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Abstract

Thestudyaimstoinvestigatetheeffectofeventmarketingbytestingahypothesiswhetherbrand

awareness,customerengagement,attitudetowardtheeventandeventsponsorfithavinga

significanteffectoncustomerpurchaseintention.Thestudyreliesoncollectingprimarydata

throughpreparedquestionnairesandsecondarydatalikejournals,researchthesis,internet,

annualreportsandmagazinesfromfederalsmallandmediumenterprisewereused.Intotal(412)

questionnairesweredistributedusingaconvenientsamplingtechniquestoeventsattendeeswho

wouldbereachedbytheresearcher:Outofit392questionnaireswereproperlyfieldand

returnedwereasRespondentratewas(95.14)percent.Questionnaireswereanalyzedusing

Cronbach‟sAlpha,descriptivestatistics,ANOVA,correlationandregression.Theresultreviled

allexcepteventsponsorfithadapositivesignificanteffectonattendeespurchaseintention.The

majoreffectonattendeespurchaseintentionwascustomerengagementfollowedbybrand

awarenessthenattitudetowardevent.Thereforetheretailersintheeventhavetheopportunityto

createanawarenessoftheirbrandandimprovetheircustomerengagementinordertohavea

competitiveadvantageovertheothercompetitors.

Keywords:-Brandawareness,Event-sponsorfit,Attitudetowardtheevent,customer

Engagementandpurchaseintention
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CHAPTERONE

Introduction

InthisfirstchapterthebackgroundtoEventMarketingispresented,andtheconceptofEvent

Marketingisintroducedasitinfluencesthestatementoftheproblem.Thereafterthepurposeof

thestudy,statementofproblem,limitations,andthestudyoutlinearedescribed.

1.1Backgroundofthestudy

Intoday’sbuyer-empoweredworld,marketersneedtoseizeeveryopportunitytobuild

relationships,generategoodwill,andearnthetrustofprospectivebuyersandcustomers.Where

Companiesneedtosatisfytheircustomersbycreativelymanagingtheirmarketingmixinorder

tohaveacompetitiveadvantageoverotherscompetitors(Jobber,2007).Aneventwhichoffersa

uniqueopportunityforcustomerstointeractwithbrandstogetafirsthandsenseofacompany’s

focus,perspective,andpersonalitywouldbemuchpreferableinconsideringcustomerpurchase

decision(Marketo,2018).

AccordingtoKotler(2002,p.576)eventmarketingisdefinedas,“occurrencesdesignedto

communicateparticularmessagestotargetaudiences”.WhereanEventshaveapotentialof

bringingpeopletogetherforcommonpurposeandaneventorganizerwilladdressaparticular

messagedependontheinterestsandmotivationofthecustomer(Gurung,2014).

Whatisnewabouteventmarketingisnottheeventinitself,butthefactthatitisusedasa

marketingtooltowardsconsumers.Oneofthereasonfortheincreasinguseofeventmarketingis

thefirmssearchfornewwaystoreachouttheexistingcustomersandaswellaspotential

customerstobeseenandheardinanincreasinglycompetitivebusinessworld(Behrer&Larsson,

1998,p.20).

NowadayinEthiopia,thegovernmentshavebeensupportingtheSmallandMediumenterprise

byorganizingandsponsoringeventmarketing,inordertosupportthegrowthofthesector

throughouttheeventbycreatingawarenessandcustomerengagement.TheSMEsectoristaken

asaninstrumentinbringingabouteconomictransitionbyeffectivelyusingtheskillandtalentof

thepeoplewithoutdemandinghigh-leveltraining,muchcapital(Gebrehiwot,2006).
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Ingeneral,promotionofSMEsinthecountryisincreasinglybecomingmoreimportantdueto

thefactthattheyusewhatthecountrypossessesandlessofwhatitlacksandalsotheirrolein

employmentcreationforthemajorityworkforces.Thesectorhasbeengivenmoreattention

becauseithasthepotentialforeconomicdevelopmentthroughcreatingmarketforlocalproducts

andutilizationoflocalrawmaterialsandknowledge.Thereforeitnecessarytoidentifytheeffect

ofeventmarketingsinceitwouldhelptouseiteffectivelyinthefuture.

1.2Statementoftheproblem

Eventmarketing isastrategymarketersusetopromoteaproduct,brand,orservicethroughin-

personinteractions(Instapage,2017).Companieschoosetoparticipateinaneventforvarious

reasons,forinstancetoestablishandbuilditsbrand,togenerateleads,forcustomerengagement

andupsellandalsopeopleattendtonetworkandbeeducatedarethekeyreason(Marketo2018).

Onpreviousresearch(AnneEckerstiein,(2002)inGothenburg,)onageneralunderstandingof

theconceptofEM,thestudysuggeststhatthemostcommonpurposesoftheeventareto

increaseorchangethebrand-awareness,increasesales,createorstrengthentherelationship

betweenthecustomerandtheproducts.

OtherstudyconductedbyAngelineG.(2006),onengagingtheconsumerthroughEM,it

suggeststhatwhenthecustomerismoreofactive,enthusiasticandknowledgeableabout

company'sinvolvementwiththecommunity,ithasapositiveinfluenceontheattendee's

perceptionsofthesponsor'sbrandthatassociatedwithheightenedintentionstopurchasethe

firm'sproducts.

OnanotherstudyconductedbyElhamF.(2016),inJordan,ontheimpactofeventsponsorship

onattendeespurchaseintention,theresultsuggeststhatthemajoreffectonattendeespurchase

intentionwerebrandawarenessfollowedbyattitudetowardtheeventandtheweakeffectwere

eventsponsorfithasbeenmentioned.Thefindingrevealsthatallthevariablehaveasignificant

effectonattendee’spurchaseintention.

InEthiopia,BezaG.(2014),studiedontheeffectofeventmarketinghavingfavorable

dispositiononpurchaseintentioninMohaSoftDrinksindustrialcompany.Theresultssuggests

that,theeffectoffersinteraction,generatingawarenessandinfluenceimageoncustomersand

difficultytomeasuretheeffectivenessofaneventduetolackofappropriatemethods.



TheEffectofEventMarketingonCustomerPurchaseonIntention

3

Therefore,theaimofthisstudyistoinvestigatetheeffectofeventmarketingoncustomer

purchaseintentionbyadoptingaresearchmodelfromElhamF.(2016),inJordanandwhether

thesameresultcouldbeachievedbytestingahypothesisonbrandawareness,customer

engagement,attitudetowardtheeventandeventsponsorsfithavingasignificanteffecton

attendeespurchaseintention.

Ingeneral,sincethereisalimitedresearchhasbeenconductedwiththeeffectofevent

marketingthisresearchfillstheexistingverylimitedinformationbyincreasingthebodyof

knowledgerelatedtotheeffectofeventmarketingoncustomerpurchaseintentioninEthiopian

context.

1.3BasicResearchQuestions

Regardingtheattendee'sinevent:-

1.Isthereasignificanteffectofbrandawarenessontheattendee’spurchaseintention?

2.Isthereasignificanteffectofcustomerengagementontheattendee’spurchaseintention?

3.Isthereasignificanteffectofattendee’sattitudetowardtheeventonpurchaseintention?

4.Isthereasignificanteffectofevent–sponsorfitontheattendee'spurchaseintention?

1.4ObjectivesoftheStudy

1.GeneralObjective

Themainobjectiveofthestudyistohaveabetterunderstandingoftheeffectsofevent

marketingoncustomerpurchaseintentioninthecaseofsmallandmediumenterpriseinAddis

Ababa.

2.SpecificObjectives

-Totestbrandawarenesshaveapositivesignificanteffectonpurchaseintention.

-Totestcustomerengagementhaveapositivesignificanteffectonpurchaseintention.

-Totestevent-sponsorfithaveapositivesignificanteffectonpurchaseintention.

-Totestattitudetowardaneventhaveapositivesignificanteffectonpurchaseintention.
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1.5Hypotheses

Regardingtothestudyquestionsandtherelatedliteraturereview,thefollowinghypotheseswill

beinvestigated:

H1:Thereisapositivesignificanteffectofattendee'sBrandawarenessonpurchaseintention.

H2:Thereisapositivesignificanteffectofevent–sponsorfitonattendee’spurchaseintention.

H3:Thereisapositivesignificanteffectofattendee'sattitudetowardstheeventonpurchase

intention.

H4:Thereisapositivesignificanteffectofcustomerengagementontheattendee’spurchase

intention.

1.6SignificanceoftheStudy

Thisstudyhasasignificantcontributiontowardsminimizingtheperceivedgapintheexisting

literature.Knowledgegainedinthisstudywillbehelpfultoeventorganizersandretailerina

waythatitwillprovidethevariableinmeasuringitseffectsothattheycaneffectivelyuseitin

thefuture.Tostudents,theproposedstudyservesthemastheirreferencerelatedtothissubject

matter.Inadditiontothis,thisthesiswillhelpreaderstohaveabetterunderstandinginthearea

ofeventmarketingandtheroleonpurchaseintention.

1.7Delimitation/ScopeoftheStudy:

Eventhoughtherearemanyproblemsthatneedtobeaddressedasaresearchorinvestigation

regardingEventMarketing,thestudyhasfocusesontheeffectofEventMarketingoncustomer

purchaseintentionbytestingahypothesiswhetherbrandawareness,customerengagement,

attitudetowardtheeventandeventsponsorfithavingasignificanteffectonpurchaseintention

inthecaseofsmallandmediumenterprisesinAddisAbaba.

TheresearchislimitedtothiscompanyinAddisAbababecauseoftheexperienceinorganizing

suchaneventandduetotheshortspanoftimeavailabletodoitonmorecitiesinthecountry.

Theresearchisdemarcatedtolookattheabovestatedresearchquestionsfromcustomerside

only.
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1.8DefinitionofTerms

EventMarketing–“Eventmarketingisalaunchtowardscoordinatingcommunicationregarding

acreatedorsponsoredevent,andtheeventissaidtobeanactivitythatcollectsthetargetgroup

intimeandspaceforameetinginwhichanexperienceiscreatedandamessageis

communicated”(BehrerandLarsson,1998,p.18).

EventMarketingismarketingthroughevents,wheremarketingisseenascentralandtheeventis

consideredtheactualmarketingtool.Eventmarketingisfocusingonatargetgroupandinvolves

highcontactintensity.Itturnsamessageintoaneventthatcanbeexperiencedbytheaudience

(ErikssonJ.&HjälmssonA.,2000).

Purchaseintention:-Purchaseintentioncanbedescribedasthereadinessandwillingnessof

consumersandafavorabledispositiontodobusiness.Purchaseintentionisanimportant

predictorofconsumerbehavior(Fishbein&Ajzen,1975).

“Purchaseintentionsaretheexpressedthelikelihoodofconsumerstopurchaseproductsor

servicesfromtheeventsponsors”(Peyrotetal.,1998,p.85).

Networking isasocioeconomic business activitybywhichbusinesspeopleandentrepreneurs

meettoform business relationshipsandtorecognize,create,oractupon business opportunities,

shareinformationandseekpotentialpartnersforventures(Mbaskool,2011).

Promotion–“Promotionisamarketingfunctionconcernedwithpersuasivelycommunicatingto

targetaudiencesaboutthecomponentofthemarketingprogram inordertofacilitateand

exchangebetweenthemarketerandthecustomerandtohelpsatisfytheobjectivesofboth”(Low

&Mohd,1999,p.41).

PublicRelations–“Publicrelationsistheefforttobuildgoodrelationswiththeorganizations’

publicsbyobtainingfavorablepublicity;buildingupagoodpublicimage;andhandlingoff

unfavorablerumors,stories,andevents”(Kotler,1993,p.152).

Advertising:–“Advertisingisanypaidformofnon-personalpresentationandpromotionof

ideas,goods,orservicesbyanidentifiedsponsor”(Kotler,2000,p.281).
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IntegratedMarketingCommunication(IMC):-“Theconceptunderwhichacompanycarefully

integratesandcoordinatesitsmanycommunicationschannelstodeliveraclearandconsistent

message”(KotlerandArmstrong,1997,p.427).

FavorableDisposition:–“FavorableDispositionistheconsumer’sperceptionofasponsorship

orattitudetowardthesponsorship”(Lutz,1985,p.27).

BrandBuilding isgeneratingawareness,establishingandpromotingcompanyusingstrategies

andtactics.Inotherwords brandbuilding isenhancing brand equityusingadvertisingcampaigns

andpromotionalstrategies.Brandingiscrucialaspectofcompanybecauseitisthevisualvoice

ofthecompany(Mbaskool,2011).

