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ABSTRACT 

The purpose of this study is to assess the marketing 
practices in NPOs in Addis Ababa in light of four P' s of 
marketing elements at AAHPCO . To undertake this research , 
descriptive approach is adopted . Primary and secondary data 
sources used via questionnaire and interview survey 
techniques to the former and referring the existing data sets 
for the latter one . Moreover , statistical tools such as mean , 
standard deviation , variance and range are employed and a 
Likert scales is applied too . To make the study manageable as 
well as cost - effective , out of 100 (one hundred) population a 
total size of 50 samples were drawn by SRS method at Head and 
Kebele levels and purposive technique applied at sub city 
level . ' AAHAPCO ' has developed marketing mix programs in 
light of marketing mix elements only for three of the four Ps 
such as products/services , place and promotion . Nevertheless , 
there are no programs set for pricing . Customers are 
receiving the services/goods freely so long as they fulfill 
the criteria stipulated by the organization . Besides , 
"AAHAPCO" does not have objectives in terms of new 
product/service development . Moreover , neither marketing 
department nor marketing professionals exist . Under " AAHAPCO " 
there is serious problem in coordinating and its marketing 
mix practices with different departments. Government took the 
lion share of the source of funds followed by foreign NGOs . 
Selective distribution strategy is applied under it in order 
to allocate its services/goods . Concerning promotion , 
persuasion and informative types of messages are used . 
Moreover , pamphlets are the first one used by this 
organization followed by broad cast advertising while 
newspaper took the third rank in order to advertise 
services/goods as well as the organization per se . At grass 
roots , unlike head quarter and sub cities , the study 
organization does not involve itself in any fund raising 
activities . The product/service program design in the study 
organization is based on the demands of both donor and client 
markets interest and its efficiency and effectiveness was 
also leveled as good in light of both markets . Therefore , it 
is recommended that ' AAHAPCO ' should start working with 
' Private sector fund raising ' companies that help identify 
potential corporate partners in other industry sectors , 
including consultancy firms , food and clothing . 
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I. Introduction 

1.1 Back ground of the study 

Since th e early 1990s, it has been clear that I II V underm ine deve lopment in co ul1lries badl y 

affected by the virus . Warnings about falling life ex pectan cy, increasing numbers of orphans, 

ext ra costs for business and the destruction of famil y and commu nit y SU-uctures. These 

effects are becoming increasing ly visible in the hardest-hit reg ion of all , Sub-Saharan Africa, 

where HlY is now deadlier than war it self: in 1998; 200, 000 Africans died in war but more 

than 2(two) million di ed of AIDS . A IDS has become a full -blow n development cri sis. It s 

socia l and economi c consequen ces are felt widel y not only in health but in educatioll , 

industry, agricultu re, transpol1, human resources and the economy in general. As a result , 

AIDS is rapidl y becoming the key issue I(lr human secu rit y. (lJ 2000, III V/A IDS Report) . 

Addis Ababa 11 IVI AIDS Prevention and Control Office I Ai\JlAJ'CO I is a charit y based 

organization which was established in January 200 I with the objecti ve o f mobili zing 

multiservice programs at g ra ss root levels in the fi g ht aga inst IlJ Y/ AIDS epidem ic via 

different implement ing orga nizations . Its mi ssion is provid ing an effective and integrated 

HIY/AJDS preventi on a nd control services to the residents of citizens of Add is Ababa by 

coordinating and building the capac ity of governmental , non-governmenta l faith and 

communit y based organ izat ions impl ementing such acti v ities in the cit y (A /\lJAJ'CO 

broacher ; 2009) . 

The organi zati o n runs a number o f preven ti ve programs aro un d th e c it y in an efro rt to 

min imize the number of new I Ll V infecti o ns and rendering va ri o us care and support services 

to those who arc infected w ith . The o rgani zation ' s main focus areas arc behavioral change 

communication, preventi on of mother to chil d transmissions, condom promotion and 



distribution, prevention of sex ually transmi tted diseases, vo luntary counsel ing and testing 

and uni versal precau ti o n (Ibid) 

However, ' 1\i\f II\ PCO ' is largel y been observed inerrective in its attempt to address its 

objectives partiall y due to its management ' s unfa vorable attitude to ward marketing 

techniques. Ollen , thi s is disclosed with prob lems like the existence of weak bond between 

departments in the o rgani zat io n, many line managers were not well conversant with basic 

marketing tech niques and have never app lied a rime approach to curve the problem nor 

collecting meaningful information concerning the preva lence ' s of] UY/I\I DS. 

In th is study, the signi ficancc of nonprofit marketing and its vital principles were assu med to 

be essential for the organizat ions the case at hand in part icular and in the nonprofit sector in 

general , so long as they appreciate and understand what marketing is and what it docs for 

them. Hill ( 1991) puts his advice this way; " nonprofit organizations typically have, however, 

a limited concept of marketi ng even though thcy attempt some aspects without calling it 

marketing. I lowever; the signi ficance 01' nonprofit marketing will increase as the people in 

these o rgan izations understand w hat marketing is and what it can do for them" (p.291) . 

Hill 's statement is supported by Perreault and McCarthy (2002) which he stated as," the 

marketing concept and practices are important for 'NPOs ' as it is for business firms I'rior to 

1970, it is known that only I'cw people in NPOs paid attention to the ro le 01' marketing " 

Il owever, the concept of marketing , further developed since then and seems widely 

recognized to be applied to all firms be it public , private, and non -profit organizat ions (p . 

4 1 ) . 

In li ne wit h what is recommended by theoreticians and practitioners ; 1\1\ 11 1\ 1'('0 shou ld 

reali ze that wit hout an ei'fccti ve marketing prog ram and elTicicnt implementation, it will not 

succeed long in the I'uture . This is true partiall y because 01' shrinking government subsidies, a 

deerease charitable con tribution, a nd other unfavorable econom ic conditions . 
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The organi zation under study should stri ve dail y to outdo the challenges encountered wi th 

methods available to this organization by making its goods/services offerings appeali ng to 

beneficiaries in the market as they wou ld be subjected o nl y to it s own ingenuity. Such 

methods may include product improveme nt, a unique promotional eampaign , a new twist in 

servicing, a change in dis tribut ion chan nel s, or an entici ng price adjustment (if it does exist). 

This study attempts to assess marketing practices of the said organ izat io n in terms of the 

marketing mi x clement s (such as product , price, promotion and distribution) . As a result o f 

these, NPOs in the c it y of Addis Ababa in ge nera l and the organi zation under cons ideration 

in particular be ab le to turn to and appl y marketing techniques as a possible solut ion to their 

problems. 

1.2 Statement of the problem and Research questions 

Gi ven th e proportion of adults in fect ed with III V and dying from assoc ia ted diseases III 

Ethiopia in general the city of Addis Ababa in particular, it is inev itabl e that the bu siness 

sector, as well as fam ili es, schools and other sectors, will feel the cost otherwise. Yet many 

com panies (in common w ith many governments) have ignored the early warn ing signs and 

have not acted aga inst IIiV unt il sickness and deaths become too common to ignore While 

experience suggests that Ill V prevention is most effective when it IS introduced very ea rl y 

o n, before the virus gets a g rip and the population of in fec ted people becomes uncontrollabl y 

large (UN 2000, HIV/NDS Repo rt) 

In many no nprofit s organizations, inc luding the o ne und er in vestigation , there is no single 

person who has overall responsibil ity for market ing act ivit ies Marketing may somehow 

seem less crucial , especiall y if no one understand s what marketi ng is all about. I':ven when 

some leaders do th e marketing thinkin g, they may have trouble gett ing unpaid volunteers 

w ith many different interests to all agree wit h the marketing strategy. Despite the importance 

of marketing, most nonprofit organ izatio ns were not at all co mfol'table with the idea of 

marketing . The basic problem is that most nonprofit groups di d not think o f themsel ves as 

running a business (Ft zel et ai , 1997, p. 5 17), 
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Generally, whether the firms focus is goods or serVices, for profit or non profit , the 

organizat ion shou ld first select and analyses its target markets and designing a coordinated 

marketi ng mix accordingly around a differential ad vantage( lbid) . Marketing program in 

AAI-lAPCO is not designed in such a way that spell out the nature and rational of marketing 

objectives and the hiera rchy o f objectives that follow there from (product, channel , pri ce, 

promotional policies and strategies) . 

In contrast to commercial firms , NVOs must focu s at two markets. One is the donor market 

and the other one is the cli ent market (Etzel et aI. , 1997, p. 52 1) ]Iowever, the impli cat ion of 

the above statement is that AA lI AI'CO should develop two different marketing programs 

too; unlike it s current practices, in order to maintain sati sfilctions from both sides of the 

market and there by enhance its marketing performances. 

On top of market di versity problems; AAl IAPCO often ha ve the challengi ng ta sk of 

attempting to sat isfy many diverse clients, all wi th differing aspirations and priorities Thus, 

AN I A peo must develop st rategies and program to change wit h the t i Illes, mod i fyi ng 

exist ing service olferings as necessary and perhaps to develop new versions, and if it is 

contemplati ng new ones, it should apply market research and surveillances. Moreover, there 

have been several problem s pertaining to this organi zation ' s marketing performance; such as 

increasing competition among nonprofit organizations for fund ing, its lolly goal setting 

behavior and lack of measuring yardsticks fo r it s outputs arc wonh li sting and demand s 

recons ideration by management (Ibid) . 

As a result of these, the organi zat ion would be able to improve its image and ga in greater 

acceptance among donors, government agencies, mass media and consumers; si nce all of 

which collectively determine it s success. More recently, AAI [AI'CO has come to face the 

chall enge of making its resources cover its expenses at gl'ass root levels Thi s is pan ially 

because it is ollen reckless to ap ply many of the marketing techniques such as product 

dist ri bution techniques, new product development, promotional acti vities and the li kes . 
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With respect to the pri cing c lement , Etzel etal (1997) recognizes that the gap betwee n 

an ti c ipated reven ues and costs must be made up by contribut ors from don ors market As yet, 

there simpl y arc no rea l g uid eli nes for nonprofit pricing. Michael added that , NPOs may say 

fares, fees , fines , lev ies, donations, charges, tolls, rates, taxes, etc . but like price, used to 

ration a scarce resource, although pricing becomes less impo rtant when profit making is not a 

goal (p .57) . 

However; AA lli\PCO, amongst the various alternatives of sett ing price, used to appl y o nl y 

donors ' pri c ing. Thi s entai ls for the organizatio n to have inc luded so me of the above pricing 

techniques so that it would be able to nit io n its products/services more effective ly an d 

effici ently to target groups (benefic iaries) in ali gnment to the standards expected by a ll 

parties in vo lved. When dea ling with NPOs, particularly in c lient market s, location deserves 

crit ica l consideration in general sense . Thi s is why NPOs (like AAI IAJ>CO) of len look f()r 

d istribut ion strategy to make donor con tributions easy and convenient ( Ibid) 

Put differentl y, the orga ni zation under study has come to look for vario us chan nel 

management strateg ies to boost its client satisfactions th rough broader and more product 

offerings w ith the object ive of creating highest p lace utilit y pertaining its operation. As a 

result , the organizat io n under survey will be able to effecti ve ly turn down the prevailing 

deg ree of customer co mpliance to the possib le minimum level. 

Last but not least to be investigated in th is study is, the promotional tool used by the 

o rganization be ing in vestigated . F ssentiall y, promotion is used to increase demand or to 

regulate it o r to reduce the leve l of demand to the level where the case organization affords to 

provide . In th is regard , F!l.e l etal identifies that , "some non -profit organizations may wish to 

use marketing communication techniques in their more conve nt ional role of stimulating 

demand , otherwise; it is rare ly used to improve o r change the image o f their products or 

services 
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Prob lems usually exist in AA IIi\J'CO ' s wi th respect to promotional techniques like 

mi scommunication among and between lower levels operational areas and the techniques and 

the objectives of the messages were not aligned to the tempo of its audiences . Moreover; it 

has been spending larger amou nt of budget for training and deve lop ment of various 

government workers under the guise of pro mot ing its image Consequent ly, AA II APCO 

should have to consider other tools of communica tion such as electronic and print mcdia 

advertisings that will hel p build the organization 's image. 

To put in a nut shell that have been investigated in this research, AA Ili\J'CO has yet unable 

to take the rosy advan tages that marketing played in an age o f changing consumer and do nor 

attitudes and diminishing financial resources Thus, this organization has come to use 

marketing tools in its respective area of operation to sti mulate qui ck respo nses , accordingly, 

may be ab le to cope up with the ever fast changing market place conditions . 

The stud y, therefore attempted to investigate how the four marketing mixes und er Nl'Os in 

the city of Addi s Ababa are pract iced by taking AAI IAPCO to represent the sector under 

consideration. To this end, an effort will be made to assess the marketing mix practices of the 

organization under study in terms of product , price, place and promotion acti vities III order 

to address the problem more explicitl y, the fo ll owing basic research quest ions are fo rmulated 

here under: 

Are the organizat ion 's prod ucts demand dri ven'! 

Is the product planning program one and the same for both client and donor markets 

in the organization 'l 

What type of distribution plan is currently used by AA II AI'CO'I 

Is there any strategy for pricing to ration the services / products of the organ ization 

under invest igation? 

What type (s) of promotional and communica ti on techniq ues are used under 

AAI-lAJ>CO '1 
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1.3 Objectives of the study 
1.3.1 General objective 

The genera l objective of this study is 1.0 assess the marketing practices in 

nonprofit organization in I\ddis I\baba" ... the case with Addis I\baba 

I-IIV / AID S Protection and Control Office (1\1\1 II\IJCO). 

1.3.2 Specific objectives 

To address the genera l objective stipu lated above, the study has the following specific 

objectives: 

I . To determine whether the organization ' s product orfer ings are demand dr iven or not. 

2. To determine the nature of 1\I\.II I\.I'COs product planning program for it s donor and 

client markets . 

3 . To ident ify the organization 's di stribution strategy concerl11ng products/services 

ava ilabilit y and easy access fo r its target groups . 

4. To find -out the type (s) of communicat ion technique used by I\M II\ PCO . 

5. To see whethcr thc conccpts of marketing has got the necessary emphasis among and 

between stalT mcmbers of ' I\I\II I\.I'CO ' o r not. 

1.4 Significance of the study 

This stud y is relevant in si nce there have been almost no studies undertaken concerning 

marketing practices in nonprofit organization in Lthiop ia and thus : 

~ This study would contribute much to the literature or nonprolit sector . 

> It would also draw attention ofthe concerned bodies to be aware of the status of their 

practices with regard to marketing mix . 

> In addition , the stud y wou ld serve as a spring board to other researchers who wa nt to 

study further the subject under in vestigation. 
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1.5 Scope of the study 

This study thesis is tried to assess market ing practices of nonprofit organ izati ons in Addis 

Ababa. In order to keep the study so manageab le in terms of the g iven time and finan cial 

requirement s, the study is accorded to ' AAHAPCO' and Ii mited itse l I' to the four market ing 

elements. Moreover, the study has only assessed two Sub cities and four Kebeles; these arc 

Kirkose and (lole Sub cities T wo Kebeles fr om the said Sub cities were regarded out of ten 

Kebeles in the former and out of eleven kebcles in the latter one. More over, two sub cities 

were regarded out of (0 (ten) Sub cit ies in the city of Addi s Ababa . 

1.6 Limitations of the study 

In an endeavor to in vestigate the nonprofit o rganizations marketing practices the case of 

" AAH APCO", gathering sufficient secondary data rele vant to the objecti ve of thi s study ha ve 

come to an acute diffi culty. Moreover, lack of cooperation [rom the si de of the organization 

observed particu larl y at sub c it ies, during the su rvey process perhaps reduces the rate of 

responses. On top of the aforeme ntioned constraints, scantl y ava il ab le resources in terms of 

t ime and fin ance were eq uall y contributed in downsiz ing the study on hand [rom becoming a 

compl ete undertaking. 

1. 7 Organization of the study 

The study project has inc luded fi ve c hapters that arc structured sequentiall y as under The 

first chapter entitled with " the problem and its approach" and contai ning sub-sections as 

intmd uction , statement of the problem, objectives of the study, scope of the study, 

Lim itat io ns of the study and the structure of the study thesis . The second chapter deals w ith 

related literature review to substantiate the st udy with theoreti cal frame work as we ll as 

previous other fi ndings if any and the third chapter has dedi cated to methodology and method 

of the st ud y. The fo ul1h chapter encompasses those issues as data presentation, data summary 

and their manner o I' analys is and interpretations of the same. The finh chapter, being the final 

chapter, essentiall y comes up with summary o f major findings , conclu sions reached and 

reco mme ndat ions forwarded as its prom inent sub-secti ons . 



Chapter Two 

2. Review of Related Literature 

Under this chapter, different concepts, prin c ipl es, theories, and previo us research works are 

thoroughl y reviewed through various sources like books, magazines, internet and so forth 

related to th e concept of marketing, the 1'0s and its approaches, the role of nonprofit 

marketing, N POs ' definitions, classifi cation and objecti ves, and fina lly marketing prog rams 

for NVOs. 

2.1 The Concepts of Marketing 

Marketing has numcrous defin itions d ist ingu ished by several autho rities and wr iters that 

altogether gave rise to continuous development of the marketing discipline so as to 

underpinning it wi th essentia ll y notab le princi ples, theories and concepts . U am and NOl1o n 

( 1992) have defined marketing in their book as "Marketing is a total system of integrating 

business activities desig ned to plan, pri ce, promote, and di stribu te want -satisfying products 

and services to organizations and house ho lders at profit in a competiti ve en vironment" (p 7) . 

Form the definition mentioned above, one can comprehend that profit making and 

competiti o n are st ressed terms which do not fit neatl y into the roles of nonprofit 

organizati ons or government age ncies. H owever it docs not meant that many o f the 

techniques and marketing function would not be app licable to no npro fit sector: Nonprofit 

marketers can adopt the phi loso phy and concepts of marketing o f customer serv ice, modi li ed 

to meet their objectives 
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Kotler (2003) a lead ing autho ri ty in marketing has distinguished a social and a managerial 

defin it io n o f marketi ng. Here is a social defini tio n, that is, " marketing is a societal process 

by which indi v iduals and g roups obtain w hat they need and want through creating, offering, 

and freel y exchanging products and services of value with others " for a managerial 

defi nitio n, marketing often has been descri bed as," the art of sell ing products," ho wever, " 

selling is o nl y the tip of the marketing iceberg" (p. 9) 

As Peter Ducker reminds us o n how the concept of marketing is pertinent for the 

organi zation goa l ach ievemen t, a leading management theorist , puts it th is way: 

There will a/ways he need/or some se/lmg but Ihe (lim rlmorkellng IS 10 make sel/mg 

slIpeJ:!luous. the £11m (~rmarkelJng I.\' /() know and underslOnd /he CllsfOmer so well !hOl 

(he prodllG:1 or serv/(x./i/ hU?1 Clnd sells flse/I Ideally. markeling should result in a 

clis/omer who is ready to buy? All thai should be needed ,hen is fo make the product or 

service available (Davis, 1921, p. 792). 

However, before any mean ingful discussio n can take place about how the market ing function 

shou ld be managed , it is vital to ha ve a full understanding about the marketing concept 

McDonald (1995) has gone so far as to declare , "The central idea of marketing is of a 

match ing between a company's capabili t ies and the wants of customers in order to achieve 

the objectives of both part ies. Thus, it is usefu l to conceive for marketing managers the 

notion of marketing mi x as referred to as the four I's, these being product , price, promotion 

and place" (p . I) 

Acco rd ing to Davis (I ')21) explained the issues as ()llows: 

A IOral markeling program IS a complex ajfi:llr.· Major reasonj(Jr 111IS 

compleXity is the inleracfive nature a/the elemenls of the program. 

Wilhin Ihe markeling slralegy. Ihe largel markel mllsl be compalible 

with elements of/he markeling mix. In lurn, each elemenl qlthe mix 

mllst be deSigned to be complementary. Finally. the IOIa/ marketing 

program must be infegrated with non-marketing .lime/IOns (~(fhe.lirm 

( Duvis,192 1, p. 795) 

Therefo re, the organi zati on has a dau nting (difficult) task of integra ting, implemen ting, and 

evaluating it s marketing prog ram pro perly and contin uous ly. It can also be sim ply stated as : a 

well designed marketing program that is based on a thorough analysis of a lt ernat ives and 

sound dec isio ns may fa il as a result of poor implementation, {(If example. By and large, the 
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market ing concept is helpfu l in any type of organization since success is most likely when 

everyone pu ll s together to stri ve for commo n objectives that can be executed with the 

available resources. Likewi se, marketing concepts, principle, theories, and techniques for 

nonprofit organization is so indi spensable as to keep themsel ves up breast of the break neck 

competition as a result of decline earnings and increasing costs . 

