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Abstract

As the Development of Information and Communication technologies, marketing
communication is changing towards the interactive customer approach by integrating different
Marketing communication tools to be competent in the market. This study therefore sought to
examine the effect of Integrated Marketing Communication Elements on the Customer Base
Brand Equity of Commercial Bank of Ethiopia. The research design adopted was explanatory.
The population was the customers of the bank in Addis Ababa city in the ten districts out of
which a sample of 384 was drawn. The main instrument used was questionnaire. Both secondary
and primary data were used. In measuring the effect of Integrated Marketing Communication
Elements on Customer Base Brand Equity, the researcher conducted a percentage and mean
analysis. To measure the effect on Customer Base Brand Equity, the researcher conducted a
regression analysis; the study found some level of correlation between Integrated Marketing
Communication Elements and Customer Base Brand Equity. However, the independent variables
(Integrated Marketing Communication Elements) had a significant relationship with Customer
Base Brand Equity (dependent). The correlation value showed significant association between
the variables. The R2 value indicates that approximately 75.6% (0.756) meaning Customer Base
Brand Equity could be explained by using Integrated Marketing Communication Elements.
Hence, the study indicated that the independent variables that are Integrated Marketing
Communication elements (Personal Selling, Advertisement, Sales Promotion, Publicity/Public
Relations and Direct Marketing) had a positive effect on Customer Base Brand Equity
(dependent) of Commercial Bank of Ethiopia.

Key words: Customer Base Brand Equity, integrated Marketing Communication Elements
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CHAPTER ONE
STRUCTURAL ELEMENTS

1.1 Back ground of the study

The word brand is derived from the Old Norse word brander, which means ¢’ to burn,”” as brands were
and still are the means by which owners of livestock mark their animals to identify them. Branding has
been around four centuries as means of distinguishing the goods of one producer from those of another.
However, it was in the 1980’s that the concept of brand equity has emerged for the first time. From
there, more and more firms have come to the realization that one of the most valuable assets is the brand

names associated with their products or services.

The definition by American Marketing association (AMA) for a brand as a ‘’name, term, sign, symbol,
or design, or a combination of them, intended to identify the goods and services of one seller or a group

of sellers and to differentiate them from those of competition.”’

Brand equity is the sum total of all the different values people attaché to the brand, or the holistic value
of the brand to its owner as a corporate asset. Brand equity can include: the monetary value or the
amount of additional income expected from a brand product over and above what might be expected
from an identical, but unbranded product; the intangible value associated with the product that cannot be
accounted for by price of features; and the perceived quality attributed to the product independent of its
physical features.

Starting from the late 1990s, the Integrated Marketing Communication (IMC) system became a warm
and tangible topic in the field of marketing activities (Kitchen & Schultz, 2009; Madhavaram et al.,
2005). Whereas in previous years, most marketing activities only utilize traditional advertising media,
but now the situation has been different, the marketing funds owned by the company are allocated to
various communication activities such as sales promotion, direct sales to consumers, branding activities,
public relations, and advertising (Prasetyo et al., 2018; Vollero et al., 2019). Integrated Marketing

Communication itself is a concept in which a company integrates and coordinates various
1



communication channels to send a clear, consistent and convincing message with regard to the company
and its products. In 1989, the American Advertising Agencies Association (AAAA) defined Integrated
Marketing Communication (IMC) as a marketing communication planning concept that recognizes a
value of using various communication disciplines (e.g., advertising, direct marketing, sales promotion,
and public relations) and combines these disciplines together to provide message clarity and consistency,
as well as maximum communication impact at minimal cost (Percy, 2018; Ulfa & Marta, 2017).

This is in line with the current condition of global economic activity characterized by a high dynamic,
highly competitive market environment to get the customer interest, making it impossible for companies
to limit their marketing communications activities by using only one communication channel.
Advertising on mass media was initially considered to be the only proper and useful marketing
communication channel, but today marketing experts consider it less effective due to high costs and
unpredictable target audiences. So today almost all companies use integrated marketing communication,
which cuts through all marketing tools and approaches, to maximize the delivery of good image and
brand association to the minds of consumers, convince customers about the quality of their products and
the benefits and services consumers get from the use of their products. The implementation of integrated
marketing communication is proven by the better marketing performance result such as increased
market share, sales, and corporate profits. In addition, the effective implementation of IMC encourages
companies to build relationships with sustainable consumers in the long term (Tleuberdinova &
Sabdenbekova, 2018). In the future, integrated marketing communication is said to be a requirement and
not an option to be done by either the company or the world's communications agency. Furthermore,
with the development of information and communication technology, marketing communication is
changing towards an interactive consumer approach. Integrated marketing communication divided into
several elements in it consisting of seven kinds, namely: Advertising, Sales Promotion, Events and
Experiences, Public Relations, Direct and Interactive Marketing, Personal Selling, Word of Mouth
Marketing (Julia et al., 2020; Kotler & Keller, 2012),

Customer Based Brand equity (CBBE) is one of the derivatives of Brand Equity (BE) which embodies
the customer perspective in to the conception of brand equity (Bachlbaki & Guzman,2016). The
importance of customer perspective to the management and the development of customer-based brand



equity beyond monetary profits, rather it reflects the general effectiveness of marketing activities such as
(advertizing, Sales promotion, direct marketing and so forth) in developing brand knowledge (Keller &
Lehman, 2006). Thus, influencing consumers’ perception and consumer’s behavior. (Touminen, 1999,
Farjam & Hongy;2015)

The banking industry is growing in a fastest rate both in business expansion and technological
development in the last two decades. It is a known fact that many new banks are introduced in to
operation and there are also on the establishment process to open new banks and the others are also
developed to bank from different microfinance. All this bank invests a lot of money and energy to be
successful in the market. Hence to attain their customer-based brand equity, banks implement different
promotional strategies.

Brand equity is the additional value that a company can produce from a product with a well-known
name in comparison to a generic counterpart and companies can establish brand equity for their products
by ensuring they are memorable, easily identifiable, and surpass their competition in quality and
reliability (Hayes,2020). Kevin Keller's concept of Customer-Based Brand

Equity concentrates on how customers' knowledge and perception of a brand influence s their responses
to the brand's marketing efforts. Positive Customer-Based Brand Equity is reflected when customers
react more favorably to a product and its market in when the brand is mentioned, compared to when it is
not (Keller & Swaminathan, 2020, p.58.).

The first definition for integrated marketing communication came from the American Association of
Advertising Agencies (also 4A's) in 1989, defining IMC as "an approach to achieving the objectives of
a marketing campaign through a well-coordinated use of different promotional methods that are

intended to reinforce each other. «

Commercial Bank of Ethiopia (CBE) was established 1n 1942 and it had been the largest and the leading
Commercial bank in the country for more than 80 years. But currently the number of banking industries
introduced and on the process of establishment has its own challenge for a bank to maintain its market
share. As per the annual report of the bank for a year end June 2023.1t has above one trillion-birr asset.
It has around 1950 branches organized under 33 districts across the country with 41 million account

holders (Commercial Bank of Ethiopia, December, 2023). Within instituted business development wing,

3


https://en.wikipedia.org/wiki/American_Association_of_Advertising_Agencies
https://en.wikipedia.org/wiki/American_Association_of_Advertising_Agencies
https://en.wikipedia.org/wiki/Marketing

the bank has instituted promotion and brand management department to carry out its promotional
activities and to manage brand related matters. The bank is currently using a variety of marketing
communication elements to reach its target audience. These include advertising using mass media and
social media, sales promotion, Personal selling, press release, Sponsorship of media events, Publicity

programs, print and billboards.

The study will investigate the effects of using Integrated Marketing Communication Elements on the

Customer Base Brand Equity of Commercial Bank of Ethiopia.

1.2 Statement of the Problem

Many marketers built strong barriers around the various marketing and promotional functions and
planned and managed them as separate practices, with different budgets, different views of the market,
and different goals and objectives. These companies failed to recognize that the wide range of marketing
and promotional tools must be coordinated to communicate effectively and present a consistent image to
target markets.

During the 1980s, many companies came to see the need for more of a strategic integration of their
promotional tools. These firms began moving towards the process of Integrated Marketing
Communications (IMC) which involves coordinating the various promotional elements and other
marketing activities that communicate with a firm’s customers (Adrienne, 1993:1-2). As marketers
embraced the concept of Integrated Marketing Communications, they began asking their agencies to
coordinate the use of a variety of promotional tools rather than relying primarily on media advertising.
Several companies also began to look beyond traditional advertising agencies and use other types of
promotional specialists to develop and implement various components of their promotional plans (Belch
and Belch, 2001:10).

P.R. Smith see integrated marketing communication as the studying, analyzing, planning and
implementing of the elements of promotional elements that inform, persuade and induce action from
target audience. To Kurtz and Boone (2011), IMC is the bringing together of promotional mixes to
arrive at a unified, customer-based sales message. Chartered Institute of Marketing (CIM, 2012) simply

defines IMC as a strategic approach to the management of an organization’s marketing communication
4



activities. Lamb and others are of the opinion that IMC is the systematic coordination of all sales
programs mainly: media advertisement, sales promotion, personal selling, public relation and other
forms types of communication to have a consistent, unified message which is a customer focused
message (Lamb et al, 2012).

Different studies have been conducted by taking one promotional element and its effect either on brand
image or other variables such as profit, brand equity etc. For example, Johnson and Kinyuru (2015),
studied the effects of promotional mix on brand equity, and concluded that advertising have favorable
effect on brand equity. On the other hand, Ofunya and Maina (2015), studied the effects of promotional
mix elements on sales volume, and indicated in their findings that sales promotion was the highest
ranked promotional mix element with regards to its effect on sales volume, personal selling was ranked
second, advertising was ranked third, public relations was ranked fourth while direct marketing was the
least ranked.

In Ethiopia, Teklay (2018) studied the effect of promotional mix on profit of commercial bank of
Ethiopia, and his research reveals that all promotion mix elements such as advertising, sales promotion.
Personal selling, public relations and publicity, and direct marketing have significantly and positively
effects on CBE profitability. But according to the employees® response direct marketing has no effect
on profitability of CBE. Another researcher from Addis Ababa University, Gossaye (2017), studied the
effect of sales promotion on brand image, and also indicated that all had a positive correlation with
brand image. It is known that currently CBE is using coupon as one tool to attract customers there by
giving them additional incentives to use its services. Again also another researcher Samuel Biratu (2021)
on the effect of promotional mix elements on the brand equity of Dashen Bank highlights the importance
of understanding the dynamics unique to each financial institution. Applying findings from other banks
may not fully address the specific challenges and opportunities that CBE faces in the context of
Ethiopia. This underscores the need for a tailored and context-specific approach to integrated marketing

communication within the financial sector.

However, the researcher observed that the relation between Integrated Marketing Communication
Elements and Customer Base Brand Equity is not being investigated especially in Ethiopia and also the

researcher could not find related empirical studies the subject under study. Consequently, there is
5



scarcity of literature on the influence of the relative effect of the Integrated Marketing Communication
Elements on Customer Base Brand Equity of financial institutions in Ethiopia. Hence, this study
attempted to bridge the gap in search of answers to the research questions listed above. Besides, the
researcher believes that this study will add value for further study by narrowing the empirical gap in the

topic under investigation.

1.3 Main Research Question

What is the effect of Integrated Marketing Communication on creating Customer Based Brand Equity in

the case of Commercial bank of Ethiopia?

1.3.1 Sub Research Questions

» What is the effect of Personal Selling on The Customer Base Brand Equity of Commercial Bank
of Ethiopia?

» What is the effect of Advertizing on The Customer Base Brand Equity of Commercial Bank of
Ethiopia?

» What is the effect of Sales Promotion on Customer Base Brand Equity of Commercial Bank of
Ethiopia?

» What is the effect of Publicity/Public Relations on the Customer Base Brand Equity of
Commercial Bank of Ethiopia?

» What is the effect of Direct Marketing on The Customer Base Brand Equity of Commercial Bank
of Ethiopia?

