin Khan, 2006).

Attitude

According to Matin Khan (2006), attitudes are learned predispositions towards people, objects
and events. Attitudes influences purchasing decision and consumer behavior. Attitudes are
responsible for responses and are not inborn but are learnt from people around. Attitudes

influence purchase decisions and consumer behavior.
Personality and Self Concept

It is the sum- total of mental, physical and moral qualities and characteristics that are present in
mind and that make consumers what they are. Consumers try to buy the products that match their
personality (Matin Khan, 2006).

Learning and Memory

Every day consumers are exposed to a wide range of information but retain only a small portion
of it. Consumers tend to remember the information that they are interested in or, that is important
to them. In a family different member of the family are interested in different types of

information which they individually retain (Matin Khan, 2006).
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External Environmental Factors Affecting Consumer Behaviors

Culture

According to Belch and Belch (2003), the broadest and most abstract of the external factors that
influence consumer behavior is culture, or the complexity of learned meanings, values, norms,
and customs shared by members of a society. Cultural norms and values offer direction and
guidance to members of a society in all aspects of their lives, including their consumption
behavior. It is becoming increasingly important to study the impact of culture on consumer
behavior as marketers expand their international marketing efforts. Each country has certain
cultural traditions, customs, and values that marketers must understand as they develop
marketing programs. Marketers must also be aware of changes that may be occurring in a
particular culture and the implications of these changes for their advertising and promotional
strategies and programs. Marketers must understand the cultural context in which consumer

purchase decisions are made and adapt their advertising and promotional programs accordingly.

Subcultures

Within a given culture are generally found smaller groups or segments whose beliefs, values,
norms, and patterns of behavior set them apart from the larger cultural mainstream. These
subcultures may be based on age, geographic, religious, racial, and/or ethnic differences (Belch
and Belch, 2003).

Social Class

Social class refers to the group of people who share equal positions in a society. Social
class is defined by parameters like income, education, occupation, etc. Within a social class,
people share the same values and beliefs and tend to purchase similar kinds of products. Their
choice of residence, type of holiday, entertainment, leisure all seem to be alike. The knowledge

of social class and their consumer behavior is of great value to a marketer. (Matin Khan 2006).

Reference Groups

A group has been defined as “two or more individuals who share a set of norms, values, or

beliefs and have certain implicitly or explicitly defined relationships to one another such that
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their behavior is interdependent.” Groups are one of the primary factors influencing learning and
socialization, and group situations constitute many of our purchase decisions. A reference group
is “a group whose presumed perspectives or values are being used by an individual as the basis
for his or her judgments, opinions, and actions.” Consumers use reference groups as a guide to
specific behaviors, even when the groups are not present. Marketers use reference group

influences in developing advertisements and promotional strategies. (Belch and Belch, 2003)
Situational Determinants

Belch and Belch (2012), stated that the final external factor is the purchase and usage situation.
The specific situations in which consumers plan to use the product or brand directly affect their
perceptions, preferences, and purchasing behaviors. Three types of situational determinants may
have an effect: the specific usage situation, the purchase situation, and the communications
situation. Usage refers to the circumstance in which the product will be used. The purchase
situation more directly involves the environment operating at the time of the purchase. Time
constraints, store environments, and other factors may all have an impact. The communications

situation is the condition in which an advertising exposure occurs.

Empirical review
Several researches conducted on effect of advertisement on consumer purchase decision.

The titles with their objectives and major findings are discussed below to have an insight about

these studies.
Empirical evidence on message factor

FrehunAdbib (2019) studied on’ The Effect of Advertising on Consumer Purchase Decision:
Case of Baby Diaper, using a sample of 380 respondents from four sub-cities of Addis Ababa,
with descriptive and explanatory research approach, the finding revealed that there are positive
and significant relationships between advertising message, source credibility, advertising media

and consumer purchase decision of baby diaper.

Saba Ermyas (2019) on research paper entitled ‘The Effects of Television Advertisements on
Consumers Buying Decision in the Packaged Foods Industry’ took place in Addis Ababa and the

study used questionnaire survey. The study surveyed 384 and used 331 complete respondents
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and the results of correlation analysis indicated that all the three independent variables: message
factor, source factor and advertising media used have positive and significant relationship with
the dependent variable; purchasing decision. The result indicated that among advertising media,
television advertising has high degree of influence than other media, because of its sight, sound,
and motion effect. Moreover, the study found that advertising has positive and significant effect
on purchasing decision and one-unit increase in message factor, source factor and media factor

leads to an increase in purchasing decision.

Tee Xue Hui (2017) on the study ‘The effect of Source credibility on consumers’ purchase
intention in Malaysia online community’. The study takes place in Malaysia. Questionnaires
were distributed to 120 sample group and the result revealed that source credibility has a

significant impact on consumer purchase intention.
Empirical evidence on media factor

Nidhi Rani and Vikas Sharma (2013) on their study of impact of TV commercials on purchasing
behavior of masses state that Females were found desiring more of the TV advertised products in
comparison to the males. Adults have more desire to engage themselves in buying TV advertised
products. On the whole teenagers are influenced to buy the TV advertised products, as compared
with those who are above 50 years.The study reveals that buyers having better income accept
that buying branded products and services which are advertised on television helps them to
enhance their living standard. Finally, the study illustrates that TV advertisements affect the
buying behavior of teenagers.

The empirical literature denotes on Kumar and Sharma (2009) on The Impact of TV Advertising
on Buying Behaviors: A Comparative Study of Urban and Rural Teenagers imply that; TV
advertising has enhanced rural teenagers’ involvement in product selection and purchase. Rural
teenagers collectively decide with their family members, products to be purchased due to
exposure to TV advertisements. Urban teenagers prefer advertisements of the products they are
already using; they don’t agree to buy the advertised products if they do not require them. The
study reveals that there is a considerable variation in the perception of both rural and urban

teenagers on the issue that demand for product purchase is influenced by TV advertisements.
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AsnakeMeshesha (2018) studied that “the effect of advertising on consumer buying behavior:
the case of Nifas Silk Paints Factory” the study revealed that 56.7% of respondents were
influenced by television advertisement. The correlation matrix indicates that the selected AD
characteristics: “impressive, simple to understand, attention grabbing, memorable, creative and
honest” were positively and strongly correlated with consumers buying behavior. The study also
found that honest advertisement had a highest strong relationship with consumers buying

behavior.
Empirical evidence on celebrity endorsement

Babu andLatha (2014) on global journal of advanced research entitled “The Impact of Celebrity
Endorsement on Purchase Decision” found out that celebrity endorsement is an effective tool for
capturing and attracting market and consumers. The study found that young customers get
impact more by celebrity endorsement strategy on their purchase decision. The study also proves
that there is relation between brand identity and celebrity endorsement strategy moreover, the
research supported that consumer would prefer celebrity-based advertisement sources when they

really don’t know about the brand.

Hakimi et al. (2011) proposes the model of relationship of attributes of celebrity endorsement
with the positive brand image which in return lead to consumers positive purchase intentions and
buying behaviors. Celebrity endorsement has been the modern communicational technique used
in marketing mix communication in which celebrities played the role of spokespersons by the
organizations for the promotion of their brand and products.