Kotler and McDougall (1985) pinpo inted that, " marketing is currentl y attraction the interest 

of nonprofit organi zation such as colleges, hospital , police departments, museums, and 

symphonies". Mo reover, many cu ltural performance g roups cannot attract large enough 

aud iences. Even those that ha ve seasonal sell-outs, such as Winnipeg sy mphony orchestra, 

face huge operating deficits every year (p . 20) 

Hill ( 199 1) by quoting Keith Blois and said that an o rganization whose prime goal is non­

economic. Il owever, in pursuit of that goal it ma y un dertake profit making activities . 

Although their purpose and beha vior wi ll often differ from that of a typical profit making 

company, it is now profound ly accepted that the marketing techniques and lools arc of value 

to nonprofit making organizations (p 294) 

2.2 The Nonprofit-Sector and Its Approaches 

H ill ( 1991) has explained five points of departures with su ffi cien t details as there arc 

sufficient reasons for the nonprofit organizations to mai ntain distinctions in a number of 

grounds as com pared to that of a typical profit oriented compan y. Less precise objective: 

fortunately , compa nies that have profit making priorities can easily gauge their performance 

using quantitati ve and qualitative methods, such as market share, vo lume terms, interim 

targets, aga inst which progress could be monitored, and , if necessary, remedial actions wou ld 

be taken (p . 294) 

Ilowever, if your objective is hel ping the needy , or providing a good education , both Ihe 

nature of the objective and the organization's success in attaining it arc much less clear. 

Hence, nonprofit organ izat ions arc often afn icted by th is kind of phi lo sop hi ca l debate, which 
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can make them dirricult to manage as their objectives arc unclear and immeasu rable wi th 

different yardsti cks unlike commerci al organizations ( Ibid) . 

M ultiple publics : all companies are faced with quite a number of d ifferent co ll aborator and 

sta lk ho lders such as customers, em ployees, shareholders, unions, and the loca l commun ity, 

public bodies ,etc., all of w hi ch then be treated as rel evant target audiences . Ilowever, there 

is little doubt that , unl ike its commercial co unterp'lI-t, customers arc unarg uab ly the most 

important public whose needs must be met above all ot hers. I:rom the foregoi ng illustration, 

one can deduce that nonprofit organizations ha ve not reached o ut fo r maintaining satisfaction 

among and between the di verse publics involved (Ibid :295) . 

Attracting resources: is the third major rat ional that dis tinctivel y put non profit s so 

differently from that of for-profi t organi/.at ions . Il ill (199 I) explained it as, " There is often a 

lot of compet ition felr resource, and, in the case of charitable donations, funders arc onen 

being asked to part w ith money o r oth er g ins in return for no clear tangib le benefits . 

Moreover, Perreau lt and McCarthy (2002) have also believed in what is hierarchica ll y 

exp lained by H ill as the crux of the marketing situation is that ," Ju st as most firms fa ce 

compet ition felf customers, most no nprofit firms face competition for resource and suppo rt 

they need " (p . 42) 

Outputs are nol measurable: even if the organi zation ' s obj ecti ves arc ciea r, ways of 

measuring its leve l ofallainment of those goals may be far from obvious. Il ill ( 1991) went o n 

explaining by taki ng one instance, thi s way. " One could, felr example, judge a doctor by how 

many patients she/ he sees each day, and pay him accordingl y. I lowever, this docs not in an y 

way assess how well she/he deals with those patients . l ienee, it measures activi ty but not 

result" (p . 294) . 

Po li tical pressures: !\ c hange in government often leads to radical changes in manage ment 

and operat ional style w hi ch ca n be very dirricult felr staff and c li ents to adjust to Similarly, 

management of nonprofit organizations ve ry onen docs not ha ve full control over the destiny 

of the organization ( Ibid) 
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2 .3 The Role of Marketing with in Nonprofit Organization 

Interest in market ing is intensifying as more organi zati o ns in the business sector, in the 

international sector, and in the nonprofit sector recogni ze how marketing contribut es to 

improved perfo rmance in the market place (Kotler et al. 198 5, p. 22) . Above all , organization 

is trying to sati sfy some gro up of consum ers in some way wi th thi s respect, Perreau lt and 

McCal-th y (2002) reprimand that adopt ing the marketing concept that helps to bring success 

w ith the avai lable resources so long as a co ll aborati ve efl() rt is made towards that end (p.41). 

It is also imperati ve for the organi zation to consider the va lues o f adopting the marketing 

concepts and principles from the ang le o f marketing ethics as we ll as broader cha ll enges and 

issues o f social responsib ili ty . Thi s is because, th e marketing concept involves a 

compan ywide focus , and it is a f(lLrndation for marketing ethics commo n to everyone in an 

o rgani zation and helps to avoid such problems (Ibid) . 

According to the words o f Czinkota and Kotabe (2000) non profi t organ izations have reached 

o n terms that, "the measu re most frequentl y suggested appears to be match ." Ilence, nonprofit 

organi zations shoul d seek the best match bet ween the usc of their resources and th e needs of 

their customers or c lients . One apparent com pli cation in the case of the sector under 

considerati on is tha t there a rc severa l types of customers. In add itio n, Cz inkota and Kotabe 

(2000) stated o ut as 

Th e clients for the organization 's service, those who decide who the clie nts will 
be, and the donors of the funds to provide that service. !Caeh of these qrol1pS 

has to be marketed too separately. /\s a resuit, there m ay be multiple 
objeetilJes awl activit.ies perhaps subject to puhfic serutillY (Czini<:otu (llId 
KotuiJe, 2000, p. 8). 

From the discussion presented above, enough reasons arc there to conclude that the nonp rofi t 

is no different from the for-profit organization, which has to deal wit h shareholders ; 

management , employees, supp li e rs, and customers, virtually all of them might have different 
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goals and requirements . Conclus ively, good marketi ng is an excellent way of increasing the 

bottom line profit figures for profit making organizat ions . On the other hand , employees of 

the nonprofit sectors frequently have diffi cult y in seeking how marketing applies to their own 

organization . In this regard , however, Czinkota and Kotabe (2000) , viv idly st retch his advice 

this way" big and sma ll charity has to decide who its clients are and what their needs are, 

before communi cating w it h them using market research " (p . 9-10) 

The key to the success of marketing is adopting the customer's viewpoint and then this 

customer fC1CUS can be applied to almost all sorts of organizations, even those in the nonprofit 

sector that have conventionally viewed themse lves as exempt from normal commerc ia l 

processes (Ibid 3). The American Marketing Associati on (!\MA) defined marketing as, " the 

process of planning and executing th e concept ion, pricing, promotion , and distribution of 

ideas, goods, services to create exchanges tha t sat isfy individual and organizational goals" 

(Kotler, 2003 , p .26) . Given that every company operates in a complex and chang ing 

marketing environment , similarly nonp rofit organizations operate in the same dynami c, fast 

changi ng environment s In th is regard, Phili p Kotler (2003) fClrward his point of view read 

as, 

alert companies will periodically re-examine their objectives, 
strategies, and tactics. They will rely on marketing os the 
main stream jfJr monitoring and adopting to the changing 
rnarket place reach,ing to the conclusion as rnarketing is rl.ot 

simply some advertising and sales jiJrce activity but rather 
a whole process jiJr marketing the company to its best rrwri<:eting 
opportunities (Koller,2003, p. 27). 

Lately, more service fi rms are taking an interest in marketing . The exten t and impOJ1ance of 

marketing in the service sector increases as competition intensifi es , as costs rise, as 

productivity stagnates, and as service quality deteriorates are some of the reasons (Kotler, 

2003 , p. 408) . More oft en, in the commercial sector, research has shown that these is a direct 

lin k between lo ng run profitability and the ability of a firm to understand it s customers ' 

needs and prov ide va lue for them (McDona ld, 1995 , p 5) 
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McDonald ( 1995) f'urther announces that , in the not for profit sector, customer satisfact ion is 

obv iously a prox y for profitabilit y . As Mitche ll (1994) under the issue of market ing business 

reminds us iro ni cally as, "the marketi ng department is responsib le for marketing is like 

sayi ng love is the respo nsib ility of one famil y member." It is eq uall y absurd suggesting that 

the personnel department should actually do perso nnel manage ment , w ith all other managers 

in the organization having nothi ng to do w ith peop le. Indeed , it is such myopi c funct iona l 

separation that got most organizations in to the mess they arc in today (p . 12). 

2.4 The Nonpro fit Organizations: classifications, Definition, 
Objectives and particularities 

In this sect ion , the nonprofit organization s' definition, c lassifi cation, objectives and 

contain ing arc being d iscussed as fo ll ows 

2.4,1 Classifications 

T he term 'no nprofit ' simpl y re fers to 'not be ing commercial motivated .' No nprofit 

organi zations, however, can, do, and shou ld make profits . The magic phrases arc where profit 

come from , how much is made, and w hat is done w ith profit s, that helps establish if the 

organization is " nonprofit" or for profit organization as I.ahle (2008) , about commcrcial 

guide, has fi gu red o ut three basic types of nonp rofit organ izations ; name ly : In fClfInal 

nonprofit organizations, Incorporated nonprofit, and Tax exempt organizations (p . IO-13) . 

Each of them is c learl y discussed as under. 

Informa l ' N I'O s' can s imply be estab lished by those who have an intent ion to provide 

support or services to benefit oth ers . There arc no special benefits in bei ng an infcJrlnal 

nonprofit , other than personal sa ti sfacti on in helping others, but there ma y be certa in legal 

liab il it ies. Informat io n ' 1'0s' arc not, and can not be, tax exempt organizations; therefo re, it 

is imperati ve to talk with a tax accounti ng professional w henever you plan to deduct 

expenses, receive donations, or change any fees and discuss about possible legal liabili ty 

risks with an allorney (Ibid) 
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The second c lass of nonprofit organizations is an incorporated type of non profit 

organizations. It is for med by incorporating in a particular state to form and be recognized as 

co rporati on. The corporation ' owns' itself, and th erefo re, can own its own property, ha ve its 

own bank account, take out its own loan, and can continue on its own even if the founder 

leaves the organ ization . Moreover, nonprofit corporations can bc c lassi fied in many ways , 

including as a public benefit corporation, publi c charity, or educational f() undation 

Differentl y nonpro fit corporations ma y be formed to benefit members of an o rganization (a 

club, or mutual benefit society) or fo r some pub li c purpose (such as a d isaster re lief, social 

assistance prog ramm ers, or you th development prog rams) (Ibid : p. 12) 

The tax exempt organizations arc nonprofit corporations that mu st file with the Inland 

Revenue system as a separate step in order to recei ve tax exempt status. That is an 

organization cannot recei ve tax exemption unless it has firs t formed as a corporation wit h an 

accepted charitab le structure and purpose. To sum up, the basic ad vantages and 

disad vantages of estab lishing a nonprofit vary considerabl y dependin g upon the type of 

o rganizati on being c reated. Tax exempt o rganiza tions may be eligible for retail discounts, 

reduced postal rates, and can provide tax receipts to donors where as non tax exempt 

organizations may not g ive tax receipts (Ibid : p. 13) 

2.4.2 Non-profit organizations' definitions 

Launched in 1990, The John ll opkins non-profit sector project is a major project that has 

been engaged in seeki ng definit ion fo r the non -profit vo luntary or third sector and examining 

what it contains . An effort made to a rrive at a com mon definition , the project identified four 

types of defi nition As Daniel (2005) remind us, the legal definition, the economic !financial 

Idefin it ion, the fun ctional defi nit ion and the structu ral de finiti on (p.30-34). 

The lega l defi niti o n means adopting th e definition g iven to this sector by the count ry's law. 

The situat ion in Ethiop ia in defining NVO s from legal perspective can be stat ed and taken 

from (Federal Negarit Gazeta, 2009, I:ebrau ry 13) 
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Ethiopian charities or Ethiopian societies shall mean those 
charities or societies that are jormed under the laws of 
~'thiopia, all of those members is !,'!hiopians genemte income 
from Ethiopia and wholly controlle d by Ethiopians. !!owever 
they may be deemed a s Ethiopian charities or !','!hiopian 

societies if they use not m ore than len percent (10%) of their 
junds which is receivedjromjiJreign sources. 

The economic or financia l approach to defi ne NPOs' focuses o n the financial sources that the 

sector is rel y ing on. D an iel (2005) in his research thesis pinpointed that,' "economic acti vit y is 

of fi ve major sectors such as ; non- fi nancia l corporations, financ ial corporati ons, government , 

ho useho lds, and non-profit sector . Th us, under this conditi on, only these o rganizations that 

receive half or morc of their income from households on a contributory bases are considered to 

be "non-pro fit organi zatio n servi ng households" (p .33). 

The functiona l definition of the non-profit sector puts emphasis o n promoting pub li c interest as 

th e major activ it y of organization in the sector (Ibid) . Another functiona l definition give n by 

Sa lamon and Anheier (1997) as Dan iel (2005) wrote, which has a narrower scope and defined 

the non-profit organizations as" g roups of people who join together volunta ril y fcn some 

common or shared purposes and interact in a spirit of mutualit y" (p .12) . 

Among the four definiti o ns, The Jo hn Ho pkins No n-profit sector project adopted" the structural­

operational " definition on the basis of its being relativel y economical and significant , its 

considerab le combinatorial richness and organ iz ing power (Tb id ' 31) . The stl"uctu ral and 

operat iona l approach defines the nonpro fi t sector as a co ll ecti o n of entities that manifCsts five 

crucia l features Those clements arc li sted as " they should be organi/.ed or instit utionali/.ed to 

some extent, they should be private (they shou ld be separate bodi es from the governm ent), they 

shou ld bc non-pro fit dis tri buting (i.e . not rct urning an y profi ts generated to th eir owners or 

directors), they should be self-govern ing (th at is there should be some deg ree of voluntary input 

e ither in the conduct of the organizat ion ' s acti vit y or it s management ) ( Ibid : 34-35) 

From the perspective of th e stru ctu ral operat io nal definit ion, the notion o f the non-profit 

sector rather closely resemb les the concept o f civil society that operates outside the state and 

the market. Following this definit ion, organ izations which inco rporated withi n the nonprofit 

sector a re incl uding such organ izations that a re engaged in culture and recrea tion educat ion 
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and research, health , social service, environment , deve lopment , housing advocacy, 

philanthropy, religion, business, professional association and unions ( Ibid 44) 

2.4.3 Objectives for Nonprofit Organizations 

In case of NPOs the objective may be even less clear. Fi ve main reasons are suggested by 

Czinkota and Kotabe (2000) to account for the differences vis-a-vis commercial 

organizations . They arc : first , ambiguous go al s are happen fi·equently as more actors and 

groups of actors arc involved in NPOs. Second there is lack of agreements in means-end 

relationships. Perhaps this is evident eve n where there is consensus on the goa l although 

there may be disagreement on how to get there. Third reason since NPOs seem to be exposed 

more environmental turbulence or change than commercia l ones . The fourth reason attributed 

to an immeasurable of out puts is due to the fact that NPOs do not have the classicall y 

convenient simplicit y of bottom line profit. And the last but not the least logic spelled out so 

forcefully in the author ' s book is that blind effects of management intervention together with 

the lack of precision caused by these four factors discussed above (Czinkota and Kotabe, 

200 1, p.29). 

Alt hough NPOs objectives are not concise, they nonetheless provide sense of purpose and a 

basis for co nt rol. Fo rtunately, Kotler and Andereasen (I ')')(, ) suggest some poss ible fea sibl e 

objectives f(lr such organizations as indicated here under 

» Surplus maximization-equivalents to profit maximization 

» Reve nue maximization-just as for profit making organizations 

» Usage maximization- maximizing the number of users and their usage 

» Usage targeting -matching the capacity available 

» Fu II cost reco very- breaki ng even poi nl 

» Partial cost recovery-minimizing the subsidy 

» Budget maximization-maximizing what is offered 

» Producer satisfaction maximization- satisfying the wants of staff (Kotler and 

Andereasen, 1')9 I, p. 3 07) 
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Perreau lt and McCarthy (1999) bel ieved that in an NPO, it is some times more difTicult to be 

objective in eva luating the benefits (out comes) 0(' different activities relat ive to what they 

cost. However, they proclaimed to this issue and und erl ine that if everyone in an o rgani za tion 

should agree to some measure of lo ng run success which helps and serve as a gu ide to where 

the organizati on should focus it s eff0l1 (pA I). 

2.5 Marketing Programs for Nonprofit Organizations 

Lake, Laura (2009) about dot com g uid e has stipulated e ig ht basic steps or procedures to 

marketing the non-profit organizati on. It is vividl y clear now that marketing is yet an 

unfamiliar concept for any NPOs. It is important for these organizat ion s to understand 

nevertheless that market ing is more than j ust the o ld sense o f making a sale or obtaining a 

donation . Laura lake further noted that marketing is a way to satisfying the consumer and 

donators needs ', but where does the nonprofit organization start with'! 13e1ow arc eight steps 

that will get yo u started in brain storming marketing ideas that cou ld make a significant 

difference in the bottom-line sell ing of a specific non-profit organizat io n (Lake, 2009, about 

dot com guide) . 

Define your target market , through undertaking research in simi lar organi/.ations and 

associat ion . 

Determine the desired outcome of your marketing efforts . T hat is identiCying the virtual 

consum ers felt requ irements and desires and del ivering the right kinds o f offerings 

accordingl y. 

Based o n the information gathered in step I and step2 above, o r document s, the nonpro fit 

organization sho uld develop brochu res and marketing materials that descrihe th e benefits, 

services, donation opportuni ti es, and va lues of the o rganizat ion 

Develop a social m a rketing strategy ; th is means that , Social media can de fi n it el y provide 

wit h techn iques to reach out to those interested in a specific Nl'O in a low cost and eITective 

way . Socia l media like face book works g reat when it comes to reaching those who are 

passionate about causes that indi viduals hold dear to th e ir hearts . 
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Develop and maintain a professional internet marketing presence by creat ing a web site . 

Using a web site as a g reat resou rce to display useful information, news, monthly 

newsletters, events, create community, share alternates to donating money, and show case the 

benefit of the intended nonprofit organization. 

Research and maintain a data base for prospects and customers of the organization. 

Those information which is piled in the feJrln of data base will ensure the organization at 

performing best with relationship and network marketing bette r than the competition fen 

vari ous application the techniques used fo r this purpose arc special mai lings, follow-up 

telephone calls, events in vi tati ons, a lliance development , research profiling and market 

segmentation, for example. 

Show and advertise the results and objectives that the organization seeking to achie ving. 

There by the organization will find it so efrcctive to show case those that arc recei ving 

benefit s, inversions, acti vities, and projects . In the end , NI'O s arc always actively looking for 

alliances with other organ izations, commerce, govern ment, advertising media, and business . 

This final step alone often brings the most benefit to nonprofit organizations 

2 .5.1 Service packages offered by NPOs 

Kotler (2003) defines a servi ce as f(lliows " /\ ;erv ice is any act or performance that one 

party can offer to another that is essentiall y intang ible and docs not result in the ownersh ip of 

anything. Its production may or may not be tied to a physical product" (p . 444). /\ccording to 

Gronroos (1996) services have four major characteristics that greatl y affect the design of 

marketing programs; intangibility, inseparab il ity variabilit y and perish ability. These notable 

features of services largel y and commonl y referred to as limitations of serv ices packages 

These in turn implies for the service providers to work against the nature of services through 

a number of marketing tools so as to manage the service quality, to increase the producti vit y 

of service providers, and to match the supp ly of serv ices during peak and non peak periods 

wi th market demand (p .36). 