1.9Organizationofthestudy:

Theresearchisbeingorganizedintofivechapters:

Chapterone,whichistheintroduction,hascontainedtheintroductionpartdealingwith

backgroundresearchproblems,basicresearchquestions,researchobjectives,significanceofthe

study,scopeofthestudyandDefinitionoftermsisalsoincorporated.

Chaptertworeviewsliteratureonboththeoreticalandempiricalstudiesregardingtheeffectof

eventmarketingoncustomerpurchaseintentionandtheconceptualmodelofhowthestudytobe

conducted.

Chapterthreehascovereddescriptionofthestudyarea,researchapproachanddesignofthe

study.Italsodescribesthedatasourceandtypetobeusedforthestudyaswellasthedata

collectionprocedures,ethicalconsiderationanddataanalysis

Chapterfourpresentsfindingfromthesurveyresultsarebeingdiscussion.

Finally,Chapterfiveincludessummaryfindings,generalconclusionsaredrawn,possible

recommendationstotheproblemsaresuggested.Inadditionmajorlimitationofthestudyand

indicationoffurtherstudiesintheareaaredrawn.
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CHAPTERTWO

ReviewandRelatedLiterature

Introduction

Thischaptercontainsthetheoreticalframeworkoneventmarketingwhereitwillcoverthe

Definingeventmarketing,type’sevent;promotionalmix,sponsorship,brandawareness,event

sponsorfitandattitudetowardaneventhaveasignificanteffectonpurchaseintention.Onan

empiricalreviewarelatedandrelevantliteraturearereviewedandaconceptualframeworkis

developedfromtheconceptualandrelatedliterature.Theinformationfoundonthedifferent

subjectshasbeenthebasisofthequestionnaires.

2.1TheoreticalReview

2.1.1DefinitionandtheoryofEventMarketing

EventMarketing:Anevent,function,oractivitythatisheldforthepurposeofpromotinga

product,service,orcompany.Theeventmaytargetbothcurrentandpotentialcustomers.Event

marketingusuallytakesplaceinperson,itinvolvesface-to-facecommunication.Itincludesa

companyhostinganevent,sponsoringsomeoneelse’sevent,orparticipatinginatradeshow

(KristenM.2018)

TheexplanationofeventmarketingproducedbyKotler(2003,p.576)states“occurrences

designedtocommunicateparticularmessagestotargetaudiences”.Butthisdefinitionisvery

broadandstatesthatalleventscanbeseenasmarketingevents,aslongasthereisanaudience,

andamessageisbeingshared.Inordertomakeitpossibletodevelopeventmarketingtheories,

thereisaneedforamorelimiteddefinitionoftheterm(Wood,2009,p.249).

AmorelimiteddefinitionhasbeengivenbyBehrerandLarsson(1998,p.18)andgoesas

follows:“Eventmarketingisalaunchtowardscoordinatingcommunicationregardingacreated

orsponsoredevent,andtheeventissaidtobeanactivitythatcollectsthetargetgroupintime

andspaceforameetinginwhichanexperienceiscreatedandamessageiscommunicated”.

Oneofthereasonsfortheincreasinguseofeventmarketingisthefirmssearchfornewwaysto

reachouttheexistingandpotentialcustomerstobeseenandheardinanincreasingly

competitivebusinessworld.



TheEffectofEventMarketingonCustomerPurchaseonIntention

8

Anotherreasonistheoveruseoftraditionalmediaandthechallengesconnectedtoit.Because

toomanycommunicationmessagesaretryingtoattractthesameaudiences,itleadstoaclutter

ofmessagesandhence,themediabecomeslessefficient(Wood,2009;Sneathetal.,2005).

Apartfromthis,theabilitytoadaptaneventtomanydifferentsituationsisthereasonfor

increasinguseandpopularityofeventmarketing.Eventmarketingcanbeusedbyalltypesof

firms,whethertheyarelargeorsmallandalsoindependentofthesizeofthefirm'stargetgroup.

Itcanbeadjustedtomatchfirms’specificrequirementsbysettingupamarketingplananda

goalfortheevent(BehrerandLarsson,1998).

Byimplementingeventmarketingcompanywantstoincreasesales,strengthenbrandawareness,

differentiatefromcompetitorwhenlaunchanewproduct,etc.Eventmarketingprovidesthe

greatestROI,becauseit’sapowerfultooltoattractnewcustomerandkeepexistingonestobe

loyal.Itcanbeeffectivewhentheeventhasagoodimpactandifit’ssomemorableforall

participantsincludingcustomerandpotentialcustomer.Someofthefactorsthatdeterminethe

successofeventmarketingwouldbeaneventmusthaveastrongconcept,companymustconvey

therightmessagetorightpeople,locationshouldbeconsideredwheretargetmarketlikes,to

considertherighttimeandmomenttoholdtheeventandsoon(Duncan,2005).

InMeenaghan’s(2001),modelofsponsorshipeffect,highlyinvolvedconsumersdisplayhigher

awarenesslevelofthesponsorship,andthereisagreaterchancetheywillexpressapreference

forthesponsor’sproductbecauseofitsaffiliationwiththeevent.Thepositiveperceptionsof

thesehighlyinvolvedconsumersmayinfluencetheirpurchaseintentiontowardthesponsorsof

theirfavoredevent.

Thetwocoreskillsthateventorganizerrequirearetocommunicateeffectivelybyreachingtheir

audienceandthentopersuadethemtoactinthedesiredway.Thekeyrolethatcommunication

andpersuasiontheorycanbeimportanttoworktogetherasateam,wereaneffective

communicationisabletonegotiatebetterandapersonalcareerdevelopmentforeventmanagers

canbeachieved(JacksonN.,2013).
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2.1.2TypesofEvents

AsDuncan(2002,p.718)describedit,“Therearethreepossibleapproachestoevents:creating

ownevent,participatinginotherseventsandsponsoringotherevents”.Createdeventsarefor

examplegrandopenings,companyanniversaries,new productintroductions,andannual

meetings.Themorecreative,fun,andexcitinganeventis,andthemorepeopleinvolved,the

morelikelyitisthattheeventwillgeneratebrandpublicity.Creatingeventsgivesfirmstotal

controlfromstarttofinish,astheycandecidealldetailsthemselves.Asaresult,creatingevents,

ittakesalotofresourcesandmaybeofmoreusetolargeandeconomicallystrongcompanies,

astheymostlikelyhavemoreresourcestospendonmarketingactivities.

Incontrasttocreatingownevents,firmscanchoosetoparticipateineventscreatedbyothers

(Duncan,2002,p.719).Examplesofsucheventsaretradeshows,careerfairsandexhibitions.

Thefirmhaslessfreedomtodecidewhattheeventwilllooklike,butontheotherhandtheycan

focusmoreonwhatmessagetheywanttocommunicateinsteadoffocusingonthepracticalwork

thatgoesintoarranginganevent.Thisismostlikelyacheaperalternativeforthecompany,even

thoughmanyfairsandexhibitionsrequirethemtopayaparticipationfee,astheydonothaveto

bearthewholecostofthearrangement.

Thelastapproachtoeventmarketingistosponsoranevent.Bysponsoringanevent,the

companypaysforhavingthebrandappearatanevent,forexampleatsportevents.Thisis

supposedtomakecustomersassociatethebrandwithcertainevents,butalsohasthedrawback

ofnotputtingthecompanyasamainfocusoftheevent(Duncan,2002,p.728).

Inconsideringeventmarketingthestudywillfocusonthesecondapproach,whichwouldbe

participatingineventscreatedbyothers.ThereasonforthisisFederalsmallandmedium

enterpriseistheonewhoorganizestheeventandalltheretailerwouldbetheparticipantofthe

event.

2.1.3EventmarketingasPromotionaltool

PhilipKotlerandKevinLaneKellerdefinemarketingcommunicationsas"themeans,bywhich

firmsattempttoinform,persuadeandremindtheircustomersdirectlyandindirectlyofproducts

andbrandstheysell.”
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Marketingcommunicationsrepresentthevoiceofthecompanyanditsbrands,theyarethe

meansbywhichthecompanycanestablishadialogandbuildarelationship"(Kotler&Keller,

2009,p.510).

Marketingmixisaplannedmixofthecontrollableelementsknownasa“mix”becauseeach

ingredientaffectstheotherandthemixmustoverallbesuitabletothetargetcustomer.Themain

fourelementsofthemarketingmixaredescribedas"the4P's"product,price,promotionand

place(LittlerandWilson,1995).Thepromotionalmixstandsforacompany’stotalmarketing

communicationsprogram,originallyconsistsofadvertising,personalselling,salespromotion,

andpublicrelations(Kotler&Armstrong,1994).EventMarketingispartofthemarketing

strategy,whereitisanintegratedmarketingtoolthatisincludedinthepromotionalmix(Behrer

andLarsson,1998).

Figure1EventmarketinginthepromotionalMix

Source-BehrerandLarsson(1998,P.153)

McCarthy(1998),Determinedthemixofmarketingcommunicationsasaspecificcombination

ofelements:advertising,personalselling,salespromotion,publicrelationsanddirectmarketing

thatcompaniesusetoimplementtheirtargetsforadvertisingandmarketing.Allcommunication

activitiesmustbewellpreparedandconductedingoodorderthroughcomprehensive

management.Successfulmarketingcommunicationreliesonthecombinationoftheseelements

ofthepromotionalmixtoenablebusinessestocommunicateeffectivelythebenefitsoftheir

productsorserviceswithtargetedcustomers.
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Thesecommunicationtoolscanbeidentifiedroughlyasfollows.

Advertising:-PhilipKotlerandKevinLaneKeller(2012),defineditas“anypaidformofnon

personalpresentationandpromotionofideas,goodsorservicesfromthesponsorevidentbythe

printmedia(newspapersandmagazines),telecommunications(radioandtelevision),network

communications(telephone,cable,satellite,wireless),electronicmedia(audiotape,videotape,

videodisk,CD-ROM,webpage),anddisplaymedia(billboards,signs,posters)”.Itisan

impersonalform ofmasscommunication,whichoffersahighdegreeofcontrolofthose

responsibleforthepreparationandimplementationofpromotionalmessages.

DimitarD.&FerencP.(1999),Defineitas"masspublicinformationsystemusedprimarilyfor

political,economicorculturalpurposes".EuropeanAssociationofAdvertisingAgenciesdefines

itas:"aformofnon-personalpresentationandpromotionofideas,productsorservicespaidby

theapparentsource.Advertisingisanypaidformofcontrolledimpact,implementedthroughthe

massmediainpresentingandenforcementofgoodsorservicesintheinterestofanopensource.

Advertisingperformsmultiplefunctions,themainonesare:inform,persuade,remindercreate

additionalutilityimpactonpeople'sperceptions.

Salespromotion:-isashort-termincentivethatencouragespurchasingorsellingofgoodsor

services.Salespromotion,akeyingredientinmanymarketingcampaigns,consistsofadiverse

collectionofincentivetools,mostlyshortterm,designedtostimulatetrial,orquickerorgreater

purchase,ofparticularproductsorservicesbyconsumersorthetrade.Whereasadvertising

offersareasontobuy,salespromotionoffersanincentivetobuy.Salespromotionincludestools

forconsumerpromotion(samples,coupons,cashrefundoffers,pricesoff,premiums,prizes,

patronagerewards,freetrials,warranties,tie-inpromotions,crosspromotions,pointofpurchase

displays,anddemonstrations);tradepromotion(pricesoff,advertisinganddisplayallowances,

andfreegoods),andbusinessandsalesforcepromotion(tradeshowsandconventions,contests

forsalesreps,andspecialtyadvertising).Salespromotionofferthreedistinctivebenefits:(1)

communication(theygainattentionandusuallyprovideinformationthatmayleadtheconsumer

totheproduct);(2)incentive(theyincorporatesomeconcessionorinducementthatgivesvalue

totheconsumer);and(3)invitation(theyincludeadistinctinvitationtoengageinthetransaction

now).
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Salespromotioncanbeusedforshortruneffectssuchasdramatizingproductoffersand

boostingsales(RanchhodA.&GurauC.,2007).