» What is the effect of Integrated Marketing Communication Elements on The Customer Base

Brand Equity of Commercial Bank of Ethiopia?



1.4 Objective of the Study

1.4.1 General Objectives

The general objective of this research is to examine the effect of Integrated Marketing Communication

Elements on Customer-Based Brand Equity in the Commercial Bank of Ethiopia.

1.4.2 Specific Objectives:

1.

To determine the effects of Personal Selling on The Customer Base Brand Equity of
Commercial Bank of Ethiopia

To determine the effects of advertizing on the Customer-Based Brand Equity of Commercial
Bank of Ethiopia.

To determine the effects of Sales Promotion on the Customer-Based Equity of Commercial
Bank of Ethiopia.

To determine the effects of Publicity and Public Relations on the Customer Base Brand
Equity of the Commercial Bank of Ethiopia.

To determine the effects of Direct Marketing on the Customer Base Brand Equity of
Commercial Bank of Ethiopia

To determine the Effects of Integrated Marketing Communication Elements on the Customer

Base Brand Equity of Commercial Bank of Ethiopia.

1.5 Scope of the Study

In Ethiopia there are 28 private commercial banks, one government owned Commercial bank, one

development bank and the National Bank of Ethiopia as governing body. Out of the 30 commercial

7



banks, this paper was focused on Commercial Bank of Ethiopia as case study. Further in order to
make the study manageable the papers center of attention was on the effects of Integrated Marketing
Communication Elements on the Customer Base Brand Equity of Commercial Bank of Ethiopia. The
study was conducted on selected branches organized under ten districts in Addis Ababa city, as such
considering time constraint, resources availability, cost effectiveness and access to information by
selecting 78 special and Grade 1V Branches from each district in Addis Ababa city (Arada, Bole,Gulele,
Kality, Kirkos,Kolfe, Megenagna, Merkato, Nifas silk and Yeka) and those branches were considered to

get the information’s needed for the study.

1.6 Significance of the Study

The banking industry is growing in a fastest rate both technologically and in business expansion in the
last two decades. It is a known fact that recently many new banks are going to be introduced to this
industry from time to time and there have been banks under formation. There is also additional
challenge coming to the banks that is the permission for foreign banks to be opened in the country. All
of government owned and private local banks invest a lot of money and energy to be successful in the
market and tried to increase their market share. Hence, to attain this goal banks implement different
promotional strategies and different competitive mechanisms.

The research intention was demonstrating the positive and constructive relationship between Integrated
Marketing Communication Elements and the resulting Customer Base Brand Equity, so that CBE and
other concerned parties can recognize and work towards integrating their communication programs in
order to maintain their market share. Thus, the study will provide an insight to marketers, readers and
other stakeholders about the importance of Integrated Marketing Communication Elements in fostering
Customer Base Brand Equity. To invite further research and deep analysis that will contribute to the

development of the subject matter will be expected from the study.
1.7 Definition of Operational Terms

The following definitions of terms by prominent scholars are the key concepts that will be used

throughout the research.



Promotion: The means, by which firms attempt to inform, persuade and remind customers directly or
indirectly about the product and brand they provide (Kotler and Keller, 2012).

Advertising: any paid form of non-personal presentation and promotion of ideas, goods, or services by
an identified sponsor designed to convince the receiver to take some action now or in the future (Kotler
and Keller, 2012). The study focuses on television and radio adverting.

Sales Promotion: short term incentive to encourage the purchase or sale of a product or service (Kotler
and Armstrong, 2005). The study specifically investigates non-monetary or non-price sales promotions.
According to Corsi, Loose and Lockshin (2013),

Public Relations: are communication activities aimed at improving a brand’s image and maintaining
good relations with society. Public relations strategies have been developed in the fourth phase to shape
societal perceptions of corporate responsibility in line with the brand’s strategies established in the
previous phases (Bowker, 2003, p. 155).

Direct Marketing: is the use of direct consumer channels to reach customers and deliver products and
services without using any intermediaries. In direct marketing, companies use direct mail, catalogue
marketing, telemarketing, interactive television, kiosks, websites, and mobile devices to reach their
customers (Kotler, 2000, p. 635).

Brand Equity: A set of assets and liabilities linked to a brand, its name and symbol that adds to

or subtracts from the value provided by a product or service to a firm and/or to that firm's Customers
(Aaker, 1991).

Integrated Marketing Communication Elements (IMCE): Advertising, Sales Promotion, Events and
Experiences, Public Relations, Direct and Interactive Marketing, Personal Selling, Word of Mouth
Marketing (Julia et al., 2020; Kotler & Keller, 2012),

Customer Based Brand Equity (CBBE): the differential effect that the brand knowledge has on
Consumers response to the marketing of the brand (Keller, 2004).

1.8 Limitations of the Study

The limitation regarding this study is that it was difficult to investigate a broad topic that requires deep
investigation, associated with large number of factors within the budgeted time across the branches of

9



Commercial Bank of Ethiopia throughout the country almost in all woredas and in more than one branch
in cities in the zone of the country. In order to include outline branches to the study current security
condition of the country was difficult to move from place to place. There are numerous branches in
Addis Ababa city with different grades and it was very crowd traffic hence it was difficult to include all
city branches in the sample. Therefor it was limited to Grade V1 and special Branch only to take samples

for the study.

1.9 Organization of the Study

This study was organized in five chapters. Chapter one covered background of the study, introduction,
statement of the problem, research questions, objective of the study, and significance of the study, scope
of the study and definition of operational terms. Chapter two was about review of related literatures
which emphasize on correlation between the existing studies, researches, reports etc. that was acted as
bases for proposed study. It is specific and up to the requirement of proposed study. Chapter three was
about research methodology which elaborates and identifies all possible analysis based on the available
data gathered. Besides, formal procedures different analytical tools used to give a thorough analysis.
Chapter four was about data analysis and interpretation of the study and finally chapter five was

emphasized on conclusion and recommendation of the study.
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CHAPTER TWO
REVIEW OF RELATED LITRATURES

2.1 Introduction

The flow of the chapter is on the effect that has been made by other scholars towards studying the
influence of Integrated Marketing Communication Elements (IMCE) on Customer Base Brand Equity
(CBBE). This chapter, therefore, specifically reviews related issues such as evolution of Integrated
Marketing Communications, definitions of IMC, elements of IMC, Importance of IMC, the relation

between IMCE and other theoretical and imperial reviews regarding the title.

2.2 Theoretical Review

Developing and expanding markets with the dynamics of the global markets, changing consumer
expectations and perceptions, the rapid spread of communication technologies, and increasingly intense
competition require a particular focus on marketing and marketing communication activities. Through
the use of integrated marketing communication tools, brands can organize their marketing
communication activities and communicate with their target audience through various channels using
the same message. Elements such as public relations, direct marketing, and personal sales, which are
recognized as integrated marketing communication tools, are also used to ensure the holistic permanence
of the brand in the minds of consumers (Tolon & Zengin, 2016, p. 36). These tools are the marketing
promotional mix elements and occupy essential places in brands’ integrated marketing communications
plans. It is clear that, with the influence of technological developments, channels such as social media

and websites are also gaining importance in communicating with target audiences.

2.2.1 Integrated Marketing Communication (IMC)

Many marketers built strong barriers around the various marketing and promotional functions and
planned and managed them as separate practices, with different budgets, different views of the market,

and different goals and objectives. These companies failed to recognize that the wide range of marketing
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and promotional tools must be coordinated to communicate effectively and present a consistent image to
target markets.

During the 1980s, many companies came to see the need for more of a strategic integration of their
promotional tools. These firms began moving towards the process of Integrated Marketing
Communications (IMC) which involves coordinating the various promotional elements and other
marketing activities that communicate with a firm’s customers (Adrienne, 1993:1-2). As marketers
embraced the concept of Integrated Marketing Communications, they began asking their agencies to
coordinate the use of a variety of promotional tools rather than relying primarily on media advertising.
Several companies also began to look beyond traditional advertising agencies and use other types of
promotional specialists to develop and implement various components of their promotional plans (Belch
and Belch, 2001:10).

P.R. Smith see integrated marketing communication as the studying, analyzing, planning and
implementing of the elements of promotional that inform, persuade and induce action from target
audience. To Kurtz and Boone (2011), IMC is the bringing together of promotional mixes to arrive at a
unified, customer-based sales message. Chartered Institute of Marketing (CIM, 2012) simply defines
IMC as a strategic approach to the management of an organization ‘s marketing communication
activities. Lamb and others are of the opinion that IMC is the systematic coordination of all sales
programs mainly: media, advertisement, sales promotion, personal selling, public relation and other
forms types of communication to have a consistent, unified message which is a customer focused
message (Lamb et al, 2012).

This system widely accepted at all levels of the firm playing strategic part in the mode of development
programs before the onset of any outside branding understandings. Vargo and Lusch (2013), recently
presented an argument that sales changes and dynamic program which is focused on services. They
suggested the IMC promotional and management tools be utilized planning and sustenance continued
contact of customers to enhance interaction. Kitchen et al opined that "well-planned brand interaction
help organization progressing this very competitive 21st century in business world ". Based on Schultz
(2012) postulation, IMC has strategized to include initiating, development, projection and assessment of
integrated, measurable, types of interaction processes over a period, target buyers, prospects, employees,
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associates, and other focused customer, external and internal audiences. It implies then that a reliable
integrated marketing communication produces an effective brand equity strategy. In addition, IMC
effectively encourages the firm ‘s type of products which affect brand equity.

In real terms, the message to the audience should be constant, irrespective be it an advertisement, sales
on article or a coupon inserted in a newspaper. Each element of communication is integrated with other
means of communication so as to get a consistent unified message. In fact, most press releases are not
meant for the good but the advertisement proper. Publicity and advertising can therefore combine to
effect hearing on the cost effectiveness. Consumers do not consider the four of sales promotion, namely;
promotion, advertisement, sales promotion, personal selling, public relation but rather everything that
advertises. Only markets themselves can disintegrate this communication. However, marketers do not
take cognizance of this capability when planning promotional strategies, thus failing to put together
communication programs from an element to another. This disjoint approach has made much
organization ‘s to use the concept of process of joint communication. Based on this concept of IMC,
marketing managers judicially work out the roles to be played by the various promotional managers. The
turning of promotional activities is coordinated with each result being monitored carefully to improve
upon the future use of promotional mix tools. A director of marketing communication solely responsible
for integrating the company’s marketing communication is often appointed (Schultz, 2012).

For many years, the promotional function in most media advertising companies relied primarily on their
advertising agencies for guidance, and nearly all areas of marketing communications. Most marketers
did use additional promotional and marketing communication tools, but sales promotion and direct
marketing agencies as well as package design firms were generally viewed as auxiliary services and
often used on a preprocessed basis. Public relations agencies were used to manage the organization’s
publicity, image and affairs with relevant publics on an ongoing but were not viewed as integral
participants in the marketing communications process (Belch & Belch, 2001: 10).

A variety of definitions have emerged surrounding the concept and understanding of what IMC means.
One of the most widely accepted definitions offered by the American Advertising Agencies Association
(AAAA) in 1989, Integrated Marketing Communication (IMC) as a marketing communication planning

concept that recognizes a value of using various communication disciplines (e.g., advertising, direct
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marketing, sales promotion, and public relations) and combines these disciplines together to provide
message clarity and consistency, as well as maximum communication impact at minimal cost (Percy,
2018; Ulfa & Marta, 2017).

2.2.2 Importance of IMC

Each strategy has its own importance which can be accessed from the results and impact of that strategy.
Although IMC may require a lot of efforts, it delivers many benefits. According available literature,
IMC could create four main benefits such as competitive advantage, a boost in sales and profits, build

clear brand image, while saving time, money and stress.

2.2.21  Creates Competitive Advantage

Smith (2008:196) suggests IMC could wrap communications around customers, and help them move
through the different stages of the buying process. The organization builds dialogues and relationships
with customers. Yeshin (2000:256), also claims that, for the agency, it provides the opportunity to play a
significantly more important role in the development of the communication programs and become a
more effective partner in the relationship. This marketing relationship could be seen as a powerful

competitive advantage.