20 



The point is that public agencies need to adopt the identi ca l concern fo r service qualit y fe)und 

in pri vate industry that cal ls fe)r researching citizen needs an d expectation, setting up the 

service deli very system, training & moti vating employees to meet the expected standards, 

and implementing a cont inues service deli very im provement process (Kotler, 2003 446) 

Similarly to standardize the quality of their operations, some non-profit organizations arc 

copying the operating structures used by commerc ial franchise systems. Providing local unit s 

with manageri al ex perti se, performance eval uation, marketing g uidance, and purchasing 

services in excha nge for free , this provides the local unit with policies to achieve consistency 

in all its operation, a high leve l of managerial expertise, and val uable operating economies 

(Etzel et a l. 1997, p.S24). Inseparability, variabi lity and perish ability should be given due 

emphasis . The importance of bran ding for organizations can be revealed through different 

aspects . Branding is the impress ion that o rganizations make, the experience people ha ve with 

is ex pressed by everyt hing that represents the organization . Glick Sally, explained why 

branding is so important and for w hat purpose branding is esscnt ial: The treatments NPOs 

receive from volunteers and staff, the type of board members who represent the alliance 

organ izations form and so forth . Therefore, brand ing and brand equity enables donors, 

volu nteers, sponsors and the commu nity to immediately recognize, value and trust placed on 

a speci fi c o rganizat ion that distinguishes one from competition 

2.5.2 Pricing in NPOs 

Most pricing theory talks in terms of products, but for services a potential additional 

complication is that some service providers tend to have different terms for price ; sLi ch as 

admission, tuition , cover charge, interest, fee, point, and so on . I [owever, the mechanisms for 

determining that price arc much the same with onl y marg inal difference ( Ibid) Three 

instances arc dea lt and discussed further below: 

. Negotiation - in view of the variab ilit y of the service being offered , there may be more 

scope for ind ividua l negotiation 

Discounts owing to the perish ability of the service; there may be incent ives to Lise it at 

unpopular times like off-season ai r f~lI-cs , matinee( afternoon performance) prices fe)r movie 
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theaters, and so on. The third point of departure in case of service is qualit y vs. higher-price 

relationship , to demonstrate qualit y which is usually much more intangible in a service) , may 

. be more prevalent. Obviously, No n-p rofit organizations are known to provide services 

predominant ly than phys ical goals to their needy customers . There also has overtly blurted 

understanding among marketers and other in vo lved groups as to ho w exactly fixing a pr ice to 

services being offered . The majority of service givi ng organizations as wel l as NPOs is 

known to appl y a perceived value pricing techniques Imethods . Percei ved value pricing as 

explained by kotler (2003 ) in such a way that it inculcates several elements, such as the 

buyers image of the product performance, the channel deli verables, the warranty quality, 

customer sup port, and other attributes such as the supp li ers repu tati on , tru st wOlthiness, and 

esteem arc worth mentioning here (p.4S9) . 

furthermore , each potential cllstomer places different weights on these different clement s, 

with the result that some will be price buyers, others will be va lue buyers, and stil l others will 

be lo yal buyers . As a result , for va lue buyers, companies must keep inno vating new val ue 

and aggressively reamrming their value (Kotier, 2003, p. 482) Clearly, the situation 

becomes more perplexing in the case of nonprofit sectors where pricing seems largel y 

irrelevant to them. Even so, there are a number of such organizations that still charge t(lr their 

serv ices while ha vi ng c haritable status and , according ly, are not al lowed to make a profit 

(Ibid 308). 

It is frequently the case that the term su rplus is interchangeable in these organi zations 

(NPOs) with profit , and they behave in exactly the same way as profit making organizations. 

Typically, in the government sector ; however, there remain a large number of organizat ions 

where no money changes hands That is si mpl y to state that no price exist what then is the 

mechanism to all ocate the services to users under NPOs') tn some instances li ke the need to 

health can be determined by doctors and qucuing through an organ of transport waiting lists, 

for examplc (Ibid) . 
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From the af()rementioned illustrations, it is possible to concludc that Illany aspccts 01' pricing 

are, therefo re, not fully appl icable in the nonprofit scctor (arena). On the other side of the 

spect rum, Some of the principles can still feas ibly be applied if price is rep laced by the 

percei ved value of the consumer as has been given by some Authorities above. Thus, the 

consumer may often place a high va lue on the service, and thi s ca n be dealt with much as 

price itse lf. The impli ca ti on for Nl'Os (which vi l,tuall y rendering se rvices) is that they have 

to appreciate the value that their consumer attaches on the service in order to maximizing 

customer sat isfaction at best. Origi nall y, mu ch of pric ing theory is deri ved from the body of 

economics. The ba sic idea is that demand wi ll be different at each possible pri ce and it is 

normall y assumed to fall as price increase. Simil arl y, supp ly is expected to increase. In 

economics, therefore, the basis of price is the ba lance between supply and demand, and it is 

technically often ca ll ed market clearing price (Czinkol a and Kotabe, 2000, p. 3(7) 

2.5.3 Promotion in Non Profit Organizations 

Despite the fact that services fo ll ow much the same pattern of promot ion as phys ical goods, 

there may be some differences . Accordi ng to C7i nkota and Kotabe (2000) these points or 

differences are worth il lust rating as under: 

I. Personal selling and employees; due to the inseparable characterislics or services, perhaps 

the majority of the staff in effect becomes sales personnel. To win the support of 

employees provid ing the requ isite qua lity of service, adverti si ng may have to target 

employee as much as the external customers (p.396). 

2. Word of mouth recommendations by loyal customers may be more important , 

particularly for those services like personal services thai arc based on local branches wit h 

relati vely small market areas (Lovelock, 1994, p. 2(4) 

3. Tangibi lity The promotional ca mpaign needs to make the intangible tangibl e, poss ib ly 

by the use of sy mbols and images in the mind or the customers, 

4. Consistency: It is important Ihal the service and il s promotion maintain consistency to 

del iver what was promised . Personal selling and word or mouth as part and parcel or the 

promotional mix are often used and app lied by nonprofit making organizations 



specifical ly and for services sectors predominantly. Modern market ing calls for more 

than develop ing a good product , pricing it attractively and making it accessib le to target 

customers (Kotler, 2003 , p. 585) . 

Kotler (2003) has recommended persistently for companies to be aware of such matters as to 

how and what messages to communicate with present and potential stake holders, and with 

the general public . Needless to say however that marketing communication mix-consists of 

different parables like advertising, Sales promotion, public relations and publicit y, personal 

selling and direct marketing . Neverthe less, marketers must examine the distinct advantages 

and costs alli ed to each promotiona l tool (p .586). 

Czinkota and Kotabe (2000), have also noticed that ," Service Providers in general follow the 

same fashion as manufactures of goods but messages are of different in terms of detail and 

content. However, employees at nonprofit organizat ions possibl y fail to see any requirement 

to sell or promote their products Iservices . As a matter of fact , nonprofit making companies 

still have to communicate with their customers ; they need to let their customers Know that 

the organization exists, what the organization offers, and how they can use it and hence 

surely close any gap that exists between current public perception and the image sought to be 

cult ivated. Thus, marketing a nonprofi t organization takes the need for a new sense of 

sati sfying not on ly the consumer but also the donor's needs ; And then using marketing 

resources to learn new avenue of how to market so effectively the same " (p .39G) . 

About's nonprofit guide ; Robbs (2008), put emphasis on how to capitalize campaign fund 

raising that will painstaking ly help a nonprofit o rgan ization better understand a capital 

campaign process. Once more, adopting a consi stent marketing commun ication s approach 

will help to executing the following strategies. 

Accord ing to Sa ll y, chi ef marketing officer in Sobel and Company forwarded a nonprofit 

marketing strategy as follows : 

.:. Enhance your reputation through name recognition (Image bu il ding) . 

• :. Build membership . 

• :. Strengthen existing donor relat ions and increase donations . 
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.:. Connect with new donors . 

• :. Ra ise attendance at events and . 

• :. Generate momentum and support for the organization and its programs. 

Advertising under NPOs 

Advertising, a form of commercial mass communication designed to promote the sale of a 

product or service, or a message on behalf of an institution, organization, or candidate for 

political office . Advertising spending worldwide now exceeds $150 billion per year In the 

United States alone about 6,000 advertising agencies help create and place advertisements in 

a vari ety of media , including newspapers, television, di rect mail , radio , magazines, the 

Internet, and outdoor signs (Lewison, 2009). 

Most advertising is designed to promote the sale oC a particular product or service. Some 

advertisements, however, arc intended to promote an idea or innuence behavior, such as 

encouraging people not to use illegal drugs or smoke cigarettes . These ads arc often called 

pub li c service ads (PSAs). Some ads promote an institution, such as the Red Cross or the 

Country ' s Defense Army, and are known as institutional advertising . Their purpose is to 

encourage people to volunteer or donate money or services or simply to improve thc image 

of the institution doing the advertising (Ibid) 

Types of Advertising 

Advertising can be divided into two broad categories- consumer advertising and trade 

advertising. Consumer advertising is directed at the publie . Trade advertising is directed at 

who lesalers or distributors who resell to the public . Consumer advertising can be furthe r 

divided into national advertising and local advertising National ad vertising usuall y attempts 

to create awareness among the public of a product or service or it tries to build loyalty to a 

product or service Loca l advertising is aimed at informing people in a particular area where 

they can purchase a product or service. Advert ising to the public may take the form oC 

institutional ad vertising, image advertising, informational advertising, or cooperative 

advertising (Robbs, Brett , 2008, p. 126) 

25 



Instituti ona l advertisi ng seeks to creat e a fa vorable impression of a business or institution 

without tryin g to sell a specific product. This type of adverti sing is desig ned so lely to bu ild 

prestige and public respect. Fo r nonprofit institutions, such advertisi ng helps support the 

institut ion ' s acti vit ies by encouraging blood donations or cash contribu ti ons for the work of 

an organization like the Red Cross . /\ for-profit business has other rea sons for improvi ng it s 

reputation rather than trying to sell a particular product. In some cases a la rge co mpan y may 

se ll a di versity of products . /\s a result , there is more value and greater effi ciency in buildi ng 

a brand image for the company itself. I f consumers learn to have a hig h rega rd filr the 

company, the n they are more like ly to have a favorable opinion of all of the company's 

diverse products ([bid) 

Many advert isers prefer a strategy known as image advertising. These advertisers seck to 

give a product a personality that is unique, appealing, and appropriate so that the consu mer 

wil l want to choose it over similar products that might fulfi ll the same need . 

In format io nal advertis ing seeks to promote an idea or innuence behav ior. Sometimes known 

as pub lic service ad vertisi ng, it may try to discourage young people from using ill icit drugs 

or tobacco, o r it may encourage people to adopt sa fe r, healthier li fest yles . 

Cooperat ive advertising is an arrangement between manufactu rers and reta il ers in which 

manufacturers offer c red it s to their reta il customers f<) r advertising. In addi tion, some 

organi zations wi ll match the amount that the ret ailer spends, sharing the cost of the 

ad vertisement (Ibid) . 

]'rint ads and Television commercials use a va riety of techniques to deliver their messages . 

Testimonial s and endorsements can lend both prestige and cred ibilit y to a product. Seeing an 

athletic· superstar, for example, endorse a parti cu lar brand of athletic shoe makes the bra nd 

seem more prestigious and suggests that it must be good because a professional uses it. 

Superio rity is a lso often de monstrated through product comparisons for example, by 

showing that one brand of paper towels absorbs more spilled li qu id than another or that in 

consumer taste tests o ne beverage is preferred over anot her. But because more and more 

compet ing produ cts arc virt ua ll y identica l to one another, ad vertisers frequentl y use image 

advertising to distinguis h thei r products . Image ad vertising su rrounds the product with a 'ha lo 

of positi ve associations' by using the sa me character or theme year after yea r ( Ibid) . 
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Ncwspapcrs are the second most popu lar advertising medium after televis ion, receiving 

about 22 percent of a ll advertising do ll ars . Newspapers enable advertisers to reach readers of 

all age g roups, eth nic backgrounds, and income levels . Typicall y, advertising makes up about 

65 percent o f a newspaper's content and generates about 65 pe rcent of a newspaper's revenue 

(Lewison, 2009) . Most advert isers believe that newspaper ads fa il to convey the kind o f 

emotional images that bu ild brand image. As a resu lt, most newspaper adverti sing is done by 

retailers w ho use newspaper ads to provide timel y information that can lead to immediate 

sales . Newspapers are particu larly wel l su ited to thi s role because most are pub li shed da il y 

Readers can cl ip coupons from the newspaper and cash them in qui ckly at loca l stores (ibid) 

Direct mail is the third la rgest advert isi ng medium, attracting about 20 percent of a ll US . 

advert ising dollars. Direct ma il ad vertis ing, as the name implies, is ad vertising that is sent 

directl y to people by mail , usua ll y through the postal system . Increasing ly, however, 

electron ic mail (e-mail ) is being used as a direct mail device. Direct mail ean be as simple as 

a single letter or as in vol ved as a catalog or an e laborate e-mail knownas llTMT . mail that 

offers g raphi cs and lin ks to mo re information ( Ibid) 

Radio: According to Lewison (2009) attracts about 8 percent of a ll U.S advert ising do llars, 

mak ing it the fourth largest advertising medium. Alt hough national advert isers ca n buy 

national network radio time, 90 percent of all radio advertisi ng is local Unlike tel evision 

whi ch reaches a broad audience, the specialized programming o f radio stations e nables 

advertisers to reach a narrow, hig hly specifi c aud ience sueh as peop le who like spo rt s or 

urban teenagers who li sten to the latest styles of popular music. Because many peop le listen 

to radio while in their cars, radi o also enab les advel1isers to reach prospects just before they 

go shopping. 

Yellow Pages , the thi ck d irecto ries o f te lep hone listi ng s and display advertisements represent 

the fifth most popul ar adverti sing medium, attracting about 6 percent of total ad vertising 

spending. Almost a ll advertising in the Yello w Pages is local advertising (ibid) . 
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Magazines rank sixth in tota l U.S. ad spending, representi ng about 5 percent. Although 

newspapers reach all d ifferent kinds of readers, a magazine ' s specialized ed itorial content 

genera ll y reaches readers who ha ve similar int erests . The relatively spec iali/.ed , narrow 

aud ience ofa magazine enab les an ad vert iser to speak to those most likel y to buy a particular 

product. [Cor example, a manu facturer of mascara who advertises to teenage g irl s could use a 

magazine with editorial content aimed especial ly at teenage gi rl s to reach that audience 

exclusively (Ibid) . 

Advertisements on the Internet o rten take the fo rm of ba nners, buttons, pop-ups, and 

sponso rships . /lut the most im portant aspect of Internet marketi ng is that the World Wide 

Web allows ad vertisers to perso na li ze their messages for indi vidua l customers. For example, 

when a customer visits a commercial Web site that person is often welcomed by name and is 

offered info rmation about new products based on the type of products the person has 

purchased in the past. Moreover, the customer can then o rder the product immediately 

without ve nturing out to a store Il y a ll owing advertisers to customize their advertis ing, the 

lnternet enab les them to bu ild customer loyalty and generate stronger sa les results. 

Outdoor ad ve rtising is an effect ive way to reach a highl y mobile audience that spends a lot 

of time on the road for example, in commuti ng to and from work or as part of their job. It 

offers the lowest cost per exposure of any major ad vertising medium, and it produces a major 

impact, because it is b ig , co lorful , and ha rd to igno re. The messages on outdoor boards have 

to be very brief. So outdoor advertising prim aril y serves as a rem inder medium and one that 

can trigger an impulse buy (Robbs, Ilrett, 2008). 

Transit advertising is main ly an urban advertis ing form that uses bu ses and taxi tops as well 

as posters placed in bus she lters, airports, and subway stati ons I.ike outdoor boards, transit is 

a fo rm of re minder advertising that helps advertisers places their name before a local 

audi ence. Most economi sts believe that adverti sing has a posit ive impact on the economy 

because it stimulates demand fo r products an d services, streng thening the economy by 

promoting the sa le of goods and services . Manu fact urers know tha t advertis ing can help sell 

a new product quickl y, enabling them to recoup the costs of developing new products Il l' 
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stimul at ing the development of new products, advertising helps increase cOl11petition. Ilern 

Bach beli eved that ad vert isi ng had to be creati ve and artistic otherwise it would bore people. 

He also be li eved that good advertis ing began with respect fo r the publ ic's intelligence. 

2.5.4 Service Sector Channels in Nonprofit Organization 

The concept of marketing channel s is not limited to the di stribution of physical goods. 

Producer of services and ideas also face the problem of making their out puts available and 

accessible to target populations. Instituti ons in the service sector must figure-o ut agencies 

and locat ions fo r reach ing a population spread out over an area (Kot ler, 2003, p.S09). In 

broader sense, distribution comprises channels and suppl y chain management. Channel deal 

with institutional linkages such as retailers and wholesalers, where as suppl y cha in 

management addresses the processes underl ying these lin kages such as wa re housing, 

transportation, and in ve ntory management , and connects them f'rom the su ppli er to the end 

user. The object ive of both component s is to provide a high level of customer service at a 

manageable cost although SCM: (Ibi d) essential in the case of physical goods but not 

services, ideas and other product types. 

The choi ce of channels such as agcnt s, brokers, franchisee or electronic channel s; the 

extensi ve, exclusive and select ive coverage of' channels; the ski ll and experts of channel 

members and their performance are the areas of where diffe rent iation is a possib ilit y 

(Lovelock, 1994, p. 17) 

Retailing: Retailing is a business acti vit y of selling goods and services directly to 

consumers. Instead of sel ling products f(lr resale, a retai ler sells goods or services to 

individuals making purchases for themselves or their fitmil ies. Retailers play an important 

role in getting products from producers to consumers. Retail ers help direct the phys ical fl ow 

of goods and services from places that produce goods to places where goods are used. Since 

the retail er has direct contact with the users of goods and services, the reta il er can discover 

and attempt to meet the needs and preferences of consumers (Kot ler, 2000, p. 'i 12). 

Accord ing to Lewison (2009), a retail er must di stingui sh itself I'rom other retailers an el 
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develop a strategy [or sati sfying the needs and pre ferences of a specific consumer group and 

to remain successfu l. This strategy, call ed a retail mi x, invol ves carefu l consideration of ( I) 

the produ ct to sell , (2) the quantity at which to make the product ava ilable, (3) the location at 

which to se ll the produ ct, (4) the t ime to make the prod uct avai lable, (S) the pri cing of the 

product, and (6) the appea l that can be generated to attract the consumer ' s interest (p20S) 

T he Prod uct: retailers stri ve to o ffer products that appeal to the tastes of the consumer, are 

of good quali ty, and fun cti on properl y. Sometimes the product must also provide 

psycho logica l and emotional benefit s, such as prestige or convenience. For example, an 

expensive watch wi th a we ll -known, visible brand name may g ive its owner a sense of 

prest ige 

Quantity : unlike wholesalers, who sell goods in quant ities that o ften are too large to be 

useful for ind ividuals o r famili es, retailers sell products in small quant iti es that are more 

conveni ent fo r consumers. 

Locat ion : a retail er ' s locati on must be convenient. In locating retai l stores, reta il ers consi der 

the market or town in which they want to establi sh themsel ves, the pan of town to be in, and 

the actual site of thei r store. In some cases, no store is involved becau se the right location for 

shopping for a product is the consumer ' s home or place of bus in ess . These reta il ers without 

sto res, known as non store retailers, act as di rect marketers by contacti ng customers di rect ly 

through mai l, the Internet, te lev ision, telephone, or other means. 

T im ing : retail ers must make their products avai lab le at times when consumers are wil li ng 

and abl e to buy them. Reta il ers identify consumer buying patterns and adjust such things as 

store hours, in ventory leve ls, and promotional programs to acc()mmodate consumers . 

Retai lers also ident ify special t imes that generate opponuniti es to sell merchandi se, such as 

ho lidays, changing seasons, and spec ial occasions, suc h as weddings a nd school g raduati ons. 

Pricin g: retailers usc di fferent prici ng strategics to att ract differe nt consumers. Fo r example, 

some stores usc low or di scou nt prices to att ract economy-minded consumers, whil e some 

stores set higher prices to convey an upscale image . 
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Appeal: retail ers work hard at c reating an image of their store or product that customers lind 

ap pealing . Reta il ers use such promoti onal techniques as ad verti sing and publi c relat ions to 

create awareness and build interest in their products. These techniq ues al so att ract customers 

to the retailer ' s store, provide va luabl e inliJrlnation abou t the retailer, and persuade customers 

to buy. 

More comprehensively known fro m goods- services con tinuum ; pure services li ke education, 

consultancy and so on arc essentiall y required more direct con tact with the customer lidded 

to intangible characteri sti c o f services, its inseparabl e nature has also greatl y a ffected the way 

services arc di stributed . Finall y, nuctuat ions or irregu lar iti es in the leve l of de mand coup led 

with under uti lization o f resource at every service out let beco me criti ca l. 
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CHAPTER THREE 

3. Research Methodology 

The su itab le design for the stud y on hand was descriptive type of research . Th is is because of 

the fact that , this particul ar research approach has the advantagc of maximiz ing the reliabilit y 

and possib ly mi nimizes errors that ma y arise in th e course of investigation . Gencrall y, thi s 

research thesis has used more of qua litati ve data than quant itative one. Th is is so since it was 

inculcating and attempted to consider these qua litati ve data obtained in survey method. 