Personalselling:-Personalsalesareexpressedinapersonalpresentationofideasandproducts

totheclient,inwhichthesellerpersuadesandhelpsthebuyerdecidetopurchase.Personalsales

representtwowaycommunicationsbetweensellerandbuyerinordertoaffectthepurchaseby

targetinglongterm relationshipswithretailersandconsumers.Personalsellingallows

modificationofthemessageaspertheclient,controlovertheaudienceandachieveddeliveryof

informationaboutconsumerbehaviorandmarkettrends.Personalsalesareoralpresentationof

goods,services,ideas,inaprivateconversationwithoneormorepotentialbuyerstostimulate

themtobuy,andassisttheminpurchasing(G.Todorova,2015).

Itispersonalpresentationbythefirḿssalesforcetomakesalesandbuildconsumer

relationships.Personalsellingisakeyelementinpromotion,oneofthefourPsinthemarketing

mixes.Personalsellinghasthreedistinctivequalities:(1)Personalconfrontation(itinvolvesan

immediateandinteractiverelationshipbetweentwoormorepersons);(2)cultivation(itpermits

allkindsofrelationshipstospringup,rangingfromamatter-of-factsellingrelationshiptoadeep

personalfriendship);and(3)response(itmakesthebuyerfeelundersomeobligationforhaving

listenedtothesalestalk).Salespeopleperformoneormoreofthefollowingtasks:Prospecting,

targeting,communicating,andsellingapproaching,Servicing,Informationgathering,Allocating

(PhilipK.&GarryA,2007).

Publicrelations:-buildgoodrelationshipswiththecompanýsvariouspublicsandbuildgood

companýsimageandotherhandleorprotectcompanyofunfavorablerumors.Notonlymustthe

companyrelateconstructivelytocustomers,suppliers,anddealers,butitmustalsorelatetoa

largenumberofinterestedpublics.Apublicisanygroupthathasanactualorpotentialinterest

inorimpactonacompany’sabilitytoachieveitsobjectives.Publicrelations(PR)involvea

varietyofprogramsthataredesignedtopromoteorprotectacompany’simageoritsindividual

products.Thewisecompanytakesconcretestepstomanagesuccessfulrelationswithitskey

publics.Theappealofpublicrelationsandpublicityisbasedonthreedistinctivequalities:(1)

highcredibility(newsstoriesandfeaturesaremoreauthenticandcrediblethanads);(2)Ability

tocatchbuyersoffguard(reachprospectswhoprefertoavoidsalespeopleandadvertisements);

and(3)dramatization(thepotentialfordramatizingacompanyorproduct).
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Directmarketing:-ThedevelopmentoftechnologyandtheuseoftheInternetmakepossibleto

applynewandattractiveformsofdirectmarketingthatcontainthepotentialforbrandingand

generatingsales.Suchformsarewebmarketing,emailmarketing;directmail,webseminars,

telemarketingpromotions,saleschannels,directsales,advertisingflyers,catalogsandmore.

Whetherorganizationswanttobringnewvisitorstoyourwebsite,increaseonlinesales,tomake

phonerangortopersuadecustomerscomingbackformore,theywillusesomeofdirect

marketingtools.Usingthistypeofcommunicationwiththeaudienceisspecificandpersonal,

andmostimportantlymeasurable.Thischannelofcommunicationimpliesthepossibilityfor

precisesegmentationoftargetgroupandattackingeachsegmentattherighttimeattheright

placewiththerightmessage(G.Todorova,2015).

SponsorshipFillandHughes(2008)consideredsponsorshipasamarketingcommunicationstool

inwhichacompanyoffersfundingorotherresources(financial,personalservices,equipment,

experienceorothers)tocoverallorpartofthecostsandotherrequirementsassociatedwitha

projectorevent(concert,sportingevent,educationalprogram,televisionprogramorotherevents)

inreturnfordisplayingitslogos,brandnamesandproducts.Sponsorshipisaninvestment,with

thepotentialtobenefitfromahighlypublicizedevent(Allen,2010).Thesponsorcompany

foreseesapayoffforitssupportthatismostcommonlyutilizedforpromotionpurposes(Hund-

Göschel,2009).Sponsorshipisconsideredasaneconomicalandalternativetooltogain

exposuretoatargetmarketwhichmeansadirectexposuretopublicaudiencebytheeventthat

avoidsnoiseandallowdeliveringadistinctivemessage.

Oneofthemainadvantageswitheventmarketingcomparedtotheotherchannelsisthatthe

objectivecanbothbedirectsales,andimagebuilding,dependingonhowitisused(Behrer&

Larsson,1998).Thisledafirmsusingeventmarketinginordertobemoreinnovativein

reachingtheirtargetaudienceandalsotoincreasecustomer’semotionalattachmentstothefirms

(Wood,2009).

2.1.4EffectofEventMarketingonCustomerPurchaseIntention

Often,theevaluationofaneventisseenastoochallengingfortheindividualfirmandalsofirms

oftenfinditunclearhowtoassesstheoutcomesofactivitiesrelatedtoeventmarketing(Sneath,

2005,p.375).AccordingtoBehrer&Larsson(1998),thebaseforanyevaluationissettingthe

marketingobjectiveswiththecreationoftheevent.
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Communicationandsalesobjectives,mainly,havetobeveryclearandquantified.Thecompany

thatisusingeventmarketingcanalsosetdetailedobjectivesthatitwantstoachievewithits

participationinanevent,socalledeventspecificobjectives.

AsWood(2009,p.253),describe“Statingaclearpurposeandaspecificobjectivewillhelpthe

evaluationprocesssincetheoutcomecanbemeasuredagainsttheseobjectives,theoutcomescan

thenbeusedtodetermineiffutureactionorimprovementisneeded”.Firmsareencouragedto

measuretheeffectsofbothsmallandlargeevents,andalsotomeasureeveryelementofthe

eventforpossiblecontribution,ordetraction,fromthemarketingobjectives(Vence,2006).

Accordingtodifferentscholartheeffectofeventmarketingonpurchaseintentionhavesupport

thevariablesthatcustomerengagement,brandawareness,eventsponsorfitandattitudetoward

theeventonhavingasignificanteffectoncustomerpurchase.

Accordingtomeenaghanmodelofsponsorship(2001),favorablesenseaboutthesponsorare

influencingcustomerpurchaseintentionofthesponsorbrandandapositiveattitudetowardthe

eventmaymotivatecustomertopurchasethesponsoredbrand.

Aaker(1996),indicatethemainaim ofmarketingstrategyistobuildbrandawareness

economicallyandefficientlybyhavingabroadsalesvolumeandoperatingoutsidemedia

channels,becausecustomerneedinformationtobeabletochoosebetweenalternativebrands.

Riezebos(2003),addressthatabrandwithhighawarenesswillcauseahighaddvaluefor

customer.

Russel&close(2013),concludethatcustomerdevelopmorefavorableeventsponsorbondwhen

theyliketheevent.Acustomerpositiveattitudetowardtheeventwillinfluencetheirperception

ofeventsponsorfitpositively.Thestudyalsodemonstratesthepositiveinfluenceofevent

sponsorfitoncustomerfavorablebrandcommitmenttothesponsorbrandandcustomer

intentiontobuyproducts.

Thereforetheeffectofeventmarketinghelpsinbrandbuildingthatis,creatingawarenessabout

thelaunchofnewproductsandalsoassociatingthebrandpersonalityofclientswiththe

personalityoftargetmarketthroughcustomerengagementcanbeachieved.Whereasanevent-

sponsorfitleadstopositiveattitudesthenmotivatecustomerforpurchaseintention.
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Onthisstudythevariablesaffectingcustomerpurchaseintentionarebeingdiscussedonthe

followingparagraphbelow.

2.1.4.1CustomerEngagement

Consumerengagementreferstoacompany’sorbrand’seffortstobuildrelationshipswith

individualsthroughpersonalizedinteractionsonmultiplechannels,withthegoalofgainingand

retainingloyalcustomers.A Successfulconsumerengagementaccomplishesitsgoalby

distinguishingthebrandfromitscompetitors,bygivingconsumersanemotionalconnectionwith

thebrandandcreatingongoingconversations(Astute,2016).

Behrer&Larsson(1998),statesthatidentifyingthecompanywithatargetgroupcouldleadto

theestablishmentofrelationshipsbetweencustomersandthecompany,whichinturncould

createcustomerloyalty.AlsoHollandandRich(1999),claimthatthemajorityofeventsusedin

eventmarketinghaveapurposeofdevelopinglong-termrelationshipswithaparticulargroupof

people.Furthermore,bythedirectcommunicationtakingplaceineventmarketing,companies

canalsoachievetheobjectiveofreceivingfeedbackonitsofferanditspositioninthemarket.

Theonethingthateventmarketinghas,whichnoothermarketingcommunicationsmedium

possessesisthecapacityofdeliveringpersonalsatisfactions(Meenaghan,1983).

2.1.4.2BrandAwareness

Brandawarenessreferstoabrand’spresenceintheconsumer’smind;itgivesthebrandalevel

offamiliaritytotheconsumers(Aaker,1996).

Behrer&Larsson(1998),statethattocreateawarenessandstrengthentheimagearethemost

importantandprimaryobjectiveswitheventmarketing.Eventmarketingprovidescompanies

withopportunitiesforgoodwillcreationamonginfluentialindividualorgroupsinthebusiness

world.Bovee(1995),considerbrandawarenessasapercentageofthetargetmarketthatisaware

ofabrandname.Itismeasuredbydifferentmethodsinwhichcustomersrememberabrand,

whichmayincludebrandrecognitionandbrandrecall.Itmeansthatthecustomercancorrectly

distinguishthebrandashavingbeenpreviouslyseenorheardandthenrecallthebrandby

retrievingthebrandfrommemory(Riezebos,2003).
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Brandawarenessisthecustomers'abilitytorecallandrecognizethebrandasreflectedbytheir

abilitytoidentifythebrandunderdifferentconditionsandtolinkthe brand name,logo,

symbol,and so forth to certain associationsin memory(KellerK.,2003).Sobrand

awarenesshastwoaspects;brandrecallandrecognitionandperformancebyconsumers.Brand

awarenesscanbeasignofqualityandcommitment,lettingconsumersbecomefamiliar

withabrandandhelpingthemconsideritatthepointofpurchase(Tang&Hawley,2009).

Manyresearchershaveseenbrandawarenessasanelementthatplaysavitalrolein

consumer'schoiceofbrand.LinandChangindicatedthatbrandawarenesshadthemost

powerfulinfluenceonconsumerspurchasedecision(Lin&Chang,2003).Brandawareness

playsacrucialroleincustomers’decisionmakingbycontributingthreeadvantageswhichare

learningadvantages,considerationadvantagesandchoiceadvantages.Brandawarenessisalso

recalledbrandmemorizationpowerincustomersmind.Theroleofbrandawarenessdependson

thelevelofawarenessachievedwherethehighertheawarenesslevelsthemorethepossibilityof

buyingproducts(Rundle.&Bennet.,2001).

However,awarenessalonemaynotleadtopurchase;awarenessmayonlyresultincuriosity

abouttheproduct.Thus,brandawarenessisafirstandnecessary,butnotsufficientcondition

thatleadstopurchase.Itisanecessaryconditionforbrandequity,withoutwhichconsumers

cannothavebrandassociations,perceptionsofqualityandbrandloyalty(Pappu&Quester,

2006).

2.1.4.3Event-SponsorFit

Event-sponsorfitistheextenttowhichacustomerbelievesthataneventandthesponsoring

brandhaveasimilaridentity(Lacy&Angeline,2013).Fit,orcongruity,istheextenttowhicha

consumerperceivesthataneventanditssponsoringbrandhaveasimilarimage,values,anda

logicalconnection(Gwinner& Swanson,2009).Thisdefinitionoffitisselectedasitis

applicabletoproductandservicebrandsponsorsalike.Consumersmakeasurfaceinterpretation

withoutrelativeeffort,then,whentheyallocatetheprocessingcapacity,theyadjustthis

inferencewithotheraccessibleinputs(Johar&Simmons,2000).SimmonsandBecker-Olsen

(2006)findthatconsumerstendtoexpectasponsorandeventtobecongruent;therefore,an

unexpected,low-congruitysponsorshipleadstoincreasedelaborationofthesponsorship.
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Suchelaborationisnegativelybiased,anditcomeswithlessfavorableattitudestowardthe

sponsorship(Gwinner&Swanson,2009).

Martensen(2007),Discoveredthatfitisusedtodistinguishbetweenpositiveandnegative

emotiontowardsponsoredeventandahighfitthatmayleadtopositiveemotionoralowerfit

thatmaycontributetoanegativeemotion.