2222 Boosts Sales and Profits

Smith (2008:197), points out that, IMC increases profits through increased effectiveness. It could
increase sales by stretching messages across several communication tools and make messages more
consistent and more credible. Yeshin (2000:256), suggests that, for the company, IMC could be used as
a strategic tool in communicating its corporate image and the benefits of its products or services. In
addition, integration of communication messages leads to creative completeness and consistent
messages. Also, media choices are optimized, which can lead to operational efficiency as a result, more

ways are created for customers to become aware, motivated and make purchases.
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2.2.2.3 Saves Time, Money and Stress

Smith (2008:197), emphasizes that, IMC could save money, such as graphics and photography; they can
be shared and used in advertising, exhibitions and sales literature. Yeshin (2000:256), suggests that
within the IMC program, the same message is delivered repeatedly to the target audience. This requires
the adoption of an overall strategy for the brand, rather than developing individual strategies for the
separate marketing communication tools. Nakra (1999:42-45), also claims that the use of IMC saves
time and money and improves the firm or organization’s ability to protect the integrity of the product or
service. Moreover, organizations can maximize their return on investments and minimize selling stress
through IMC (Tortorici, 1999:20-22).

Builds Clear Brand Image

According to Smith (2008:199), IMC could help a brand to consolidate its image by developing a

dialogue and nurture a relationship. In addition, IMC helps businesses and organizations to create brand
value in the form of sales, profits and brand equity. Since its focus is on building and sustaining long-
term relationships. It is more effective than the traditional advertising and marketing. Moreover, Yeshin
(2000:256), claims IMC highlights “integration” by harmonizing various marketing messages to create
“synergy” for a brand and is based on a clear brand image to build relationships with target audience to
advance the brand value. Belch and Belch (2004:14), maintain that one of the major reasons for the
growing importance of Integrated Marketing Communications over the past decade is that it plays a
major role in the process of developing and sustaining brand identity and equity. Keller (2000:3-10),
notes “building and properly managing brand equity has become a priority for companies of all sizes, in
all types of industries, in all types of markets.” With more and more products and services competing for
consideration by customers who have less and less time to make choices, well known brands have a
major competitive advantage in today’s market-place. Brand identity is a combination of many factors,
including the name, logo, symbols, design, packaging and performance of a product or service as well as
the image or type of associations that comes to mind when consumers think about a brand. It
encompasses the entire spectrum of consumers, awareness, knowledge, and image of the brand as well
as the company behind it. It is the sum of all points of encounter or contact that consumers have with the

brand and it extends beyond the experience or outcome of using it. These contacts can also result from
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various forms of Integrated Marketing Communication activities used by a company, including mass-
media advertising, sales promotion offers, sponsorship activities at sporting or entertainment events,
websites on the internet, and direct mail pieces such as letters, brochures, catalogs, or videos. Consumers
can also have contact with or receive information about a brand in stores at the point of sales through
articles or stories they see, hear, or read in the media; or through interactions with a company’s

representatives, such as a sales person.

2.2.3 Integrated Marketing Communication Elements (IMCE)

Sales
Promotion

Personal

L

Advertising
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Figure 2.1 Elements of IMC

Many authors defined the concept of integrated marketing communication. IMC was defined by Percy.,
(2014), as the process of planning and execution of all types of advertising for a brand, service or
company to meet the overall business objectives. He focuses on the management of marketing processes
like promotions, campaigns, and discounts activities effectively to help business to succeed. The
American Marketing Association defined the IMC as a process of planning which assure that all brand
contacts used by marketers are relevant to the target consumers and consistent over time. This definition
reflects the importance of marketing segmentations and target marketing. Kotler, (2003), defined IMC
asthe way of looking at the whole marketing process from the view point of customer. This definition
focuses on the importance of customer's satisfaction for the success and failure of business activities.
Business organizations used IMC to inform its customers, persuade, and remind them directly or

indirectly. (Kotler ,2014). To attain this objective, Kotler., (2014), suggested that firms will adopt the
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marketing communication mix to build brand awareness, forgoing brand picture in customers' feelings
and help strengthening consumer loyalty. This mix includes advertising programs, sales promotions,
events & experiences, public relations& publicity, direct marketing, interactive marketing, world-of-
mouth marketing and personnel selling. A creative marketing mix should be designed to attract more
customers as well as enhancing the firms' competitiveness. IMC is described by Kitchen, Philip; de
Pelsmacker, Patrick., (2004) as the major communications development of the last decade of the
twentieth century which considered by many organizations as the key to marketing competitive
advantage. The concept is also defined by Govoni., (2004) as a cohesive combination of marketing
communications activities, media techniques designed to deliver a coordinated message to specific
target market. As defined by Cay wood, Schultz & Wang., (1991): IMC focus mainly on the
coordination and consistency of messages and communication channels in order to operate in a high
harmonization. Chitty, W., Barker, Valos & Shimp, T. A., (2011) have added that IMC imperative has
become one of the marketing tools to ensure that each communications tactic servers to reinforce of the
other parts of the communications program. As mentioned by Seri¢, & Gil-Saura., (2012) , IMC was
improved by the development in information and communication technology (ICT), and starting help
creation of brand equity. Keller., (2009), has added that information technology changing the way of our
inter actions and communications. It provides consumers with all information needed. According to
Keller, IMC includes different options which create the desired awareness and image in the minds of

consumers.

2.2.3.1  Personal Selling

Personal selling is also known as face-to-face selling in which one person who is the salesman tries to
convince the customer in buying a product. It is a promotional method by which the salesperson uses his
or her skills and abilities in an attempt to make a sale. According to Kotler et al. (1999) Personal selling
is oral presentation in a conversation with one or more prospective purchasers for the purpose of making
sales and building customer relationships. The salesperson tries to highlight various features of the

product to convince the customer that it will only add value. However, getting a customer to buy a
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product is not the motive behind personal selling every time. Often companies try to follow this
approach with customers to make them aware of a new product.

Personal selling involves face to face interaction with one or more prospective purchasers for the
purpose of making sales. Personal selling represents a communication option with pros and cons almost
exactly the opposite of advertising (Keller, 2008). According to Kotler (2006) Face to face interaction
with one or more prospective customers for the main purpose of obtaining orders is generally called
personal selling. Personal selling is an important brand building tool because everything involved in it
actually affects how the brand is perceived by customers. The main advantage of personal selling is that
comprehensive and customized message can be presented to customers. Products are demonstrated in
front of customers so that their involvement can produce a positive impact on the brand. Personal selling
offers the connection between the needs of the organization and the desires of its customers (Dmour et
al., 2013).

Personal selling has influenced brand performance in retail shoe companies in Nairobi central business
district. The study finally concludes that there has been significant brand performance in retail shoe
companies in Nairobi central business district (Muchina and Okello, 2013). Personal sellers who visit
workplaces around New Zealand in the weeks leading up to Christmas positively influence the CBBE of
the Christmas Cookies brand. They positively influence customers, decision to purchase, their
associations and quality perceptions of the brand, and thus influencing their loyalty to the brand.
Furthermore, personal selling is the most preferred distribution channel for the Christmas Cookies
(Hocking, 2012).

2.2.3.2  Advertising

Advertising, one of the elements of the marketing-promotion mix, can be considered at the same time as
one of the elements of integrated marketing communication. Clow and Baack assert that advertising is
crucial for connecting with customers and consumers in consumer and industrial markets, which are
focused on marketing along with direct marketing and public relations operations (Tolon & Zengin,
2016). Advertising is one of the essential communication tools for promoting brands, consolidating the

function of reminding, convincing, and informing the target audience about the product or service
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(Ozkundake1, 2014, p. 38). It is a form of marketing in which certain institutions or individuals use
various communication tools for a charge (Odabasi & Oyman 2012, p. 96). It is an effective
communication tool that aims to promote buying behavior by spreading the announcement of products
and services (Ercig, 2010, p. 263). Advertising is not only the transmission of a message that promotes
the product or service but also a form of communication that allows the brand to build an emotional
connection with the target audience (Ak, 2011, p. 310). Brands communicate the messages they want to
convey to the target audience through the slogans they use in their advertising. The fact that the brand’s
slogan is clear and understandable and that the promise it offers to the consumer is included in the
slogan on a rational and emotional level plays an important role in the perception and memory of this
brand by the target audience (Deniz, 2010, p. 304). For instance, the Nike brand’s tagline, “Just Do 1It,”
and the Adidas brand’s catchphrase, “Impossible is Nothing,” might both be analyzed as messaging that
reflects the companies’ philosophies and help them forge strong emotional connections with their
respective target audiences.

The creation of brand awareness depends on planned marketing communication activities, in other
words, promotion strategies. After giving the brand name to the product or service, the first phase of
branding should be supported by integrated marketing communication efforts, especially advertising.
With advertisements, potential consumers become acquainted with the product. According to some
research results, there is a positive relationship between advertising investment and brand awareness (As
cited by Rooney, Joseph Arthur a.g.m. Tagkin, 2018, p. 135).

2.2.3.3 Sales Promotion

According to Keller (2008) Sales promotion can be defined as short term incentives to encourage trial or
usage of a product or service. Sales promotion consists of a diverse collection of incentive tools, mostly
short term, that are designed to stimulate trial or quicker or greater purchase of particular goods or
services by consumers or the trade. They are designed to do three things: get the consumer to buy a
product for the first time, buy more of a brand or buy the brand more often (Percy, 2008). The American
Marketing Association (AMA) defined, sales promotion is non-media marketing pressure applied for a

predetermined, limited period of time in order to stimulate trial, increase consumer demand or improve
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product quality. Other studies defined sales promotion as an offer or incentive that induces
manufacturers, and retailers, desired sales result (Gilbert and Jackaria, 2002).

Sales promotion, if undertaken appropriately, can be a great contributor to brand awareness (Dahlen et
al., 2010).Belch (2009) defined Sales promotion as those marketing activities that provide extra value or
incentives to the sales force, the distributors or the ultimate consumers and can stimulate immediate
sales. Sales promotion is generally broken into two major categories: consumer-oriented and trade-
oriented activities. Consumer-oriented sales promotion is targeted to the ultimate user of a product or
service and includes couponing, sampling, premiums, rebates, contests, sweepstakes and various points
of purchase materials. Trade oriented sales promotion is targeted toward marketing intermediaries such
as wholesalers, distributors and retailers. Kotler, (2006) stated that, in contrast to consumer promotion,
trade promotions are targeted at retailers, distributors and other members of the trade channel. They
often come in the form of financial incentives or discounts with the purpose of securing shelf space and
distribution for a new brand. Business and sales force promotion at tradeshows, for instance, can be
made up by special contests for sales representatives or similar actions.

According to Kotler (2006) sales promotions are incentives of various kinds that are used to increase the
value of a market offering over a specified period of time. Its usual purpose is to encourage trial or
increased usage of a product or service. Consumers who were previously unaware of a brand may know
it in the event of a sales promotion drive. On the other hand, qualities of a brand that the current
consumers of a brand may not have been aware of may be highlighted in the event of a promotions
drive. Sales promotion can also be referred to as any incentive used by manufacturers or retailers to
provoke trade with other retailers or with other channel members, or with consumers to buy brands apart
from encouraging the sales force to aggressively sell the items (Shimp, 2003).

According to Mandi¢ (2009), when sales promotions are used properly and strategically, it may have a
positive long-term impact on brands. Sales promotion is an important tool designed to accelerate the
selling process and maximize sales volume. Consistently reviewing all the points of creating brand
equity will improve the commercial value of your brand. Touching on as many brand experience
dimensions when creating a sales promotion campaign, will establish positive consumer perceptions that
will last a lifetime (Danaher, 2019).
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2.2.4 Publicity/ Public Relations

Publicity and public relations are often wrongfully considered one and the same. In fact, publicity is just
one aspect of public relations. Publicity refers to non-personal communication regarding an
organization, product service or idea not directly paid for or run under identified sponsorship (Belch,
2009). Publicity concerns a company, organization or individual’s presence in the media. According to
W.J Stanton “Publicity is any communication about an organization its products or policies through the
media that is not paid for by the organization”. Forms of publicity include news stories, articles and
event information. Publicity creates public awareness and attention around a brand, and publicists gain
publicity for their clients by promoting (Easland, 2015).