A study by ChalaFekadu (2018) on ‘effect of Advertising on consumer purchase intention
in Ethiopia, Bishoftu Town’ revealed that majority of respondents selected Television as a media
being used by Ada Food Complex which gets their intention. The multiple regression results
showed that Attitude towards advertising, Attitude towards
television advertising, attitude towards radio advertising, Message content of advertising,
Repetition of advertising and Celebrity endorsement have positive significant impact on
purchase intention while Advertising language is insignificant. The study also found that
repetition of advertising is the most important factor to have a positive and significant effect on

purchase intention.
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Empirical evidence on advertisement and purchase decision

Fatima and Lodhi (2015) studied Impact of Advertisement on Buying Behaviors of the
consumers: Study of Cosmetic Industry in Karachi City and find that advertisements are useful in
coating the awareness among the consumers. The study finds that there is relationship between
the advertisement and the consumer awareness. Also, assured that there is relationship between
consumer awareness and perception which can shape the buying behaviors of the consumers

while purchasing the cosmetics.

Tanja Lautianen (2015), on the thesis, ‘Factors affecting Consumer Decision: in the selection of
coffee brand’, based on a sample of 86 respondents, acquired from questionnaires, the study

figured out that 36.5% of consumers depend on advertisement to make purchase decision.

A research by Ehsan,Mudasar, Kashif, Unzila and Ayisha (2014) revealed that advertisement
has strong positive impact on the consumer buying behavior and consumer perception has
positive but weak influence on consumer buying behavior. And the researchers suggested that
quality advertisement and positive perception can really play a vital role in improving consumer

buying behavior.

Most of the previous works agree on significance of advertisementon consumers’
purchasedecision.Message of advertisement, have important role in consumers’ purchase
intention.  Moreover, studies found that television advertisements affect buying behavior.
Celebrity endorsement is found to be an effective tool for capturing and attracting market and
consumers.

On the other hand, the impact of celebrity endorsement effect of advertisement was not seen
significant in the detergent advertisements because consumers relies more on the quality of the

detergents rather than the affective perspective of the celebrity endorsement.

Previous researchers proposed that, effect of message factor, media factor and celebrity
endorsement on purchase decision, could be analyzed in different industries rather than type of
products or services studied by them.
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2.4 Conceptual Framework
The conceptual framework indicates the crucial process, which is useful to show the

direction of the study. The study shows the relationship between independent variables
(Message factor, Media factor and Celebrity endorsement) and dependent variable (consumer
buying decision).

Independent Variables Dependent Variables

Message Factor

Consumer Buying Decision
Media used for Advertisement

Celebrity Endorsement

Source: adopted from Fatima and Lodhi, 2015, Ehsan 2013, Naresh and Lavanya 2014

Hypothesis

1. Message factor has a significant and positive effect on consumers’ purchase
decision of Eve sanitary napkin in Ethiopia.

2. Media factor significantly and positively affect consumers’ purchase
decision of Eve sanitary napkin in Ethiopia.

3. Celebrity endorsement has significant and positive effect on consumers’ purchase

decision of Eve sanitary napkin in Ethiopia.
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Chapter Three

Methodology

This chapter presents the methodology used, data-gathering techniques and sources of data used
in the research. It also covers the research design and data analysis procedures that the research
employed. A detailed explanation on the selected research tools is also specified in this chapter.
More specifically, it also enlightens on why those research methods were chosen as per the main

aim of the study.

3.1 Description of the Study Area
The study was conducted on the effect of television advertisement on consumer purchase

decision of Eve Sanitary Napkin in Addis Ababa city administration.

3.2. Research Approach
Research approach is a plan and procedure that consists of the steps of broad assumptions to

detailed method of data collection, analysis and interpretation. Based on data collection, research
approach divided into three categories: Qualitative, Quantitative and Mixed approach. (Creswell,
2014) Qualitative research is primarily exploratory research, which is used to gain an
understanding of underlying reasons, opinions, and motivations. Quantitative research is the
systematic and scientific investigation of quantitative properties and phenomena and their
relationships. Mixed Approach design applies both quantitative and qualitative methods in a
study (Susan E. Defranzo, 2016).

This study used a quantitative research design in order to meet the specified objectives and test
the hypotheses on the relationship between the three independent variables and the dependent
variable. Besides, since the study is deductive in nature, a quantitative study will be an

appropriate research approach to test the model in the Ethiopian context.
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3.3 Research Design

Research designs are plans and the procedures for research that span the decisions from broad
assumptions to detailed methods of data collection and analysis. (Creswell, 2009)

Research can be classified as Exploratory, Descriptive and Explanatory depending on the
specific purpose that the research tries to address. Explanatory Researchthe desire to know
“why”, to explain, is the purpose of explanatory research. The researcher goes beyond merely
describing the characteristics, to analyze and explain why and how something is happening.
Thus, explanatory research aims to understand phenomena by discovering and measuring casual
relations among them. (Creswell, 2009)

The researcher analyzed the casual relation between the independent and dependent variables,

which made the research explanatory.

3.4 Population and Sampling

3.4.1 Target Population

According to (Zikumund, 2003) the definition of population is identifiable total set of
elements of interest being investigated by a researcher.The target population is defined as the
entire group a researcher is interested in. The populations of this study were customers of Eve

ladies’ Sanitary Napkins whose age is 15-45: who live in Addis Ababa city.

Sampling Technique

Purposive sampling or judgmental sampling is the deliberate choice of a participant due to the
qualities the participant possesses. The researcher used purposive sampling is to identify
consumers of eve sanitary napkins from consumers use other kind of sanitary napkins. And
purposive sampling enables the researcher to identify ladies who use sanitary pad from non-users

as a general.
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3.4.3 Sample Size

Sample is the part of the population that helps us to draw inferences about the population.
Collecting research of the complete information about the population is not possible and it is
inferences about the population based on that sample.

The Topman formula presented below were used for this research:

n=22.P.Q
(B)2

n= The sample size/ required sample size
Z= Degree of confidence (i.e 1.96)

E= The level of precision

P= Probability of positive response (0.5)
Q= Probability of negative response (0.5)
E=tolerable error (0.05)2

Thus

n=1.962 0.5 *0.5

0.052

n= 384 respondents

Data Type and Source
The researcher used quantitative research, in order to achieve the objective of the study.

Quantitative research focuses on determining the relationship between variations of independent
and dependent variables. The reason for choosing quantitative research approach is to meet the

purpose of examining how an independent variable affects a dependent variable.

Regarding source of data, the study used both primary and secondary source of

data. Based on the nature, scope, objectives and availability of time and resource, the
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researcher used questionnaires and secondary data source like books, documents, existing

research papers, journals and publication, and websites.

3.6 Data Collection Methods
Both primary and secondary data sources have been used in the study. It was started by

secondary data analysis through the detailed review of related literature and survey questionnaire
has been used as the main data gathering instrument for this study. The questionnaire were
prepared and distributed to the samples. After the data is collected; the survey data was
processed using SPSS to analyze and present.

3.7 Data Analysis Methods
An array of descriptive and inferential analyses has been conducted to address the research

questions presented in the first chapter. Statistical Package for Social Science (SPSS) software
version 24 was employed to analyze and present the data.

3.7.1 Descriptive analysis

Descriptive statistical results were discussed using tables, frequency distribution and
percentages. This was attained through summary of statistics, which includes the means and
standard deviations values which are computed for each variable in the research.

3.7.2 Pearson Correlation analysis

Pearson’s correlation coefficient was used to determine the relationships between advertising
variables (message factor, media factor and celebrity endorsement) and purchase decision.

3.7.2 Multiple Regression Analysis

Multiple regression analysis used to investigate the effect of advertisement dimensions (Message
Factor, Media used for Advertisement, Celebrity Endorsement) and purchase decision.