2.1.4.4AttitudetowardsEvent

Attitudetowardseventistheextenttowhichcustomersensestheeventisfun,pleasing,

informativeandinteresting(Chandon,Wansink,&Laurent,2000).Accordingtoattitudetheory,

newandoldbeliefsarecombinedtoformcurrentattitudeaboutaparticularobject.Thestrongest

andmostconsistentbeliefformthealtitudesandthesealtitudearewhatconsumerutilizewhen

processinginformation,formingintention,andperformingbehavior(Fishbein&Ajzen,1975).

2.14.5PurchaseIntention

Corsini(2002),suggestedtheintentionisthedecisiontoactinaspecificwayorurgetoperform

anaction,whetherconsciousornot.Ajzen(2005),definestheintensityasthedisposition

behavioruntilitmeettherighttimeandtherightopportunity,thenitwillmanifestinaction;

whileSudarsono(1993),describesthattheintentionisdesiretodosomething,andhavea

purpose.Purchaseintentioncanbedescribedasthereadinessandwillingnessofconsumersand

afavorabledispositiontodobusiness.Purchaseintentionisanimportantpredictorofconsumer

behavior(Fishbein&Ajzen,1975).

Shah(2012),pointoutthatpurchaseintentionisatypeofdecision-makingconcerningthe

reasonswhyacustomertendstobuyaparticularbrand.Companiesareconcernedabout

purchaseintentionbecauseitindicatesconsumers’preferenceforagivenproductandby

respondingproactivelytocustomerfeedbackandprovidingvalueaddingservicestocustomers’

experience,itcaninducepurchaseintention.SinceaFavorablepurchaseexperiencereinforces

customersrepurchaseintention(EckersteinA.,2002).
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2.2EmpiricalReview

2.2.1Purchaseintention

Keller(2001),recognizedthereisalargenumberofexternalfactorsthatcanaffectpurchase

intentionincludingtheperceivedpriceandperceivedqualitythroughthebuyingprocess(Gogoi,

2013).Researchershaveaddressedsixphasesbeforetakingdecisiontopurchaseaparticular

product:awareness,knowledge,interest,preference,persuasionandthenpurchase(Kotler&

Armstrong,2010,Kawa,2013).Abdolrazagh(2012),demonstratethatpurchaseintentionis

affectedbydemographic,geographicandreferencegroup.

AccordingtoMeenaghan’smodelofsponsorship(2001),favorablesensesaboutthesponsorare

influencingcustomerpurchaseintentionsofthesponsoredbrandandpositiveattitudetowards

thesponsoredeventmaymotivatecustomerstopurchasethesponsor’sbrand.Abrand’s

sponsorshipeventsmayhaveadirecteffectonpurchaseintentionsbecauseofthehigher

customers’commitmenttothesponsor(Gwinner&Swanson,2003).

OnanotherstudyconductedbyAngelineG.(2006),onengagingtheconsumerthroughEM,it

suggeststhatwhenthecustomerismoreofactive,enthusiastic,andknowledgeableabout

company'sinvolvementwiththecommunity,ithaveapositiveinfluenceontheattendee's

perceptionsofthesponsor'sbrandthatassociatedwithheightenedintentionstopurchasethe

firm'sproducts.Eventmarketingalsoprovidessponsorswithopportunitiestoeducateconsumers

abouttheirofferingsandprovidewaysforactiveinformationexchange.

2.2.2Buildbrandawareness

Aaker(1996),indicatesthemainaim ofmarketingstrategyistobuildbrandawareness

economicallyandefficiently,byhavingabroadsalesvolume,andbyoperatingoutsidemedia

channels,becausecustomersneedinformationtobeabletochoosebetweenalternativebrands.

Riezebos(2003),addressesthatabrandwithhighawarenesswillcauseahighaddedvaluefor

consumers.Strydom(2000),address,themarketingstrategycanbuildawarenessamongtarget

marketsthroughrepetitiveadvertisingandpublicity.Thiscanprovideacompetitiveadvantage

forthebrand.Brandawarenessisoneofthemainstepsinpromotingandpositioningabrand,it

istheessentialandvitalgoalofadvertisingintheproduct'sintroductionstage.
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Akwensivie(2014),foundoutthatbrandawarenessisthemainimpactofsponsorshipeventson

mobiletelecommunicationsubscribers.Brandimageandbrandloyaltyarefoundtoberelated

positivelyandsignificantlytosponsorshipevents.Sponsorshiphaveaneffectiveimpacton

customers’behavior,inassociationofothercommunicationstoolslikepublicrelations,

exhibitionsandtradeshows,advertising,directmarketingandsalespromotions.

OnstudybyM.Edlund&H.Gerd(2010),studyonEventMarketingandRecruitmentin

NorthernSweden,haveprovideasupportforsomeofthemainreasonsFirmsuseeventsare

becauseoftheopportunityofgettingmorepersonalcontactwithindividuals,increasing

individuals'awarenessofthefirmanditsbusiness,andreachingthefirm'stargetedaudience.

Creatingowneventsseemtobemorebeneficialforcompanieswithawelldefinedtargetgroup;

howevertheseeventsarealsocostly.

2.2.3Customerengagement

Whencustomerengagementoccursnaturallyinresponsetoproductexperiencesormarketing

communicationswithnodeliberateactionsfromthefirmtomotivateorempowerthecustomer,

itengendersmoretrustandismorememorablethanfirmsponsoredcommunication(deMatos

andRossi2008).Customerengagementbehaviorcouldbea“usefulframeworkforclassifying

andsegmentingcustomers,basedontheirpropensitytoengageandthetypesofengagement

behaviorstheydisplay”(VanDoorn,p.263).

BasedonBrodie,(2013)theconsequencesofcustomerengagementcouldbecustomerperceived

value,satisfaction,trust,commitmentandloyalty.Allofthemarethemainmeasuresof

sustainablecustomerrelationshipsaswell.Therefore,thehigherthecustomersengagement

duringtheeventthemorethecustomersmaypurchasetheproduct.

2.2.4AttitudetowardsEvent

RussellandClose(2013),concludethatcustomersdevelopmorefavorableevent-sponsorbonds

whentheyliketheevent.Acustomer'spositiveattitudetowardstheeventwillinfluencetheir

perceptionsofevent-sponsorfitpositively.Thestudyalsodemonstratesthepositiveinfluenceof

event-sponsorfitoncustomer’sfavorablebrandcommitmenttothesponsor’sbrands,and

customers’intentionstobuythesponsor’sservices.
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AccordingtoJulieZ(2005),astudyonanIMCApproachtoEventMarketing,Wherethestudy

providesasupportforeventmarketing’sabilitytopositivelychange,oratleastalter,perceptions

andbehaviorofcustomersanditalsosuggestthateventrelatedcommunicationscanbe

beneficialtoaccomplishingafirm’sobjectives.Ontheotherhandpersonalinteractionwiththe

sponsor’sproductsduringtheeventmayleadtomorefavorableoutcomeslikeincreasing

purchaseintentions.

2.2.5EventSponsorFit

Event-sponsorfitcouldgainavaluableroleinstrengtheningconsumerrelationshipoutcomes.

Gwinner&Swanson(2009),studyonTransferinCorporateEventSponsorship,revealthat

sponsorsmustchooseeventsthathaveareasonablefitwiththesponsors’brandandthose

customersexpectasponsorandeventtoberelated.Sponsorshipswithagreaterperceivedfit

withtheeventprovidecognitiveconsistency.Experimentsconfirmthatevent-sponsorcongruity

leadstopositiveattitudesoraffecttowardthesponsorknownastheaffecttransferprocess,in

whichtheaffectfortheeventshouldtransfertotheattendee’sperceptionofthesponsor.

Scholarshavedocumentedthetransferofpositiveaffectfromeventspromotingpublichealth

andfromorganizations’sponsorshipofnot-for-profitcausestotheirrespectivesponsor(Close,

2006).Inadditiontoaffecttransfer,highevent-sponsorcongruenceenhancesbrandimage

transfer.Aneventsponsorcanmoreeasilyclarifyasponsor’spositioningwhenattendeesfeel

thatthesponsorandeventareanaturalfit(ibd).

AccordingtoGwinner,Larson&Swanson(2009),highevent-sponsorfitwillsupportbrand

imagetransfer.Theeventarea(sports,culture,festival,business)isessentialtoconsiderinfit

perception,morelikelywhencustomersareactiveinthatarea.Thisindicatesthatevent

sponsorshipprovideschancetocreateapersonalconnectionwithconsumers.

InEthiopia,BezaG.(2014)studiedontheeffectofeventmarketinginthecaseofMohasoft

drinkindustries,thestudyprovidesupportforeventmarketinghavingafavorabledispositionon

purchaseintention,sinceitallowscustomerstohaveanexperienceandcreatesimpulsestoact

andwithregardstotheobjectivesofusingeventmarketingstrengtheningtheexistingimage,

identifyingthecompanyandbrand/productwiththetargetaudienceandachievingmedia

coverageareveryimportanttoconsider.
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2.3ConceptualFramework

Basedonthetheoreticalframeworkpresentedintheprevioussection,thisparthighlightshow

theresearchquestionsareconceptualizedandalsoservesasabasefortheresearchquestions

guide,whichisusedtocollectdatafromtheattendeescustomersintheevent.

Regardingcustomer

EFFECTOFEVENTMARKETING

H1

H2

H3

H4

Fig2.2:Conceptualframework

Source:ElhamF.(2016)

ForthepurposeofthisstudypurchaseintentionwillbethedependentvariablewhereasBrand

awareness,Eventsponsorfitandattitudetowardtheeventwillbetheindependentvariable.

Inordertofulfillthepurposeofthisstudyaconceptualframeworkmodelwereprovidedasan

overviewofthetheoreticalpartsthathelpsthecollectionofdata,andalsofacilitatesthedata

analysis.Themainthingsthatwerestudiedinthisresearchwouldbetoidentifytheeffectevent

marketingandalsotoseewhetherBrandawareness,customerengagement,Eventsponsorfitand

attitudetowardtheeventhaveasignificanteffectonpurchaseintentioninthecaseofsmalland

mediumenterpriseinAddisAbaba.

Brandawareness

Purchaseintention

Attitudetowardstheevent

Customerengagement

Eventsponsorfit
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CHAPTERTHREE

ResearchMethodology

Introduction

Thischapterexplainstheresearchmethodologyusedforconductingtheresearch.Itinclude

researchdesign,targetpopulationsamplingmethodandsampleofthesize,sourceofdata

collectedandinstrumentsofdataandmethodofdataanalysis.Italsoincludesethicalissuesto

insurethequalitystandardoftheresearch.

3.1ResearchApproach

Thestudyhasusedquantitativeapproachtoaddressthestatedobjective.Quantitativeapproaches

wereusedthroughsurveyusingaselfadministeredquestionnaireforattendee'scustomerinthe

event.Surveyallowsthecollectionofalargeamountofdatafromasizablepopulationinhighly

economicalway(Saunders,Lewis&Thornhill,2009).

3.2ResearchDesign

Researchdesignistheconceptualstructurewhichconstitutestheblueprintofwhatthe

researcherintendtodofromwritingthehypothesisanditsoperationalimplicationstothefinal

analysisofdata.Thus,thisstudywasbothdescriptiveandexplanatoryresearch.Thereasonis

thatthesemethodsaresuitabletoexplainandinterpretrelationsbetweenindependentand

dependentvariablesinthestudy.

Thestudywasintendedtoinvestigatetheeffectofeventmarketingoncustomerpurchase

intention.Asaresulttorealizethisrelationship,theresearcherhasappliedquantitativetypeof

researchdesigntovisualizeafullimageoftherelationshipbetweenvariables.

3.3PopulationandSamplingdesign

Thetargetpopulationsofthestudywasthoseattendedcustomersintheeventinwhichthe

governmentitselfistheonewhoorganizessuchanevent.AccordingtoFederalSmalland

Mediumenterpriseannualreporton2018G.C,thepopulationsofattendedcustomerintheevent

wereestimatedtobemorethan20,000attendeeswhovisitedsuchtypeofevent.
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Samplingtechniqueisatechniqueusedtoselectsuitablesamplesoastorepresentthewhole

population.Therearetwocommonsamplingtechniques;probabilityandnon-probability

sampling.Probabilitysamplingiswherethepopulationhasanequalopportunityofbeing

selectedbutinnon-probabilitysamplingmethod,theprobabilityofbeingselectedisunknown

(Bhattacherjee,2012).ThestudyusedaConvenientSamplingtechniquetoeventsattendeeswho

wouldbereachedbytheresearcher.