Unlike public relations, publicity is used solely to attract attention. It differs from public relations in the
sense that public relations focus on more than just public attention. The intent in public relations is to
accomplish an organization’s stated goals by sending strategic messages to the appropriate audiences in
hopes of impacting their knowledge, behaviors or attitudes (Kolter and Keller, 2012) Public relation is
about building good relations with the company’s numerous publics by gaining Favorable publicity,
building up a good corporate image and handling unfavorable rumors, stories and events. According to
Brassington and Pettit (2000), the essence of public relations (PR) is to look after the nature and quality
of the relationship between the organization and its different publics, and to create a mutual
understanding. According to Kotler (2006) Proactive publicity can be one of the most powerful and cost-
effective brand building tools, especially for smaller organizations that can’t afford significant
advertising.

Public relations have been defined as” the management function that evaluates public attitudes,
identifies the policies and procedures of an individual or organization with the public interest, and
executes a program to earn public understanding and acceptance (Schultz & Barnes, 1999). An
increasing number of organizations are using PR to communicate with their audiences about the
organization (corporate public relations) and brands (marketing public relations) (Mubushar et al.,
2013). In short, public relations manage the overall reputation of the client while simultaneously
building relationships among all of those who are affected by it. As a management function, public
relations focus on building relationships and managing an image (Easland, 2015).
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According Daye (2007), to Publicity is free, almost six times as many people read articles as read ads
and the articles are more credible as they are perceived to be third party endorsements versus self-
promotion. And, the average salary of an in-house copywriter is very low compared to the average ad
agency fee to create a comparable amount of advertising. Publicity is not always under the control of an
organization and is sometimes unfavorable. Negative stories about a company and/or its products can be
very damaging (George, 2003). Hence, Public Relations can have strong impact on public awareness at a
much lower cost than advertising. If the company develops an interesting story, it can pick up by the
media, having the same effect as advertising without costing millions of dollars. To attract attention and
spark recognition, the firm’s visual identity is carried by its logos, stationery, brochures, signs, business
forms, business cards, Website, buildings, uniforms, and dress codes (Kotler, 2000). An increasing
number of Organizations are using PR to communicate with their audiences about the organization

(corporate public relations) and brands (marketing public relations) (Mubushar et al., 2013).

Public Relation helps increase the level of awareness and helps improve the image of the organization
(Smith, 2013). As a result, it can change attitudes, and preferences with respect to products and services
offered by the organization (Mubushar et al., 2013). Public Relations can have strong impact on public
awareness at a much lower cost than advertising. Public relation represents a strategic communication
process, which shapes and creates mutually beneficial relationships between organizations and their
publics (Mubushar et al., 2013). Exhibitions, Trade shows, Event marketing and Sponsorships are the

main means by which publicity and PR are conducted.

Global brands, in intense competition with each other, seek to attract more customers involved in
product development, advertising, public relations, distribution, etc., and focus on staying ahead of their
competitors in their activities (Werther Jr. & Chandler, 2005, p. 317). Public relations are
communication activities aimed at improving a brand’s image and maintaining good relations with
society. Recently, brands have been able to increase the effectiveness of their communication efforts by
using advertising and public relations in an integrated manner. For example, American Airlines, one of
the largest airline brands in the world, has managed to maintain its brand equity with its public relations
activities on social media. However, it reduced its advertising budget for a while for economic reasons

(Prindle, 2011, p. 32).
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A successful public relations strategy for a brand consists of four phases, using brand through the

quality, consistency, and reliability of their products and activities. Global brands are

Positioning and brand identity strategies, brands define their values in the first phase. In the second
phase, brands evaluate the perceptions of their external stakeholders. Brands represent product quality,
leadership, innovation, and management, including corporate citizenship. It seeks to positively influence
external stakeholder perceptions through its efforts in these areas. The third phase is the effective
delivery of internal communications through brands. In this phase, the brand’s attributes, features, view
of crises, etc., and issues are communicated to employees in the most accurate manner possible. Public
relations strategies have been developed in the fourth phase to shape societal perceptions of corporate
responsibility in line with the brand’s strategies established in the previous phases (Bowker, 2003, p.
155).

Public Relations News emphasizes the broad spectrum of public relations with the definition that
“public relations empower communication efforts. It is clear that companies emphasize their social
responsibility initiatives to demonstrate that they are socially sensitive and to consolidate their
reputation. In this environment, the role and importance of public relations in marketing
communications have increased dramatically in recent years. According to Peltekoglu (2007), public
relations is a form of strategic communication management that is focused on the goals of the institution
and carried out with target groups whose importance varies depending on the goals of the institution and
the campaign. As can be seen from the definition, Public relations can be described as a planned
communication process. Also, Alexandria Easland (2015), mentioned, as a management function, public
relations focus on building. Again Kotler (2006), proactive publicity can be one of the most powerful
and cost-effective brand building tools, especially for smaller organizations that can’t afford significant

advertising.
Philip Kotler has illustrated PR in marketing by classifying it with the acronym PENCILS.

Because of their dynamic structure, public relations and public affairs are indispensable in raising social

awareness of all social issues. They are also open to developments and can adapt to changing conditions.
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2.2.4.1  Direct Marketing

Direct marketing is a type of advertising campaign that seeks to bring an action in a selected group of
consumers (such as an order, visit the store or the website of the mark or a request for information) in
response a communication by the marketer. This communication can take many different formats, such
as postal mail, telemarketing, point of sale ... One of the most interesting is the direct email marketing
(Campos, 2019). According to Belch and Belch (2009) direct marketing is a system of marketing by
which organizations communicate directly with target customers to generate a response or transaction.
This response may take the form of an inquiry, a purchase, or even a vote.

According to Kotler (2006) Direct marketing tools include the use of direct mail, telemarketing, fax, e-
mail, newsletter, catalog, internet, and others to communicate directly with specific customers and
prospects. Direct marketing is beneficial in delivering personalized messages, which help build a one-to-
one relationship with each customer, communicating on a direct and personal basis (Keller, 2007).
Immediate response is very important for service provider firms and who are providing service to mass
consumers. Direct marketing is one of the most effective promotional tools to get immediate response
(Belch and Belch, 2009). Beyond brand and image building, they usually seek a direct, immediate and
measurable consumer response (Kotler and Armstrong, 2005). An essential aspect of direct marketing is
that the consumer response is measurable: for example, if you offer a discount for an online store, you
should include some kind of cookie or pixel to let you know if the user has made use of the code
(Campos, 2019).

Direct marketing was often referred to as direct mail or as conversation marketing, personal marketing
and database marketing (Kotler and Armstrong, 2012). Every direct marketing campaign should feature
a specific call to action. A direct marketing effort might acquire stronger leads for a particular sales
force, perhaps calling customers to schedule appointments for consultations. Other calls to action might
involve a “sale” that isn’t a financial one, such as when a non-profit organization uses direct marketing
to recruit volunteers. Direct marketing represents a strategic approach to the market. It actively seeks to
remove channel intermediaries; reduce costs; improve the quality and speed of service for customers;
and through this bundle of attributes presents a new offering for the market, which in itself may provide

competitive advantage (Korgaonkar et al., 2000).
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Direct marketing is a tool which allows marketers to reduce wasteful communication to non-target
customers or customer’s groups. For direct marketing tools it is also very important to achieve
consistency of the brand appearance. Brand building through direct marketing is only achieved if
customer’s expectations are met by the brand performance. Therefore, listening and responding to
customer feedback regarding positive and negative experiences is important. traditional salespersons’
responsibilities such as person to person feature of personal selling can be replaced by direct marketing
tools like, telephone conversation, email communication, direct mail letter.

Consequently, direct marketing is an increasingly popular technique as it enables you to target specific
customer groups very accurately. Mubushar et al. (2013) direct marketing has been found to have an
impact in creating awareness and shaping brand image. Direct marketing

targets individual customers with the intention of delivering personalized messages and building a
relationship with them according to their responses.

Direct marketing facilitates the differentiation of brands’ identity from their competitors and provides
consumers and stakeholders with information about the brand (Foroudi et al., 2017, p. 535). Direct
marketing helps companies better communicate their identity to consumers. In direct mail marketing, for
example, the quality of the envelope, the content of the messages in the letter, and the form of the
brochures facilitate the placement of brand identity in the minds of consumers. For instance, in kiosk
marketing, the kiosk’s outside appearance, digital usability, and product diversity supplied to customers
all play a significant role in informing customers about the businesses’ identities (Jankovic, 2012, pp.
62-63

2.2.5 Customer Base Brand Equity (CBBE)

Tuominen (1999) and De Chernatony and Francesca (1998) have argued that, different approaches have
been employed to study brand equity. Such differences have resulted in numerous definitions of brand
equity that cannot be captured or represented with one concept or idea (Tuominen, 1999). This is evident
in the differences of models commonly used by brand equity researchers. The most popular perspectives
of studying brand equity are; organization/employee perspective, financial perspective and consumer
perspective (Keller & Lehman, 2006; Farjam & Hongyi, 2015). Keller and Lehman (2006) have
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explained that, brand equity is an accumulation of values generated from three market levels namely;
company, customer and financial markets. Each of these perspectives (market level) has different
influence on the definitions, interpretations and dimensions used in measuring brand equity. However,
theorists have unanimously defined CBBE as an offshoot of brand equity conceptualized for measuring
brand equity in consumer perspectives (Tuominen, 1999; Farjam & Hongyi, 2015). This perspective is
focused on understanding the consumers’ mind, attitude and the process of decision-making as the basis
for evaluating and judging the attributes and performance quality of a brand and also, for the purpose of
improving marketing activities and communication efforts (Hsieh, 2004).

CBBE mirrors consumers’ knowledge of a brand, their experiences acquired while associating with a
brand and it represents the consumer mind-set and perception of the brand (Aaker, 1991; Keller 1993,
Keller, 2001). Keller (1993) has further explained that, brand knowledge is of two types namely; brand
awareness and brand image. Brand awareness and brand image are often referred as the structures of
consumers’ mindset, memory, perceptions and the association with a brand (Christodoulides &
Chernatony, 2010; Keller & Lehman, 2006). According to Keller (1993), on the implication of CBBE
(brand knowledge), consumer response to marketing activities can be either positive or negative.
Christodoulides et al. (2006) have further explained that, positive CBBE occurs when consumers
perceived the brand to be strong and unique with favorable image of the brands’ image and attributes.
Ailawadi et al. (2003) have added that, the underlying purpose of conceptualizing CBBE especially from
the organizational perspective is to determine the strength of a brand, to measure the successfulness of
marketing decisions, to determine the financial consequence of branding and to develop successful

brands.

2.2.6 IMCE and Customer Base Brand Equity (CBBE)

In recent years, much attention has been focused on the effectiveness of marketing communications as a
key advantage in building a strong brand (Keller, 2009). Consequently, recent studies focused on the
importance of customer-centric concept of brand equity as an indicator of the results of marketing
communication activities (Duncan and Moryaty, 1997, Ryyd, 2002; Keller, 2009) and the key

motivating factor for the success of the business (and Prasad, 2000). However, Keller (2009) claimed
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that these activities are in line with marketing communications, in order to send the same message and
consolidation strategic positioning to their integration. Therefore, researchers and activists in the
marketing and branding support the theory of integrated marketing communications, which plays an
important role in building and strengthening relationships with stakeholders and to rate this relationships
in order to create a customer-centric brand equity (Keller, 1993; Duncan and Mvryaty, 1997; Ryyd,
2002, Anantachart, 2004; Madhavaram et al., 2005; Byada and Mayti, 2005, Ker and Drnan, 2010;
Delgado-Balstr et al., 2012, Serik and Gil-Seurat, b2012 ). Integrated marketing communication
approach consider as a more profitable and more complex communication methods which is able to
respond quickly to changes in market conditions, and also considered as an important role in

strengthening brand equity in the minds of customers.