3.8 Model Description
Multiple regression analysis was used to explain the significance impacts of the independent and

dependent variables as follows:

Y =a+ bl x1+b2x2+ b3 x3+e
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Where:
Y= Consumer buying decision
b1= Beta weight of message factor
x1= Message Factor
b2= Beta weight of media used for advertisement
x2= Media used for advertisement
b3= Beta weight of celebrity endorsement
x3= Celebrity Endorsement

Y=1.160+0.403X1+0.234X2+0.76X3+e
3.8 Reliability and Validity

Bolen, 1989 defined reliability as consistency of measurement or stability of measurement over a
variety of conditions in which basically the same results should be obtained. There are different
reliability coefficients techniques used to estimate reliability. Cronbach’s alpha which was
developed by Lee Cronbach in 1951 to provide a measure of the internal consistency of a test or
scale; it is expressed as a number between 0 and 1. Value of 0.6 or less generally indicates
unsatisfactory or poor, above or equal to 0.6 but < 0.7 value is questionable, above or equal to 0
.7 but < .8 acceptable, greater than or equal 0.8 but < .9 is good and above and equal to 0.9 value
indicate excellent internal consistency, reliability (Malhotra, 2006).

Cronbach’s alpha test of reliability used in this research to test reliability of questionnaire

gathered from respondents.
Reliability Test Result
Table 3.8 Reliability Test

Construct Cronbach’s alpha  No of ltems |
Message Factor ~ .803 7

Media Factor .823 7

Celebrity Endorsement .820 4

Purchase Decision .892 6

Over all reliability 924 24

Source: survey result (2020)
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Validity is the degree to which a test is measuring what it purports or claim to measure (Bortz,
1999, Cronbach, 1970, Kline, 2000). Validity was traditionally subdivided into three categories:
content, criterion-related, and construct validity (Brown 1996,). Content validity includes any
validity strategies that focus on the content of the test. Criterion-related validity usually includes
any validity strategies that focus on the correlation of the test being validated with some well-
respected outside measure(s) of the same objectives or specifications test. Criterion-related
validity of this sort is sometimes called concurrent validity (because both tests are administered
at about the same time). Another version of criterion-related validity is called predictive validity.
Predictive validity is the degree of correlation between the scores on a test and some other
measure that the test is designed to predict. Construct validity has traditionally been defined as
the experimental demonstration that a test is measuring the construct it claims to be measuring.

To justify validity survey questions are developed in consultation with experts.

3.9 Ethical Consideration
Since the researcher used the data from customers which was collected through questionnaire,

permission was obtained from the customers. To maintain the confidentiality of the information
provided by the respondents, the respondents were not instructed to write their names on the
questionnaire and assured of that the responses would be used only for academic purpose and
kept confidential. Purpose of the study was clearly given in the introductory part of the
questionnaire so as to motivate them and participate in the study. Texts belonging to other
authors that have been used in any part of this study were fully referenced with reference page.
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Chapter Four

Results and Discussion
This chapter analyses the data and discusses the results gained. The objective of this research

paper was to examine the effect of television advertisement on consumer purchase decision of
Eve Sanitary Napkin in Addis Ababa, Ethiopia. This section presents discussions using pilot

testing, descriptive analysis, correlation analysis, regression analysis.

A total of 384 questionnaires were distributed to the respondents and 337 valid questionnaires
were collected.

4.1 Background information of Respondents
The demographic characteristics of the respondents include age, level of education, employment

status and income. This aspect of the data analysis deals with the analysis personal data on the
respondents of the questionnaires. The table below shows the details of characteristics of

respondents and their percentage.

Table 4.1 Demographic characteristics of respondents

Characteristics Group Frequency Percentage
Age 15-25 85 25.2
26-35 181 53.7
36-45 71 21.1
Total 337 100
Education High school and 87 25.8
below
Certificate & 105 31.1
Diploma
Degree 120 35.6
Masters & Above 25 7.4
Total 337 100
Employment Student 55 16.3
Employee 199 59
Self-employee 83 24.6
Total 337 100
Upto 3000 41 14.6
Income 3001-6000 137 48.8
6001-9000 46 16.4
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9001-12000 26 9.3
Above 12001 31 11
Total 281
TV watching Time  Daily 227 67.3
3-4 times a week 68 20.1
Weekly 38 11.2
Monthly 4 1.2
Total 337 100
Usage Time Less than a year 8 2.3
1-5 Years 45 13.3
6-10 Years 76 22.5
Above 10 Years 204 60.5
Total 337 100
Rely of Yes 232 68.8
Advertisement No 60 17.8
Sometimes 44 13
Total 337 100

Source: Survey result (2020)

Age

As shown in the above table out of 337 respondents 25.2% were in range of 15-25, the majority

respondents (53.7) were in range of 26-35 and the left 21.1% were in range of 36-45.

Education

With regard to educational level 25.8% were high school and below level, 31.1 were having
certificate and diploma, the largest group 35.6% were degree holders and the rest least (7.4% )

were having master’s degree and above.
Employment status

The largest group of respondents which is 59 were employees, 24.6 were self-employees and the

rest 16.3% were students.
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Income

Regarding income, 14.6% of respondents earn 3000 or less, about half of the total participants
(48.8%) are paid between 301-6000, 16.6% are paid between 6001-9000 and 9.3% were earn
between 9001-12,000. The last 10% were paid above 12,000.

TV Watching Time

Majority of respondents which is 67.3% watched television daily, 20.1% watched 3-4 days in a

week, and 11.2% watched once a week and the last 1.2% watch monthly.
Sanitary pad Usage Time

Among the total respondents 2.3% have been used sanitary pad for less than a year, 13.3% were
used between 1-5 years, 22.5% of respondents used between 6-10 years and the last huge group

(60.5) has been using for more than 10 years.
Dependency on Advertisement

Majority of respondents (68.8%) rely on advertisement to make purchase, 17.8% don’t depend

on ads and the rest 13% answered by saying sometimes.

4.2 Descriptive Statistics
To realize effect of television advertisement on purchase decision, descriptive statics mean and

standard deviation have been used.
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Table 4.2.1: Descriptive Statistics of Message Factor

Ads message with 37 1 5 3.70 1.031
full information

Message informing 37 1 5 3.84 975
benefits

Message informing 37 1 5 3.82 1.095
about quality

Message telling 37 1 5 3.78 1.071
about Comfort

Story of 37 1 5 3.38 1.202
Advertisement

Emotional Appeal 37 1 5 3.13 1.184
Rational Appeal 37 1 5 3.61 1.134
Valid N (listwise) 37

Source:Survey result (2020)

Advertising telling benefits of product has shown the highest mean 3.84, next quality with mean
3.82, comfort 3.78, ads contain full information 3.70, the mean of respondents who attracted by
story of advertisement is 3.38, rational ads 3.61 and emotional 3.13. From this it is possible to

conclude that, advertisement shows benefit of a product is more attractive.

Table 4.2.2: Descriptive Statistics of Media Factor

TV Advertisement 37 1 5 3.73 1.134
Radio 37 1 5 3.36 1.217
Advertisement
Newspaper 37 1 5 2.69 1.242
Advertisement
Magazine 37 1 5 3.12 1.253
Advertisement
Outdoor 37 1 5 3.24 1.211
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Advertisement

Sales persons’ 37 1 5 3.55 1.128
Advertisement

Website 37 1 5 3.47 1.155
Advertisement

Valid N (listwise) 37

Source:Survey result (2020)

Television advertising has shown the highest mean, 3.73, compared to radio (3.36), Sales (3.55),
website (3.47), outdoor (3.24), magazine (3.12) and newspaper (2.69). Television advertisement

has greater influence on consumers purchase decision compared to other media vehicles.