Inordertoselecttheappropriatesamplesize,thestudyusesaformulabyYemaneA.(1968).

Fromthetotalestimatedpopulation20,000.00ofpeopleasampleof392attendeeswereselected

toconducttheresearchwithaconfidenceinterval5andconfidencelevelof95%.Asample

procedureforthestudywasself-preparedquestionnairesthathavebeendistributedrandomlyto

theattendees’customerwhoattendstheevent.

n = N



1+Ne
2

Where,n=Samplesize

N=totalPopulation(20,000)

e=levelofprecaution(0.05)

n=20,000.00

1+20,000.00*(0.05)
2

n=392.156approximately392.00

Thesamplesizebecomes392.156approximately392.

Afterdistributing412questionnairesforattendeecustomers,atotalof402answered

questionnaireswereretrieved,whichis97.57% ofthetotaldistributedquestionnaires.After

checkingtheretrievedquestionnaires,the392questionnaireswerevalidforstatisticalanalysis.

Whichmeansresponserateis95.14%ofthetotaldistributedquestionnaires.
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3.4SourceofDatacollection

Thestudyhadusedbothprimaryandsecondarydatawerecollected,whereaprimarydatawas

collectedfrom attendeescustomerwhoparticipatedintheeventthroughselfadministered

questionnairesandasecondarydatathatwouldberelatedtothepurposeofthestudywere

collectedfrombooks,articles,journals,researchthesis,internetandalsoannualreportsofthe

Federalsmallandmediumenterprisewhichwasrelatedtothestudy,sincetheyadequately

capturepastperformanceoforganizingsuchtypesofevents.

3.5ResearchInstrument

Theresearchmethodologyismainlyquantitativemethod:hencesurveystudieswereusedasa

researchtechnique.Toreachthemajoraimofthestudy,thestudyreliesoncollectingprimary

databyself-preparedquestionnaire.Thesurveyinstrumentofthestudyconsistsoftwomajor

sections.Thefirstsectioncontainsquestionaboutprofileoftheattendees’customerintheevent

andthesecondsectioncontainstheattitudeoftheattendee'scustomerabouteachstatement

relatingtoeachvariableofthestudy.Theinstrumentdependsonafive–pointLikertScale,1-

stronglydisagreeto5-stronglyagree.

3.6MethodofDataCollections

Theeffectofeventmarketingoncustomerpurchaseintentionwasinvestigatedusingstructured

questionnaires.ThequestionnaireswereadoptedfromElhamF.(2016),ontheimpactofevent

sponsorshiponattendeespurchaseintention.Basedontheadaptationtheresearcherhasprepared

5pointlickertscalequestionnaireratingfrom1(stronglydisagree)to5(stronglyagree).The

questionnaireincludedalltheselecteddimensionofvariablesi.e,Brandawareness,customer

engagement,Eventsponsorfitandattitudetowardtheeventtoanalyzetheeffectoncustomers

purchaseintention.Thedatawascollectedfrom392attendeecustomersintheeventasstatedin

thesampleframebyameansofconvenientsamplingmethod.

Inordertoconductthestudyandachieveitsstatedobjectivesaprimarydatawerecollectedin

personal(facetoface)formofquestionnairesfortheattendeescustomerintheeventandallthe

relevantandnecessarysecondarydatahadbeencollected.
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3.7ProcedureofDataCollection

Thestudyfollowedastepduringdatacollection,aprimarydatawerecollectedduringtheevent

sinceaselfpreparedquestionnairewheredistributedandcollectedduringtheeventoccurrence

andasecondarydatawerecollectedbeforetheeventoccurrencesinceitcanhelptoreferand

comparepastandrelevantdatawiththeupcomingevent.

Atotalof402questionnaires’weredistributedtorandomlyselectedcustomerswhoattendeesthe

eventinAddisAbabaandalsotodifferentgovernmentofficessurroundingtheareawherethe

eventwereoccurredandgavethemaoneweektimetoallowtherespondenttimetoread,

understandandtogiveaccurateresponsethenthequestionnaires’werecollectedafterthe

completionoftherespondents.

3.8MethodofDataAnalysis

AccordingtoGiven,LisaM.(2008),aquantitativeresearchisthesystematicempirical

investigationofobservablephenomenaviastatically,mathematicalorcomputationaltechniques.

TheresearcherhasusedIBMSPSS(StatisticalPackageforSocialSciences)softwaretoconduct

descriptiveandinferentialstatisticsanalysissuchasbivariatecorrelationanalysis,ANOVA

(analysisofvariance)andstandardmultiplelinearRegressiontoanswerthebasicresearch

questions.Preliminaryanalyseswereconductedtoindicateiftherewereanyviolationsofthe

assumptionsofmulticollinearity,normality,andreliability.(SeeAppendixB)broadlyexplained

underchapterfour

3.9Validity

Thequestionersusedinthisstudywherestructuredintotwopart,wherethefirstpartwasonthe

demographicofattendeescustomerandthesecondpartwereabouttheattitudeoftheattendee's

customerregardingeachvariableofthestudy.Thevalidityoftheresearchpaper,asitwasstated

intheliteraturereviewpart,allthevariablesareadoptedfrompreviousresearchworks.

Toincreasethedegreeofclarity&understandabilitytheEnglishversionquestionnairehas

translatedintoAmharicbyprofessionaltranslator.
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3.10Ethicalconsiderations

Inthecontextoftheresearch,ethicsisdefinedastheappropriatenessoftheresearcher’s

behaviorinrelationtotherightsoftheparticipantsorsubjectoftheresearchwork(Saunders,

Lewis&Thornhill,2009).Duringdatacollection,theresearcherhastriedasmuchaspossibleto

respectthebasicrightsoftherespondentswhiletakingpartinthisstudy.Theresearcheragain

hastriedtocreatesmoothrelationshipwithrespondentsandprovidefullinformationonwhythe

studywasconductedandwhatwasexpectedfromthemandwhattheresearcherhastodowith

thedata.

Inordertokeeptheconfidentialityoftheinformationgivenbyrespondents,itwasnotrequired

towritetheirnameandassuredthattheirresponsesweretreatedinstrictconfidentiality.Thisis

thewayofensuringtheethicalprincipleofanonymityinsocialresearchtopreventpossible

doubt.Alltheanswerswereusedforthepurposeofthisstudyonlyandtheirparticipationwas

basedonvoluntary.Moreover,noinformationwasmodifiedorchanged,hencetheinformation

waspresentedascollectedandalltheliteraturescollectedforthepurposeofthisstudywas

properlyacknowledgedunderthebibliographysection.
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CHAPTERFOUR

DataPresentation,AnalysisandInterpretation

Introduction

Thischapterpresentsthefindingsofdataanalysisthatweregatheredfromdatacollection.It

beginsbyexplainingthedemographiccharacteristicsofrespondents,thereliabilitytestofthe

instrument,meanscoresofvariables.Itthenfollowsthedescriptiveanalysisfortheoverall

customerpurchaseintentionineventmarketing.Finallytheanalysisofcorrelation,multiple

regressionsandonewayANOVAisconductedtoevaluatethehypothesis.

4.1 Demographiccharacteristicsofrespondents

Atotalof412questionnairesweredistributedtoattendcustomersofeventmarketingofthe

smallandmediumenterpriseinAddisAbabaindifferentpartsofthecity.Outofwhich402

questionnaireswerecollected,ofwhich10werediscardedorrejectedbecauseofmissingdata

andimproperresponse.Therefore,thenumberofusablequestionnaireswas392whicharethe

sameasthenumberoftheassumptionsofthecalculatedsamplesizeandtheresponseratewas

95.14%.

Asweseethefirstcomponentfrom thetable(i.e.table4.1),theGenderdistributionof

respondentswhofilledupthequestionnairesreveledthatfemalerespondentscomprisesalittle

bithigherthanmalerespondents,whichtheirresponserateis39.3%formaleand60.7%isfor

female.

Thesecondcomponentofthetabletable4.1showstheagedistributionoftherespondents.From

thefiveagecategoriesthedominantagegroupoftherespondentswastheonebetweenage36-

45yearswhichis46.2%,followedbyagebetween26-35years(39.5%)andthosebelow46-

55years(9.0%)rankedthird.Finallyrespondentsbetweentheage18-25andover55yearsscore

3.3%and1%respectively.
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Table4.1Demographiccharacteristicsofrespondents

  Categories Frequency Percent
Valid
Percent

Cumulative
Percent

Gender Male 154 39.3 39.3 39.3
Female 238 60.7 60.7 100.0
Total 392 100.0 100.0  

Age 18-25 13 3.3 3.3 3.3
26-35 155 39.5 39.5 42.9
36-45 181 46.2 46.2 89.0
46-55 39 9.9 9.9 99.0
56AndAbove 4 1.0 1.0 100.0
Total 392 100.0 100.0  

MaritalStatus Single 50 12.8 12.8 12.8
Married 340 86.7 86.7 99.5
Widow 2 .5 .5 100.0
Total 392 100.0 100.0  

EducationLevel Professional
Certificate

11 2.8 2.8 2.8

College
Diploma

96 24.5 24.5 27.3

FirstDegree 265 67.6 67.6 94.9
MasterOr
More

20 5.1 5.1 100.0

Total 392 100.0 100.0  

Income

[2000-4000] 20 5.1 5.1 5.1

[4001-6000] 351 89.5 89.5 94.6

MORETHAN

6000

21 5.4 5.4 100.0

Total 392 100.0 100.0  

Source:ownsurvey,2019

Thethirdcomponentofthetablerepresentsthemaritalstatusoftherespondents.Ithasfour

categoriesofwhichrepresentsingle,married,divorcedandwidow.Aspertable4.1themajority

oftherespondentsweremarried(86.7%),then12.8% ofthem havebeensingleandthe

remainingrespondentswerewidow(0.5%).
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Thefourthcomponentofthetablerepresentstheeducationalstatusoftherespondents.Ithas

fourcategoriesofwhichrepresentProfessionalCertificate,CollegeDiploma,FirstDegree

(bachelor)andmasterormore.Aspertable4.1themajorityoftherespondents’fallsonFirst

Degree67.6%,then24.5%ofthemhaddiplomaandthoserespondentswhohaveMasterormore

isabout5.1%andtheremaining2.8%werehavingaprofessionalcertificate.

Thelastcomponentoftable4.1showstheincomedistributionofrespondents.Fromthefour

incomecategoriesthedominantincomegroupoftherespondentswastheonebetweenincomes

inbirr[4,001-6,000]were89.5%andtheremainingincomegrouprespondentsfallunderincome

inbirrbelow[2,001-4,000]andmorethan6,000.00were5.1%and5.4%respectively.

4.2 Reliabilityofmeasurements

Respondents’responsesweremeasuredusingfivepointLikertscalefrom“1”being“strongly

disagree‟to“5‟being“stronglyagree‟.Inordertomeasurewhethertheitemswithmultiple

itemscalewerereliable,areliabilitytestofthescalewasperformed.Allconceptsthatwere

measuredwithmultiple-item scalesweretestedbyusingCronbach’sreliabilitytest.The

Cronbach’sAlphacoefficientvariesfrom0to1,whereasagenerallyagreedlowerlimitforthe

coefficientis0.70.However,inexploratorystudies,avalueof0.60isacceptable,whileinthe

moreadvancedstagesofresearch,valuesof0.8orhigherareregardedassatisfactory(Mooi&

Sartedt,2011).

Table4.2Reliabilitystatisticsfortheresearchinstrument

ReliabilityStatistics

Cronbach'sAlpha NofItems

.967 21

Itisalsoimportantthattomeasurethereliabilityofeachdimensionsandmakesurethatthey

possessthereliabilityrequirement.Asshowintable4.3allvariableweregreaterthanthe

acceptablerange.
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Table4.3Reliabilitymeasurementforalldimensions

Dimensions Cronbach'sAlpha NofItems

BrandAwareness .905 5

EventSponsorFit .860 4

AttitudeTowardEvent .867 4

CustomerEngagement .867 4

PurchaseIntention .873 4

AsobservedfromthetableeachdimensionsofCronbach’sAlphaisgreaterthan0.7,whichis

greaterthantheacceptedrange(Mooi&Sartedt,2011).

4.3 DescriptiveStatistics

Inthissection,thedescriptivestatisticsforeachkeyconceptfromtheconceptualframework

wasanalyzed.Thatisallthecustomerpurchaseintentions,brandawareness,eventsponsorfit,

attitudetowardeventandcustomerengagementarebeingincluded.