2.3 Empirical Literature Review

2.3.1 Personal Selling

Kotler and Armstrong (2012) indicated that this two-way communication helps the organization to
update, persuade, or remind people to buy the product. According to Muchina and Okello (2016)
concludes that personal selling has influenced brand performance in retail shoe companies in Nairobi
central business district. It was recommended that adequate and timely personal selling should be
encouraged especially for brands of products that are performing dismay in the marketing. Hocking
(2012) revealed that the personal sellers who visit workplaces around New Zealand in the weeks leading
up to Christmas positively influence the Customer Bases Brand Equity of the Christmas Cookies brand.
They positively influence customer’s decision to purchase, their associations and quality perceptions of

the brand, and thus influencing their loyalty to the brand.

2.3.2 Advertising.

The creation of brand awareness depends on planned marketing communication activities, in other
words, promotion strategies. After giving the brand name to the product or service, the first phase of

branding should be supported by integrated marketing communication efforts, especially advertising.
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With advertisements, potential consumers become acquainted with the product. According to some
research results, there is a positive relationship between advertising investment and brand awareness (As
cited by Rooney, Joseph Arthur a.g.m. Taskin, 2018, p. 135).

2.3.3 Sales promotion

Sales promotion, if undertaken appropriately, can be a great contributor to brand awareness (Dahlen et
al., 2010).According to Gossaye (2017), concluded that sales promotion enhanced commercial bank of
Ethiopia’s brand image especially the use of coupons has significant role. Nagar, (2009) found out that
consumer sales promotions have more influence on the brand switchers as compared to the loyal
consumers. Also, among the various forms of consumer sales promotions free gifts have more influence
on the brand switching behavior of consumers. Further, it was found that economic status was not a

defining factor effecting consumer's brand loyalty. And also concluded that: -
1 Monetary promotions of a brand influence brand awareness

1 Non-monetary promotions of a brand influence brand awareness

[J Monetary promotions of a brand do not influence brand image

1 Non-monetary promotions of a brand influence brand image

Sales promotion is an important tool designed to accelerate the selling process and maximize sales
volume. Consistently reviewing all the points of creating brand equity will improve the commercial
value of your brand. Touching on as many brand experience dimensions when creating a sales
promotion campaign, will establish positive consumer perceptions that will last a lifetime (Danaher,
2019).

2.3.4 Publicity/Public Relations

Kotler and Keller (2012) particularly discussed that public relation as a successful factor in increasing
brand awareness. Again Easland (2015) also mentioned, as a management function, public relations

focus on building relationships and managing an image. According to Kotler (2006), proactive publicity
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can be one of the most powerful and cost effective brand building tools, especially for smaller

organizations that can’t afford significant advertising.

Public Relation helps increase the level of awareness and helps improve the image of the organization
(Smith, 2013). As a result, it can change attitudes, and preferences with respect to products and services
offered by the organization (Mubushar et al., 2013). Public Relations can have strong impact on public
awareness at a much lower cost than advertising. Public relation represents a strategic communication
process, which shapes and creates mutually beneficial relationships between organizations and their
publics (Mubushar et al., 2013). Exhibitions, Trade shows, Event marketing and Sponsorships are the

main means by which publicity and PR are conducted.

2.3.5 Direct Marketing

Kotler and Armstrong (2012) stated that, Direct Marketing allows the organization to reach the
audience; to boost their awareness, interest, and quality; to share information about goods or services; to
promote them; to shape brand image; and to build interest towards the brand. Once the customers are
aware of the brand, a strong and positive brand image is formed by the usage of direct marketing.
Mubushar et al. (2013) argued that, direct marketing has been found to have an impact in creating
awareness and shaping brand image. Direct marketing targets individual customers with the intention of
delivering personalized messages and building a relationship with them according to their responses.
Kotler and Armstrong (2012) stated that, this tool allows the organization to reach the audience; to boost
their awareness, interest, and quality; to share information about goods or services; to promote them; to
shape brand image; and to build interest towards the brand. Once the customers are aware of the brand, a
strong and positive brand image is formed by the usage of direct marketing.

According to Khan, (2011) the promotional tools capabilities can help businesses to spread the messages
to the mass market. It is very powerful technique to be used to increase brand awareness of the
organization. We found out those promotional tools such as sales promotion, direct marketing, personal
selling, publicity, advertisement, and internet marketing play vital role to create international brand.

According to Buil, Chernatony, and Martinez, (2010) advertising plays a key role influencing brand
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equity dimensions, whereas advertising spend improves brand awareness but it is not enough to
positively influence brand associations

Dr. Tahir Ali (2013): on the study made on impact of Integrated Marketing Communication on
consumers purchase decision confirms the importance of IMC activities and concludes that IMC is the
best to target the consumers, because the consumers are strongly influenced by IMC implementations.
The study by Teklay (2018) indicated positive effects of various promotional mix elements, such as
advertising, sales promotion, personal selling, public relations, and direct marketing, on the profitability
of CBE. However, the discordant view among employees about the impact of direct marketing on
profitability raises concerns about internal alignment and understanding of the promotional strategies
within the organization. This internal discrepancy could potentially impact the effectiveness of

promotional efforts and influence customer perceptions differently than intended.

M Sayeed Alam and Md. Farhan Faruqui (2009) had presented a case study to investigate the effect
of sales promotion on consumer Brand preference of laundry detergent in Dhaka city consumers. The
study find that sales promotion will not be related to brand loyalty or brand preference. In this case, it is
mentioned that the study was conducted on Dhaka city consumers (sample). The Sales promotion
increase the sales for short time and the message satisfies the consumers but it has no impact to convince
the customer to become loyal towards the promoted brand or in other words it will not increase the
deterministic component if the customer utility equation.

Samuel Biratu (2021) on the effect of promotional mix elements on the brand equity of Dashen Bank
highlights the importance of understanding the dynamics unique to each financial institution. Applying
findings from other banks may not fully address the specific challenges and opportunities that CBE
faces in the context of Ethiopia. This underscores the need for a tailored and context-specific approach

to integrated marketing communication within the financial sector.

Kotler and Keller (2012) particularly discussed that public relation as a successful factor in increasing
brand awareness. Again Easland (2015) also mentioned, as a management function, public relations
focus on building relationships and managing an image. According to Kotler (2006), proactive publicity
can be one of the most powerful and cost-effective brand building tools, especially for smaller

organizations that can’t affords significant advertising.
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2.4 Hypothesis

To guide our exploration, we formulate the following hypothesis:

1. Personal Selling:

H1: Personal selling efforts positively influence customer based-brand equity
2. Advertising:

H1: Advertising expenditure positively affects customer based-brand equity
3. Sales promotion:

H1: Sales promotion activities positively contribute to customer based-brand equity.
4. Publicity and Public Relations

H1: Publicity and public relations efforts positively impact customer-based brand equity.
5. Direct Marketing

H1: Direct marketing efforts positively contribute to customer based- brand equity.

These hypotheses will be rigorously tested through empirical research methods, allowing us to discern
whether the integration of marketing communications indeed plays a substantial role in shaping and
enhancing brand equity. The findings from this study aim to provide valuable insights for practitioners,
academics, and marketing alike, shedding light on the intricate dynamics between IMC strategies and

development of brand equity.

In the subsequent sections, we will delve in to the theoretical framework, research methodology, data
analysis techniques and potential implications of our study. Through a meticulous examination of these
elements, we aspire to contribute to the existing body of knowledge and offer practical
recommendations for organizations aiming to optimize their marketing communication strategies for

bolstering brand equity
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2.5 Conceptual Framework

Conceptual framework helps to visualize ideas and allow to clearly illustrating how things are related
(Bhattacherjee, 2012). The study was attempted to look in to Customer- Based Brand Equity building
efforts in CBE, where Integrated Marketing Communication Elements Influences Customer Base Brand

Equity. Accordingly, the conceptual framework for the study was proposed as follows.

Personal Selling

Advertising

Customer Based-Brand Equity

Sales Promotion

Publicity /Public Relations

Direct Marketing

Source: Adopted from Lovelock & Wirtz (2004:136) and Aaker (1996:8)

Figure 1.2 Conceptual Framework
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CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Background of the Organization

This chapter of the study was covered the research approach, Research Design, Target population and

sample size, method of data collection, procedures, ethical considerations, and data analysis.

By analyzing the collected data and applying the general statistical data we will be able to determine the
effects of Integrated Marketing Communication Elements on the Customer Base Brand Equity. For
effective outcomes, the study was applied a n explanatory research design. The study was covered the

customers of Commercial Bank of Ethiopia in the Addis Ababa district Grade VI and Special Branch’s.

3.2 Research Approach

Quantitative methodology was employed in this study hence deals with quantifying and analysis
variables in order to get results. According to Creswell (2014), quantitative research is an approach for
testing objective theories by examining the relationship among variables. These variables, in turn, can be
measured, typically on instruments, so that numbered data can be analyzed using statistical procedures.

The quantitative analysis methods mirrored the post-positivist worldview throughout the late 19th and in
the 20th centuries. These involve true experiments and the less rigorous experiments called quasi-
experiments and co relational studies, as well as specific experiments on a single subject. Most notably,
complicated tests involving multiple factors and methodological methods involved. They included
elaborated structural equation models that include causal pathways and the collective strength

identification of multiple variables (Creswell, 2009).

3.3Research Design

Explanatory research design explores why something occurs when limited information is available.
Therefore, this study was focused on Explanatory research design. The designs are addressed in
following sections.
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A research design constitutes the focal point of every research. This affects the type of investigation and
the methodology technique used. Research design means the technique used to embrace the various
aspects of the research in an effective and meaningful way (De Vaus, 2010). Three major forms of
research design used by Saunders et al. (2012) include exploratory, descriptive and explanatory.

The design for this research was explanatory that focused on the effects of Integrated Marketing
Communication Elements on Customer-Based Brand Equity. The research was conducted in the selected

CBE branches and data which mainly primary data was obtained from customers of the bank.

3.4 Sampling Design
3.4.1 Target Population

“Universe’ or ‘Population’ is all the items under consideration in any field of inquiry. A complete
enumeration of all the items in the ‘population’ is known as a census inquiry whereas taking sub groups
that can represent the population is called sample study (Kothari, 2004). The target population for this
study were customers of CBE who are using different banking services in Addis Ababa city selected
Grade 1V and Special branches which are organized under ten districts. Determination of customers was
established with the criteria of maintaining an account of either deposit local currency LCY or Foreign
Currency FCY or different types of loan account. Therefore, the population under study was those
individuals who are having relationship with the bank either by opening and using CBE account or

borrowing customers.

3.4.2 Sampling Frame

The bank is structurally comprised of 33 Districts and other head office organs. The target population
resides in branches within these Districts. Under these Districts there are a total of 1950 branches all
over the country. Out of the 33 districts in the country 10 districts are found in Addis Ababa having 519
branches (Commercial Bank of Ethiopia, December 2023). Hence, as the study wants to investigate the
population in Addis Ababa in the ten districts namely (Arada, Bole, Gulele, Kality, Kirkos,kolfe,
Megenagna, Merkato, Nifas Silk and Yeka).
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These branches are classified hierarchically in five levels (Grade I, 1I, 111 1V and special) in terms of
their number of customers and transactions. Relatively Grade IV and Special branches are senior
branches and hold the largest number of customers with huge banking transactions and also hence the
city is capital of the country, many customers come and transact from different parts of the country. For
these reasons, these branches are believed to represent the population under study i.e. customers of CBE
in Addis Ababa. The number of CBE Grade IV and Special Branches found in Addis Ababa city district
from which sample taken were 78. In each branch 5 questionnaires were distributed to get the intended
sample size. Therefore, these branches were served as a sampling frame from which samples were

drawn.