Moreover, the study was largely employed first hand information with the help of survey 

techniques ; more conventiona lly questionnaire and interview were -used for th is purpose. To 

obta in primary data, three classes of samples were desi gned from three sets o f population 

defined f(lr thi s research purpose. 

That the first sample category was drawn from the popu lation of AAllAPCO, the second 

category has been se lected from Kirkose and Bole sub cit ies and third sample category 

comprised and drawn from the population at kebele levels of the two sub cities; a total of 

four kebeles were assessed, of w hi ch two kebeles were sc lcctcd from each sub ci tics Thcse 

triplet s of sample di vision and the associated respondents were operational by using simp le 

random sampl ing techn iques at I-lead Office and kebele levels but for the second di vis ion 

(Sub cit ies) purposive sampling was employed ; whereas, in select ing sub cities for study, 

convenient sampling method was applied . 

Finally, all relevant data coll ected from bo th primary and secondary sou rces were anal yzed 

and interpreted in accordance with suitab le stat istical compil atio ns and manipulation so as to 

confirm and disconfirm to the variables and attributes vis-a-v is w hat is prescribed under the 

basic research questions . 
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3.1 Method of the stud y 

To successfull y under take the researc h, descripti ve approach was adopted and this method 

has been emplo yed since the nature of study requires an accurat e description and 

interpretation of different va ri ables as they are happening in actual marketing practi ces of the 

o rganization under considerati on c rull and ll awkins, 1984 , p. 32) 

The co mmo nl y known survey techniques such as questionnaire and in terview wi ll be of 

paramount importance In order to gat her pertinent data to the research to pic being 

investigated. The required data obtained via questionnaire was systemat ically presented , 

summari zed , tabu lated a nd anal yzed either separately or together with o ther data collecting 

methods. Moreo ver, likert scales and other relevant techniques or lelrmulas applied fo r those 

data that were coll ected through di rect interview leJrms 

Obviously, the appropriate stati sti cal techniques and fo rmulas like percentages, standard 

deviations, uni variate analytica l tools were of at most importance for thi s study. Moreover, 

chi -square and o ther tools employed in order to check the valid ity and reliab ilit y and then to 

establish sound theoreti cal base at the end of the research findin g. 

3.2 Data Collecting Techniques 

for the sake of thi s stud y, both primary and secondary data sources were used . Questionnaire 

and interview techniques were set to obtain primary data li'om sampl e respondents with 

sufficient detail concerning the prob le m to be in vesti gated . One set o f questionnai re was 

desig ned that contained both open and closed end ed format s, in order to obtai n rele vant and 

pertinent info rmation, in such a way that it provides suffi c ient room for improvement s on its 

desig n, sequence, content and dictions to confi rm high rate of return and its effecti ve ness by 

launching to some respondent s be fo re dispatching who ll y at the end . 
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Moreover, semi- stru ctured and direct fi'om of interview was conducted with sample 

managers at their respective offices. To supplement the primary data for thi s study, 

secondary data was surveyed . In thi s case, relevant sources such as books, magazin es, 

polished and unpublished documents, and internet and similarl y sources regarding the 

problem were consul ted . 

3.3 Sample Design 

Thi s research thes is technicall y confined to < AAJ[A\'CO ', w hi ch is a nonprofit organization, 

as it is kno wn to operate across all sub cities in Addisababa Ilopefull y, thi s particular 

organization substantially symbolizes the nonprofit organizations ' in the city in their 

practices and app lications of marketing techniques. The above assumption is made Since 

nonprofit subgroups, by their nature, are often much reluctant to appl y the tools of marketing 

differentl y as their avai lable means of their success factor. Subsequentl y, they are ca lled late­

adopters of the marketing techn iques . 

Therefore, this study, tried to assess marketing practices being undertaken in Kirkose and 

Bole sub cities . These two sub cities were selected since they ha ve been found to be more 

conveni ent and leg itimate for the study through purposive sampling techniques in term s of 

cost and time advantages for the researcher. Once again , by using purposi ve sa mpling 

techniques, a total of four kebeles were selected (i'om two sub c ities. To this end, the 

population in this research thesis compri sed as follows : /'irst, it has contained these 

population from AN-lAPeO 's head quarter; second, these population from the selected sub 

cities (Kirkose and Bole) and the third sub section of the tota l popu lation were these who arc 

working at kebele levels under the se lected sub cities. 

Therefore, fort y five (45) num ber of staff and management bodies in the head office; 55 (fifiy 

fi ve) number of stafTs and managers at the two sub citi es were considered , of wh ich 26 

(twenty six) of them were belong to Kirkose sub city . Whereas the remaining 29 number of 

staffs and managers were taken from Bole sub city in w hi ch 5 (five) at sub city level whereas 

13(thirt een) and I I (cleven) arc from kebele 08/09 and 06/07 respecti vely. F rom Kirkose sub 
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city a total of 26(twenty six) ha ve been considered and in which 6(six) at sub city level 

whereas 9(nine) were from kebele 17/ 18 and II(eleven) were fi'om 32/28 kebele . Il ence, a 

total of 100(hundred) population were regarded j(lr the purpose of th is research thesis . At all 

stages, the number of samples were exactly fifty (50%) of the population so as to confirm its 

representati veness . 

To make the study manageable as we ll as cost-effective, a total size of 50 samples were 

drawn of which 20 (twent y) were within head o ffi ce and the rest of them from th e 

popu lation defined above using simple random samp ling at the head offlcc and Kebe le le vels 

and purposive technique at sub city le vel. TIere is the procedure how simple random 

sampl ing method was app lied ; firs t of all , to capsulate the operation, a three dig it number 

was assigned to all population on a slip of paper as they appea r in the payroll register. Then 

after, a lottery system was conducted unti l the requi red sample size (20) was (,dfilled 

Whereas; the techniques of sampling to be applied at two sub cities (a total population of II) 

purposive in nature and thus six number of samples were selected. For sample kebeles which 

are under the se lected sub cit ies wi th a total population of 44 (forty four) ; 24 (twenty fewr) 

number of samples selected by using random sampling method feli lowing the same procedure 

as described in for the fir st sample group. 

3.4 Method of Data Analysis 

The methodology that has been used for ana lys is of data from samples has been done in such 

a manner that the appropriate stati stica l too ls such as percentage, mean, stand ard deviation 

and the likes ha ve been set for computational purpose. Bes ides, the relevant stati stical results 

obtained have been cross-checked for their re levance and accuracy using t-test and other 

formulas . 
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CHAPTER FOUR 

4 . Data Pre s e ntation, Analys is and Interpret ati o n 

As indicated in the first chapter, thi s research used data I()r in o rd er to assess NI'Os' 

marketing practi ces. For thi s purpose, pri mary data co ll ected from samp le respondents 

with the help of questionnaire and interview. Data obtained fro m the above mentioned 

sources are systemati ca ll y presented aller it has been class i fied in sam ples catego ri es based 

on the levels of respondents ' wo rking offices . As a result of this, three categories of samples 

are formed for thi s purpose and the fi rst were respondents from the head office (;1;11/11 PC()) 

Second, respondents at sub city level (Bale alld kirkose) sub cities and the thi rd category is 

those sample respondents who are operati ng at g rass root levels (Kebele levels) under the 

said sub citi es . 

Thi s has been consciously do ne to investigate how strong or weak their integration is in light 

of the four marketing mixes (products/service, price, place and promotion) practices The 

number of respondents reduced to 46 fi-om 50 due to sample respondents ' fa il ure to hand 

over the questi onnaire wit h in reasonable time range. 

4.1 Chara cte ris tics of Respondents 

Ind ividua l sample respo ndent s were requested abou t-their persona l characteristics and 

profi les such as gender, age, marital sta tu s, and wo rk experiences and the responses they 

gave are summarized and presented in th~ tabl e 4. 1 as f()llo ws 
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Table 4.1 Respondents personal data 

S .N· Attribute Items No of Pe rcent 

Responde nt s 
--

I Sex Mal e 29 63% 

f emale 17 37% 
-

Total 46 100% 
-

2 Age Range 18-24 17 36.9% 

25-34 24 522% 

35-44 5 10.9(% 

45-54 - -

-- -
55-65 - -

T otal 46 100% 
- -

3 Marital status Sing le 30 65.2% 

Married 16 348% 

Divorced - -

Tota l 46 100% 

~ Educal iona l slalus High school - -
--

Coll ege Dip . 18 39 . 1% 
- -

!l AmSc 25 54 .3% 

Post gradu. & above 3 6 .6% 

Total 46 100'Yo 
-

5 W ork !'xperience 0-3 years 30 65 .2% 

4-6 " 7 15% 
--- - -

7-9 " 3 6. 6% 
-

10 &abovc 6 13 .2% 
-

Total 46 IOOIYt) 
------
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As depicted in the Table 4 . 1 above, 17(37%) of them were fema les whi le 29(63%) 01' the 

respondents were ma les. or the total respondents, I G(34 .X'Yo) were marri ed while the 

rema ining 30 (65 .2%) were bachelors . Concerning age categories of respondents, only 24 

(52.2%) were with in the range 01' 25-34 years while 17(36.9 %) and 5( I O. 9%) were at age 

categories of \8 -24 and 35-44 years respectively. With regard to the respondents educat ional 

level , 25 (54 .3%) were a first degree holders while 18 (391%) of them ha ve College 

diploma. 

With regard to the respondents' wo rk experiences, 30(65.2%) were serving in between 0-3 

years while 7(\5%), 3(6.6%), 6( \3.2%) were serving the organizati on in the range between 

4-6 yea rs, 7-9 years, \ 0 and above years, respecti vely. As might be referred from the above 

figures, one can safely said that this organization is composed of yo ung and fresh graduates 

of staff members that wou ld help the study organizat ion enthusiastically sc rve it s customer. 

Moreover, the organization could thereby bring new ideas in to it s system. Finall y, this helps 

to get cooperation for the study in collecting primary data . 

4.2 Marketing progl'ams and Activities 

Under this sect ion different questions are co mbin ed in dil'ferent tables with the intention of 

disclosing the organizations, under stud y, marketing programs and acti vities . Respondents, 

thereby, were asked to give their answers with fDur options provided as : ' Yes ', ' No ', ' I. \) . K' 

and 'No response' - For the sake Df better interpretation, their responses are separately 

analyzed by using percentage. 



Table : 4.2 The Organizations Marketing Progra ms and Activities. 

H.cspondcnt Iljvision 

S/N2 Item ---
Head office Sub Cit )' Keb -- --cle 
N2 % N2 Oil, N2 

1. I Does your organi zation have 
developed Product/service 
programs? 

a) Yes 7 ·13 .25 .j (,6 7 S 
-

b) No (, ]7.5 I 16. 7 6 
- - - .-- -

c) W .K I 6.25 . . 9 
. _- --

d) N.R 2 12.5 I 16.7 I 
-- -- - - -

Total 16 100 6 100 24 
--

II Does your organi zation have 
deve loped d is tributi on 
programs? 

a) Yes 9 ~2 . 2S 4 75 6 

~)N-'; 
-

4 25 2 25 8 
-- - - --

c) IDX 1 6.25 - - 8 
- --

d) N.R 2 12.5 - - 2 
-- ----- --

Total 16 100 6 IIHI 24 

-- -
III flocs :your organizat ion have 

pract ice fund raisin g act ivities 

1------. a) Yes 12 75 .j 66.7 3 
-

b) No 2 12.5 1 16.7 1(1 
- - -- J--.,-

c) I.DX 2 12.5 I 16.7 8 
- -- -

d) N.R - - - - 2 
- - - -

Tota l 16 100 6 100 23 

Missin g 0 0 1 

IV Ilave your organ ization prac ticed 

~mot i()n .~ct i v iti cs'! 
- -

a) Yes 10 62.5 3 50 3 -- -
b) No 2 12.5 I 16.7 10 -- -
c) f. D.K 3 18.75 - - 7 

- - -- --
d)NR I 6.25 2 33.3 4 

-- -
Total 16 100 6 100 24 

-- -- - -
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As indicated in the Tabl e 4 .2 above, sample respondents 7 (41 .25%) and 4 (67%) at both 

head quarter and sub city leve l were confirmed that product/service programs maintained and 

developed in their respective organi zat ions, where as 9 (17.5%) of Kebele le vel respondents 

do not know the preva lence of such program developments w hil e 8 (31 .1%) o f them have 

acknowledged the programs . When the total response is looked , 19 (4 1.1<1'0) confirmed that 

AAHAPCO has a wel l de veloped product/service program designed for its target 

benefi ciari es w hil e 13 (28.26%) of them disconfirmed that product/ service is not yet full y 

developed in line to it s ta rget groups . 

On the other hand 6(37.5%) and 1(167%) and 6 (25%) of respondents at head office, sub 

cities, and Kebele leve l respectivel y disconfirm thi s same question There fo re, from what is 

stated in the above percentile analysis, it can bc concluded that thc organ izat ion is developing 

service programs and performances to beneficiaries. 

U nder item Il of the same Table above, concerning the d istribution program and 

management, the vast majo rity of respondent s 9 (5225%) and 4 (75%) in head office and 

under sub cities have provided affirmati ve responses. Contrary to this, respondents of 

Kebeles of-course, a little bit more of' them 8 (11 .1%) den ied the presence of distribution 

program whi le the same (33 .3%) of them answered that they di d not know any th ing about 

their organ izations' distribution system and progra ms . Finall y, 2( 12.5%) and 2 (8.4 %) of 

respondent s at head office and Kebele structure of the organization under study preferred to 

jump the question over. Concerning the distribution program of the organ izati on 19 (41 .3%) 

of respondents bel ieved that distribution program is deve loped in such a manner that 

addresses the beneficiaries interest. Where as 14 (30.43%) of them did not agreed on the 

question being di scussed . Thus, based on the above analytical d iscussion, it is so possible to 

say that 'AAHAI'CO' has maintained its own distribution program. 

Questions concerning the fund rais ing activities of the organizati on were also provid ed to 

respondents under item III Table 4 .2 above And there by similar trend of response was 

recorded as item I and II That is, the larger majority 12 (75%) and 4 (67%) of head office 

and sub city level respondents were agreed that organization engaged in Rind raising 

practices in that order. Where as 10 (43 ,5%) and 8(34 ,8%) of respo ndents from the third 
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category (Kebele samples) were forwa rd ed thei r respo nses as strictly 'No' and ' I do not 

know ' options respecti ve ly to the issue under discuss ion . In aggregate 19 (413%) of 

respondents put the organization ' s fund raising performance under ' Yes ' option wh il e 13 

(283) of them de nied as to whether the o rgani zation engage in fund raising acti viti es. 

In thi s re spect, 2( 125%) and I (17%) at head office and sub city respondents, respecti ve ly, 

persist to take the 'N o' and 'I do not know' position at equal rate of response . From the fore 

going di scussion, fund raising acti vity o r program is by and large performed by the head 

office and sub city level staffs . T he last contain ing in the table labeled above is promotional 

practices of the organi za tion under di scovery. With respect to this question of analysis, 

dominant number o f respondents 10 (62.5% of head quarter respo ndent) and 3(50%) of sub 

cities are taking serious consideration to the promotional mix o f marketing. Whereas I () 

(41. 7%) of Keb ele respondents cla imed that they did not practice an ything concerning the 

promotional mixes of marketing 

While 3 (1 25%) and 7(29 1%) of them gave their responses as 'Yes' and '] do not know' to 

the question under dea l in thi s same item . Therefore, it is deemed natural to conc lude, 

however, that most of the marketing mi x programs and activities are not smoothly now down 

from head office to grass root level operations. With regard to promotional activities o f the 

organization, 13 (283%) of them did not believed in promotional activit ies of the 

organization. Out of the total sample responden ts, 16 (34.8%) of them believed that the 

organization under description has been involved in promotional practices whi le 13 (28.3%) 

of them disagreed that AAHAPCO did not engaged in any promotion These indicate that , 

the over all marketing practices of the organization is below average with respect to product , 

dis tr ibution, fund ra ising and promot io n programs and activities 

In o rd er to further elaborate and clearl y assess the o rgani/.ation 's product/serv ice program 

offerings from two perspecti ves, a question was presented to ' yes ' respondents of Table 4.2 

above. Their responses were presented clearly in the Table 4.3 below here under. 
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Table 4.3 Product/service program dual nature 

Respondents 

SI N. Item Head Sub city Kebcle Total 

Office 
No % No % No % No % 

--
1. I If y our answer to QI (I) 

tablc4 .2 a bove, doe s this 
belong to donors market 
only? 
A . Yes 2 28.6 2 50.0 4 50.0 8 42.11 

B. No 5 71.4 2 50.0 4 50.0 11 57.89 

c . OK 
O.NR 

Total 7 100 4 100 8 100 19 100 

II If your answer to QI (I) 
table4.2a bovc , does this 
belong to client. market only? 
A. Yes 
B. No 2 28.6 2 50.0 4 50.0 8 42.11 
C.DK 5 71.4 2 50.0 4 50.0 11 57.89 
D.NR 

r.:;-
Total 7 100 4 100 8 100 19 100 

III If you r response to QI (I) 
table 4 .2abovc , docs this 
belong to both groups of 
m a rket? 
A. Yes 5 71.4 2 50.0 4 50.0 11 57.89 
B.No 2 28.6 2 50.0 4 50.0 8 42.11 
C.DK 
D.NR 

7 100 4 100 8 100 19 100 
Total 

~ --

As shown from Table 4 .3 above, 5(7 14%), 2(50%) and 4(50%) or head office (here after 

cal led group- I), Sub city leve l (here after cal led gro up-2) and Kebele level (here after called 

groups-3) respondent s; respectively, report ed that product or service program deve loped by 
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this organization is not plausibl y deve loped f'or the pu rpose of simply persuading donat ing 

firm s/agents! indi viduals. 

Following in the anal ys is, Once aga in , in item I ( II ), of the same Table, respondents fi·om all 

categories reponed that product/services program developed by their organization were not 

focusing enti re ly the c li ent markets interest only by the same degree of vote as mentioned in 

item 1(1) above. R eferring item I(III), Table 4.3 above, respondent from all sets confirmed 

with the same degree of responses that products/services were often developcd in such a way 

that concern and desti ned to be appea li ng for both dono rs and cl ient/ beneficiary groups. As 

indicated in the last co lu mn of Tabl e 4.3 above, I I (58%) of the enti re respondents believed 

that products/services are developed in such a way that both client and donor market groups ' 

interest being considered. 

Promotional activities focused on clients, donors, local community, 

government organs, and stake holders in general. 

With regard to promotiona l acti viti es of the organ ization, respondent s were req uested 

whether the organization is promoting its products and services to cl ients, local communit y, 

government departments, donors and other collaborators to make virtually all parties well 

informed to the kind of services being rendered. Then after, respondent s ' answers were 

summari zed in the Table 4.4 under. 

According to Czinkota and Kotabe (2000) as a matter of fact non profit making companies 

still have to communicate with their customers , they need to let them know that the 

organization ex ists, what the organization ofTers, and how they can use it and hence su rely 

close any gap that ex ists between the cu rrent pub lic perception and the image sought to be 

43 



cultivated (p.396). Based on data shown in Table 4.4 below, promotion under, 'AAHAPCO' 

and related performance activities were requested and presented as [ollow. 

The majority of questionnaire respondents in the table 4.4 item I below (56.25 Percent) in 

group-I and (66 .7 percent) in 'group two' advocated that an attempt was made to enhance the 

organizations image in the minds of its customers/beneficiaries. However, sharp contrary to 

the response given by the first two groups, group three (50 percent) sample respondents did 

not agree on this point of discussion . 

In line to this, a quarter of this group of respondents has also maintained sim ilar point of 

view as to the organization ' s endeavor to estab li sh positive image upon its user groups. In 

similar fashion , 4(25 percent) and 33 .3 percent from group- I and group-2 respondents 

respecti vely, were negating the question presented to them as majority of group-3 

respondents did so. from the fore going analysis, one can safely conclude that, promotion, at 

the first to levels, IS a tool that serves with respect to image build ing activities to target 

customers . However, when the three classes of respondents anal yzed , only 413% of them 

confirmed and thus customers arc not yet communicated to enable them known to what the 

organization stand for. 
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Table 4.4 Promotion programs 

Respondents Category TOTAL 

Group- l Group-2 Group-3 

S/N2 Item N2 % N2 % N2 % N2 % 

1 Is there any activity 

practiced to promote the 

organization image to 

customers? 