Table 4.2.3: Descriptive Statistics of Celebrity Endorsement

Attraction of Celebrity 37 1 5 3.13 1.239
Endorser

Trust on the Celebrity 37 1 5 3.12 1.278
Endorser

Product Knowledge of 37 1 5 3.20 1.281
the Celebrity endorser

Experience of endorser 37 1 5 3.19 1.208
in promoting quality

products

Valid N (listwise) 37

Source: Survey result (2020)

Regarding on influence of celebrity endorsement knowledge of celebrity about the product has
highest mean (3.20), followed by experience (3.19), attraction (3.13) and trust (3.12).
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Table 4.2.4: Descriptive Statistics of Purchase Decision

Ads offer real 37 1 5 3.96 1.060
information about

the product

Ads shows 37 1 5 3.80 1.100
demonstration

Creative 37 1 5 3.74 1.157
advertisement

Trust worthiness of 37 1 5 3.94 1.040
Advertisement

Clarity of 37 1 5 3.87 1.046
Advertisement

Originality of 37 1 5 3.85 1.034
Advertisement

Valid N (listwise) 37

Source:Survey result (2020)
Advertisement give real information about the product has highest mean (3.96) on purchase

decision, trustworthiness (3.94), clarity (3.87), originality (3.85), demonstration (3.8) and
creativity (3.74). Based on this information we can conclude consumers are convinced with
advertisement provide real information compared to demonstration, creativity, clarity and

originality to make purchase decision.

4.3 Inferential Statistics

4.3.1 Correlation Analysis

Correlation analysis is used to describe the strength and direction of the linear relationship
between two variables.

According to Julie Pallant (2005), Pearson correlation coefficients (r) can take on only values
from —1 to +1. The sign out the front indicates whether there is a positive correlation (as one
variable increases, so too does the other) or a negative correlation (as one variable increases, the
other decreases). The size of the absolute value (ignoring the sign) provides an indication of the
strength of the relationship. A perfect correlation of 1 or —1 indicates that the value of one
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variable can be determined exactly by knowing the value on the other variable. On the other

hand, a correlation of 0 indicates no relationship between the two variables.

To determine the relationship between service Advertising (Message Factor, Media Factor and

Celebrity Endorsement) and Consumer buying decision, Pearson correlation was computed.

Table 4.3.1, presents the results of Pearson correlation on the relationship between advertisement

dimension and consumer buying decision.

Table 4.3.1 Correlation Analysis Between Purchasing Decision, Message, Media & Celebrity
Endorsement

Message Factor Pearson 1 647" 519™ 593”
Correlation Sig. (2-tailed) .000 .000 .000
N 337 337 337 337
Media Factor Pearson 6477 1 616" 541"
Correlation Sig. (2-tailed) .000 .000 .000
N 337 337 337 337
Celebrity Endorsement Pearson 519”7 616" 1 429
Correlation Sig. (2-tailed) .000 .000 .000
N 337 337 337 337
Purchase Decision Pearson 593" 5417 429 1
Correlation .000 .000 .000

Sig. (2-tailed) 337 337 337 337

N

**_Correlation is significant at the 0.01 level (2-tailed).
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Source: Survey result (2020)
Regarding correlation coefficient, Cohen (1988) suggests the following guidelines:

e r=10t0.29 or r=—10to —.29 small
e =.301t0.49 or r=—30to —4.9 medium
e r=50t01.0 orr=-50to0-1.0 large

According to the above correlation table, there is strong and positive relationship between
purchase decision and message factor, which value of ‘r’=0.593 & p=0.000 which implies the
correlation at 0.01 level (2-tailed). Similarly, there is strong and positive relationship between
purchase decision and media used for advertisement, which ‘r’'=0.541& ‘p’ value=0.000. On the
other hand, there is positive and medium relationship among consumers’ purchase decision and

celebrity endorsement value of ‘r’=0.429 & ‘p’ value=0.000.

Consequently, we can conclude that there is positive and strong relationship among dependent
variable (purchase decision) and independent variables (message factor and media used for
advertisement), meanwhile there is positive and medium relationship between purchase decision

and celebrity endorsement.

4.3.2 Multiple Regression Analysis
Linear regression was used to explore influence of independent variables (Message factor, Media

Factor and Celebrity Endorsement on the dependent variable (Purchase Decision).
To check error major assumptions of variables were tested.

4.3.2.1Multico-linearity

Multicolliearity refers to the relationship among the independent variables. Tolerance is an
indicator of how much of the variability of the specified independent is not explained by the
other independent variables in the model and is calculated using the formula 1-R2 for each
variable. If this value is very small (less than .10), it indicates that the multiple correlation with
other variables is high, suggesting the possibility of multicollinearity. VIF, (Variance inflation
factor), values above 10 would be a concern here, indicating multicollinearity.
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Table 4.3.2.1: Collinearity statistics

Variables Collinearity Statistics

Tolerance
Advertising Message  .559 1.790
Advertising Media 474 2.109
Celebrity 595 1.679
Endorsement

Source, Survey result (2020)
Refer to the above collinearity statistics table, the tolerance value is above 0.1 and VIF is less

than 10. This shows there is no multi-collinerity between independent variables.

4.3.2.2 Normality

Normal is used to describe a symmetrical, bell-shaped curve, which has the greatest frequency of
scores in the middle, with smaller frequencies towards the extremes (Julie Pallant, 2015).
Normality can be assessed to some extent by obtaining skewness and kurtosis values

Table 4.3.2.2 Normality measurement

[\ Skewness Kurtosis
Statistic Statistic Std. Error Statistic ~ Std. Error

Message factor 337 -874 133 1556 265
Media factor 337 -.385 133 .076 .265
Celebrity 337 -.261 133 -.525 .265
endorsement

Purchase decision 337 -1.196 133 1.839 265
Valid N (list wise) 337

Source: Survey result (2020)
As shown in the above table skewness and kurtosis is in the range of -2 and 2, which shows the

data is normally distributed.
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4.3.2.3 Linearity
In normal probability plot the residuals should have a straight-line relationship with predicted
dependent variable scores.

MNormal P-P Plot of Regression Standardized Residual

Dependent Variable: mean_Purchasedecision
1.0

Expected Cum Prob

T T
0.0 0.2 0.4 06 ] 1.0
Observed Cum Prob

Figure-4.3.2.3

In the above P-P plot, points values were laid in a reasonably straight diagonal line from bottom
left to top right. This indicates the linear relationship between outcome and expected values.

4.3.2.4 Homoscedasticity
The variance of the residuals about predicted dependent variable scores should be the same for
all predicted scores

As observed in below figure the points are concentrated around 0 which implies that no violation
of homoscedasticity.
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Scatterplot

Dependent Variable: mean_Purchasedecision
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Figure-4.3.2.4

Anova
Table 4.4-Anova

Model Sum of Squares  df Mean Square F Sig.

1 Regression 100.070 3 33.357 73.343 .000°
Residual 151.449 333 455
Total 251.519 336

a. Dependent Variable: Purchase decision
b. Predictors: (Constant), message, media, Celebrity endorsement

Source: Survey result (2020)

ANOVA states whether the model, overall, is acceptable from a statistical perspective i.e.
whether the independent variables are in a significantly good degree of prediction of the outcome
variable. Table 4.4 shows that the variables of advertising (independent variables) significantly

predict the dependent variable (Purchasing Decision) with F=73.343 and sig=0.000.