4.3.1 MeanAnalysisforDependentVariable

Themeanindicatestowhatextentthesamplegrouponaverageagreesordoesnotagreewiththe

differentstatement.Thelowerthemean,themoretherespondentsdisagreewiththestatement.

Thehigherthemean,themoretherespondentsagreewiththestatement.Themeansandtheir

standarddeviationofthefielddependentvariable‘’customerpurchaseintention”andallits

paragraphswasshowninthetable4.4below.

Thefirstparagraphasshownintable4.4hadthemeanscore3.80amongtherespondents.The

standarddeviationwas1.018,whichindicatesthattherespondents’answerswereclosetothe

meanvalue3.80.Theresultindicatesthattherespondentshadgoodintentionstouseproduct

fromthistypeofeventregularly.
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Table4.4Descriptivestatisticsforpurchaseintention

DescriptiveStatisticsforpurchaseintention
  N Mean Std.Deviation
USINGEVENTPRODUCT
REGULARLY

392 3.80 1.018

DESIERTOBUYPRODUCTS
FROMTHEEVENT

392 3.82 .962

WISHTOOWNPRODUCT
FROMTHEEVENT

392 3.77 1.056

FIRSTCHOICETOBUY
PRODUCTCOMPAREWITH
OTHER

392 3.76 1.060

ValidN(listwise) 392    
Source:ownsurvey,2019

Forthesecondparagraph,themeanscoreoftherespondentswas3.82.Thestandarddeviation

was0.962,whichindicatesthatthedispersionofresponseswereclosetothemean.Theresult

impliesthattherespondentshadgooddesiretopurchaseproductinthistypeofevent.

Forthethirdparagraph,themeanscoreoftherespondentswas3.77andthestandarddeviation

was1.056,whichindicatesthattherespondentswereclosetothemean3.88.Theresultindicates

thattherespondentshadgoodwishestoownproductinthistypeofevent.

Forthefourthparagraph,themeanscoreoftherespondentswas3.76andthestandarddeviation

was1.060,whichindicatesthattherespondentswereclosetothemean.Theresultindicatesthat

therespondentshadgoodintentionsinbeingthefirstchoicetobuyproductintheevent.

4.3.2 Descriptivestatisticsforindependentvariables

IndependentvariableswererepresentedbyBrandAwareness,Eventsponsorfit,Attitudetoward

eventandCustomerengagement.Themeanandtheirstandarddeviationoftheindependent

variablesoftherespondentswereshowninthetable4.5.
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Table4.5Descriptivestatisticsforindependentvariables

DescriptiveStatistics

  N Mean Std.Deviation
Brand_awareness 392 3.8566 .89383

Event_sponsor_fit 392 3.7889 .87425

Attitude_toward_event 392 3.7577 .91255

Customer_engagement 392 3.7647 .89128

ValidN(listwise) 392    

Source:ownsurvey,2019

BrandAwareness:-ThemeanvalueoftherespondentsforBrandAwarenesswas3.856and

0.893standarddeviation.Whichindicatesthatthedispersionofresponsewerequiteclosetothe

mean.HencetherespondentswerepositivetowardsBrandawarenessandtheyhadgoodopinion

inthedirection.

Generally,thevariationoftheselevelsofBrandAwarenessseemstobeconsistentwiththe

resultsofconcerningcustomerspurchaseintentions,whereaneffectofahighlevelofbrand

awarenessduringtheeventmaydirecttherespondentstoahigherpurchaseintentiontobuy

products.

Eventsponsorfit:-Fortheconceptofeventsponsorfit,themeanscoreoftherespondentswas

3.788.Thestandarddeviationwas0.874,whichindicatesthattherespondentsweredispersed

quitecloselytothemean.Thisfigureindicatesthattherespondents’tendencytoagreethat

sponsoringtheeventispartofasocialresponsibilityandmissionofFSMECompanyandhadan

essentialroleincreatingawarenessoflocalproducts.Thismeanstherespondentsweresatisfied

abouttheeventsponsorfit.

Generally,thevariationoftheselevelsofeventsponsorfitseemstobeconsistentwiththe

previousresultsconcerningcustomerspurchaseintentions,wherethesponsoringcompanywas

theonewhoorganizessuchaneventfortheenterpriserstocreateanawarenessofthelocal

producttheyproduceandtomakearelationshipwithpotentialcustomerandprospects.
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Thereforethehighertheeventsponsorfitintheeyesofcustomerwiththeeventthehigherthe

levelofcustomerpurchaseintentionsduringtheevent.

Attitudetowardevent:-Themeanscoreoftherespondentforbankcommitmentwas3.757and

standarddeviationwas0.91255.Theresponseswerecloselydispersedtothemeanvalue.This

indicatesthattherespondentshadagoodopiniontotheAttitudetowardtheevent.

Generally,thevariationoftheselevelsofAttitudetowardtheeventseemstobeconsistentwith

thepreviousresultconcerningcustomerpurchaseintentionswhereahigherlevelofAttitude

towardtheeventmeetssomewhatahigherlevelofpurchaseintentionsandviceversa.

Customerengagement:-Themeanvalueoftherespondentsforthefieldangerincidentwas

3.764.Thestandarddeviationwas0.891,whichindicatesthatthereresponseweredispersed

quietcloselytothemean.Thisfigureindicatesthattherespondentshadagoodopinionin

directiontowardstheCustomerengagement

Generally,thevariationofthisCustomerengagementseemstobeconsistentwithcustomers

switchingintentionwhereahigherlevelofCustomerengagementmeetssomewhatahigherlevel

ofpurchaseintentionandviceversa.

Basedonthetable4.5above,brandawarenesshasthehighestmean3.85followedbyevent

sponsorfitwiththemeanscoreof3.78.Customerengagementstoodatthirdlevelwiththemean

valueof3.76andwasthelastattitudetowardeventvariablewithmeanscoreof3.75.

Theinterpretationwasmadebasedonthefollowingmeasurementscaleintervalsorrange.Mean

scores4.51-5.00excellentorverygood,3.51-4.50good,2.51-3.50averageormoderate,1.51

-2.50fairand1.00-1.50ispoor(poonlarBtawee,1987)ascitedbySidieAssefa(2015).

Accordingly,allthevariableslieinthecategorybetween3.51and4.50whichmeans

respondentshavegoodperceptiononeachofthevariablesunderconsideration.Ontheother

hand,thestandarddeviationshownoneachvariablewasrelativelylow.Lowstandarddeviation

meansthatthedataarenarrowspread,whichtellsthatcustomersgavecloseopiniononeach

variable.
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4.4 CorrelationAnalysis

Acorrelationcoefficientisaveryusefulmeanstosummarizetherelationshipbetween two

variableswithasinglenumberthatfallsbetween-1and+1(Field,2005).Acorrelation

analysiswithPearson’scorrelationcoefficientwasconductedonalltheindependentand

dependantvariablesinthisstudytoexploretherelationshipbetweenvariables.Accordingto

guidelinessuggestedbyDeborahJ.(2016),tointerpretthestrengthofrelationshipbetween

variables,thecorrelationcoefficient(r)isasfollows:ifthecorrelationcoefficientfallsbetween

0.3<r<0.5,itisweak;0.5< r<0.7ismoderate;and>0.7isstrongrelationshipbetween

variables.Inthisstudy,bivariatePearsoncorrelationwasusedtoexaminetherelationship

betweeneachoftheindependentvariablesandthedependantvariableusingatwotailedtestof

statisticalsignificanceatthelevelof95%confidenceandsignificanceofP<0.05.

Table4.6:Correlationbetweenindependentanddependentvariables

Correlations

 
Brand

awareness

Event
Sponsor

fit

Attitude
toward
event

Customer
engagement

Purchase
intention

Brand
awareness

Pearson
Correlation

1 .851** .800** .773** .795**

Sig.(2-tailed)   .000 .000 .000 .000
N 392 392 392 392 392

Event
sponsor
fit

Pearson
Correlation

.851** 1 .827** .786** .785**

Sig.(2-tailed) .000   .000 .000 .000
N 392 392 392 392 392

Attitude
Toward
event

Pearson
Correlation

.800** .827** 1 .815** .801**

Sig.(2-tailed) .000 .000   .000 .000
N 392 392 392 392 392

Customer
engagement

Pearson
Correlation

.773** .786** .815** 1 .829**

Sig.(2-tailed) .000 .000 .000   .000
N 392 392 392 392 392

Purchase
intention

Pearson
Correlation

.795** .785** .801** .829** 1

Sig.(2-tailed) .000 .000 .000 .000  
N 392 392 392 392 392

**.Correlationissignificantatthe0.01level(2-tailed).



TheEffectofEventMarketingonCustomerPurchaseonIntention

35

Fromtheabovetable4.6,TheresultsofPearsoncorrelationmatrixshowsthat,thereisaStrong

positiverelationshipbetweenbrandawarenessandpurchaseintention;betweeneventsponsorfit

andpurchaseintention;betweenattitudetowardeventandpurchaseintention,betweencustomer

engagementandpurchaseintentionwithavalueofr=0.795,r=0.785,r=0.801,r=0.829

respectively.

Thehigheststrongcoefficientofcorrelationinthisresearchisbetweencustomerengagement

andconsumerpurchaseintention(r=0.829,n=392,p≤0.01).Itconnotethatthereisa

significantpositiverelationshipbetweencustomerengagementandconsumerpurchaseintention.

Thesecondhigheststrongcoefficientofcorrelationisbetweenaltitudetowardtheeventand

consumerpurchaseintention(r=0.801,n=392,p≤0.01).Hence,thereisalsoasignificant

positiverelationshipbetweentowardtheeventandconsumerpurchaseintention.Thethirdand

fourthvariables,i.e.Brandawarenessandeventsponsorfitalsolaybetween0.795and0.785

respectivelywhichthereisasignificantpositivecorrelation.

Thecorrelationbetweenalltheindependentvariablesanddependantvariablewereprovedtobe

astrongpositiverelationshipandsignificantforallvariablesincep<0.05.Inotherwords,the

improvementinanyoralloftheindependentvariablesresultsinimprovementinthedependent

variableofpurchaseintention.

4.5 AssumptionofMultipleRegressions

Meetingtheassumptionsofregressionanalysisisnecessarytoconfirmthattheobtaineddata

trulyrepresentedthesampleandthatresearcherhasobtainedthebestresults(Hair,1998).Before

theregressionanalysis,majorassumptionsofvariablesweretestedforcheckingerrors.These

arelinearrelationship,multicolinearity,Homoscedacity,Normality,noautocorrelationandall

theassumptionsweresatisfied.

4.5.1 Linearrelationship

Customerpurchaseintentionisassumedtobelinearlyrelatedwithbrandawareness,event

sponsorfit,attitudetowardevent,andcustomerengagement;meaningthedependentvariable

customerpurchaseintentionisassumedtobeimpactedwithchangesintheindependentvariable

linearly.Alinearrelationshiphasbeendemonstratedingraph(SeeAppendixB).
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4.5.2 NoMulticollinearty

Oneshouldchecktheproblemofmulti-colinaritywhichpresentifthereisahighcorrelation

betweentheindependentvariables.Multi-collinearityistestedinthisstudyusingthevariance

inflationfactor(VIF)whichquantifiestheseverityofmulti-collinearityinregressionanalysis.

TheVIFfactorshouldnotexceed10,andshouldideallybeclosetoone.Thebelowtableshows

thereisnomulti-collinearityexist.

Toleranceisanindicatorofhowmuchofthevariabilityofthespecifiedindependentvariableis

notexplainedbytheotherindependentvariablesinthemodelanditscalculatedina

formula1–R2foreachvariable.Ifthisvalueisverysmall(lessthan0.10),itindicatesthatthe

multiplecorrelationwithothervariablesishigh,suggestingthepossibilityofmulti-collinearity

(Field,2005).Thebelowtableconfirmstheabsenceofmulti-colinairityaccordingtoCollinearity

Statistics.

Table4.7:Multicollinearitystatistics

Coefficientsa

Model
CollinearityStatistics
Tolerance VIF

1 Brandawareness .236 4.232

Eventsponsorfit .209 4.787

Attitudetowardevent .235 4.261

Customerengagement .285 3.513

a.DependentVariable:Purchaseintention

4.5.3 Homoscedasticity(equalvariance)

Thevariabilityinscoresforindependentvariablesshouldbesimilaratallvaluesofthe

dependentvariable.Thescatterplotshouldshowafairlyevenrectangularshapealongitslength.