A. Yes 9 56.25 4 66.67 6 25 19 41.3 

B. No 4 25.0 2 33.3 12 50 18 39.13 

C. OK 2 12.25 · 2 8.3 4 8 .7 

O. NR 1 6.25 · · 4 16.7 5 10.87 

Total 16 100 6 100 24 100 46 100 

2 Docs your organization 
promote itself to the local 
c ommunity? 

A. Yes 10 62.25 4 66.67 16 66.67 30 65.22 
B. No 2 12.5 2 33.33 4 16.67 8 17.39 

C. OK 2 12.5 · · 1 4.17 3 6.52 

O. NR 2 12.5 · · 3 12.5 5 10.87 

Total 16 100 6 100 24 100 46 100 

3 Is there any activity made to 
promote the organization 
with government organs? 

A. Yes 13 81.25 6 100 6 25.0 25 54.35 
B. No 2 12.25 · 6 25.0 8 17.39 
C. OK 1 6.25 · · 7 29.17 8 17.39 
O. NR · · · · 5 20.83 5 10.87 

Total 16 100 6 100 24 100 46 100 

4 Is there any activity made to 
promote the organization 
with donor markets? 

A. Yes 14 87.5 3 50 3 12.5 20 43.48 
B. No 2 12.5 3 50 15 62.50 20 43.48 
C. OK · · · · 4 16.67 4 8.69 
D. NR · · · · 2 8.33 2 8.69 

Total 16 100 6 100 24 100 46 100 

5 Does your organization 
promote itsel! to stake 
holders and collaborators? 

A. Yes 12 75.0 3 50.0 6 25.0 21 45.65 

B. No 2 12.25 3 50.0 5 20.83 10 21.74 

C. DK 2 12.25 8 33.3 10 21.74 

D. NR · · · 5 20.83 5 10.86 

Total 16 100 6 100 24 100 46 100 



Item 2 of same Table above, has ded icated to display the perception of the local community 

that contingently depend up on the organization ' s promotional performance if any attempt 

made to sca le up the image that loca l communities have of the organization under 

investigation . The vast major ity of respondents 10(62. 5 percent) according to the first group, 

4 (667 percent) according to the second group, and 16(66 .7 percent) based on the last group 

were confirmed that the local com munity is their primary target and make known in what the 

organization is in vo lved and as a result of this fa vorable image will be bu ilt in bet ween the 

customer and the organization being dealt wi th in this study . Majori ty of respondents 30 

(65.2%) said that local communities have been well communicated by the organization 

The third item of the above table summari zes respondents ' data about different government 

departments or organs Thus, approximately all group three respondents and entirely all 

respondents of group-two were reported that affirmati ve image has already been built in 

between them (ie. i\i\l-IAPCO and government bodies) . However, a respondent from grou p-

3 has response that congruently spread out among the ' Yes ', 'No ', 'Do Not Know ' and ' No 

Response' options. Where as, 54.4% of the who le respondents confi rmed that there is smooth 

relationship between government bodies and the organization under discussion . 

Once again, referring back to the same Tab le 4.4 item 4 abo ve, large portions of respondents 

14(87 .50percent) from group one stated that the study organization has performed better in 

promoting donating firms and there by convincing them out. Group three respondents, who 

were significantly larger in prop0l1ion, contended that their organization was not in a position 

to promote it sel f and communicate back to their donors . Thi s actuall y happens to occur at 

grass-roots since aetivities and even emp loyment contract is made with and contro ll ed by 

government bodies. 

Finally, it em 5, Tabl e 4.4 above, the predominant number of respondents from group one (75 

percent) agreed that the organization is hi ghl y in vo lved in da y to day comlll uni cati on with 

that of stake holders and collaborators Whereas, group -2 respondents gave each at equal 

rate, ' Yes' and ' No ' answers to both donors and co ll aborators comlllunication tactics, 
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respective ly wh ile nea rl y equa l number of respondents each (2 1 percent) fa il ed to give 

responses and do not know whether the organi zation ( at g rass root level) promotes itsel f to 

co llaborators and stake holders or not. 

Respondents were asked that the organization in which they wo rk fClr has whether new 

product/service development object ive to it s target customers or not. The responses obtained 

were summarized and presented in the following Table 4.5 

Table: 4.5 New product I service developments. 
- ~ 

Respondents cat egor y 
- -~ 

S/ NQ Items Group- 1 p-2 Group-3 
NQ % % No % - -

1 In y our organization, 18 

there a n y objective to 
develop new productsl 
services? 

al Yes 
4 25. 00 1 16.67 3 12.50 

bl No 
8 50.00 2 33.33 7 29.17 

CI UK 
2 12 .50 2 33.:13 8 33.3 

]) I N1< 
2 12. 50 16.67 6 25. 00 

-

Total 16 100 6 100 24 100 
--

2 In your organization, are 
(is) ther e any marketing 
professiona l (s) 

- 1 4. 17 
working 

AI Yes 
- -

II I No 15 93. 75 100.00 12 50.00 

C/OK 1 6.25 - 8 3:1.33 

01 NR - - - 3 12.50 

Total 16 100 6 100 24 100 
---- -

As indicated in the Table 4.5 above, half of 8(50%) of group - I respondent s were di sagreed 

in thi s organ ization ' s objective of developing new product Iservice programs. Whereas, 4(25 

percent) of this di vision of respondent ' s believed that new products I services arc in progress 
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While the remaining respondents from group - I did not indi cate any thing either because of 

the lack of information to the developments or because of hesitating to te ll anything before it 

is launched . 

Fo ll owing the discussion, group two respondents (i .e]]]] percent) of them reported that 

new products/services objective is not yet set in thei r organizat ion w hi le ]3.33 percent of 

respondent s d id not know about this ki nd of objective Onl y 16.67 percent of them sa id out 

'yes ' to what is investigated . On the other hand , group-three respo ndents (58 33 percent) , of 

them did not know something about the issue while, 29 . 17 percent and 12.50 percent of 

respondents stri c tly reported with ' No ' and ' Yes ' answers, respecti vel y. Il ased on the data 

anal yzed above, it is more li kel y that the o rgani zation under in vestigat ion does not ha ve 

anything new to be offe red except maintai ning what it currentl y provides . 

More specific question was also presented under the same Table item 2 above, to see the 

organization ' S efficiency and effectiveness in it s marketing performance. However, almost 

a ll respondents (100 Percent) both from group - I and group-2 confirmed that their 

organi zation did not employee an yo ne with marketing profession . In si mila r fashion , hall' of 

group-3 respondents suppolted the conclusion made above . Where as 33 .34 percent of them, 

reported that they were not well acq uainted to each other to be able to know their co lleagues 

professional status. Respondents were requested different questi ons that wou ld help assess the 

o rganization ' S marketing tech niques and concepts uniquel y with re spect to the con ventional 

four marketing mixes or P s. Tn thi s regard , pertinent information wo uld be inferred based on 

what is obtained from the questionnaire and interview data, anal ys is would be made in 

percentage form w ith single denominator. 
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Table 4.6 Marketing concepts, Techniques, and IIleasuring criteria. 

S / NQ Items 

1 Do y ou think that the techniques of marketing are 
applied in your organization'? 

al Yes 
hi No 
C/ I)K 
01 N I~ 

Total 

2 Has your organization m ainta ined any criteria to 
measure its out puts (results)? 

al Yes 
bl No 
CI 1) J{ 

1)1 NR 

Total 

Respondents 
Range 

I NQ 0/0 

10 2 1.74 15 
1<) 4 1.30 
13 28. 26 
4 8.69 

- -
46 100 

13 3<). 13 7 
10 21.74 
12 26.07 
6 13.04 

46 ~100 

--- -
3 00 you have an established method of 

communications for your customers to contact you 
about y our services after it has been provided'? 

al Yes 
hi No 2() 56.52 2 1 
CI 1)J{ 5 10.87 
1)1 N I~ 10 2 1.74 

5 10.8 7 
-- -

Total 46 100 
Does management practiced different marketing 

4 mixes for different segments of cust.omers? 
al Yes 11 23.9 1 I S 
bl No 20 43.4 8 
CI DK 10 2 1. 74 
DI NI~ 5 10. 87 

- --- - - -
Total 46 100 - - -- --

5 Is marketing activities integrative with other 
departments like R&D? 
al Yes 8 17.39 20 
bl 0 24 52. 17 
C / I)J{ 10 2 1.74 
01 I~ 4 8 .()<) 

Total 46 100 
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According to Hill ( 199 1) states that a lthough nonprofit making company mig ht difTer in their 

behavior and purpose from that of profit making companies, it is now painstaking ly accepted 

that marketing techniques and tools are of eq ual va lue to them (p .294). In this regard , Table 

4 .6 above depicts that AN IAPCO ' s marketi ng tech ni ques and concepts and application 

uniquely with respect to f(lUr P' s (for the sack of this study) , fairl y large number of 

respondents 19 (41.30 percent) did not believe that the tech niques and tactics of marketing 

whether used in the organi zation under study although, in realit y each and every th ing has 

been executed in the o rganization under st ud y followi ng through the arts of marketing . 

The same thing was happened when intervi ew was conducted wi th the process owner of care 

and support at the head office AA II APCO and firml y rep li ed that "as they are not running a 

business for profit and thereby the o rganizat ion does not wa nt to have marketing department 

and its techniques." On the other hand, 10(2 L 74 percent) of the respondents confessed that 

marketing techniques and even strategies are of paramou nt importance and so are applied in 

their organization. Finally, the remaining 13(28 .26 percent and 4(8.69 percent) of 

respondents have resorted to the third and f()urth options as shown in the above Tab le 4 .6 of' 

the first item. Therefore, it is true that marketing tool is applied in nonprofit organizations 

too, however wit hout ca lling loudly the term marketing . 

Concerning measurement criteria and conditions, respondents 18 (39 13 percent) , of cou rse 

the majority, believed that, although they arc providing predominantly services, the 

orga nizat ion has maintained an 10 (input output) measurement device establ ished through 

a collective agreemen ts among and between various stalk holders primary amongst stafT 

members and the hierarchies that fo llow through to Kebeles (explained during interview) In 

contrary, 10(21. 74 percent) of respondents disagreed that the organization docs lack the 

necessary conditions and cri teria to assess its end results, while 12 (2G.07 percent) of' 

respondents do not know whet her the organization has used any criteria and the last 6 (13 04 

percent) of respondents did not g ive their confirmation . 
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As a result of the above analysis, one can deduct that the o rganization under study has some 

sort of yardsticks so as measure its results whi ch has been de veloped via conventio ns. In this 

regard , the same table abo ve, item J, sample employees were requested abo ut the existence 

of after sales service (more specifica ll y the nature and methods of c lient contacts after 

receiving the service packages) in the o rganizati on under assessment and the responses are 

analyzed as follo ws. 

In this respect, by far larger numbcr of res pondents 26 (56 .52 percent) confesscd that the said 

organization has a well established communication channels to look aller the status of its 

clients . In sharp contrast to the above conclusion reached , in fact they arc few in magn itude, 

that is 5 (1 0.87 percent) of them rejected that same enquiry and warning that the organization 

under stud y ought to take some corrective actions as to the necessit y of having feedback 

loops The remain ing 10 (2 174 percent) and 5 (1087 percent) number of respondents do not 

know the organ izations customer service level and remain silent in that order. Accordingl y, it 

is too poss ibl e to conclude that the organization under in vestigation has had post treatment 

contacts with its customers/beneficiaries . 

By tracing back Table 4 .6 item 4 in the table shown above, sample respondents by and large 

di sconfirmed that the study organizat io n does not implement the pri nciples of market 

segmentat ion . Thi s is essentia ll y reponed by 20 (43.48 percent of them) . On the f~lr side ofa 

coin, however, II (23 .9 1 percent of respondents acknowledged that the study organization 

has started to offer different services to diffe rent segments of their cli ents . But 10 (21 74 

percent) o f respondents replied as they are not yet confronted the known marketing maxims 

that goes saying "different things for different customers" 

The last item under the above Tabl e4 .6 is the question of modern times . That is to say that 

often times marketing functions and acti vities are presumed a s a driving eng ine to 

organizational goa l ach ievement. In an attempt to di sclose thi s matter of fact , respondents 
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were requested as well as an interview was conducted and the responses obtained a rc all 

discussed here under altogeth er. 

The majorit y of respondents 24 (52 17 percent) have exposed that their orga ni zat ion faced 

with problems o f in tegration and coordinatio n among and between cross functional teams 

namely: finance, R& D and other departments. I [owever, 8 ( 17 .4 percent) of respondents 

believed that there are no problems of integrating marketing departments (acti vit ies) with 

other departments for synerg istic advantage, while 10 (2 1.74 percent) of them resorted to 

either hide what is happening o r mi ght be reck less to und erstand the le ve l of adhesi ve force . 

Depending on what is anal yzed , the study organizati on is not operating at its capac it y due to 

a sever problem of integ rating marketing acti vities across a ll departments in the said 

organization . 

4.3 Four Ps Implementation and Practice 

Respondents were requested questions related to the four marketing parables wit h both a 

closed ended and an open ended questions in an intent to assess the organization under 

investigation's ways of impl ementing them fro m the designed sample respondent s as [()llows 

Their responses were appropriately presented , summarized, anal yzed and in terpreted 

according ly with relevant statist ical methods li ke percentage, mean , and range and standard 

deviations . 

More over, as can be seen from var ious tables fo llowing thi s introductory section o f pa l1 TIl, 

respondents were also requested to rate the ex tent of the ir o rganizations marketing mix 

implementation and performances using a li ve point 1.ikert type we ight sca les of' very poor 

(I) , Poor (2), Good (3), Very good (4) and Excellent (5) . The mean score of the data were 
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interpreted 0.05- 149 as very poor (needs maj or and urgent improvements), 1.5 -2 .49 as poor 

(needs majo r and urgent improvements in some areas), 2.5-3.49 as good (needs signifi cant 

improvements in good time) , 3.5-4.49 as very good (acceptabl e with so me room IClf 

improvements) and above 4.5 as excel lent (needs to maintain the current leve l) . The 2.5 and 

above mean sco re was set as an acceptable level Ic)r creating minimum leve l or marketing 

mi x performance (product/service, place, price and promoti on) . 

Tabte: 4.7 Four Ps Levet s of Engagement 
- -

Respondent's Ctassification 

S/N2 Item Group 1 Group 2 Group 3 

N2 % N2 % N2 % 
~ -~ 

~ ~-I-
1 Wlc of the following practices is the most 

frequently appl ied in your organiza tion? 
a. ProducVService production activity 6 18.18 4 21.05 15 28.3 

; - ~ 

b. Distributing activity 9 27.27 9 47. 37 16 30.19 

c. Fund raising activi ty ~2 r:i636 :3 15.79 9 17.0 

d. Promotional activity 6 18.18 3 15.79 13 24.53 

e. other - - - -
-- ~ 

Total 33 100 19 100 53 100 
- -- -- ~-

2 Do you believe your products or services are 

what the customer wants Idemands? 
_. -

a. Yes 14 87 .50 5 83.33 13 34.17 

b. No - - :3 12.50 

c. OK - 5 20.83 

d NR 2 12.50 1 16 .67 3 12.50 

Total 16 100 6 100 i-i 4 100 

Total 

N2 

25 

34 

23 

22 

104 

32 

3 

5 

6 

46 

As easil y observed in the T abl e 4.7 above, the majority or group one respondents i.e. 12 

(i .e.3 6.36 percent) replied that the head office is predomina ntl y spent and directed most of' 

the resources and acti vities in fi ndi ng more resources rrom dirrerent runding organization 

Whereas, g roup two respondent s said that 9 (47 .37 percent) distributing the o rganization's 

services is their most rreque nt engageme nt. Likewise, based on group three respondents 16 
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(30. 19 percent) has sa id that they are most fr equentl y int imidated with d istribution of 

services and pro ducts and sim il ar fac ili ti es towards the end users . 

In thi s respect we can technicall y ca ll the last two grou ps as service channe ls. In similar 

fas hio n groups (or the head office attain the status of fund sources fClr the later two . Put 

differe ntl y intermed iary in between do nors and serv ice that is d ist ri butors o f the entire 

system in the case study being dealt with. Besides the inter sampl e di scuss io n, 25 (24%) of 

respo ndents sa id th at produ ct/service is the orga ni zati o n' s repet iti ve engagement while 34 

(36 .7%) of the tota l responden ts resorted to distribu tion activ ity where most of the stafT 

members be ing invo lved highl y w hi le 21 (22%) and 22 (214%) of respo ndents con fi rmed 

that fund ra is ing and promo ti o nal acti vi ti es are the ir re lati vely freque nt invo lveme nts, 

respecti vel y. 

Under the same Table 4 .7 item 2 above, higher proportions of respo ndents across al l 

responden ts strongly believed that the serv ices provided to customers of this organizat ion arc 

based on th e fe lt demands of the target users . Pl us, 32 (69 .7%) of respondents bel ieved that 

the product/service is based on the felt requi rements o f the market in which the orga nizat io n 

was established fo r. H owever, because of lack o f inter fu nctio na l coord inatio n amo ng and 

between departme nts research concern ing the market is applied rarel y by this organi zat ion 

(as data obtained via interview showed too .) 
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Table: 4.8 Line of products/Services, and rate of performance 

1 Res pondent's classification 
1 

I 
Total I 

I I 

S/NQ Items I Group-2 Group-3 

I 
Group- I " X I SO u 

, " 
I Rating Scale(N=6) '" Rating Scale(N= 16) Rating Scale("l=24) ~ I 

1 > 
I I Do you think that a range of I 2 314 5 XI I I 2 3 415, X2 I 2 " 4 5 X3 0 

accommodations exist III 

I ' I your organization to meet 

I I I 1 I actual and potential needs 
I 1 

I I of clients? 1 

I I 

1 I 
I Total 2 228 2 3.37 o 3 0 21 1, 3.17 6 I 5 8 4 3. 13 3.22 0.47 0.22 

2 Over all , how do you rate I I I 

I I . I 
your products or servIces I 

1 

I 

I 1 

1 I 1 I rate of performance? I 
I 

I 
Total 0 2 9 3 2 3.31 013 2 0 3.17 8 2 10 4 0 2.42 2.33 0. 11 0.01 
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With regard to the organization's number of services or line of services /product s, a 

question was forwarded to sample respondents and their responses were ana lyzed using a 

Likert scales separately fo r each grou p of respondents . In add ition, each o ne grou p mean 

score is also aggregated to a single average in order to see whether they are 

symmetrica ll y spread around the total average wi th the help of standard deviation whi ch 

was computed from average mean of the groups and thu s to make the analysis simple in 

this nominal data, the scale interpreted as strong ly disagree ( I), di sagree (2) some what 

agree (3), agree (4), and strongly agree (5) . 

As indicated in Table 4 .8 above item I, the mean rating score [()r the extent of 

respondents agreement arc 3 37, 3 . 17, & 3. 13 each f(Jr gro up I, 2, 3 respect ively, that all 

fall within the range of "somewhat agree" (needs significant improvement in good time) 

and calling for significant add it ions of more services to its existing service lines to ensure 

the creation of reliable base f(Jr sat is fi ed customers / clients . 1n the same fashion , 

aggregated mean score (3.22) is a lso fall within the same range that rep rimands 

s ignifi cant improvements 

Moreover, respondents of the study rated that products/services performances that are 

rendered by their organi zation fa lls wit hin th e range of good (25 - 3.49) as the mean 

score rate is 2 .33 but if one goes th rough the three groups of responden ts rate of score he 

can observe 3 .3 1, 3 . 17 & 2.42 fo r group I, group 2, and g roup3 respecti vel y. Although all 

are limited w ithin the ra nge of good : gro up 1 and group2 scores a re by far better than the 

last one. And there fore , relative ly sig ni ficant improvements ought to be execu ted at grass 

roots by increas ing the number of services to be offered to users than mere ly promising to 

provide or keeping the proposals unexecuted o n their desks. 