F-test is used to find out overall probability of the relationship between the dependent variable
and all the independent variables occurring by chance (SPSS, version 24). The F-test result of the
study is 73.343 with a significance of 0.000 meaning that the probability of these results
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occurring by chance is less than 0.05 i.e. the variation that is explained by the model is not
simply by chance

Multiple Regression Analysis

Multiple regressions are the most common and widely used to analyze the relationship between a
single continues dependent variable and multiple continues on categorical independent variable
(George et al, 2003). In this study multiple regression analysis was employed to examine the
effect of television advertisement on consumer purchase decision. The following table presents

the results of multiple regressions analysis.

Here the squared multiple correlation coefficients (R2) which tells the level of variance in the
dependent variable (purchase decision) that is explained by the model.

Table 4.5: Model summery
R Square  Adjusted R Std. Error of the

Square Estimate
1 .631° .398 392 67439

a. Predictors: (Constant), message, media, Celebrity endorsement
b. Dependent Variable: Purchase decision

Source:Survey result (2020)

The results of multiple regressions, as presented in table 4.6, above, shown that the advertising
variables (advertising message, advertising media and celebrity endorsement) combined
influence the consumer purchase decision of eve sanitary napkin by 39.2%, which means these
variables have less than half contribution and the remaining major (60.8%) are other factors that

affect purchase decision.

Table 4.6: Regression coefficient analysis

Unstandardized Standardize
Coefficients d
Coefficients
Model B Std. Error Beta T Sig.
1 Constant 1.160 187 6.203 .000
Message Factor 469 .066 403 7.080 .000
Media Factor 243 .064 234 3.783 .000
Celebrity Endorsement .065 047 076 1.377 .169
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Source:Survey result (2020)

Based on the table 4.6, show the standardize beta coefficient, which tell us the unique
contribution of each factor to the model. A high beta value and a small p value (<0.05) indicate
the predictor variable has made a significance statistical contribution to the model. On the other
hand, a small beta value and a high p value (p >0.05) indicate the predictor variable has little or

no significant contribution to the model (George et al., 2003).

Table 4.6, also indicates that message factor and media factor have a significant influence on
customers” satisfaction at 95% confidence level. However, predictor variable of celebrity
endorsement doesn’t make a statistically significant contribution in predicting the dependent

variable, purchasing decision, p >.05.

The result indicates that, message factor has strong influence on purchasing decision with beta
value 0.403. This implies that 40% variation in consumers’ purchase decision is affected by
message factor, which is significant at 0.000. It is possible to conclude that message of
advertisement positively and significantly affects consumers’ purchase decision of Eve Sanitary

Napkin.

Likewise, media factor has strong influence on purchase decision with beta value 0.234. Which
means 23% variation in consumers’ purchase decision of Eve Sanitary Napkin is affected by

media used for advertisement which is significant at 0.000.

On the other side, from independent variables celebrity endorsement match was not statically

significant to influence the dependent variable since the p value is > 0.05 which is 0.1609.

According to the above regression an increase in message factor by one unit would result in an
increase in 0.403 unit of value of purchasing decision. Similarly, one unit increase of media

factor dimension would result in 0.234 unit of value of purchasing decision.
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4.7 Hypothesis Testing
Table 4.7 Summary of Hypothesis Testing

Hypothesis Beta _Sig _Result
H1: Message factor has a 0.403 0.000 Supported
significant and positive effect

on consumers’ purchase

decision.

H2: Media factor significantly 0.234 0.000 Supported
and positively affect
consumers’ purchase decision

H3: Celebrity endorsement 0.076 0.169 Not supported
has significant and positive

effect on consumers’ purchase

decision

Source:Survey result (2020)
Table 4.7 displays the results of the hypotheses test created on the beta value and P-value to test
whether the hypothesis is accepted or rejected.

H1: Message factor has a significant and positive effect on consumers’ purchase decision on

Eve sanitary napkin

The results of multiple regressions, as presented in table 4.7.above, revealed that message factor
have a positive and significant effect on customer purchase decision with a standardize
coefficient beta value (0.403), at 95% confidence level. Therefore, the researcher may accept the

hypothesis. Since, message factor has positive and significant effect on customer satisfaction.

H2: Media factor has a significant and positive effect on consumers’ purchase decision on

Eve sanitary napkin

The results of multiple regressions, as presented in table 4.7.above, revealed that media factor
have a positive and significant effect on customer purchase decision with a standardize
coefficient beta value (0.234), at 95% confidence level. Therefore, the researcher may accept the

hypothesis. Since, media factor has positive and significant effect on customer satisfaction.

H3: Celebrity endorsement has a significant and positive effect on consumers’ purchase

decision on Eve sanitary napkin
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The result of multiple regression result, in the above table significant value for celebrity
endorsement match is 0.169 which indicates that celebrity endorsement match is insignificant in
affecting purchase decision thus the hypothesis H3 celebrity endorsement match affects purchase
decision was rejected and the null hypothesis was accepted.

4.8 Discussion of Results

Among the advertisement dimensions, message factor items, advertisement expressing about
benefits, quality, comfort and an ad gives full information about the product played important

role in attracting consumers’ attention of Eve sanitary napkin.

Among the variables of media used for advertisement, TV advertisement scored highest mean
followed by sales, radio, and website advertisement. In the contrary consumers of Eve Sanitary
Napkin are less attracted by outdoor, magazine and newspaper advertisement. This indicates

consumers give more attention for television, radio, sales and website advertisement.

Regarding on celebrity endorsement variables knowledge the celebrity endorser has about the

product has highest mean, followed by experience, attraction and trust.

All the items included under purchase decision scored greater than 3.7 mean. Customers of Eve
Sanitary Napkin attracted more by advertisement offers real information about the product to
make purchase decision, followed by trustworthiness, clarity, originality, demonstration and

creativity.

The correlation result shows that except celebrity endorsement, all dimensions of advertisement
(message factor and media used for advertisement) positive and strong effect on purchase

decision. And celebrity endorsement has positive and medium effect on purchase decision.

Multiple linear regression used after testing major assumptions of normality, linearity,
multicollinearity and homoscedasticity and the result reveals that, regarding normality skewness
and kurtosis range is between -2 and 2, which shows the data is normally distributed. Refer to the
collinearity statistics the tolerance value is above 0.1 and VIF is less than 10. This shows there is
no multi-collinerity between independent variables. The P-P plot indicates the linear relationship

between outcome and expected values.
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The results of multiple regressions shown that the independent variables (advertising message,
advertising media and celebrity endorsement) together influence the dependent variable

(purchase decision) of Eve Sanitary Napkin by 39.2%.

In previous literature, FrehunAdbib (2019), on his paper entitled ‘Effect if advertising on
consumer purchase decision of baby diaper, indicated that advertising message has strong
influence on purchase decision with beta value 0.611. Similarly, ChalaFekadu (2018) on his
research entitled ‘Effect of advertising on consumer purchase intention of Ada food complex s.co
revealed that there is positive and significant relationship between purchase intention and
message content with beta value 0.341. This research also shows similar results with the
previous literatures. Saba Ermiyas (2019), on her paper entitled ‘Effect of television advertising
on consumer buying decision in packed food industry found that media used for advertisement
has strong influence on buying decision with beta value 0.327. This research also shows similar

results with the previous literatures.

M.Naresh Babu and Dr.K.Lavanyalatha (2014) on global journal of advanced research entitled
“The Impact of Celebrity Endorsement on Purchase Decision” found out that celebrity
endorsement is an effective tool for capturing and attracting market and consumers. The study
found that young customers get impact more by celebrity endorsement strategy on their purchase
decision. The study also proves that there is relation between brand identity and celebrity
endorsement strategy Moreover, the research supported that consumer would prefer celebrity-
based advertisement sources when they really do not know about the brand. This study shows

different result with the previous literature.
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Chapter Five

Summary, Conclusion and Recommendation
This chapter deals with the summary of findings, conclusions drawn from the findings and the

recommendations forwarded for improvement in addressing effective television advertisement to
Eve Sanitary Napkin consumers. The chapter is presented under the headings: summary of

findings, conclusions, and recommendations.