Thereshouldbehomoscedasticitybeforerunningmultipleregressionanalysis,thismeansthat

theresiduals(thedifferencesbetweenthevaluesoftheobservedandpredicteddependent

variable)arenormallydistributedandthattheresidualshaveconstantvariance(Burns&Burns,

2008).Iftheassumptionofhomoscedasticityisviolated(i.e.thereisheteroscedasticity).The

graphhasdemonstratedhomoscedasticityofthestudy.
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Figure4.1Scatterplot
Source:ownsurvey,2019

4.5.4 Normality

Intermsofthisassumption,acheckfornormalityoftheerrortermisconductedbyavisual

examinationofthenormalprobabilityplotsoftheresiduals.Theplotsaredifferentfrom

residualsplotsinthatthestandardizedresidualsarecomparedwiththenormaldistribution.In

general,thenormaldistributionmakesastraightdiagonalline,andtheplottedresidualsare

comparedwiththediagonal.Ifadistributionisnormal,theresiduallinewillcloselyfollowthe

diagonal(Ghozali,2001).Thenormalityplotofthisstudyfitwiththeassumption.

Figure4.2FrequencyDistributionofStandardizedResidual

Source:ownsurvey,2019
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Thepplotofresidualsrevealsnolargedeviationinthespreadoftheresidualsaswelookfrom

lefttorightonthefigureanditisalmostallresidualslayonthelinearstraightlinethereforethis

tellsustherelationshipbetweenthepredictorvariables(Brandawareness,event-sponsorfitand

attitudetowardevent,customerengagement)andthedependentvariable(customerspurchase

intention)islinearandnormallydistributed.

Fig4.3NormalPPlotofRegressionStandardizedResidual

4.5.5 NoAuto-correlation

Todeterminetheautocorrelationbetweenobservations,aDurbin–Watsontestwasused.The

Durbin-Watsonstatisticrangesinvaluefrom0to4.Avaluenear2indicatesnon-autocorrelation;

avaluetoward0indicatespositiveautocorrelation;avaluetoward4indicatesnegative

autocorrelation(Field,2005).AsperthetableshownbelowWithDurbinWatsonvalueof1.774,

whichisverycloseto2,itcanbeconfirmedthattheassumptionofindependenterrorhasalmost

certainlybeenmet.

Table4.8Auto-correlationtestinDurbinWatson

ModelSummaryb

Model R RSquare AdjustedR

Square

Std.Errorofthe

Estimate

Durbin-Watson

1 .873a .762 .760 .42762 1.774

a.Predictors:(Constant),Customerengagement,Brandawareness,Attitudetoward

event,Eventsponsorfit

b.DependentVariable:Purchaseintention



TheEffectofEventMarketingonCustomerPurchaseonIntention

39

4.6.MultipleRegressionAnalysis

Inordertodeterminetheexplanatorypoweroftheindependentvariablesinthevarianceofthe

dependentvariable,multiplelinearregressionanalysiswasemployed.Inotherwords,

Regressionwasconductedinordertoseecontributionoffactorsthatconsumersperceivetobe

importantinaffectingtheirpurchaseintentionintheeventofsmallandmediumenterprisein

AddisAbaba,

Linearregressionestimatesthecoefficientsofthelinearequation,involvingoneormore

independentvariablesthatbestpredictthevalueofthedependentvariable(Field,2005).

Multiplelinearregressionwasconductedinordertodeterminetheexplanatorypowerofthe

independentvariables(brandawareness,eventsponsorfit,attitudetowardeventandcustomer

engagement)toidentifytherelationshipandtodeterminethemostdominantvariablesthat

influencedtheconsumerpurchasedecision.Thesignificancelevelof0.05with95%confidence

intervalwasused.

Table4.9showsthemodelsummaryoftheregressionanalysis.

ModelSummaryb

Model R RSquare AdjustedRSquare Std.Errorofthe

Estimate

1 .873a .762 .760 .42762

a.Predictors:(Constant),Customerengagement,Brandawareness,Attitudetowardevent,Event

sponsorfit

b.DependentVariable:Purchaseintention

TheaboveregressionmodelpresentshowmuchofthevarianceinthemeasureofPurchase

intentionisexplainedbytheunderlyingindependentvariables.FurthermoretoexplainR,R2and

adjustedR2indetail:-

R–Indicatesthevalueofthemultiplecorrelationcoefficientbetweenthepredictorsandthe

outcome,witharangefrom 0to1,alargervalueindicatingalargercorrelationand1

representinganequationthatperfectlypredicttheobservedvalue(Pedhazur,1982).Fromthe

modelsummery(R=0.873)indicatesthatthelinearcombinationofthefourindependent

variables(brandbrandawareness,eventsponsorfit,attitudetowardeventandcustomer

engagement)stronglypredictthedependentvariable(customerspurchaseintention).
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RSquare(R2)–indicatestheproportionofvariancethatcanbeexplainedinthedependent

variablebythelinearcombinationoftheindependentvariables.InanotherwordR2isameasure

ofhowmuchofthevariabilityintheoutcomeisaccountedforbythepredictors.Thevaluesof

R2alsorangefrom0to1(Pedhazur,1982).Thelinearcombinationofthepredictors’(brand

awareness,eventsponsorfit,attitudetowardeventandcustomerengagement)explains76.2%of

thevarianceincustomerspurchaseintentionandtheremaining23.8%isexplainedbyextraneous

variables,whichhavenotbeenincludedinthisregressionmodel.

AdjustedRSquare(R2)–TheadjustedR2givessomeideaofhowwellthemodelgeneralizes

anditsvaluetobethesame,orveryclosetothevalueofR2.Thatmeansitadjuststhevalueof

R2tomoreaccuratelyrepresentthepopulationunderstudy(Pedhazur,1982).Thedifferencefor

thefinalmodelissmall(infactthedifferencebetweenR2andAdjustedR2is(0.762−0.76=

0.002)whichisabout0.2%.Thisshrinkagemeansthatifthemodelwerederivedfromthe

populationratherthanasampleitwouldaccountforapproximately0.2%lessvarianceinthe

outcome.

Table4.10ANOVAofpurchaseintention

ANOVAa

Model SumofSquares df MeanSquare F Sig.

1

Regression 226.904 4 56.726 310.220 .000b

Residual 70.766 387 .183

Total 297.669 391

a.DependentVariable:Purchaseintention

b.Predictors:(Constant),Customerengagement,Brandawareness,Attitudetowardevent,

Eventsponsorfit

TheANOVAtableshowstheoverallvariablesisstatisticallysignificantofthemodelfroma

statisticalperspective(Pedhazur,1982).Thep-valueisless<0.05i.e.0.000whichindicatesthe

variationisexplainedbythemodelisnotduetochance.

F-ratio:-determineswhetherthemodelisagoodfitforthedata.InthemodeltheFratiois

310.220,whichishighlysignificantat(p<.05).Wecaninterpretthisresultasthemodel

significantlypredictstheoutcomevariable,sincethep-valueis0.000whichissufficientlylow.
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Themodeliswellfittedatp<0.05levelofsignificance,whichmeansthatexplanatoryvariables

Customerengagement,Brandawareness,Attitudetowardevent,Eventsponsorfithave

significanteffectontheimprovementofthelevelofcustomer’spurchaseintentionattheevent

ofsmallandmediumenterpriseinAddisAbaba.

4.7Theregressioncoefficient

Thisstudyintendstoidentifythemostcontributingindependentvariableinthepredictionofthe

dependentvariable.Thus,thestrengthofeachpredictor(independentvariable)influencingthe

criterion(dependentvariable)canbeinvestigatedviastandardizedBetacoefficient.

Theregressioncoefficientexplainstheaverageamountofchangeinthedependentvariablethat

iscausedbyaunitchangeintheindependentvariable.ThelargervalueofBetacoefficientan

independentvariablehas,bringsthemoresupporttotheindependentvariableasthemore

importantdeterminantinpredictingthedependentvariable.

Table4.11summaryofcoefficientpurchaseintention

Coefficientsa

Model Unstandardized

Coefficients

Standardized

Coefficients

t Sig.

B Std.Error Beta

1

(Constant) .307 .102 3.009 .003

Brand_awareness .230 .050 .236 4.629 .000

Event_sponsor_fit .103 .054 .103 1.903 .058

Attitude_toward_event .190 .049 .198 3.879 .000

Customer_engagement .395 .045 .404 8.690 .000

a.DependentVariable:Purchase_intention

Source:ownsurvey,2019

ThemarkedcolumnBisthevaluefortheintercept(a)intheregressionequationonthefirstrow,

labeled(constant).Thenumbersbelowthecolumn‘‘βeta’’arethevaluesfortheregression

coefficientsforbrandawareness,eventsponsorfit,attitudetowardeventandcustomer

engagement.Inthemultipleregression,thisstandardizedregressioncoefficientBate(β)isuseful,

becauseitallowsyoutocomparetherelativestrengthofeachindependentvariable'srelationship

withthedependentvariable(Pedhazur,1982).
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Theabovecoefficienttableshowstheconstantbetavalue(β)andp-valueofthevariablesto

examinethesignificanceofthehypothesis.Thestandardizedcoefficientsare0.236,0.103,0.198

&0.404respectively.Thep-valueofallexcepteventsponsorfitvariablehadasignificant

relationshipwiththedependentvariable(customerspurchaseintention).Basedontheseresults,

theregressionequationthatpredictscustomerspurchaseintentionbasedonthelinear

combinationofbrandawareness,eventsponsorfit,attitudetowardeventandcustomer

engagementisasfollows:

Y=0.307+0.23X1+0.19X2+0.395X3+e

Where: Y=purchaseintention

X1=brandawareness

X2=attitudetowardevent

X3=customerengagement

e=samplingerror

Thebetavalueonthecoefficienttableindicateslevelofeffecteachdimensionhasonthe

dependentvariablecustomerpurchaseintention.Thehighestbetalevelisforcustomer

engagementofB=0.404.Thismeansthatthemoreretailersworkoncustomerengagementthe

morecustomerswouldhaveanintentiontopurchaseproductintheevent.Hence,ifassumed

otherthingsbeingconstantandcustomerengagementincreasedbyoneunit,itincreases

customerpurchaseintentionby0.404.

Thesecondhighestbetavalueisbrandawarenesswhichmeansthatwhenotherthingsare

constantifbrandawarenessincreasedbyoneunit,customerpurchaseintentionincreasesby

0.236.Thethirdhighestbetavalueisattitudetowardeventwhichmeanswhenotherthingsare

constantifattitudetowardeventincreasebyoneunit,customerpurchaseintentionincreasesby

0.198.

Therefore,fromamongthefourdimensions,customerengagementhasthestrongesteffecton

customerpurchaseintentionandshouldbegiventhehighestfocusinconsiderationoftheeffect

oncustomerintention.
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4.8.HypothesisTesting

Aspertheregressionanalysisofthehypothesistestingoftheresearcharebeingexplainedwith

significantlevelofinfluenceat95percentconfidenceintervalasfollows.

H1:Thereisapositivesignificanteffectofattendee'sBrandawarenessonpurchaseintention.

TheregressionresultofBrandawarenessonpurchaseintentionshowsthatsignificantlevelof

influenceat95percentconfidenceintervalwithasig.valueof0.000.Thisresultshowstoaccept

thefirsthypothesissince,p-value<0.05.ThestudyissupportedbyM.Edlund&H.Gerd(2010)

andElhamF.(2016)inJordan.

H2:Thereisapositivesignificanteffectofeventsponsorfitonattendee’spurchaseintention.

Theregressionresultofeventsponsorfitwithcustomerpurchaseintentionshowsthat

insignificantlevelofinfluenceat95percentconfidenceintervalwithasig.valueof0.058.This

resultshowstorejectthehypothesissince,p-value>0.05.ThestudyissupportedbyElhamF.

(2016)wereithadbeensuggestedastheweakestvariableinrelationwithcustomerpurchase

intention.

H3:Thereisapositivesignificanteffectofattendee'sattitudetowardstheeventonpurchase

intention.Theregressionresultofattendee'sattitudetowardseventonpurchaseintentionshows

thatsignificantlevelofinfluenceat95percentconfidenceintervalwithasig.valueof0.000.

Thisresultshowstoacceptthehypothesissince,pvalue<0.05.Thestudyissupportedby

Russell&Close(2013)andElhamF.(2016).

H4:Thereisapositivesignificanteffectofcustomerengagementontheattendee’spurchase

intention.