56 



Table: 4. 9 Pricing Strategy l\l1d Sources of Funds 

No of respondent s 
Total 

SIN. Item Group- I Grou p-2 Group-3 
-- --

N. % N. % N. % No % 
-- - r-- --

I Is there any pn clIlg 

Strategy III your 

organi zation'! 
-

a. Defini tely yes - - - - - - - -
- -- --

b. Probably Yes 2 12.50 - - 5 20. 83 7 15.22 

c. Probab ly No 6 37.50 - - 7 29. I 7 13 28.26 
- -

d. Definite ly No 8 50 5 83 .33 7 29. 17 20 43.48 
- -

e. I do not Know - - I 16 .67 5 20 .83 6 1304 
-

Total 16 100 6 100 24 lOO 46 lOO 
--

2 Who arelis the major 

source(s) of your project 

fund ? 
--- - ---
a. Govern me nt 7 28 .0 5 50.00 17 5 151 29 42.65 

-

b. Local NGOS I 4.0 " :1000 40 30.3 14 20.60 .l 

c. Foreign NGOS 15 60.0 2 20.0 5 15. I 5 22 32 .35 
- - -

d. Other ( -----) 2 8.0 - I 3.03 " 4.4 1 - J 

I--- 100 -
-

Total 25 100 10 33 100 68 100 
- - ~ 
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As indicated in the Table 4 .9 above, half of respondent s according to gro up one 8 (50 

percent) sa id that thei r organ ization docs not definitely charge an y price to customers . 

Support ing this, by far majority of g roup two respondents 5 (83 .33 percent) confirmed 

that the organization did not defi nite ly charge price si nce it is provided fi-eely 

On the ot her hand, group-3 respondents of this same question were approximatel y 

30(percent) each ranges their response as probably No to defi nite ly No, where as the 

remaining percent of respondents equa ll y vote (20% each) as "probab ly yes" and "J do 

not know"-options. From the anal ys is made abo ve one can infer that the o rganization 

under in vestigation has not engaged it selfi n any price setting tactics and strategies_ 

In aggregate, the sum total of group I to g rooup3, were also con firmed that , 20 (43.48 

percent) which is the vast majority o f respondents (as si mpl y observed in last column and 

5th row) , the study organ izati on did not set an y price to it s customer by an y means, as this 

was also suppol1ed with data obtained during interview wi th care and suppOI1 core 

process owner at Kirkose sub c it y. In the case of sources of funding, majo rit y o f 

respondents 29 (42 .65 percent) of the stud y samples make out that governme nt is the 

largest source of their funds f() lI owed by fore ig n NGOs (as it is supported by 22 (323 5 

percent of respondents) _ 
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However, when we close ly examine the sources of funds of each group, we can identify 

that, to group I respondents 15 (60 percent) ; coreign NGOs were their predominant 

sou rces of funding. Therefore, one can viv idly conclude based on what is computed li'om 

questionnaire and that of interview data that the major sources of fund to group I (head 

office) respondents are various foreign funding Agents such as action Aid , CDC Ethiopia, 

Global fund, UNICEf, UNDP, W1°P, World Bank, and Ethiopian multicultural NDS 

project (EMSi\P) . These were also confirmed with the secondary data obtained inside the 

organization under study as they are the major sources offllnding for AAf IAPCO. 

59 



Table: 4.10 Grass-roots Fund raising Campaign and Over all Performances. 

Respondents Category 

I Group- l Group 2 Group 3 

I S/NQ Items I 
I (Rating Score [:\=16 j Rating Score (N=6) Rating Score (N=2~) 

I Ir 3 4 j X l I SD I VI 
1 1 

2 3 4 5 X2 S.1)2 I V2 lilT 4 j X3 I S.D3 V3 

I 
I 1 In your opinion. how do you 

I 
I 

rate the adequacy of f11Ild 
available to undertake activities 
at grass root level? 

I I I 
4.19 I 0.88 0.78 

h i 1 0 

3 17 
1 122 

lA9 

2141 
2. 92 0.91 0.826 

Total 0 1 2 6 71 3 2 13 4 1 

I 2 Over all , hO\\' do you rate your I 

I 
organi7.ation· 5 fund raising 

1 I I I I performances? I ! 

I 
3.3 1.1 I 1.22 2.33 0.47 0.22 2.33 0.71 0.51 

I Total 
2 1 4 8 1 0 4 2 0 [) 5 8 9 2 0 

I 
I 

I I 
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Respondent s were g iven questions relat ed to their organization ['und ra ising act ivities . 

The responses given were anal yzed by using a Likert scale type we ig hted score as 

indicated in the above tab le lOin such a way that I (very poor),2,(poor),3 (good),4(very 

good) and 5(exce ll ent) interpretation would based . According to the above Table 4. 10, 

the mean rating score to the extent of respondents rate arc 4 . 19, 1 . 17 and 2.92 belong to 

group I, group2, and group 3 respecti vely. 

Hence, group I mea n score fa ll s wit h in the range of very good and therefore, the 

o rgani zation under gro up one respondents is perfo rming at an acceptable level. Where as, 

g roup two respondents mean score was (lUnd to be 1 . 17 w hi ch mean some offers shou ld 

be made to improve although it falls wit hin the range of good (2 .5-3.49) i.e. the same 

range as group two as fo llows. 

Finally, the mean score of group 3 respondents fa ll s with in the range of(25-3.49) whi ch 

is considered to be good, although it needs significant improvements. Therefore, based on 

what is found in the data analyzed above, it can be concluded that the fu nd avai lable to 

Kebel es in the eyes o f the head o ffi ce respondents is significantly muc h in terms of 

magnitude . Nevertheless, group] respondent s were found , based on the fi nding above, 

that funds available to them is not someth ing that can be ap preciated so and requ ired 

substant ial improvements . 
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Table: 4.11 Fund Ra ising Activities 

SIN. 

1 

2 

Item s 

How do 
adequacy 
available 
levels'l 

Total 

Over all, 
rate your 

-
you ra 

of 
at gras 

~ 

how d 
orga m' 

--
te the 

fu nds 
s root 

o you 
7.ati ons 
ies? fu nd ra isi ng act ivit 

Total 

-

N. of respondents 

Rating score x S.D Variance 
~=46) 

I 2 :3 1 S 

2 6 18 12 8 3 .3 9 l. OS 111 

7 13 1S 10 I 2 .67 1.01 Z09 

Concerning the fund raising acti vity by ' AN IN)CO ' , gro up 1 respondents mean sco re 

is 3 .31 , meaning, their fund rai sing campaign considered to be good enough. Where as, 

group 2 resp ondents mean sco re is 233 that fa ll w ithin the ra nge of poor, which ent ai ls 

major and urgent improvements shoul d be enacted . On the other hand , the mean sco re 

of group three respo ndents is 2.33 , w hich is simi lar to what is [(lund under g roup two 

respondent s. Therefore, we can here ded uct a log ica l statement as the head o ffi ce is 

persistentl y earned and ra ised more ma ny than these under its hi erarchy. 
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Furthermore, th is study is using a different computa tion to see whether the case 

organization better or worse in collecting funds from the sum total of respondents data 

taken altogether. [n this regard, Table 4 . 11 located above identified that, the average 

seore of respondents is 3.39 whi ch falls with in the range of good as to the level of 

adequacy of funds towards grass root level operations . 

According to , item 2 Tablc 4 . 11 abovc, thc mcan scorc of respondcn ts is 2.67 that fall 

withi n the same range as above item I, which dema nds sig ni ficant improvement 

concernIng the organization fund collecting activities al l over the operation areas. 

Above all , the response rate of respondent ' s variation here is so infinite smaller 

indicating those were almost from homogeneous population . 

Table: 4. 12 Distribution Strategy and Tactics 

SI Item 
N. 

-
1 Which ty pes of di st.ribuLion plan is/ are Llsed by the 

organization? 
f--c- . 

A. DIrect channel 
B. Indirect chann cl 
c. Both channel 
D. 1 do not know 
E. No response 

Total 
- -

2 What IS your 0 rganizations current dis! ribu Lion 
st.rategy? 

---;-
A. I nlensivc 
B. Exclusive 
C. Selective 
D. I do not know 
E. No -response 

----
Total 

63 

N2 Respondents 
(N =46) 

N. Percent (%) 

12 26. 1 
10 2 1. 7 
9 19.6 
7 15.2 
8 17 .4 

46 100.00 

5 10.87 
4 8.69 
22 47.83 
9 19.57 
6 13.04 

46 100.00 



As can be sho wn in Table 4 . 12 abo ve, item I, majority of respo ndents (26 . 1'10) , believed that 

the organ izati on f(lilowed a direct (cha nnel) of se rvice di stribution w here as 10 (2 1 7%) of 

then maintained an indirect form of di str ibuti on of channel but 19.6% of respondent s fi rml y 

believed that services deli vered to fina l users were usi ng both types of service/product 

di stribution plans. 

However, 15.2% and 17.4% of respondents not conversant to the di stribution plan of the 

case o rgani zation and/or pre ferring to be silent on the issue in questi on. From the above 

analyzed data, one can be inevitabl y fo rced to conclude that the orga ni zati on way of 

distributing products/services is more of direct type of channel but the study organization 

contingently applied an in direct type of distribution when ever the natural of item to be 

offered dictates to use so . 

In addit ion, Table 4. 12 ; item 2 above was also analyzed the same wa y like item I of the same 

table to help strengthen the nature of distr ibution under the stud y organ izatio n. And thereby 

the larger majori ty of respondent s 22 (47 .83%) confessed that selective d ist ribution st rategy 

is followed through its operation . As data obtained during an interview support most o f the 

time the organizati on look for those bene fi c iaries that fulfil l certai n criteria that the 

organization set before a client getting legitimate services and this is w hy the organi/.ation 

used and persist to fo llow thi s (selecti ve) type of di stributi on strategy. Second thi s strategy is 

used since the o rgani zat ion seeks to distribute its serv ice selecti vel y to th ose who arc most 

need y keeping in mind the resources it has. 

Respondents were a lso req uested an open ended type of question to write some o f ' th e reasons 

to the problem of d istri bution, if an y. In this regarded majo r reasons and recommendations 

given are summari zed as fo ll ows: basica lly the organization is distributing it s service via 

different implement ing o rgani zati on or agent s. Those agents or implementing organs of the 

issue of I-IIV/J\IDS are required to submi t their proj ect proposal to foreig n fllllciing agency 

and allocate it w ith an eq uitable base . Ilesides, IIAIIAP(,O uscd other options to address 

effecti vel y the problem o f by sig ning cont ractual agreement s wi th su b city II IV desk and 

then transfer to kebele . 
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Table: 4. 13 Promotional Activities 
.- --

Category of respondents 

S/ ITEM Groupl ~roup2 Group3 Total 

NQ 
No 'Xl NQ (% NQ (% 

IT ----
Wh a t do your t.h ink is / are t.he objective(s) 
of promotjon u sed by your organization? 

~O 
- -

A, Informing 4 3 50.0 9 28 .1 16 29 .63 
-- -

B, Persuading 6 3 7 .5 1 16.7 7 2 1.9 14 25.93 
-- -

C, Reminding 3 18. 7 I 16. 7 5 15.6 9 16 .67 

D, DK - - - - (, 18.7 () I L II 
- -- -

E,NR 3 18. 7 I 16 .7 5 15.6 -- -
7 12.96 

16 100 6 100 32 100 54 100 
Total 

2 Which types of promot.ion t.echniques 
is / are used by you r organization':> 

-- - -
I\. , Mass media advertisement 10 27.0 4 30 .7 13 27 .0 27 27 .55 

- - -
B, Sales persons - - - 6 12.5 6 6. 12 

- --- - f--_ - -
C, Bill boa rds 7 190 1 7.7 2 4 .2 10 12 .2 0 

-- - -
D, Pamphlets I I 29.7 6 46.2 17 35.4 34 34.69 

E, News papers 9 24.:1 I 7.7 9 18 .7 19 19.39 

1--:-. -- 7.7 I' , OthP.f - - I I 2 2 2.04 
-- -- - - -- - -- -

Total 37 100 13 100 48 100 98 100 
.- - - - ---

3 Which of the following advertising ty pes 
does y our organization usc? 

- - -
A, Product/ service advertising 8 42. 1 3 50.0 13 43.3 23 4 2.59 

B , Institu tional or image a dvertising '52 3 
- - -

10 2 3 3.3 I 1 36. 7 2 1 3 8 .88 
C , Neither of the m - - I 16. 7 5 16. 7 () I Lli 

-
I) , Oth er. .. I 5. :1 I 3.3 2 3.70 

- --
Total 19 100 6 100 30 100 54 100 

-
How frequently your organization has 

4 been engaged In promotional 
activities? -- -- -- - -
A, Most frequently 2 12.5 - - 3 12.5 5 10.87 

-

B , Frequently 4 25.0 - - 5 20 .8 9 19. 57 

C , Some times 7 4 3.8 2 33 .3 II 45.8 20 4 3 .48 
0 , Less frequently 3 18.7 3 50 .0 3 12.5 9 19.57 

- - - - --
E, Least frcquen tly - - 1 16 .7 2 8.3 3 6.52 

Total 16 100 6 100 24 100 46 100 

- - --
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Concerning promotional mix practices and act ivities of the study organi zat ion , respondents 

were requested to provide there answer and there by to identify it s promotion object ives . As 

indi cated in the Table 4 . 13 item I above, majorit y o f respondents 6 (3 7.50%) in gro up I 

beli eved that the objective of promotion in the study orga ni zation is to persuade target 

beneficiaries while 4 (25.0%) of this g roup of responde nt s recogni zed that the objecti ve of 

their promotion and communication techn iques has intended to inform final consu mer of the 

service/prod uct whil e 3 (18 .75%) of them sa id that rem ind ing users about the natu re of 

services/product that the organi zat ion is offer ing . 

More general ly it is to remind target audiences to use the service/products already distributed 

by the organization or other implementing organizati ons . In the end, 3 ( 1875%) of 

respondents in the fi rst g roup of respondents gave no response. However, majority of group 2 

respondents 3 (50%) bel ieved that informati ve type of messages ha ve been disseminated by 

their organization . Where as, 16.67% of this group of respondents indicated that the objective 

of communicat ion is persuasio n in its kind while the same percentage of respondents resorted 

to the third option (reminding customer) , but the remaining same percentage ( i e 1667) said 

nothing. 

Conclu sively, based on group two respondents, the primary objective is inf(Jrming and 

forward ing relevant information to the concerned audiences. In contrary to above, if it is 

closely scrutinized , the percentage proportion of group three respondents, as its fi gured out 

the in the sa me Tab le 4. 13 above item I, according to group one respo ndents, 9(28. 13%) of 

them said that in forming audiences is their message prime fo cus followed by respondents 

who believed in persuasion and reminding features of promotion each with 2 1.88 and 15.63 

percents, respecti vely. But , the remain ing 18.75 and 15.63 percent of this set of respondents 

were labeled in "1 do not-know" and "No-response" options in this stud y. 
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Based on data shown in Table 4 . 13, item 2 above, all g roups of respondents consistentl y 

beli eved that in their respective organization(oflice), pamph lets ha ve been the primary mode 

of their message transm issio n medium fo ll owed by mass med ia ad vertising like T V and 

radio as these are confirmed by 27 .03%,30.7% and27.08% in group I , group2 and group3 

respo ndents respecti vel y. Newspaper took the th ird position across all g roups of respondents 

with 24 .33 %( group 1), 7.69 %( group2) and 18.75 %( group3) responses rate . 

Item 3 of Tab le 4 . 13 above, contained data related to the type of ad verti si ng used by the 

study organ ization. According ly, respondents from who le catego ries nearl y equall y dissect 

their responses for the first two options provided . Put differently, the study organization has 

been engaged in advertising both its products/services as well as the organi zat ion per se . 

With reference to the same Table 13,it em 4 above, more number of respondents 7 (43 .75%)in 

group l, 3 (50.0%) ingro up2 andll (4583%in gro up3 ca tegories reported in each away that 

their organi zations have been engaged in promotional acti vit ies as" so me times", less 

frequently , and sometimes respecti vely. Therefore, the organizati on under in vestigation, 

concerning its freq uency level of promotion, it can be inferred that it has sometimes been 

engaged wit h the imp lication here is that , customers might not receive pertinent informati on 

frequentl y and it s latest developments whenever customers looking for and wish to avail the 

organ ization services. 
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Table: 4.14 Clients, Donors, and 4Ps Performances 

NQ Respondents Categories 

S ITI;;MS M ean 

/ Groupl Group2 I<ating Grou p 3 
No I<ating score SCOIT I<atin g score 

( N ~ 1 6) (N~6) 24) (N ~' 

'2 - -~ 

Based on your opinion , how 1 2 3 4 5 I 3 4 5 I 2 3 4 5 
do you rate your 

- - ---
1 organization promotion Xl ~3 .1 3 

performances'? X2~2.67 

X3~3.20 

XI~3. 1 7 
- -

Total 2 2 4 6 2 0 2 3 1 0 1 4 10 7 2 
- -

2 Xl ~3.75 

Based on your opinion , how X2~3 . 17 
do y ou rate the satisfaction X3~2.42 

level of clients by your XI~2.98 

services? 
--2 -

0 0 0 4 6 4 1 3 2 5 8 7 4 0 
Total - - - - - -

3 In your point of view ,how r----- - -
Xl ~4.25 

do you rate the donors X2~3.50 

satisfaction level X3~2.63 

Xl- 3.:10 

-- - -
Total 0 0 2 8 6 0 0 3 3 0 4 6 10 3 1 

- r--- - - 1-
4 Over all, how would you Xl ~3.0 

rate your organizations X2~3.17 

performance with respect to X3~2.75 

the four Ps of marketing? X t ~2 .72 

- - 12 Total 1 9 4 0 0 1 3 2 0 2 7 10 5 0 
--

As indicated in the Table 4 .14, item1 above, the mean rating score of respondents to their 

rate of promotional performances are 3.22(groupl), 2.67(group2) and3 .20 (group3) that all 

fall with in the range of good (25-349 points) , ca lling for significant improvement to ensure 

the existence of smooth and reliable re lati on ship bet ween the organization and many others 

who ha ve concern with it. 
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In the Table 4. 14 above item 2, respondents mean score arc found to be 3.75(group I), 

3.17(group2) , and 2.42 (group3) category of respondents . In whi ch the first groups of 

respondents mean score that range withi n 3.5-4.49, whi ch is interpreted as customers are 

satisfied . There fore satis Ca ct ion level of customer/client s of ;1;1 //;1 pea according to group 

one respondent cou ld be regarded as ' sat isfied ' On the other side, the mean rating score of 

group two respondents is 3. 17 that falls wi thin the average weighted score that ranges 2.5-

3.49 as neither satisfied nor dissatisfied calling for substantial improvements but not so 

urgent. However, according to group three respondents ' mean score that occurs wit hin the 

dissatisfaction range (15-2 .49), which ca ll s fiJ r major and urgent improvements in some 

areas, such as service linc additions . 

In an attempt to gauge the donors ' satisfaction level , the mean weighted score of all groups 

of sampled respondents is 3.30 that falls with the range of neither satisfied nor 

dissatisfied(25-3.49) calling for some adjustments in good time. However, when the mean 

score is computed for each grou p of respondent s, the level oC satisfaction of donors differ 

from one group of respondents to the other As the mcan score of group one, which is 4.25 

that falls in the range of satisfied (3.5-4.49) indicatll1g an acceptable level of satisfaction with 

still some room for improvements . Likewise, simi lar concl usion could be reached based on 

group two respondent's view of donors' sat isfaction as their mean score is measured at 3.50 

Even though the mean rating sco re of group threc respondent s is 2.63 that falls in the range 

dissatisfaction (1 .5-2 .49) , by and large, one could said that dono rs are somewhat satisfi ed by 

what they are doing. More generally, the marketing performance of the said organization is 

above average as one goes through and cons iders the four mixes performance separatcly as 

well as merg ing the mean rating score of respondents . As shown in the Table4 . 14 abovc itcm 

4, the mean rating scores is 3 OO(groupl), 3 17(group2) and 2.75(group3) vis-ii-vis the 

average mcn score o f their aggregates (that is 2 72) ThercfiJrc, it is more log ical to under 

score that non profits in general , ';1;1/-/;1PC() ' in the cit y of Addis Ababa is/has practiced 

marketing techniques without calling itmarkcting 
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Chapter Five 

Summary of Major Findings, Concussions and 
Recommendations 

In this fina l part of thi s stud y thesis, the major findings are sum mari zed and put in a 

net shell based on the ciata ana lY/.ed and interpreted in the previous chapter . 

Following through the summary, log ical conclus ions are made pertaining to each 

major finding that is put in the summary sect ion of thi s chapter . In the end, coherent 

with the conclusions reached, recommendations are fore warded pal1icularly to 

management bodies and staff members of AAHAPCO ' in genera l in order to help 

them consider these points in their marketing mi x related deci sions. 

5.1 Summary of major findings 

~ Respondents, both at the head office (43 .25percent) and sub c ity desk levels 

(67.7percent) were confirmed that "I1I1HI1PCO" has developed programs and 

implementati on procedures IJ1 its marketing practices with respect to 

products/services offerings. 