5.1 Summary
The main objective of the research was to analyze the effect of television advertisement on

consumer’s purchase decision of Eve Sanitary Napkin in Ethiopia. The research was conducted

using questionnaire consisting of 384 sample respondent purposely in Addis Ababa.

The background information of respondents’ indicated that majority of respondents’ (53.7%) age
range between 26-35, 25% ranges 15-25 years old and the rest 21% range from 35-45 years.
Among the total respondents 35.6% are degree holders, 31% have certificate and diploma while,
25.8% of respondents are high school graduates or below and the last 7% have master’s degree.
Number of employee respondents take large percent (59%) following by self-employee 24% and
students 16%. Majority of respondents (67%) watch television daily, 20% watch 3/4 times a
week and 11% watch weekly. 60% of respondents, used sanitary pad for more than 10 years,
22% from 6-10 years, 13% 1-5years and the last 2% used pad for less than a year. Majority of
respondents (68.8%) depend on advertising to make purchase, 17% don’t depend and the rest

13% answered by saying sometimes.

The descriptive statistics result shows that, from advertisement variables, message factor items,
advertisement informing about benefits, quality, comfort and an ads gives full information about
the product can grab customers’ attention better. Among the variables of media used for
advertisement, TV advertisement scored highest mean followed by sales, radio and website
advertisement. In the contrary consumers of Eve Sanitary Napkin are less attracted by outdoor,
magazine and newspaper advertisement. This indicates consumers give more attention for
television, radio, sales and website advertisement. Among celebrity endorsement variables
knowledge of the celebrity endorser scored highest mean, followed by experience, attraction and

trust. Regarding purchase decision, most consumers attracted by an advertisement deliver real
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information about the product, followed by trustworthiness, clarity, originality, demonstration

and creativity.

The result of correlation indicated that, two advertisement dimensions (message factor and media
used for advertisement) have positive and strong effect on purchase decision. The celebrity
endorsement has positive and medium effect on purchase decision.

The results of multiple regressions result shown that advertising has positive and significant
effect on purchasing decision. Purchasing decision is 39.2% explained by message and media
used for advertising. Message factor has strong influence on purchasing decision with beta value
0.403. This implies that 40% variation in consumers’ purchase decision is affected by message
factor. Similarly, media factor has strong influence on purchase decision with beta value 0.234.
Which means 23% variation in consumers’ purchase decision of Eve sanitary napkin is affected
by media used for advertisement.

An increase in message factor by one unit would result in an increase in 0.403 unit of value of
purchasing decision and one unit increase of media factor dimension would result in 0.234 unit

of value of purchasing decision.

5.2 Conclusion

The objective of the study was to assess the effect of television advertisement on consumer
purchase decision. On the bases of the analysis given in the previous chapter, the following
conclusion is drawn.

Advertising, when done in a proper way, is a surefire way to attract a large volume of the target

audience in one shot.

The result of the study shown that, most consumers agreed with message of advertising with
cumulative mean value 3.60. Among message variable, advertising provide information on
product benefit, quality, comfort and story of the advertisement, have strong and positive

influence on consumers’ purchase decision.

Consumers are attracted and influenced mostly by television advertisement, followed by sales,
website, radio and outdoor advertisements. Newspaper and magazine advertisements has least

influence on purchase decision. The cumulative mean on media used for advertisement was
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found 3.30. Mean value of celebrity endorsement variable was 3.16 and the purchase decision
was 3.86, advertisement provide real information of the product highly attract consumers

followed by clarity, originality and demonstration.

The correlation result implies strong and positive relationship between purchase decision and
message factor, which value of ‘r’=0.593 & p=0.000. Similarly, there is strong and positive
relationship between purchase decision and media used for advertisement, which ‘r’=0.541& ‘p’
value=0.000. Celebrity endorsement has positive and medium relationship with consumers’

purchase decision which, value of ‘r’=0.429 & ‘p’ value=0.000.

Multiple regression finding indicated that, message factor has strong influence on purchasing
decision with beta value 0.403, which means 40% variation in consumers’ purchase decision is
affected by message factor. Media factor has strong influence on purchase decision with beta
value 0.234, which implies 23% variation in consumers’ purchase decision of Eve Sanitary
Napkin is affected by media used for advertisement. On the other side, celebrity endorsement
match was not statically significant to influence the dependent variable since the p value is >
0.05 which is 0.169.

5.3 Recommendations
Considering the conclusions made on the contribution of television advertisement on consumers’

purchase decision, the following recommendations are identified aimed at the advertising
company.

» Advertising strongly and positively affects consumers’ purchase decision of Eve Sanitary
Napkin in Ethiopia. Eve Sanitary Napkin manufacturing company should continue
advertising its products focusing on message content.

» Eve sanitary napkin’s consumers are more attracted and influenced by an advertisement
informing about benefits, quality, comfort and story of the advertisement, the company
should consider this factor and work on in order to increase sales volume and maximize
profit.

» Among media vehicles, television is found to be the strong media vehicle so the company

should continue advertising through television. Moreover, Eve Sanitary Napkin
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consumers attracted by sales, website and outdoor advertisement so the company should
advertise its products using mentioned advertising medium.

» While advertising Eve Sanitary Napkin the company should work on trustworthiness,
clarity and originality of advertisement, additionally advertisers should focus on showing

how to use the product (demonstration).

5.4 Limitation and Recommendation for Future Studies

This research has the following limitations and it is recommended for future studies to conduct

on mentioned limitations.

» This research conducted in Addis Ababa city, future studies can assess in different
regions of the country.

» This study conducted on Eve ladies’ Sanitary Napkin and focused on the effect of TV
advertisement on consumer buying decision, for that matter, variables which are message
factor, media used for advertisement and celebrity endorsement identified as theoretical
scope of the study. Further studies can be conducted on other advertising variables than
of message factor, media used for advertisement and celebrity endorsement.

» The focus of this research is assessing the effect of television advertisement on
consumers’ purchase decision; other kinds of advertisement can be investigated by future
studies.

» Other factors than advertising, which influence purchase decision can be assessed by

future researchers.

60



References
Adeolu, B., Ayanwale, T. A., and Matthew, A. (2005) The influence of Advertising on

Consumerbrand Preference, Journal of Social Sciences, 10(1), pp. 9-16.

Agarwal, Jagdish and Kamakura, Wagner A. (1995), The Economic worth of Celebrity
Endorsers: An Event Study Analysis”, Journal of Marketing, 59, No. 3 pp.56-62

Alsmadi, Sami. (2006), The Power of Celebrity Endorsement in Brand Choice Behaviour : An
Empirical Study of Consumer Attitudes in Jordon, Journal of Accounting-Business &
Management, VVol.13, pp.69-84.

AsnakeMeshesha (2018) The effect of advertising on consumer buying behavior: The case of
Nifas Silk paints factory.Unpublished Master's thesis, Addis Ababa University School of

Commerce.

Beccera,M. and A.K.Gupta (1999) Trust within the Organization: Integrating the Trust
Literature with Agency Theory and Transaction Cost Economics. Public Administration
Quarterly, 177-203

Belch, G. & Belch, M. (2003). Advertising and Promotion: An Integrated Marketing

Communications Perspective.(6th edition).