3.4.3 Sampling Technique

Different Non-probability sampling techniques were used to select the sample. Generally, the population
is defined as CBE’s customers in Addis Ababa and samples were taken from branches located in the city
that are believed to represent the population under study. For this reason, the research used purposive
sampling method by selecting Grade IV and Special Branches to distribute questionnaires. The main
objective to use purposive sampling is to produce a sample that can be considered representative of the
population (Battaglia, 2008).

Ease of obtaining the sample relates to the cost of locating elements of the population, the geographic
distribution of the sample, and obtaining the data from the selected elements (Battaglia, 2008). In
applying convenience sampling, customers were intercepted in branches at peak hours until the required

sample size is reached.

3.4.4 Sample size

The size of sample should neither be excessively large, nor too small but it should be optimum. An
optimum sample is one which fulfills the requirements of efficiency, representativeness, reliability and
flexibility (Kothari, 2004). The sample size for the study is calculated from the total population i.e. the
number of customers was Grade 1V and Special Branches under Addis Ababa districts.
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Accordingly, the total numbers of customers in these districts are 12,882,547 as of December 31, 2023.
Determination of the sample size is computed using sample size calculator with acceptable confidence
level. Hence, with 95% confidence level and +/- 5% confidence interval, the sample size becomes 384.

3.5 Type and Source of Data
The study used data from both primary and secondary sources. Questionnaires were the sole source of
primary data collection. These questionnaires were distributed to sample CBE customers in Addis
Ababa in which their responses were collected for further statistical analysis.
Secondary data were collected from various sources such as previous research like journal articles,

internal publications, in-house company survey and others.

3.6 Instrument of Data Collection
In descriptive research design questionnaire tools are often used to gather data (Nassaji, 2015). A
questionnaire is a self-report data-collection instrument that each research participant fills out as part of
a research study. Researchers use questionnaires so that they can obtain information about the thoughts,
feelings, attitudes, beliefs, values, perceptions, personality, and behavioral intentions of research
participants. In other words, researchers measure many different kinds of characteristics using
questionnaires (Johnson and Christensen, 2014).
In this research close ended type of questionnaire was employed. These questionnaires were focused on
getting participant responses to standardized items for the purpose of confirmatory research in which
specific variables are measured and hypotheses are tested. The principle of standardization is very
important in quantitative research; the goal is to provide common response categories to each person in
the research study. This is done to ensure maximum comparability of responses. In addition, closed-
ended question is appropriate when the dimensions of a variable are already known. Closed-ended
questions expose all participants to the same response categories and allow standardized quantitative
statistical analysis (Johnson and Christensen, 2014).
In this study, 5-point Likert scale questionnaire was used. The Likert scale is an integral part of the
research aim, and sometimes the purpose of the research is to understand the views and perceptions of

participants with the single 'latent' variable (phenomenon of interest). Such constructed structures

36



interact with a particular aspect of the under-examination hypothesis in a mutually exclusive way and
calculate the whole phenomena in unity (Joshil, Kale, Chandel and Pal, 2015). According to Johnson
and Christensen (2014), researchers also collect data from research participants by presenting questions
or statements and rating scales with instructions to use the rating scale given to make decisions on-item
stem. A rating scale is a continuum of reaction options that participants are instructed to use when their

responses are indicated

3.7 Data Collection Procedure and Analysis
To attain relevant data, the study was applied questionnaire as main data collection means and some
secondary data was also collected through reference materials. The questionnaire was consisting of
closed ended question that was designed and distributed to the customers of Commercial Bank of
Ethiopia in the selected special and Grade IV branches in all districts found in Addis Ababa city. The
questionnaire was arranged in a Likert scale manner from strongly disagree to strongly agree in which

the respondents can easily participate with interest and ease.

3.8 Descriptive Analysis

The quantitative data collected were analyzed and interpreted using the SPSS (Statistical Package for
Social Sciences) software. Responses from the demographic part were analyzed using descriptive
analysis and the result was presented in the form of a table whereas response for the second part of the
questioner that measured the effect of Integrated Marketing Communication Elements on Customer
Based Brand Equity of the Commercial bank of Ethiopia was tested and interpreted According to
orasmah and Sabariah (2007) and Norasmah and Salmah, (2011), the mean score below 2.00 was
considered as low, the mean score from 2.01up to 3.00 was considered as Moderately low and mean
score between 3.01-4.00 was considers as Moderately High and the mean score from 4.01-5.00 was
considered as High as illustrated on the table 3.2 below . And to see the correlation that exists between
the dependent and independent variables and multiple regressions was also applied to test whether the
hypothesis was accepted or rejected.
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3.9Validity and Reliability
3.9.1 Validity Test

Validity is one of the most important terms in research that refers to the conceptual and scientific
soundness of a research study (Graziano & Raulin, 2004). Many scholars agree that the primary aim of a
research is to give valid conclusions. Validity is the extent to which a test measures what it claims to
measure. Research validity refers to the correctness or truthfulness of the inferences that are made from
the results of the study (Jonson and Christensen, 2014). There are two types of validity that the research
tried to ensure, namely external validity, which is the ability of the data to be generalized across persons,
settings and time; and internal validity, which is the ability of the questionnaire to measure what it is

supposed to measure (Cooper and Schindler, 2006).

Hence, the questionnaire in this study extracted from different literatures that focused on the effect of
Integrated Marketing Communication Elements on Customer Base Brand Equity.

3.9.2 Reliability Test

Table 3.9.1  Models for Cronbach’s Alpha

Cronbach’s Alpha Internal Consistency
0.91-1 Excellent

0.81-0.9 Good

0.71-0.8 Acceptable

0.61-0.7 Questionable
0.51-0.6 Poor

0-0.5 Unacceptable

The consistency of a measure is based on reliability. Whenever the test is done, a person who completes
a method for assessing motivation will have exactly the same answers. Although an exact reliability

calculation cannot be carried out, a reliability estimate can be made by different measures (Heale, and
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Twycross, 2015). The reliability must be calculated and reported using the alpha coefficient of Cronbach
for internal consistency reliability.

In this study, a two section with six-part likert scale questionnaire of 40 items were designed for
gathering data. Part one was designed to obtain background information of the participants. Part two
contained questions related to general promotional elements questions, advertisements, sales promotion,
personal selling, public relation, and direct marketing. These items were calculated using the alpha
coefficient of Cronbach and resulted in 97.4%. The reliability statistics is depicted in table 3.9.2.

Table 3.9.2. Reliability Statistics

Reliability Statistics

Cronbach's Alpha N of Items

974 40
Source: IBM SPSS 26 output

3.10 Ethical Consideration
According to (Bratton and Gold, 2000) ethics is the code of moral principles and values that governs the
behavior of an individual or group with respect to what is right or wrong. The study was considered
ethical issues with especial consideration. When the researcher gave the questionnaire to customers to
collect necessary information for the study, they were not asked to write their name or phone number for
the purpose of confidentiality. Furthermore, the researcher clearly stated that the purpose of the

questionnaire is only related to the academic issues only.
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CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS

4.1 Introduction

This chapter analyzes and interprets the research based on the collected data from customers of
Commercial Bank of Ethiopia branches under districts in Addis Ababa city. The findings were analyzed
and interpreted based on the results obtained from respondents. The Social Sciences Statistical Package
(SPSS IBM version 26) was used to measure descriptive statistics such as frequencies and mean used to
analyze the data and correlation and regression. The major purpose of the research was to find the
relationship between the independent variables that are Integrated Marketing Communication Elements
(Personal selling, Advertising, Sales promotion, Publicity/Public Relation and Direct Marketing) with
dependent variable (Customer Based Brand Equity) of Commercial Bank of Ethiopia.

4.2. Response rate of the participants
To assess the effects of Integrated Marketing Communication Elements on Customer Based Brand
Equity of Commercial bank of Ethiopia, 390 questionnaires were prepared and distributed to collect the
whole sample size of 384. Out of these, 356 (92.71%) were properly filled and completed
questionnaires. 28(7.29%) respondents were not fill the questionnaires as required and the others were
incomplete and not workable. The total number of distributions, returned and unreturned questionnaire
is depicted under the table below.

Table 4.2.1 Survey response rate

Sample Size 384
Distributed questionnaire 390
Completed and workable questionnaire 356
Response rate 92.71%

Source: Sample survey 2024
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4.3. Demographic Characteristics of Respondents
Before administering the question, ire related to the study, the questionnaire that was used for the survey
begins with questions related to the demographic characteristics of the customers that were participating

on the survey and the demographic characteristics of the respondents were as follows.

4.3.1 Gender Mix of Respondents

According to the questionnaires collected from each branch selected for the survey, 68% of the
respondents were male while the numbers of females participating in the questionnaire were 32% of the

respondents as shown on the table 4.3.1 below.

Table 4.3.1. Gender

Gender
Frequency Percent Valid Percent Cumulative Percent
Valid Male 242 68.0 68.0 68.0
Female 114 32.0 32.0 100.0
Total 356 100.0 100.0

Source: IBM SPSS 26 output

4.3.2 Age of Respondents

The age distribution of the customers that were participated in the survey questionnaire during the
collection of the survey was as shown in the table 4.3.2 below. Among the respondents who took part in

the survey those between the ages of 31-40 have the highest number.

41



Table 4.3.2. Age of Respondents

Age
Frequency Percent Valid Percent Cumulative Percent

18-25 20 5.6 5.6 5.6
26-30 ol 14.3 14.3 19.9
31-35 109 30.6 30.6 50.6
36-40 85 23.9 23.9 74.4
41-45 41 11.5 11.5 86.0
> 45 50 14.0 14.0 100.0
Total 356 100.0 100.0

Source: IBM SPSS 26 output

4.3.3 Educational Qualification

Since those who are participated in the study understand marketing communication, so it was

appropriate to know the educational back ground of the respondents. Therefore, one of the

questionnaires about their personal information’s was about their educational back ground from under

diploma to above masters. Accordingly, Majority of the respondents were first degree holders which

accounted to 142 (39.9%) followed by respondents under diploma which accounted 128 (36%) of the
respondents. The other group of respondents was MA/MB/MSC holders that were 80 (22.5%) and the

list were diploma holders 6 (1.7%) of the respondents. Even if the number of respondents with less than

diploma is large, the numbers of respondents with more than diploma were twice as high. This implies

that 228 (64.4%) of the respondents can understand interpret and conceptualize the different marketing

communication elements that Commercial Bank of Ethiopia releases via different medium.
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Table 4.3.3. Educational Background

Education
Frequency Percent Valid Percent Cumulative Percent
Below Diploma 128 36.0 36.0 36.0
Diploma/Level 4 6 1.7 1.7 37.6
BA/BSC 142 39.9 39.9 77.5
MA/MB/MSC 80 22.5 22.5 100.0
Total 356 100.0 100.0

Source: IBM SPSS 26 output

4.4 Descriptive Analysis
Table 4.4.1Interpretation of Mean Scores

Mean Score Description
1.00-2.00 Low

2.01-3.00 Moderately Low
3.01-4.00 Moderately High
4.01-5.00 High

Sources: Norasmah and Sabariah, 2007; Norasmah and Salmah, 2011

Norasmah and Sabaria (2007) described their level of measuring mean score between 3.01and 4.00 is
belongs to moderately high. Hence, from the above descriptive result, summery of findings of the study
indicates that all the mean results are above 3.00 and most close to 4.00 which reflect moderately high
level of agreement on the independent variables that are Personal Selling 3.65 with standard deviation
of .90285, Advertisement 3.73 with a standard deviation of .83625, Sales Promotions 3.90 with a
standard deviation of .864, Publicity/PR 3.67 with a standard deviation of .85357 and Direct Marketing
3.92 with a standard deviation of .85133 have a positive effect on the on the customer Base Brand
Equity of Commercial Bank of Ethiopia. Overall Commercial Bank of Ethiopia had moderately high

Customer Base Brand Equity effect on customers.
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Table 4.4.2 Results of Mean Scores

N Mean Standard Deviation
Personal Selling 356 3.65 0.90285
Advertizing 356 3.73 0.83625
Sales Promotion 356 3.90 0.864
Publicity/Public Relations 356 3.67 0.85357
Direct Marketing 356 3.92 0.85133
Customer Base Brand Equity 356 3.39 0.865

Source: IBM SPSS 26 output

4.5 Normality Tests
Normality test is used to determine whether sample data has been drawn from a normally distributed
population or the population from which the data came is normally distributed. Normality was checked

by two terms i.e. kurtosis and skewness using SPSS. For kurtosis, the normal value is less than 3

whereas for skewness the normal value is supposed to be less than 6 (Asghar and Saleh 2012).