~ Majority of respo ndents, both at the head office (52 .25percent) and sub city desk 

levels (75percent) were confirm ed that "I1I1HI1PCO" has developed programs and 

implementation procedures in it s marketing practices with respect to distribution 

programs. 

~ Majority of respondents, both at the head of1ice (75percent ) and sub cit y desk 

levels (66 .7percent) were con firm ed that ·'I1I1//I1PCO" has deve loped programs and 

implementation procedures in its marketing pract ices with respect to fundraising 

activities. 
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~ Majority of respondents, both at the head office (62 .5percent) and sub city levels 

(SOpercent) were confirmed that "AAIIAPCO" has developed programs and 

implementation procedures in its marketing practices with respect to promotion. 

~On the other hand , respondents from the third category (43.5percent and 

41 .7ptrcent) reported that they arc not engaged in any fundraising and promotional 

activities and programs pertain ing to their organization, respectively . 

~ Half of the respondents of group two and three as well as signifi cant number of 

group one respondents (71 Apercent) believed that products/serv ices were developed 

and practiced in such a way that they appeal to both donors and clients market groups . 

~ Majority of surveyed respondents panicu larl y in the first two groups of 

respondents reponed that good attempts have been made in de veloping promotion 

programs so as to enhance the organization image positive ly up on all grou ps 

involved . 

~ With regard to promotion, the vast majorit y of respondents (62. 5percent) from the 

fir st sample gro up, (66 .7percent) from both the second and th ird groups of 

respondents were believed that local communities arc primary targets in desi gning 

their messages. Besides the loca l commun iti es, grou p one and two respondents again 

have maintained very nice re lationship wit h different governm ent bodies as it was 

ratified by 81 .25 and IOOpercent of them respecti vely . 

~ As large portion of respondents (87 .5percent) in the first g roup said that 

promotional objectives in light of donors market were relatively successful while 

group three respondents (62 .Spercent) reponed that they are not in a position to 

promote and bridge a d irect communication to donors with such practices in their 

respect ive offi ce And therefore, it is expected that sufficient degree of gap ex ists 

between donors and lower level operationa l areas 
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~ According to the findings ca lculated across all g roups of respondents, 

" AAHAPCO" does not have objectives in terms of new product/service development. 

Moreover, almost all sample respondents firml y believed that neither marketing 

department nor marketing professio nal s ex ist in the organization under stud y. 

~ Respondents (4 1.3percent ) in aggregate conveyed that the techniques of marketing 

are not applied in their respective organization for fear that they wo uld be perceived 

as commercial organization in those who shared their objectives. However, in rea lit y 

they use to appl y marketing techniques wit h d ifferent terminologies instead of 

marketing terminologies in their da y to day operations. 

~ However, as per this find ing (that is 39. 13 percent), the study organizat ion has its 

own yardstick used to measu re its performances that has been deve loped via 

consensus amongst the in vo lving parties . 

~ Again, 56.52percent of these same respondents acknowledged that there is a 

feedback channel estab li shed to contact c li ents after they ha ve rece ived the 

organization ' s services/products . 

~ As more than half of respondent s (52 .2percent) di sp layed , under " I1I1JJ;1PCO " 

there is seriolls problem in coordinating and integrating its marketing mi x practices 

with different functio nal departments (teams) in order to mai ntai n a synerg istic 

advantage allover the four conve ntional mi xes of marketing. Thi s perhaps, once 

again due to failure to ha ve marketing department and scattering mark eting activi ti es 

to those who di d ha ve reckless view of ma rketi ng in the organization under 

description? 

~ (20 (43 .50percent)) o f respondents di sconfirmed that the study organizati on did 

not practice based on the pri ncipl es of mark et segme ntation that is to say that it docs 

not follow differentiation approach. 
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~ Furthermore, substantial number of samples according to g roup one (87.5%), group 

two (83.3%), and group three (69.56%) respondents agreed that the services oflcred 

to recipients/cl ients are based upon the ir felt desire/demands. I lowever, due to rare 

application of marketing research , AAII APCO ' s products/services that are be ing 

offered to the target groups wo n' t be competitive si nce market place conditions are 

very dynamic across the g lobe. 

~ By using mean score ratings, majorit y of respondents were rated the stud y 

organ ization ' s performances in terms of ne w products/services as : 3.375(according to 

group one), 3. 17(aecording to group two), 3. 13(according to grou p three) respondents 

that a ll fall in the range of "somewhat agree" calling for substantial add itions of the 

number of products/ services to ensure their clients ' sat isfaction . 

~Once again , in light of the overall goods/services ' functional performances, 

respondents ' mean score were found to be inconsistent among the th ree groups of 

respondents . That is the mean rating sco re of group one respondents is (3 .31) 

indicating that their products/ services ' abi lity to resolve the problems of clients is by 

far better than group three respondents where their mean score is 2.42 that needs 

signi ficant improvements . 

~ It was prelly darn sure by all respondents (43 .5percent) that , there was no time at 

a ll that customers paid any price to the services /goods recei ved from the organization 

under study. This is because prices are paid by their donors who sUpp0l1 the 

organ ization 's mission and objectives. 

~ Government took the lion share of the source of funds followed by [()reign NGOs. 

On the other hand , as thorough examination was made in as to what each group of 

respondents gave, one can easi ly identified that foreig n funding organizations, in the 

case of group one respondents (60percent), arc the majo r one in terms o f source and 

magn itude in absolute sense. 
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~ Concern ing the fund rais ing performance rate or the organ ization, g roup one 

respondents took the leading pos ition since their mean sco re is 4 . 19 than the 

remai ning two groups of respondents as far as th is research finding is concerned . But 

the mean score of the entire sam ples is 2.67 calling for signifi cant impro vement. 

~ With regard to the di stribution plan of " AAI fAPCO", (26percent) of respo ndents 

believed that it has followed a direct cha nnel of distri but ion given that it contingently 

app li ed indirect distribution (as it is reported by 2 l .7percent ) when ever the nature of 

the items to be offered dictates to usc so . 

~The survey respondents (4783percent) reported that selective distribution strategy 

is app li ed under " AAHAPCO" in its attempt to ration it s services/goods. 

~ Concerning th is organ izati on ' s promoti on objecti ve, g roup one respondent s 

(37 .5percent) believed that persuading type of messages are used . Whereas, ha lf of 

group two respondents believed that the organization ' S objective of communicati on 

mixes is informative type whi ch is similar with what group three repli ed . 

~ Al l groups of respondent s (34 .7percent) agreed that pamphlets arc the first one 

used by thi s organ ization follo wed by broad cast ad vert ising while newspaper took 

the th ird rank in order to ad vertise it s services/goods as well as the organ ization per 

se. As more number of respondents was confirmed, " AN 'IAPCO" is engaged in 

promotion less regu larl y (only at a rate of " some times"). 

~ The mean rating sco re of respondent s on promoti onal perf()rmances are 3.25 : according to 

group one, 2.67 : accord ing to gro up two, and 3.20 according to group three responden ts that 

all fa ll within the range of good (2.5-3.49points) that ca ll for signi fI cant improvement s to 

ensure the existence of smooth and re liable relationship between the study organ ization and 

these who ha ve maintained a concern on the organi zation. 

74 



~ In the case of customer sa ti sf~lct io n level , as gauged by respondents ' of all the grou ps is 

w ith in the range of fair that is customers are neither satisfied no r dissatisfied : ind icat ing that 

significant improvements should be under taken . However, as each respondent data were 

analyzed separately a bit different could be reached , that is, according to group one 

respondent ' s customers are found to be satisfied as their score is read as 3 75wh ich is labeled 

in this study as satisfied range . On the other hand , mean rating score of group two 

respondents is found to be 3 . 17 that call s for su bstantia l im provements since their mean 

ranges within 2.5-3.49 and interpreted as neither satisfied nor dissatisfied customers exist in 

the organization under in vestiga tion 

~ However group three respondents mean sco re is 2.42 which fall within the range of 

dissatisfaction ca lling for major and urgent improveme nt s at Kebele levels through different 

strategies like extend ing service/product accommodations to customers. 

~ Finally the situation of donors were also assessed by respondents in the same way as 

customer survey made above, and they said that donors are neither satisfied nor di ssatisfied 

warrant ing similar improvements like customers/beneficiaries su rvey results of thi s thesis 

finding . 
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5.2 Conclusion 

Foll owing summa ry of the major fi nding in the lirst section of th is chapter, concl usions 

reached in the study thesis are put here under 

~ 'AA HAPCO' has developed be low average marketing mi x programs in lig ht of marketing 

mix elements only for three of the four Ps such as products/ services place and promotion . 

evertheless, there are no programs and object ives set f()r the pricing clement fo r the mere 

reason that customers/ beneficiaries arc rece iving the services/goods f"eel y so long as they 

fulfi ll the crit eria stipulated by the organization under invest igat ion. However, in lieu of 

pricing, fundraising campaigns and their performances measuring standards are in place. 

~ At grass roots, the stud y organization did not invo lve themsel ves in an y fund raisi ng 

activities and hence they do not have such a program whil e sub cities and the head quarter 

main ly found , in this stud y, spending most of their time and o ther resou rces dedicated toward 

thi s kind of activiti es . As tactica l implementation of the marketing program is concerned , 

'AAHAPCO ' at all levels of it s operations has found to be good at promotional practices. 

~The product/service program design in the study organization is ba sed on the demand s of 

both donor and client markets interest and its efficiency and c1Tecti veness was also leveled as 

good in lig ht of both markets. 

~ 'AAHAPCO ' does not have any objective concerning new products/serv ices de velopment. 

Neither do marketi ng professionals nor marketing department exist in this study organization. 

However services /products bei ng provided current ly arc of considerate the needs and want s 

of it s fina l customers/ c li ent s. 

~ 'AAHAPCO' is, a lthough, app lying ma rketing techni ques a bit below average scale, 

respondents deni ed that they are not using and appl ying marketing techniques since they arc 

reckless (re luctant) enough to offic ia ll y acknowledge the principles, concepts and techniques 

of marketing for fearin g that others would perceive them as commercial institutions. 
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~ Through co ll ecti ve agreement and con ven tions reached by stafT members and other 

involving bodies, 'AAIIAPCO' has allempted to measure its results and successes. 

'AAHAPCO ' has that only average marketing mix practices as it lacks a well integrated inter 

functiona l and team based activit ies in its day-to-day performance. 

~ Foreign funding orga ni zat ions are the major sources and mag nitude of funds in absolute 

sense according to group one respo ndents . According to group three respondent ' s 

government is the sing le largest source of funds . Thi s leads to the conclusion that there is a 

weak relationship between 'AAHAPCO' and lower level operational areas in terms of 

sufficiency of money for the successful undertaki ng objectives at different levels in the 

o rgani zation under in vestigation . 

~ AAHAPCO ' plan/method of di stribution IS nearly direct channel although an indirect 

channel is applied through franchi sing system. Moreove r, the strategy used by the study 

organization is selective type of distribution wh il e rat ioning the services/goods to 

beneficiaries. 

~ The organization adopted its promotion approaches in such a way that it would be ab le to 

persuade as well as inform target audiences . In the study organization pamphlets arc the 

primary mediu m of com muni cati on followed by broad cast adverti sing and news papers. 

~ Concerning the o rga nizations promotional level of frequency, ' AAHAPCO ' promote 

both its services/products and it s organization onl y sometimes that its customers remain 

unable to receive timely information as required. Therefore, the vehicles of promotion and 

the rate of frequency need significant improvements . 

~ Finall y, the degree of customers ' satisfact ion ca ll s for signifi cant improvements at g rass 

roots where customers and service line stafLs encou ntered in real time . Moreover it can be 

undersco red that donors as well as customers arc neither satisfi ed nor dissatisfied ca lli ng for 

some adjustments !improvements by ' Ai\l JAI'CO '. 
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5.3 Recommendations 

Being the last section of chapter fi ve in this research thesis, the researcher forwarded 

recommendati ons as follows keeping in mind the conclu sions reached . Thus, the organizat ion 

under considerat ion in particular and nonprofit organizat ions in ;\ddis ;\baba in general 

could find the recommended alternatives worth considering helping so lve problems related to 

their marketing mixes . 

~ Management bodies at different hierarchies of' A;\I TAPCO ' have to develop a positioning 

strategy with the goal and objecti ve of obtain ing hi gh marks on the customers as well as 

donors sco reca rds since it has got different market segments with whom their wa nt s and 

needs rad ica ll y differ and thus ' ;\;\I I;\ PCO ' shou ld necessa ril y consider a ft)cus approach . 

~ Given the turbulence feature of the market place conditions and environment, 

' AAHAPCO ' has to economically build data bases on the behaviors and attitudes of its 

clients/customers which enabled it to build one to one marketing. 

~ In additi on, ' ;\AII;\PCO ' should desig n fi-equency marketing programmes such as those 

run by airlines, which reward customers who buy fi-equently and the club concept whi ch 

offers customers (beneficiaries in this study) who join special benefits such as interests 

magazines, newsletters and gift s. 

~ Moreover, 'AAHAPCO's future reve nue should depend upon its ability to forge 

successfully lo ng-term customer relatio nships from donors and c lients perspectives. T hrough 

systemati c and continues measuring instruments and putting in place strategies to Improve 

customer sat isfact ion . Thus executives of this organization shou ld do this by developing 

policies and implementing programs that deli ver high va lue the said strategic windows. 
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~ To increase future revenue, 'AAI1APCO' shou ld also start working with ' Private sector 

fund raising ' concept. In other words, in suppOt1 of ' I\AJlN'CO " s goal to find new 

corporate donors, the pri vate sector fund raising ini t iat ives that help identify potential 

corporate partners in other industry sectors, including information and communications 

techno logies, consu ltancy firms , food and clothing. in addit ion to providing new sources of 

directs funding, these new partners wou ld offer services and goods appropriate to 

'AAHAPCO ' needs and activities. 

~To improve marketing mix perfllflllanCeS, ' 1\;\II I\ I'CO' has two mechanisms to follow 

wh ich are particularl y useful for encourag ing grass roots comm it ment, these are qualit y 

circles (group of front line peop le who meet on a regu lar basis to fi nd better ways to do their 

work) and challenges (a second tool for achieving high and continuing commitment to 

marketing tasks and act ivi ties across functional team, to achieve a specifi c, measurable 

customer related goal with in a specific period. 

~ Alert companies will periodical ly re-examine their objecti ves, strateg ies, and techniques. 

In thi s regard the organization under this study, therefore, ought to rel y on marketi ng as the 

main stream for reaching to the conclusion that marketing is not simpl y some advertising and 

sales force act ivit y but a whole process for marketing the company to it s best marketing 

opportunities . 

~ Even though fundamental changes in an organizations structure and philosophy are 

required , 'AAJ-IAPCO ' in particular and non profits in genera l shou ld continuall y updating 

their products /services, adding new ones and broadening the range in order to hopefull y 

maintain their su rviva l and/o r leader ship in the market. 
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~ Moreover, management of the undcr discovery should accept responsibilit y for sett ing the 

communication objecti ves, determining the budget , allocating expend it ures among 

alternati ve com mun ica ti on ve hi cles, agreeing strategy with its agencies, and evaluate the 

results of the campaign . To undertake these ta sks listed above, 'AAHAPCO 's authoriti es have 

to understand how communicatio ns work and what the a lternative mi xcs arc, in ordcr to 

appeal to more than onc market targeting with multiple messages and multiple media . 

~ 'AAflAPCO 's promotion is to increase awareness and to persuade target audiences. 

Therefore, it ought to employ advertisillg as it is th e obvious medium than o ther short range 

mediums; however, it was a mistake to base the decision purely on a financ ial criterion in 

selecting ve hicles to communicate with . The problem with financial decision rule is that it 

ignores the interest o f stake holders and thus it fails to capture some broader strateg ic issues 

and associated implementation procedures 
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ADDIS ABABA UNIVERSITY 
BUSINESS EDUCATION 

DEPARTMENT OF MARKETING MANAGEMENT 
POST GRADUATE STUDIES 

QUESTIONNAIRE 

General Instructions: Dear respondents, thi s questiOlmaire is prepared with the 
obj ective of co llecting data to the parti al fulfillment of master's degree research thesis 
that is currently being undertaken under the title. "Assessing marketing practices of 
nonprofit organizations in Addis Ababa: the case with Addis Ababa HIV/AIDS 
protection and control office (AAHAPCO)", that wi ll inevitably require data related 
to your organization' s marketing mix elements (i.e. Product /service, price, place and 
promotion or communication teclmiques). 
Therefore, you are kindly requested to answer the questions as presented here under 
for the successfu l completion of this research thesis. Above all else, to warrant your 
privacy, your responses wi ll be kept confidential and shall only be used for the said 
purpose. 

N.B . - No need to write your name 
- Put a tick mark (.,/ ) in the box provide 
- Please write to the open ended questions 

Part I. Personal data questions: 
1. Sex a. Male ( ) 

b. Female ( ) 
2. Age a. 18 - 24 ( ) d. 45 - 54 () 

b. 25 - 34 ( ) e. 55 - 64 () 
c. 35 --44 ( ) f. 65 or above ( ) 

3. Marital Status: a. Single ( ) c. Divorced () 
b. Married ( ) d. Widowed () 

4. What is the highest grade of school or co llege that you have completed? 
a. High school ( ) c. B.A/B.Sc. ( ) 
b. College graduate ( ) d. Post graduate ( ) 

5. Work experiences: a. 0 - 3 Years ( ) c. 7 - 9 Years ( ) 
b. 4 - 6 Years ( ) d. 10 or above ( ) 



PrtllQ ti a . ues kti tiT onnalre on mar e ng ac vIles: 
Please, respond to the questionnaire by putting a tick mark against each question in 
one of the four columns provided. 

S.N Items Yes No I don ' t No-
know Respon~ 

I Does your organization have developed a marketing program in 
tenns of the following: 

I .product /services program? 
II. Distribution program? 

III. Fund raising activities? 
IV. Promotional activities? 

2 If your response to question # I (I) product/service development 
program above is ' Yes", to which of the following market does the 
program pel1ain to or relate with : 

I. Donor market only? 
II. Client market only? 

III. For both donor and client markets? 
3. Is there any activity made for promoting your organization image 

with: 
I. Client markets? 

II. The local community? 
Ill. Government department? 
IV. Donor-markets? 
V. Stalk holders and co llaborators? 

4 Is there any marketing objective in your organization in relation to 
new product/service development? 

5. Is there any marketing activity practiced in your organization in 
relation to the following in terms of: 

I. Product /services to be offered? 
II. Distribution faci lities? 
III. Sources and levels of funding? 

6 Is (are) there marketing professionals working for your 
organization? 

7. In your opinion, do you think that the technique of marketing is 
applied in your organization? 

8. Does your organization have developed any criteria to measure its 
outputs (results)? 

9. Do you have an established method of communications for your 
customers to contact you about some aspects of your services after 
are provided? 