Belch, G. & Belch, M. ,(2012). Advertising and Promotion: An Integrated Marketing
Communications Perspective. New York: McGraw-Hill/Irwin.

Belch, G. E. & Michael, A. B. (2009). Advertising and Promotion: An Integrated marketing
communications perspective (8th edition).

Bolen, K. A. (1989). Structural Equations with Latent Variables, pp. 129-225.
Bortz, J. (1999). Statistics for social sciences. Berlin: Springer
Brierley. S (2002) The Advertising Handbook, Routledge, London: UK

Brown J. D. (1996). Testing in language programs. Upper Saddle River, NJ: prentice Hall
Regents.



Bushura A. (2015). Impact of Television Advertisement on Consumer Buying Behavior.

Moderating Role of Religiosity in the context of Pakistan, Volume 1, no 3.

Butterfield. L (1997) Excellence in Advertising, The IPA guide to best practice, British Library
Catalouging, Oxford:UK

ChalaFekadu (2018) Effect of advertisement on consumer purchase intention: The case of Ada
food complex s.co.Unpublished Master's thesis, Addis Ababa University School of Commerce.

Cohen, J. (1988). Statistical power analysis for the behavioral sciences. Hillsdale, NJ: Erlbaum

Creswell, J. W. (2014). Research design: qualitative, quantitative, and mixed methods

approaches. Los Angeles: Sage.

Cronbach, L. J. (1970). Essentials of psychological testing (3" edition), New York: Harper and

Row

Erdogan, B. Z. (1999). Celebrity Endorsement. Journal of Marketing Management, Volume 15,
Issue 4, pp. 291-314.

Frehun Adbib. (2019). The Effect of Advertising on Consumer purchase Decision: The case of
Baby Diaper:Unpublished Master's thesis, Addis Ababa University School of Commerce.

Friedman, H.H & Friedman, L. (1979). Endorser Effectiveness by product type. Journal of
Advertising Research. Volume 19, no 5, pp. 63-71.

George,D.1 and Mallery,P.(2003) SPSS for windows step by step A simple guide and Reference
11.0 4th ed).Boston:Allyn and Bocon.

Hackley. C., (2005) Advertising and Promotion: communicating brands, SAGE, London

Hakimi, Y. B., Abedniya, A., &Zaeim, A. M. (2011). Investigate the Impact of Celebrity
Endorsement on Brand Image. European Journal of Scientific Research. 58(1): 116-132

Kavitha G. (2006). The effectiveness of the Advertising Techniques Used in the Personal Care
Segment of women consumer.Indian Journal of Marketing, VVolume 36, pp. 12-16.



Kothari, C.-R., (2009). Research Methodology. Methods and Techniques (second revised

edition). New Age International Publishers.
Kotler, P., (2004). Principles of marketing.New
Kotler, P. & Armstrong, G. (2009). Principles of Marketing(4™ edition), New Jersey, USA.

Kotler, P. & Armstrong, G. (2012). Principles of Marketing. New Jersey: Person Education
Limited.

kotwal Nidhi, G. N. &. D. A. (2008). Impact of T.V Advertizement on buying pattern of

Adolesecent Girls. Journal of Social Scieences, VVolume 16, pp. 51-55.
Kline, P. (2000). The Handbook of Psychometric Testing. (2nd edition). London, UK: Routledge.

Kumar, R., (2005). Research Methodology: A Step by Step Guide for Beginners. London: SAGE
Publication Ltd.

Lafferty, B.A. and Goldsmith, R.E. (1999), “Corporate credibility’s role in consumers " attitudes
and purchase intentions when a high versus a low credibility endorser is used in the ad”, Journal
of Business Research, Vol. 44 No. 2, pp. 109-16.

Lautiainen. T. (2015) Factors affecting consumers’ buying decision in selection of coffee brand
L, Ciochetto, (2004). Advertising and Globalization. India, Massey University, Wellington.

Leon G. Schiffman, Leslie Lazar and KanukHavard Hansen (2012),Consumer Behavior

European outlook. (2" edition)

Linda Karlsson (2007) Advertising Theories and Models, University of Halmstad Faculty of

Economics and Technology Strategic Marketing
Linda M. S. and Rajeev B. (2003): Persuasive Imaginary, A consumer Response Perspective

Lodhi, S. F. a. S. (2015). Impact of advertisement on Buying Behaviors of the consumers.

International Journal of Management Sciences and Business research, volume 4, issue 10.

Mackay. A., (2005), The practice of Advertising, 5th Ed, Elsevier Butterworth-Heinemann,
Sydney: Australia



Malhotra, N.K. (2004). Marketing Research: An Applied Orientation. (4™ edition), Pearson

Education, Inc: New Jersey.
Matin Khan (2006). Consumer Behavior and Advertising Management.

MesfinWorkineh and SaleamlakMola (2016): Brand Management. Distance Learning Program
Module

M. Naresh B. and K. Lavanya L. (2014): The Impact of Celebrity Endorsement on Purchase
Decision of Telecom Users- A Case of Engineering Students, Vol-1, Issue-2 PP. 289-305

Michael R. Solomon (2017). Consumer Behavior, Buying, Having, Being (12" edition).

M. Ehsan Malik, Muhammad Mudasar Ghafoor, Hafiz Kashif Igbal, Qasim Ali, Hira Hunbal,
Muhammad Noman and Bilal Ahmad. (2013). Impact of Brand Image and Advertisement on

Consumer Buying Behavior; World Applied Sciences Journal, Volume 23 pp. 117-122.

M. Ehsan M. (2014). The Impact of Advertisement and Consumer Perception on Consumer
Buying Behavior; International Review of Social Sciences and Humanities Vol. 6, No. 2, pp. 55-
64

N Ramya and Dr. SA Mohamed Ali (2016) Factors Affecting Consumers Buying Behavior:
international Journal of Applied Research. Volume 2(10)

Nunnally, J. C. (1978). Psychometric Theory. McGraw-Hill Book Company, pp. 86-113, 190-
255.

Palda, K.S. (1966), The hypothesis of a hierarchy of effects: a partial evaluation, Journal of
Marketing Research, Vol. 3 No.13, pp.13-24.

Pandey V. K. (2011) Impact of Celebrity Endorsement on Young Generation through TV

Advertisement, International Journal of Business and Management Research, 1(4) pp. 226-231.

Perreau, F. 2014. The Consumer Factor. The Consumer Buying Decision

Process. http://theconsumerfactor.com/en/5-stages-consumer-buying-decisionprocess/



Pinki Rani (2014) Factors influencing consumer behavior: Volume 2(9)

Saba Ermyas (2019) The Effects of Television Advertisements on Consumers Buying Decision in

the Packaged Foods industry: Unpublished Master’s thesis. Addis Ababa University.

Sami, A. (2006). The Power of celebrity endorsment in brand choice behavior. journal of

accounting business and management,, Volume 13, pp. 69-84.

Singh, Ajay S (2014) Sampling techniques & determination of sample size in applied statistics
research: an overview: International Journal of Economics, Commerce and Management United

Kingdom Volume. 2, Issue 11.

S. Kumar Gupta (2013) Online advertising and its impact on consumer Buying behavior;

Volume 3 Issue 1

Tee Xue Hui (2017) “The Effect of Source Credibility on Consumers’ Purchase Intention in

Malaysia Online Community’, Journal of Arts & Social Sciences Volume No. 1, Issue No. 1

Vinod Kumar Bishnoi and Ruchi Sharma (2009) The Impact of TV Advertising on Buying
Behavior: A Comparative Study of Urban and Rural Teenagers; JK Journal of Management &

Technology Volume 1, Number 1, pp. 65-76

Wells, D. W., Moriarty, S. and Burnett, J. (2006). Advertising principles and practice. New
Jersey: Pearson Education.