As shown on the table 4.4.1 below the data has been drawn from a normally distributed population or in
other word the data came from the normally distributed population distributed because the value for both
kurtosis and skewness is found to be normal which was below 3 for skewness and below 6 for kurtosis.

The histogram figure 4.4 under also show that the distribution of the population from which the

questionnaire collected were normal.
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Table 4.5.1. Normality Distribution

PS AD SP PR DM

N Valid 356 356 356 356 356

Missing 0 0 0 0 0

Skewness -.644 - 787 -.644 -.860 -.768

Std. Error of Skewness 129 129 129 129 129

Kurtosis .304 .806 435 1.015 .836

Std. Error of Kurtosis .258 .258 .258 .258 .258
Source: IBM SPSS 26 output
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4.6  Multicollinearity

Multiple regression analysis was employed to examine the influence of Integrated Marketing
Communication Elements on customer Based Brand Equity. According to (Kline, 1998)
multicollinearity is not a threat if a correlation value is less than 80%. Before conducting the multiple
regression analysis, the researcher examined the result of multiple correlations among the independent
variables and there was pair wise correlation between the independent variables is less than 80%, as
shown in table 4.6.3 below. VIF (Variance Inflation Factor) is another factor for diagnosis of collinearity
so it is supposed to be less than five which indicates no multicollinearity problem exists among the
independent variables as shown under the table 4.6.3 below.

If two or more independent variables highly correlated each other multicollinearity will occurs. This
leads to the problem which independent variable contributes to the variance explained in the dependent
variable.

From the table 4.6.3 below we can see that all of the five independent variables (PS, AD, SP, PR and
DM) shows the correlation coefficients and tolerance/VIF below the acceptable value that is less than

five and the multicollinearity assumption is normal

4.7 Linearity

Normal P-P Plot of Regression Standardized Residual

Dependent WVariable: CBBE
1.0

o=

o

Expected Cum Prob

0.0 o= o4 os o= 1.0

Observed Cum Frob

Figure 4.2 Linearity

The assumption for normal linearity is that the residuals of the regression should follow a normal
distribution along with the normal Predicted Probability (P-P) plot.
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The above normal probability Plot (P-P) of the Regression Standardized Residual table indicates that all
the points are not as such deviated from Normal P-P Plot with a reasonable straight line from left bottom
to top right with the suggestion that there are no major deviations from normality.

4.8 Homoscedasticity
The assumption for homoscedasticity is checked by referring to the scatter plot diagram. From the
diagram, we can check if the residuals are equally distributed, or whether they tend to bunch together at
some values, or spread far apart. From scatter plot diagram below, we can see that there is reasonably an
equal distribution of values below and above zero on the X-axis, and the residuals are slightly
distributed to right from left and right of zero on the Y-axis. All the variables are between the range of 2
and -4 on the X-Y axis.

Scatterplot
Dependent Variable: CBBE
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Figure 4.3 Scatter plot
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4.9 Pearson Correlation Analysis

Pearson correlation coefficient (r) is a measure of the strength of the association between the variables.
Theoretically, there could be a perfect positive correlation between variables which is represented by 1.0
(plusl), or a perfect negative correlation which would -1.0(minus 1) while correlation range between -
1.0and +1.0

As per Marczyk, et al., (2005) general guidelines of correlations of .01 to .30 are considered small,
correlations of .30 to .70 are considered moderate, correlations of .70 to .90 are considered large, and
correlations of .90 to 1.00 are considered very large.

As can be seen from the below Table 4.5.1 there was a significant positive correlation between the three
independent variables (Advertisement, sales promotion, personal selling, direct marketing and publicity
and public relation and) and dependent variable (brand preference), and there is also a significant
relation between the independent variables mentioned earlier and the intervening variables (brand
awareness and attitude towards brand) preference). And the result was found to be statistically
significant at (P<0.05) for each variable. This shows that the factors have moderate correlation and have

an impact on brand preference.

Table 4.9.1. Pearson correlation

Correlations

PS AD SP PR DM CBBE

PS Pearson Correlation 1 7497 686 | 733" 675 7397
Sig. (2-tailed) .000 .000 .000 .000 .000

N 356 356 356 356 356 356

AD Pearson Correlation 7497 1 7927 | 7607 7797 781"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 356 356 356 356 356 356

SP Pearson Correlation 686" 792" 11| .6707 816" 7707
Sig. (2-tailed) .000 .000 .000 .000 .000

N 356 356 356 356 356 356

PR Pearson Correlation 7337 760" 670" 1 722" T77"
Sig. (2-tailed) .000 .000 .000 .000 .000

N 356 356 356 356 356 356

DM Pearson Correlation 675 779" 816~ | 7227 1 790"
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Sig. (2-tailed) 000 000 000 | .000 000

N 356 356 356 356 356 356
CBBE | Pearson Correlation 7397 781" 7707 | 7777 790" 1

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

N 356 356 356 356 356 356

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

Source: IBM SPSS 26 output

4.10 Multiple Regression Analysis

The Table 4.6.1 below represents the analysis of multiple regression models for the beta coefficients of

each elements of Integrated Marketing Communication Elements., these Independent variables accounted
for 75.6% of the variance in the dependent variable Customer Based Brand Equity R2= 0.756. Thus, 75.6%

of the variation in CBBE could be explained by these five integrated marketing communication elements

which are Personal Selling, advertizing, Sales Promotion, Publicity and Public Relations and Direct

Marketing and other unexplored variables other than those mentioned above may explain the variation in

CBBE which accounts for about 24.4%.

Table 4.10.1 multi collinearity test

Model Summary

Model R R Square Adjusted R Square Std. Error of
the Estimate
1 .869a .756 752 2.433

a. Predictors: (Constant), DM, PS, AD, PR, SP

Source: IBM SPSS 26 output

The table 4.6.2 below shows statistically significant effect between independent variable Integrated

Marketing Communication Elements and dependent variable (Customer Based Brand Equity) where, (F)
value was (216.693) at 0.000 which states that there is significant effect of IMCE on CBBE.

49




Table 4.10.2 ANOVA Result for IMCE and CBBE

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
1 Regression 6414.716 5 1282.943 216.693 .000°
Residual 2072.194 350 5.921
Total 8486.910 355
a. Dependent Variable: CBBE
b. Predictors: (Constant), DM, PS, PR, SP, AD
Source: IBM SPSS 26 output
Table 4.10.3 Normality Distribution
Coefficients®
Model Unstandardized | Standardized t Sig. 95.0% Collinearity
Coefficients Coefficients Confidence Statistics
Interval for B
B Std. Beta Lower | Upper | Toler | VIF
Error Bound | Bound | ance
1 (Cons 2.433 662 3.673 | .000 1.130 | 3.736
tant)
PS 131 .036 160 | 3.661 | .000 .061 202 363 | 2.755
AD .089 .040 120 | 2.247 | .025 011 167 245 | 4.076
SP 176 .048 189 | 3.694 | .000 .082 269 266 | 3.759
PR 223 .038 269 | 5.894 | .000 149 298 336 | 2.976
DM 232 .050 240 | 4.670 | .000 134 329 265 | 3.779

a. Dependent Variable: CBBE
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4.11 Summary of Tested Hypotheses
Table 4.11.1 Summary of Tested Hypothesis

Hypothesized Relationship Estimate (B) | Critical Ratio (t) P Conclusion
Personal Selling — | CBBE | .160 3.661 .000 Supported
Advertizing — | CBBE | .120 2.247 .025 Supported
Sales Promotion — | CBBE | .189 3.694 .000 Supported
Publicity and Publf — | CBBE |.269 5.894 .000 Supported
relations
Direct Marketing — | CBBE | .240 4.670 .000 Supported

4.12 Discussion of hypothesis Result

H1: From the finding, we can accept the Personal selling efforts positively influence Customer Based-
Brand Equity. It shows that the B-value is .160 and p- value is 0.000 as can be seen from the above table
4.6.3. Personal selling activities of Commercial Bank of Ethiopia have positive effect on Customer Base
Brand Equity of the Bank. From the literature review, Machine and Okello (2016) conclude that, personal
selling has influenced brand performance in retail shoe companies in Nairobi central business district. Briar
Hocking, (2012) revealed that the personal sellers who visit workplaces around New Zealand in the weeks
leading up to Christmas positively influence the Customer Bases Brand Equity of the Christmas Cookies
brand.

H2: Again, from the above table 4.6.3, B value is .120 and P- vale is 0.025. Therefore, Advertising
expenditure positively affects customer based-brand equity accepted because there are researches that
support this for example, according to some research results; there is a positive relationship between

advertising investment and brand awareness (As cited by Rooney, Joseph Arthur a.g.m. Taskin, 2018, p.
135).
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H3: Sales promotion activities of commercial bank of Ethiopia have positive effect on the customer
Base brand equity of the bank and the effect was statistically significant. Therefore, the Ho is supported.
The B- value is .189 negative and the P value is 0.000. There are researches that support this for
example Gosaye 2017 concluded that, Sales Promotion activities enhanced commercial Bank of
Ethiopia Brand Image especially the use of coupons have significant role. Negar 2009 argued that
consumer sales promotion has more influence on the brand switchers as compared to the loyal
consumers.

H4: Publicity and public relations efforts positively impact customer-based brand equity accepted because
the B value is .269 and its P- value is 0.00. Negative stories about a company and/or its products can be
very damaging (George, 2003). Hence, Public Relations can have strong impact on public awareness at a
much lower cost than advertising. If the company develops an interesting story, it can pick up by the
media, having the same effect as advertising without costing millions of dollars. To attract attention and
spark recognition, the firm’s visual identity is carried by its logos, stationery, brochures, signs, business
forms, business cards, Website, buildings, uniforms, and dress codes (Kotler, 2000). An increasing number
of Organizations are using PR to communicate with their audiences about Also Alexandria Easland (2015),
mentioned, as a management function, public relations focus on building. Again Kotler (2006), proactive
publicity can be one of the most powerful and cost-effective brand building tools, especially for smaller
organizations that can’t afford significant advertising. ut the organization (corporate public relations) and

brands (marketing public relations) (Mubushar et al., 2013).

H5: Direct marketing efforts positively contribute to customer based- brand equity because b-value is .240
and P-value is .000 which is statistically significant effect and to support this previous finding such as
Mubushar et al. 2013 Direct Marketing has been found to have an impact in creating awareness and
shaping Brand Image. Kotler and Armstrong 2012 also stated that Direct Marketing allows the organization
to reach the audience to boost their awareness interest and quality to share information about goods or

services to promote them to shape Brand Image and to build interest towards the brand.
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CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION

5.1Summary of findings

The main objective of this research was to identify the effects of Integrated Marketing Communication
Elements on the customer Based Brand Equity of Commercial Bank of Ethiopia. The study was
designed in quantitative explanatory research. The target populations of the research were the customers
of Commercial Bank of Ethiopia Grade IV and Special Branch under ten districts in Addis Ababa city.
228 respondents out of 384 sample or 64.4% of the customers are educated and can understand and
respond to questions in the questionnaires. Based on the research objective, English version and
Ambharic version questionnaires were prepared. Since total population of customers of Commercial bank
of Ethiopia in the ten districts are above twelve million 384 samples were taken (Johnson and
Christensen, 2012) and 356 (92.71%) filled and returned properly.