10. Does management practice different marketing mixes for 
Different segments of the market? 

II. Is marketing management integrative with other departments like 
Research, production, purchasing, and finance? 



Par Ill. Questionnaire on marketing mix (product /service, price, place 
and promotion): 

1. Which of the following marketing activities (functions) has your organization being 
engaged in most frequently? 

a. Products/services activity () c. Fund raising activity ( ) 
b. Distributing activity ( ) d. Promotional activity ( ) 
e. Other (please write) _____ _ 

2. Do you believe that your products/ services are what the market wants? 
a. Yes () b. No () c. I do not know ( ) d. No response ( ) 

3. Do you think that a range of accommodations (number of products/services) exist in 
your organization to meet actual and expected clients' needs? 

a. Strongly agree ( ) c. somewhat agree ( ) 
b. Agree ( ) d. Disagree ( ) e. strongly agree ( ) 

4. Do you agree that your organization's products or servIces program is designed 
separately for each client and donor markets? 

a. Strongly agree ( ) b. Agree ( ) c. somewhat agree ( ) d. Disagree ( ) e. 
strongly disagree ( ) 
5. Overall , how do you rate your products/services rate of performance? 

a. Excellent b. Very good c. Good d. poor e. Very poor 
6. Is there any pricing strategy in your organization? 

a. Definitely yes () c. Probably no ( ) 
b. Probably yes ( ) d. Definitely no ( ) e. I don't know ( ) 

7. Who is (are) the source(s) of your project funds? 
a. Goverrunent () c. Foreign NGOs ( ) 
b. Local NGOs () d. Other sources 

8. Do you agree that your organization get adequate fund to undertake activities at grass 
root (kebele) Levels? 

a. Strongly agree () c. Neither agree nor di sagree ( ) 
b. Agree ( ) d. Disagree ( ) e. strongly disagree ( ) 

9. How does your organization mobilize and allocate the fund?(Please write) 

10. Overall , how do you rate your organization 's fund rai sing activities? 
a. Excellent ( ) b. Very good ( ) c. good ( ) d. poor ( ) e. Very poor ( ) 

11. Which type(s) of di stribution plan is fare used by your organization? 

a. Direct distribution (without intermediari es) ( ) d. I do not know ( ) 
b. Indirect distribution ( ) e. No response ( ) 
c. Both ( ) 

12. What is your organization 's current distribution strategy? 
a. Intensive ( ) b. Exclusive ( ) c. Selective ( ) d. I do not know ( ) e. No 

response ( ) 



13. How does your organization ration (distribute) the services/ products among different 
cl ient groups (please write) 

14. What types of problem did you face when delivering products /services to clients? 
(Please write) 

15. What is/are the objective(s) of promotion used by yow' organization?(You can choose 
more than one) 

a. Infonnative ( ) b. Persuasive ( ) c. Reminding ( ) d. I do not know ( ) e. No 
response ( ) 

16. Which types of promotion (communication) techniques is/are used by your 
organization? 

a. Mass media advertising () d. Pamphlets ( ) 
b. Sales persons ( ) e. News papers ( ) 
c. Billboards ( ) f. Other (specifY here) ___ _ 

17. As listed in Q#16, how does your organization determine its communication mix? 
(Please 
write) ___________ _ _ _ ___________ _ _ 

18. Most frequently, which of the following advertising types does your organization 
use? 

a. Products/services advertising ( ) c. Neither of them ( ) 
b. Institutional /Image advertising ( ) d. Other (please specifY) _ __ _ 

19. How frequently your organization has engaged in promotional activities? 
a. Most frequently ( ) b. frequently ( ) c. Some times ( ) d. Less frequently ( ) e. least 
frequently ( ) 

20. Based on, your opllllOn how do you rate your organization' s promotional 
performances? 

a. Excellent ( ) b. Very good ( ) c. Good () d. poor ( ) e. Very poor ( ) 
21 . Based on your opinion, how do you rate the satisfaction level of clients by your 
services? They are: 

a. Very sati sfied ( ) d. Dissatisfied () 
b. Satisfied () e. Very dissatisfied ( ) 
c. Somewhat satisfied ( ) 



22. In your point of view, how 
organizational services? 

do you rate the donors' satisfaction level by your 

a. Very satisfied 
b. Satisfied 

( ) 
( ) 

c. Somewhat satisfied ( ) 

d. Dissati sfied 
e. Very dissatisfied 

( ) 
( ) 

23. Overall, how would you rate your organization's performance in respect to the four 
Ps (product, place, price and promotion) of marketing? 

a. Excellent ( ) d. Poor ( ) 
b. Very good ( ) e. Very poor ( ) 
c. Good ( ) 

24. According to your opinion, what do you think are those factors that were contributing 
for very poor Marketing mIx practices? (Please specify) 

25 . Based on your opinion, what solutions would you recommend, III order tackle 
marketing mix (Product, place, price, and promotion) problems? 
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~'/f\,'}' I'''']Ch.·/: ·}''! M t-cl1 OauPrM'1 ·)·h·l')· 017oilm ')' M,Pr.il ~,OfJ h" ''''] M" ·PrY.C 

)'tI· '}'C'I: ~,AfJ .\:·c:.::··r·:f· l''''ICh.·,;'}''! Mt-C .I'tIn·}·1 V·'b;r tI"']'l''1')''1 t\uoPrM 

1"'·I1.?:':: '10)':: 

MllU9" M .u I'~C9"C 170 0 0 l</;)' ~'V''I: ilh.;J·"'l'd· hlt,u O;r ',f' 1',,.tllll~,')·1 

'l' )'./:P':)'- M,"!fJO' h'}Pr.auAI'l· O·)·u ')·'1 hl'mN'P hv·I'l·9" Oll,e I'l'lm")' 9"110 

"'I"I'ln. :-

1. MOP"} oo~'I: ~,)'M.A'l') · 9" 

2. tI"'I.l'lm")· 9"1I'/i O"'l'~' Ol·il'l' I{I 9"Ah')' n'C?' 

3. I'hCilP"} M"'S")' tI"'l.mf,<l, 'l' )',/:p':r- O""paumOl' h'l:')' (l;J' ,eM· 

h'i:A n1~:- r"lA uol;q Muomr:,. 

1. Y;J' vi O)' }'\:' 0 

t\/ i\'} 0 

2. M·...." vi 18-24 0 aul 45-540 

t\/ 25-34 0 !pI 55-640 

,hi 35-44 0 1I 65 0l,e9" h" OIl,eO 

vi no· 0 ,hi I'.!.'I: 0 

t\/ )'II?O' 0 aul fJtIn.')· 1''1'''''W/'Ol' 0 

4. h'l:"'>;' 1'·)·9"UC')· .~.l:P.P' 9U
'}.\:"} '/Ol'? 

5. I'p't- A9"~ 

vi v'I'l"'>;' .e.l:p. 0 ,hi O .. ~"I O .. ~hil.l'l. 0 

t\/ 1'/1i\~' 9"~··l' 0 aul .l'; Ul 9"l:l' 0 

vi 0-3 '}au')' 0 

t\/ 4-6 '}oo,)·O 

,hi 7-9 ,}oo')'O 

uol 10 0l,e9" h" Oll,e 



""</I. lIClIC hPJ hM"fI'I" M(Jl-:"'I" '1"11 7i 
rfl"S'I" 

1 Yo"a+p' r'H'ov} '1J>- 'd- r"'1Ch, 'I; '}"1 110Yl 
TC'''It-'f'''l: ~,fI-')': 

1. r'l"c,)-f ~,1t\"If1· ,t'-:f· Tr:"It-'f":P 

2. r"'1M-t,t\ Tr:"It-9"? 
3. rnll'o "'1MI'l'O h '}Hu/>{\,? 
4 . r"'Ul'I"'POJ1' h'}'HI:J>I'l.? 

2 fl1' y./: '''1'C 1 9"11 7i (1 ) 9"C')- /~,1t\"If1· ')-
t\"'1')- Tr:"It-9" "~\?," hlf~ r"'1_h""fI")' r ')-';'OJ' 
"'1 C h, ,'; '} "111 0 YI TC"?t-oo- J>-00 fI h ;I-t\ OJJ>-9" 
J>-1e;'i't\ :· 

1. hOl;r 1'l"L'" ~,I-J"'h M'? 
2_ roo>;, ~,I-J"')-'} oM'? 
3_ rhCJ:;I- 1'l"L" he; rYo '}O'i' ~,I-JII')"'} U-'b;r7 

3 Yo- C Yo ,j-P' '} fI"'1{"''''P0)1' fI"'1_h"-fl")- ~,I-JII') -

NYol.1 h'H'I'I:J>i'I. M? 
1. flYo 'm>;' ~,I-JII')- ? 
2. MNIO. "'1UOLI'l'O? 
3. floo'}"1I'1')" ))<i:t\? 

4 . flhCJ:;r 1'l"L'" ~,I]II ')- ? 

5. MflYo'C7i ~,I-JII')- he; IH'r]r]t:: ~,I-JII ')' ? 

4 ~,J:.I'I 'l"C'l-!~,1t\ "If1"')' t\ "'1')- O'/"ooflh," 
J?;CYo')'P' OJ·I'I1' r"'1Ch,";'}"I/10Yl M"'1 M ? 

5 Yo-a+p' 0)"1'11' r"'1.h<;-0)'/" 1''''1 Ch, 'I; '}"1 /"I'OJ>-')' / 
h'}rl'l"J' i'I. h"'1.h·'''fI+ ;JC 0-''',1'.1'11 ~,I-J'{,Yo- M 

1_ -I-m "J' '''1. P' '1"/ y" 'm 7;':r? 
2. r"'1h~Lt\e;hrCn~ ~'b ;r7 
3. nu·o r"'IMI'l-O h<;- I' ,OYo-/nlll1/ 'I"'}"L"-

Yo I. Po 'P '1- I' 00 I'll' 'r U -'b;l' ? 
6 OYo"CYo-)-P> 0)'1'11' 1''''1.1'l0;. I''''1Ch,'I;' }''1 r]floo-yp>:f-

M·? 
7. OhCI'IP> M'I"yr -)" OYo"CYo-)-P> 0)_1'11' r"'1Ch,'I;'}"1 

'/;)) '/_)) '1"/,,"I-0~t\ l1f1OJ- YI'IrJM 
8. Yo-a")-p> hr'/"onIl10- Yfl· o)-m"H-'} floofll-J ')" 

r"'1.yM-t\ ool'lt_C-)- MOJ-? 
9_ ~,1t\ "If1"')- hl'lm· 0-111 Y:>n7,":r P> I'IM,1t\"If1"-I: 

hCI'IP> ;JC 001e;-~,)" I' "'I_ .I' 1'1 '1-t\ I'''IT'i- ~')- II).'.. 
~,fIo)-? 

10_ Yo"a. .. )-p' MfIY~ I'Y:}O>;' hi] II ,)- l'-I-flY~ 

"'1Ch,1;'}"1 Tr:"It-'f" :j'- M")-? 
11. o Yo-CYo,)-p> 1''''1 C h, ,[; '}"1 ))<i:t\ hi'l.fI·:r- ))<i:fI·:f-

h'}Y" "I1r he; 4-J>-e; '}1'1 h00<'\ I'lf\ .. )- ;JC -)-MC 
~,flOJ_ ? 



o o6'11"J' ,~ o6lvU . ((I o 
0 .. 6·!}y '~+"'1 .. n:j,UU '00 

·V/.l~,f 1:1'l'l/U "P 

o'V~' ~(.'l,·(q,UU IV 

o 'V~, c o6lvU/ n 
i'VSo6,f ·WVU· 1:1~' C U'IHll' :j,U {.wSl/l.oV {A: "'llJlo·' · ·.b;J,~cboO 'Vl \,17 ~'VU"' U ·S 

------:~. '7{'06 ·J:·V'V 100 0 -J:'J-Jl:J f, '~JlI:1 C J,·Hfl'{'oO 1:1·"U :JI"~ I'P 

o .J:.JJf':J /, '~Jll:1l J,l}t'{.00 "'l'W ~ IV o -(-l}t'{.00 I n 

i, 'W,J,S {'l.ol,'l -J:"",,{. .. 6 IHIUJ ·{·l!:<i,.:J.LJ 'L 

o ,,6VJ .f:lJl:1'~ {'06 I'P o ,,6VJ .{.~~,Wlo:JU 100 

o o6'~'W\,I'~ . ((I 0 u1'~ ·{·lJl:1'~ {'06 IV 0 u1'~ .{.t,I<Wlo:J'W In 

i V'~ .:<i,~'"'l.f:I}~ ·{·lv,Wl.o c: cb -J:-J-·Vlol:1~'~ oWlrl.oV JNw ·hJ.:J·"3'U '9 

o l.o'-l"'- o6lvU '((1 o l.o'-l"3' 1000 '>J- 1'l'0 '>J- o6lvU IV O "!>J- o6lvU lo·:.f.~ I n 

i 1:1·('M 

.f:";i{' ~ :J~t'~ '{''-l:Jl.ol/ {. . ./.:u1 ,~U{'"3' ·J:·J-·Vlo I:1L'~/'!: .J.:Jo6 tu1·hJ.:J·"3' J ';)'\,I,pW'W 'S 

o ,,6~VJ !J.\,I,,6 100 0 ,,6.~·W\,I'~ I'P 0 ';)',~ IV 0 u1'~ In 

i'VS,,6J ·WVU· I;I\;:J"'-." {. ';)'1,:; I;IWS+U o6"llo.:JJ. 

·J:-J-·VloI:1L'~ .. 6';)'W .J:.J.:Jo6 u1./::<f.:J.:iJ ·J:·V:!>l! .,'hI) +":;:J~ S~ /.lun -:;t:;{.,f~V 'v 
o ,,6.~-aJ\,I'~ 1<(/ 

o o6VJ .f:',I<Wlo:JU 100 o u1'~ ·{·lJI;ISo6U IV 

o .. 6VJ .. 6·{·lJI:1So6 I'P 0 u1'~ .{.I,~,Wlo:J~U In 

i'VlJl}l ,WVlJ- WI, :j,U ·{·IIlJ- ·bl"-VloI:1L'~/·J.:-J·:Jo6J 

J-I} 'w .f:~:J·"3'U ./: \,I""l.o V ·J:·H\,I:!> {' :l:.kU{'"3'J ~,uw·l.oJ S~ ·V,f ·S 

o o6Vd';)"~ IV 0 u1'~ In 

i-VSo6J 

'WVU' 'WI, D..,-l ·{·71)00 ·F""'-? t·.!:.kUtdJ ·bl··VloI:1L'~ 1·./.:-.I·:J .. 6 u1·( .. :<i,:J·dJ '0 

(''INlo ';)' IjlJ~ ) \,I'V 1((1 

O-o6~VJ !l.\,I,,6 100 o ,,6,~ 'W\,I'~ I'P 

o ,\).pI}.J:{. '( .~Wcb-'·l}l.oJ 100 

o '\) ,P I}.J:{.'( U·l)lJl)l.o U·IIU 1'1' 

o·l}·pl}·~{. ~ 1:1 '?'\>l/l.oJ IV 

o 'I),pl},~t '( ·(·:Jo6/ -(-"Vlo I:1L'W In 

i-WI, ';)'\,1 ,,·JU ·w·?-"'/l.oJ 'W,~hU·'W -I::<f.:J.d u1'\),pl},~{.,( lo{':Vl/:Jl.oJ -/:·v-,·lj'l.ol/ . > 

(oj:Wcb+l}l.o S~ +"11 ; c: cb; .f:oVlo 1:1~~N·:Jo6) 

*-u1 :,.,f JJ ';)'\,1 ( -(-d (l-aJ ) Vl! 7.0 f.,{.:j. 'lJ:J l.o -: .f:W 1:1:!>1.( 



9. II~ 4: q,wC "8" ooAfl "/nl1]')", ,~II- " hlf', '~l1n'1 n9"1 ooAh· h"i hhh1V T 

~ m"'oo-n;:l-A; (hM/1 ~ ,,;,,) ______________ _ 

10. Ml9" .9'''~ • ,~tI·n "'1 Oll 011 ~lh 1'}fl.<l'o.aV} M'W:'- '. ;:I-A? (11M'/:'.., & 

9""or M') 

v i hhd,,!' 0'/"')" w<;. 0 
to! WI'~" ,)1<_ 0 

rh. w<;. 0 wi Wl'~ ~ h"'1 0 
uo.~ h"'1 0 

11. '/ CrI-<}' $O f"'1.0nF/' m1 ~111:\'111"-H- M -11:\;J\'")'- "-Y,to7i f"'1.fy_om h "'1.h-t/'H­

nf-}·lj'ro. IU'. '/Ol.? 

v I n ,p w ;:I- "'1 h ,,: ,r. 1:\ ~ fI uo 0 (ly le, ) 0 
to! ", w 1-lj' II A If " "'1 h 'k 'r. 1:\ 0 
<hI V-fl'1,)" 0 

001 MOl:r9" 0 
uJI ool:\fl, NW" 0 

12. n~v·~- Ol:r '}- '/ CrI-<;'$O f"'1JIl"'9"n -}- • "'1M-'kl:\ M:'-to-/;P.. 9"1'/1 ',ro. 
v i flV'fI-9" (1;:1-$0)-' fI"'1-'lLfl 0 rh l fI '}'ooLm' Y:W'1':Y. 0 w i 9",, '/i fll"i9" 0 
to! nrf.(\Oll uP. 0 uol Mro·:P9" 0 

13. '/ CrI-<}-$O 9"CT 'I':·j:1/~1 " Arf.(\ .. -r:·j'-1 M-fl,. ~ 1n;;,,'-): h1V T -,-Y,to '/i nC;J1:\ (hM/1 

~ ~} ------ --------------------

14. '/ Crh1-$O 0. 1n'1'): 9"C·Y.:):1/~1 ,'Ari'/1·Y.r1 O • ."c·n 9"1 ~l~ ":'- 'frle'f 
~l;J1''1°;:l-I:\(M/1 , 4"~) _______ ____________ _ 

15. 11'/ CIf-}-$O w:"9" "f!.,. 'Pfl' "'1fl ;:l-ro 't, $Or M"'1 'l'ro· 9"1Y,'1 '/OJ·l cirro·? 
v i fI"'1t}Ol '} 0 fl i fI"'1',t}t} -}- 0 dll 1I"'1t}flll 0 001 Mro. '}'9" 0 

w i 9""7i • "'~9" 0 

16. Y:Ci!"}'$O 9"1 ~lf!.",'i- • "'1fl1-'POl'I:J' oo'}U'_':'{--} f!.,m " ''''1A? 
v i noo,I~<;' -nl1-'/1 "'1fl1- 'Pro~' 0 001 nto& roL1" Y. ·-j'- 0 
to! , 'Ii. t , 0 to -,- '1'1'· 0 w i ,N1. '1"al :): 0 
dl M.I. lln' 0 LI tI." ~ -lilA) 0 

17. n",wc 16 hhl -'-IILIILro- '/ Cr/-r;'$O oo,~<;, U 0 1,dl 1 hh11·"':' - ~ rofl"il:\ ? (M/1 
~ "rk) 

18. '/ Cr/-(}-$O Ml·n'l<;'ro. f.p '} . o'Ifl1''Pro:'' Ilv f!.,9"</''''11:\1 
v i 9"C-y.:j:1 ~l " Arf.(\ .. -Y.'f O?fl -" 'POl:" 0 <hI V'M:19" ~. 9"'~9u9"O 
fl i oo/ [l,-','} 0"'1fl1- 'POl'} 0 001 tI." t· 1MJ 0 



19. '/ Ccti"P' O"'IM' 'I'OJ~ hh'},rrl:p(\, iI~ 9"'} , VA O't. (M'rl. , flt-A 
vi WM/" O·t. ;1;1"'1. 0 til O·t. ("/v1'{'L 0 
.hI ~J. 'W 0 wi ~,"fl'I''i' 0 001 I\ ~ ;119" 0 

20. OhC{1 M·I·yr·}· _ '/ Cd"(}'P' _ "'1fl'I-'I'OJ'r ·O .. J>-;· h~"W ,} • .1'. ;J'A"! 
vi hh(lvh W("9" w<;. 0 til OflJ9" 'r<;. 0 
(hi w,;. 0 001 ~ h"'1 0 wi 0'1''7'' ~ 1"'1 0 

21. OhC{1 M·I·yr·}· '/ Cdrl-P' O"'I.f'lflJ'l'ro. ~'1A,,}f'I"'I':)'- r.l'. '}O;;":r hCI1;J' h 1>'., ,}. 
Yf'.;J-A? 
vi OflJ9" Lh·I·'PA 0 (hi OOO(()', . Lh'I''I'A 0 wi ~'ALh'9" 0 
til Lh'I-'I'A 0 0 0 1 OUO(()',· ~'ALh-9" 0 LI OflJ9" ~'ALh'9" 

22.0hC{1 M ·I·yr·}· Y:C:e:+P' 0"'1. f'I (()OJ. ~,1A"J'I·· :)'- r~,C-'I;J- fl"/}'P':j'· hCI1;J- 9"1 YVA 
',OJ'? 
vi OflJ9" Lh'I-'I'A 0 .hI OUO(()',· Lh'I''I'A 0 wi ~'ALh-9n 0 
til Lh'I-'I'A 0 0 0 1 OOO(()', · ~,ALh-9" 0 LI OflJ9" ~'ALh'9no 

23. M,(():/,iI,e hht-'I, r"'1C/l.'I; ' }"J TC'''Jt-'I''i- ( 9"C'}" n;J- l '1';1 he,' "'IM-'I'OJ~ ) 
~''J..Y rY:c:e:+p"} 1l:/"}' h '}>'.,·}· J'f'.;J-A? 

vi hdvh 0'1"9" w,;. 0 .hI w,;. 0 w I on]9" .\'.11"'1 0 
til 0'1"7" w,;. 0 001 .1'.11"'1 0 

24. OhC{1 M·I·.rr·}· OY:C:e:+ on]?" .1'.11"'1 OJ,e9" .\'.11"'1 r"'1Ch'I; '}"J Mt-C 'f"Je':f' 
9"h1.r·}· 9"'}Y: ' } ',OJ' ,eiltl·? _ ___________ _____ _ 
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