WWW.thefreedictionary.com/sanitary+napkin

WWW.merriam-webster.com

Zikumend,W.G.,(2003). Business research methods


http://www.thefreedictionary.com/sanitary+napkin
http://www.merriam-webster.com/

APPENDIX: QUESTIONNAIRE

Addis Ababa University school of Graduate Studies, School of Commerce

Dear Respondent,

My name is Addisalem Birhanu | am a student in the post graduate program of Addis Ababa
University, School of Commerce. | am conducting a research on the topic: The Effect of
Television Advertisement on Consumer Buying Decision in case of Eve Sanitary Napkin, to
fulfill the partial requirements for the Master of Arts in Marketing Management.

The purpose of this questionnaire is to collect information on the above-mentioned title. The
questionnaire has two parts. The first part attempts general information about you and the second
pert attempts to collect information about your decision-making process in buying Eve sanitary
Napkin. The study is purely foracademic purpose and thus does not affect you in any case. All of
your response to the givenquestion would be used for the research and will be kept confidential.
Your frank and timely response is vital for the success of the study. Therefore, | kindly

request you to respond to each question carefully.

Thank you in advance for your cooperation and timely response!
You can contact me through +251 913 336 250 or Addisalem.ethioinvest@gmail.com if you

have any questions.

Part I: General Information
Please answer the following questions
1. Age

] 15-25 ] 26-35
2. Educational level

1 High school and below
1 Certificate and Diploma
1 Degree

3. Employment status

1 Student 1 Employee
4. Monthly Income

O] up to 3,000
"1 3,001 up to 6,000
"1 6,001 up to 9,000

Vi

1 36-45

[1 Masters and Above

1 Self employed

1 9,001 up to 12,000
[1 Above 12,001


mailto:Addisalem.ethioinvest@gmail.com

5. How often do you watch television?

"1 Daily "1 Once in a month
"1 Three four times per week
1 Once in a week

6. How long have you been using women’s sanitary pad?
1 Lessthan a year (] 6 upto 10 years
1 Oneuptob years ] 10 years and above

7. Do you rely on advertising to make purchase?
1 Yes 7 No ] Sometimes

Part 11: Specific Information

This part attempts to specific questions regarding the factors influencing your buying decision of
Eve sanitary napkin.

Please tick the number that you feel most appropriate, using the scale from 1 to 5
(Where 1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree and 5 =
strongly agree).

No Variables Strongly Disagree Neutral | Agree Strongly
Disagree 2 3) (@) Agree
1) (5)

A Message Factor (MF)

MF1 | I recently purchased Eve sanitary
napkin because the advertisement
contains full information about the
product

MF2 | | recently purchased Eve sanitary
napkin because the advertisement
describes the benefit of the product

MF3 | I recently purchased Eve sanitary
napkin because the advertisement
gave me information about the quality




of the product

MF4

I recently purchased Eve sanitary
napkin because the advertisement
gave me information about the
comfort of the product

MF5

I recently purchased Eve sanitary
napkin because | like story in the
advertisement

MF6

Emotional appeal in advertisement
influence my purchase decision

MF7

Rational appeal in advertisement
affect my purchase decision

No

Variables

Strongly
Disagree

(1)

Disagree

(2)

Neutral

(3)

Agree
(4)

Strongly

Agree
()

Media Factor (MF)

MF1

Television Advertisement
significantly contributes to
my purchase decision of sanitary pad

MF2

Radio Advertisement
significantly contributes to
my purchase decision of sanitary pad

MF3

News Paper Advertisement
significantly contributes to
my purchase decision of sanitary pad

MF4

Magazine Advertisement
significantly contributes to
my purchase decision of sanitary pad
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MF5

Out-door (billboard) Advertisement
significantly contributes to
my purchase decision of sanitary pad

MF6

Sales Advertisement
significantly contributes to
my purchase decision of sanitary pad

MF7

Social website Advertisement
significantly contributes to
my purchase decision of sanitary pad

No

Variables

Strongly

Disagree

1)

Disagree

)

Neutral

(3)

Agree
(4)

Strongly

Agree
()

Celebrity Endorsement Factor

(CF)

CF1

| recently purchased eve sanitary
napkins, because the celebrity endorser
attracts me

CF2

| recently purchased eve sanitary napkin
because I trust the celebrity endorser

CF3

| recently purchased eve sanitary
napkins, because the celebrity has
enough knowledge about the product

CF4

| recently purchased eve sanitary
napkins because | believe the celebrity
advertises quality products

No

Variables

Strongly

Disagree

()

Disagree

Neutral

©)

Agree
(4)

Strongly

Agree




1) (5)

D Purchase decision (PD)

PD1 Real information used in the
advertisement affect my purchase
decision

PD2 Demonstration on the advertisement
influence my purchase decision

PD3 Creativity of advertisement affect my
purchase decision

PD4 Truth worthiness of advertisement
influence my purchase decision

PD5 Clarity of advertisement affect my
purchase decision

PD6 Originality of advertisement affect my

purchase decision
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Appendix Il SPSS Results

Reliability Test Result

Construct Cronbach’s alpha  No of Items
Message Factor .803 7

Media Factor .823 7
Celebrity Endorsement .820 4

Purchase Decision .892 6

Over all reliability 924 24

Source: survey result (2020)

Correlation Analysis

Message Media Celebrity Purchase

Factor Factor Endorsement Decision
Message Factor Pearson 1 6477 519 593"
Correlation .000 .000 .000
Sig. (2-tailed) 337 337 337 337
N
647" 1 616~ 541"
Media Factor Pearson .000 .000 .000
Correlation 337 337 337 337
Sig. (2-tailed) 519™ 616" 1 429”7
N .000 .000 .000
337 337 337 337




Celebrity Endorsement Pearson

Correlation 593 541
Sig. (2-tailed) .000 .000
N 337 337
Purchase Decision Pearson
Correlation
Sig. (2-tailed)
N

429
.000
337

337

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

Collinearity statistics

Variables Collinearity Statistics

Tolerance
Advertising Message  .559 1.790
Advertising Media AT4 2.109
Celebrity 595 1.679
Endorsement

Normality measurement

[\ Skewness Kurtosis
Statistic Statistic Std. Error Statistic ~ Std. Error
Message factor 337 -.874 133 1.556 .265
Media factor 337 -.385 133 .076 265
Celebrity 337 -.261 133 -.525 265
endorsement
Purchase decision 337 -1.196 133 1.839 265
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Valid N (list wise) 337

Anova

Model Sum of Squares  df Mean Square F Sig.

1 Regression 100.070 3 33.357 73.343 .000"
Residual 151.449 333 455
Total 251.519 336

a. Dependent Variable: Purchase decision
b. Predictors: (Constant), message, media, Celebrity endorsement

Model summery

R Square  Adjusted R Std. Error of the

Square Estimate
1 .631° .398 392 67439
a. Predictors: (Constant), message, media, Celebrity endorsement
b. Dependent Variable: Purchase decision

Regression coefficient analysis

Unstandardized Standardize
Coefficients d

Coefficients
Model B Std. Error Beta T Sig.
1 Constant 1.160 187 6.203  .000
Message Factor 469 .066 403 7.080 .000
Media Factor 243 .064 234 3.783  .000
Celebrity .065 047 .076 1.377 .169

Endorsement
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