To verify the reliability of the questionnaire, the coefficient of Cranach’s alpha (1951) was used. The
values of Cranach’s Alpha range from 0 (completely unreliable) to 1 (perfectly reliable). An alpha value
of 0.5 to 0.6 is considered acceptable but 0.7 or higher is highly preferred. So, the finding 0.974 shows
that all the questionnaires were reliable.

The effect of integrated Marketing Communication Elements on Customer Based Brand Equity of
Commercial Bank of Ethiopia was measured by means of multiple regression models. The finding
indicated that of the Integrated Marketing Communication Elements (Personal Selling, Advertising,
Sales promotion, Public Relation and Direct Marketing) were positive and statistically significant
(P<0.05) effect on Customer Base Brand Equity.

The following results were observed from the results of the respondents:

The research confirms the past research literatures are valid and reliable after data analysis of
consumers’ feed backs. Concluding the consumer’s feedback, is obvious that they want firm to
incorporate IMCE activities as they are well informed and able to purchase from the variety of brands

available, so which brand reach them more effectively will influence them more.
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The result of correlation analysis revealed that all components of Integrated Marketing Communication
Elements: Personal Selling, Advertisement, Sales Promotion, and publicity/public relation and Direct
Marketing are well correlated with customer Base Brand equity of CBE.

Pearson correlation coefficient shows that there is strong relationship with one of the independent
variables which is Direct Marketing and dependent variable (CBBE) i.e. 0. 790. The correlation between
the rest of independent variables (Personal Selling, Advertising, sales promotion, publicity or public
relation) variable and dependent variable (CBBE). i.e.0.739, 0.781, 0.770 and 0.777 respectively.

The result of regression analysis shows Integrated Marketing Communication Elements: Personal
Selling Advertisement Sales Promotion, Publicity or Public Relation and Direct Marketing have

significant impact on CBBE.

5.2 Conclusion

Customer Base Brand Equity is one of the most important assets in any business. It is therefore critical
to understand its key drivers. The main objective of this Study is to investigate the effects of Integrated
Marketing Communication Elements on Customer Base Brand Equity of Commercial Bank of Ethiopia.
The researcher approached this objective by studying integrated marketing communication tools in
relation to Customer Base Brand Equity. Questionnaire was administered in a likert scale manner and
the responses were analyses based on percentage and mean that is conducted in IBM SPSS version 26.
Hence all the integrated marketing communication tools are positively related to the Customer Base
Brand Equity of Commercial Bank of Ethiopia. The study considered Integrated Marketing
Communication Elements that are Personal Selling, Advertisement, Sales Promotion; publicity/PR and
Direct Marketing confirmed their effect on the Customer Base Brand Equity of Commercial Bank of
Ethiopia. According to the Pearson correlation analysis, it can be clearly seen that the five integrated
marketing communication tools namely, Personal Selling, Advertising, Sales Promaotion,
Publicity/Public Relations and Direct Marketing are positively related to Customer Base Brand Equity
of Commercial Bank of Ethiopia.

According to the regression analysis, the study concluded that Integrated Marketing Communication

Elements explain Customer Base Brand Equity. The regression analysis also indicated that 75.6 % of
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Customer Base Brand Equity is explained by the independent variables those are the Integrated
Marketing Communication Elements. The other 24.4 % of brand image variation was other factors other
than the independent variables under study.

The study concluded that among the Integrated Marketing Communication Elements Direct Marketing
and Sales Promotion had constructive influence to build Customer Base Brand Equity as its mean value
is greater than the other variables. The other variables which are Personal Selling and Publicity/Public
Relations have a mean average has minimum compared to Direct Marketing and Sales Promotion, which
means that Commercial Bank of Ethiopia should give extra attention to Publicity/Public Relations and
Personal Selling in particular and also to attain a higher performance as Direct Marketing and sales
Promotion. Advertizing in the Commercial Bank of Ethiopia has its mean value in overage in between

all variables that shows good performance but needs improvement.

5.3 Recommendations

Based on the findings and conclusions in the study, the following recommendations are suggested to
commercial Bank of Ethiopia to implement Integrated Marketing Communication Elements to maximize
customer Base Brand Equity.

» Among the Integrated Marketing Communication Elements, Publicity/Public relations and direct
Marketing has highly positive impact and statistically significant and therefore the bank should
maintain it. Because the banks accountability in its public confidence positively affect the bank’s
brand and CBE should maintain this image by continuing its public confidentiality since there is
high competition between banks.

» From the survey result the sales promotion performance of the bank has also positive effect with
is statistically significant. The researcher recommends that it needs an improvement in the future.

> Personal selling g and Advertising has positive Effect and statistically significant and compered
to the other three communication elements these two elements need improvement.

» Commercial Bank of Ethiopia has a vision to become world class commercial bank. The
researcher recommends that it should adopt experience of foreign banks in integrating the

communication elements to increase its Customer Base Brand Equity.

55



» The researcher recommends that, due to current high competition between commercial banks so
that Commercial Bank of Ethiopia Should apply creativity and uniqueness on its promotions in
order to increase its brand image to the customer

» The researcher also recommends that Commercial Bank of Ethiopia constantly train its
employees so that they become update, Knowledgeable and skillful in order to represent the

brand appropriately.

5.4 Area for Future Study

Recommendation for the future study is on the effects of using the newly explored technological
channels like social media and websites in communication with target audiences in the consistency and
brand alignment in the era of rapidly evolving digital platforms, maintaining a cohesive and unified

brand message across diverse communication.
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APPENDIX |
English version survey guestioners

Addis Ababa University
School of commerce

Department of Marketing

Dear Participants,

This research is being conducted as part of the requirements for the Master of Science in Marketing Management at Addis
Ababa University's College of Commerce, Department of Marketing Management. The primary objective of this study is to
examine the Effect of Integrated Marketing Communication Elements on Customer Base Brand Equity of Commercial Bank
of Ethiopia.

Your valuable responses will significantly contribute to this study, which relies on your insights and data collected from
reliable sources. The questionnaire aims to gather genuine and unbiased information, and your cooperation is crucial for the
success of this research.

Please take a moment to respond to each question. You can choose the applicable option by ticking the provided boxes or
provide your response in the designated blank spaces. Additional notes, comments, or explanations are welcome. | assure you
that all information provided will be treated with strict confidentiality.
Your support is highly appreciated, and | extend my gratitude in advance for your assistance.
Researcher’s Information:

Name: Sisay Ayele Teshome

Email:Sisay2011A@gmail.com
Telephone: 0911976772



PART ONE: GENERAL INFORMATION
Instructions: Please tick (V) from the alternatives that are most applicable answer to you in

respect of each of the following items

1. Gender
[ Male
[l Female
2. Age
O 18-25 Years | 26-30 Years 31-35 Years
0 36-40 Years 41-45 Years Above 45 Years

3. Qualification (Educational background):
J Below Diploma and below
[J Diploma/Level 4
[J Bachelor Degree (BA, BSC)
U  Masters (MA, MB, MSC) and above

[0 Above Master



Part Two: Customer Base Brand Equity

Mark your level of agreement on the statements listed down according to: -

1. Strongly Disagree 2. Disagree 3. Neutral 4. Agree 5. Strongly Agree
Scale
No ]
Questions
3 4 |5

| easily recognize Commercial Bank of Ethiopia brand, logo,
symbol and name

I know all of Commercial Bank of Ethiopia’s Integrated
Marketing Communication Elements (Advertisements, sales
promotion, Personal Selling, Publicity, and Direct Marketing)
promote its bran d image.

| believe that Commercial Bank of Ethiopia messages are
consistent with the product’s performance and image

| believe that communication messages from Commercial Bank
of Ethiopia through different mediums E.g. TV, radio, and
magazines complement each other in defining its brand image

| believe that Commercial Bank of Ethiopia messages influence
the attitude that | have toward the brand.

| believe that having more than one communication medium
helps me to be more aware of the Commercial Bank of Ethiopia
Brand




Part Three: Integrated Marketing Communication Elements

Personal Selling

Mark your level of agreement on the statements listed down according to: -

1. Strongly Disagree 2. Disagree 3. Neutral

4. Agree

5. Strongly Agree

Personal Selling

Level of Agreement

Statement

1 Personal selling practiced by
Commercial Bank of Ethiopia
influences its brand image?

2 Commercial Bank of Ethiopia’s
Direct (face to face) Interaction with
Customers affects its brand image.

3 The Bank’s officer possess
sufficient selling skills to promote
its products.

4 The Bank’s officers have good
communication skills to promote its
products.

5 The Bank’s officers have good
customer handling practice.

6 Commercial Bank of Ethiopia
officers influenced me to have a
positive brand image on the bank.

7 The Banks officer provide sufficient
information about its products




Advertisements

Mark your level of agreement on the statements listed down according to: -

1. Strongly Disagree 2. Disagree 3. Neutral 4. Agree 5. Strongly Agree
Advertizing Level of Agreement
Statement
1 Commercial Bank of Ethiopia has undertaken enough

advertising activities to promote its Brand Image?

2 I believe that Commercial Bank of Ethiopia’s
advertisements are likable, memorable and meaningful

3 Online activities of the Corporation such as websites,
blogs and social media affect its brand image.

4 The use of billboards, sonic screens and wall branding put
in various places by the Corporation affect its brand
image.

5 Commercial Bank of Ethiopia flayers, policy explanation

brochures and leaflets affect its brand image.

6 TV Advertisements of Commercial Bank of Ethiopia
affects its overall Brand image.

7 Radio Advertisements by the Commercial Bank of
Ethiopia affect its Brand image

8 Print media Advertisements on newspapers and magazines
affect its Brand Image.




Sales Promotions

Mark your level of agreement on the statements listed down according to: -

1. Strongly Disagree 2. Disagree 3. Neutral

4. Agree

5. Strongly Agree

Sales Promotion

Level of Agreement

Statement

Sales promotions practiced by
Commercial Bank of Ethiopia
influences your knowledge of the
Banks Brand?

Commercial Bank of Ethiopia
participation on various events such
as trade fairs and exhibitions affect
its performance.

Commercial Bank of Ethiopia price
linked saving enhanced my saving
culture.

The Bank offers free gifts to
customers.

Customer service such as visiting
existing clients affect my opinion on
the banks image

Additional interest on youth, and
women savings enables customers
to have positive image on the Bank.
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Publicity and Public Relations

Mark your level of agreement on the statements listed down according to: -

1. Strongly Disagree 2. Disagree 3. Neutral 4. Agree 5. Strongly Agree
Publicity and Public Relations Level of Agreement
Statement 1 2 3 4 5

The promises made by Commercial Bank of Ethiopia in its Publicity
are fulfilled by the brand.

Commercial Bank of Ethiopia is known for supporting organizations
and Individuals (Sponsorship practice).

Commercial Bank of Ethiopia participates on different public activities

Press releases by Commercial Bank of Ethiopia gives the public good
understanding of the banks activities

Commercial Bank of Ethiopia participates on different Charity
activities

Commercial Bank of Ethiopia Identity medias like its Logo, Business
card etc... are attractive and memorable.

Commercial Bank of Ethiopia prints annual reports, broachers, short
messages to strengthen its Public relations

Vii




Direct Marketing
Mark your level of agreement on the statements listed down according to: -

1. Strongly Disagree 2. Disagree 3. Neutral 4. Agree

5. Strongly Agree

Direct Marketing

Level of Agreement

Statement 1

2 3 4 5

I believe direct marketing is practiced in Commercial Bank of
Ethiopia.

Commercial Bank of Ethiopia uses SMS messages to directly
communicate with its customers.

Commercial Bank of Ethiopia uses e-mail to directly communicate
with its customers.

Commercial Bank of Ethiopia uses call center to directly
communicate with its customers.

The bank uses its Website to communicate its products.

The promotions on its websites are attractive and visually appealing

Thank you for your participation in this survey!!!
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