Theregressionresultofattendee'scustomerengagementonpurchaseintentionshowsthat

significantlevelofinfluenceat95percentconfidenceintervalwithasig.valueof0.000.This

resultshowstoacceptthehypothesissince,pvalue<0.05.Thestudyissupportedby

Meenaghan’s(2001)andBrodie(2013).
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Fig.4.4:Summaryofthecorrelation&regressionanalysis

EFFECTOFEVENTMARKETING

H1r=0.795ß=0.236

H3,r=0.801ß=0.198

H4 r=0.829ß=0.404

Brandawareness

Purchaseintention
Attitudetowards

theevent

Customer

engagement
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CHAPTERFIVE

SummaryofFindings,ConclusionandRecommendation

Introduction

Inthischapterofthestudy,summaryoffindings,conclusionandrecommendationsarestated.

Thepurposeofthisstudywasaimedtoexaminetheeffectofeventmarketingoncustomer

purchaseintentioninthecaseofSMEsinAddisAbaba.Thefactorsthataffectthecustomer

purchaseintentionareBrandawareness,Event-sponsorfit,Attitudetowardtheeventand

customerengagement.

5.1SummaryofMajorFindings

Thestudyhasinvestigatedabouttheeffectofeventmarketingoncustomerpurchaseintention.

Theessenceofeventmarketingisunderresearchedareaandtheresearcherwasentertainedto

selectthistopicsinceitisthemostsignificantaspectofmarketing.Basedonthis,theoverall

findingsoftheresearchsummarizedandconcludedasfollows:-

Theaveragedescriptivestatisticsforcustomerpurchaseintention(dependentvariable)resulthas

shownthat,themeanscorewasabovethemidpoint(3.00)ofthelikertscale,whichmeans

respondentshavethedesireandwishestoownaproductonaregularlybasefromtheevent.The

resultofindependentvariableofdescriptivestatisticshasshownthat,themeanscoreofBrand

awareness,Event-sponsorfit,Attitudetowardtheeventandcustomerengagementhasbeen3.85,

3.78,3.75&3.76respectively.Theresultindicatedthat,thevariableswereaccumulatedonthe

midpoint&inclinedtoagreeandthehighestmeanscorefromtheindependentvariableis3.85

forBrandawareness.Therefore,theretailerhadabettercustomerawarenessandwell-known

name.

Thecorrelationmatrixindicatesthatthefourvariables:“Brandawareness,Event-sponsorfit,

Attitudetowardtheeventandcustomerengagement”werepositivelyandstronglycorrelated

withconsumerpurchaseintentionwith95%confidenceinterval&at0.01p-value2taild,by

scoringaPearsonCorrelationCoefficient“R-value”of0.795**,0.785**,0.801**&0.829**

respectively.Thehigheststrongcoefficientofcorrelationandstrongrelationshipinthisresearch

betweencustomerengagementvariablesandconsumerpurchaseintention(r=0.829,n=392,p

≤0.01)thantheotherthreeindependentvariables.
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Thelastmajorfindingoftheregressionanalysisresultis,thescoreofthecoefficientcorrelation

determination(R2)is0.762whichindicate,76.2% ofthevariabilityofoverallconsumer

purchaseIntentionwasexplainedbythefourindependentvariables.TheBetaweightscore

indicatedthattheeffectofCustomerengagementisgreaterthanthatofothervariables.

Accordingly,thestudymodelfitregressionequationbecomeY=0.307+0.23X1+0.19X2

+0.395X3+eandalsosince,theindependentvariables(Brandawareness,Attitudetowardthe

eventandcustomerengagement)contributetostatisticallysignificantlevelat(p-value=0.000).

5.2Conclusion

Themainpurposeofthestudywastoinvestigatetheeffectofeventmarketingoncustomer

purchaseintention.ThestudywasconductedonaneventorganizedinSMEsinAddisAbaba.In

ordertomeetthegeneralobjective,simplerandomsamplingmethodwasused.Questionnaireon

dimensionsofeffectofeventmarketingweredevelopedanddistributedtoattendeecustomersof

anevent.Theentireresearchobjectiveforthisstudywasattained;thegeneralobjectiveofthis

studywastoinvestigatetheeffectofeventmarketingoncustomerpurchaseintentioninthecase

ofSMEsinAddisAbaba.Allselectedvariablesdimensionshavesignificanteffectoncustomer

purchaseintention.

Correlationanalysiswasconductedtoanalyzetherelationshipsbetweenvariables;the

correlationmatrixrevealedthat,allcoefficientofcorrelationindependentvariableswerepositive

andstronglycorrelatedwiththedependentvariable.Furtherregressionanalysiswasalso

conductedtoverifyiftheindependentvariableshaveeffectoncustomerpurchaseintention.

Accordingtothefindings,allvariableslikeBrandawareness,Attitudetowardtheeventand

customerengagementhadsignificanteffectoncustomerpurchaseintentionexcept,event

sponsorfitsincethereisnotenoughevidencetosupportthehypothesis.

Toputinanutshelloftheoutcomeofthisstudy:Thefirsthypothesiswhichstatesthereisa

positiverelationshipbetweenBrandawarenessandcustomerspurchaseintentionissupported(p-

value=0.000;β=0.236).Whichmeanscustomersareinlinewiththefollowingpoints:-SMEs

retailersdeliversufficientknowledgeabouttheirbrandawarenessandalsodifferentiateits

characterstoitsattendeecustomerintheeventsothat,theattendees’customercaneasily

rememberandrecognizethebrand.
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Itisalsoanopportunitytointroducenewproductthroughtheeventwithareasonablepriceand

fulfillingthemajorityofcustomers’criteriasothat,theycanpurchaseproductintheevent.

Thesecondhypothesiswhichstatesthatthereisapositiverelationbetweentheeventsponsorfit

andcustomerspurchaseintentionthereisnotenoughevidencetosupportedbecausetheP-value

ofeventsponsorfitis(P-value=0.058;β=0.103).Thatmeansthatattendeescustomerbelieves

thattheFSMEshaveasocialresponsibilityandplayanessentialroleincreatingaplatformfor

theretailerwhoproducelocalproductsthroughtheeventbutitthereisnotenoughevidenceto

supportthehypothesisonattendeespurchaseintention.

Thethirdhypothesiswhichstatesthat,thereisapositiverelationshipbetweenAttitudetoward

eventandcustomerspurchaseintentionisalsosupportedbecause(P-Value=0.000andβ=0.198).

Whichmeanstheattendeescustomerintheeventarehappyandfeelpleasuretoattendsuchan

event,whichitwillleadtoahigherintentionofpurchasingproductintheevent.

Finallytheregressioncoefficientfindingindicatesthatcustomerengagementandcustomers

purchasedecisionhasasignificanteffectonCustomerpurchaseintention(P-Value=0.000and

β=0.404).ThereforethisindicatesthatBasedonbetaweighttheeffectofCustomerengagement

isgreaterthanthatofothervariables.Thismeansthatcustomersaresatisfiedwiththeproduct

theybuyfromtheeventandalsotorecommendittotheirfriendandfamily.Sothatthehigher

theretailercustomerhandlinganddeliveringofwhattheypromisethemorethecustomer

intentiontopurchaseproductsfromtheevent.

5.3.Recommendation

Thereisasignificantpositivecorrelationbetweentheindependentvariable(Brandawareness,

Attitudetowardtheeventandcustomerengagement)andthedependentvariable(customer

purchaseintention)excepteventsponsorfit.Theresearcherforwardsthefollowing

recommendationsbasedontheresearchfindingsandtheconclusiondrawnintheprevious

sections.

Mostofthemeanscoreofthedependent&independentvariablehasbeenaccumulatedonthe

midpoint&inclinedtoagreeinordertohaveprogressivelevelofcustomerspurchaseintention,

theretailersshouldworkondevelopingagoodbrandimagetodelightthecustomersby

deliveringwhattheypromised;thencarryoutcontinuouscustomerneedassessmentsurveyto
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matchtheirvigorousdemand;Hence,Notunderstandingthecustomer’smotivationsand

preferencescanleadtomajormistakes.Successfulmarketersusebothrigorousscientific

proceduresandmoreintuitivemethodstostudycustomersanduncovercluesfordevelopingnew

products,productfeatures,prices,channels,messagesandothermarketingmixelements(Kotler,

2002).

 SMEsretailersneedtogivemoreattentiontotheirbrandnameintheirpromotional

activities.Asbrandnamehasanimpactonconsumersproductrecallanditalsohelps

consumerstoeasilyreachinapurchasedecision.Acareful,systematicandcontinuous

efforttoputthebrandnameofthecompanyinthemindsofconsumerswouldhelptobe

partofconsumersconsiderationsetandbrandknowledgeaidconsumerstoretrievethe

brandwhilepurchasingproducts.

 SMEsretailersshouldworkondevelopingtoincreasetheirbrandawarenessduringthe

eventsothat,theiruniquebranddifferentiationcanputtheirbrandinabetterpositionin

themindsofconsumersthancompetingbrandsinindustry.

 SMEsshouldmeetconsumersneedandexpectationsthroughcustomerengagementby

maintainingtherelationshipgainedduringtheevent.

 Eventorganizershouldcreateuniqueandentertainingeventssothat,customerhavea

positiveexperiencewhichattractyoungpeoplesincetheyarethefuturetargetcustomer

thantheolderones.

5.4FurtherAreaofStudy

Thisstudyrevealedthatconsumerpurchaseintentionisaffectedbyothervariablesthanthe

variablesunderstudy(Brandawareness,Event-sponsorfit,Attitudetowardtheeventand

customerengagement),thereforeothervariableswhichcouldaffectsconsumerspurchase

intentionisapotentialareaforfurtherstudy.

AnotherstudyshouldalsobedonebymeasuringtheeffectivenessofeventmarketingonSMES

indifferentpartofthecountrysothat,amoregeneralizedopinionofrepresentativecouldhelpto

improvetheeffectofeventmarketinginthefuture.
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AppendixA

AddisAbabaUniversitySchoolofCommerce

DepartmentofMarketingManagement

Questionnaire

DearSurveyRespondents,

Iamconductingaresearchwhichshallbesubmittedinpartialfulfillmentoftherequirementsfor

MastersDegreeinMarketingManagement.Thepurposeofthisstudyistounderstand“The

EffectofEventMarketingonCustomersPurchaseIntentions–TheCaseofSmallandMedium

enterpriseinAddisAbaba.

 Youarekindlyrequestedtofillthesequestioners.

 Yourresponsewillbekeptconfidentialandtobeusedforthisresearchpurposeonly.

 Iamgratefulforyourcooperation

 Thereisnoneedtowriteyourname

Pleasemakemark(√)ontheboxgiven

I．Personalinformation

1.Gender

Male Female

2.Age

18-30 31-40 41-50 Above50

3.Maritalstatus

Single Married Devoiced Widow

4.Occupation

Privatesector publicsector selfemployee

4 Income

Lessthan1000birr 1000-3500birr 3501-5000birr morethan5000birr



TheEffectofEventMarketingonCustomerPurchaseonIntention

54

II.Instruction:-pleasesuggestyourlevelofagreementtothestatementslistedbelow;bymark

(√)ontheboxgiven.

Theparametersarelabelledfrom1upto5.Where(1)asstronglydisagree,(2)assomewhat

disagree,(3)asneitheragreenordisagree,(4)assomewhatagreeand(5)asstronglyagree.

No ListofStatement LevelofAgreemen0t

EffectofEventMarketing

st
ro
ng
ly

D
is
ag
re
e

so
m
ew

ha
t

D
is
ag
re
e

ne
it
he
r
ag
re
e

no
r
di
sa
gr
ee

so
m
ew

ha
t
ag
re
e

st
ro
ng
ly
ag
re
e

BrandAwareness 1 2 3 4 5

1 Icaneasilyremembertheparticipantbrandname

2 Icanrecognizetheparticipantbrandlogo

3 Igottoknowtheparticipantbrandforthefirst

timethroughthissponsoredevent

4 Igottodifferentiatetheparticipantbrand

characteristicsthroughthissponsoredevent

5 Ihaveasufficientknowledgeaboutthe

participantbrandanditsoffers.

Event-SponsorFit

6 Sponsoringtheeventispartofthefederalsmall

andmediumenterprisecompanymission,

7 Thegovernmenthaveasocialresponsibilityin

sponsoringtheevent,

8 Thissponsoredeventhasanessentialrolein

creatingawarenessoflocalproducts,
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9 Theretailerintheeventhasarelatedidentity

withthesponsoringeventofthecompany.

AttitudetowardEvent

10 Iamhappytoattendsuchanevent,

11 Imakesuretoattendthistypeofsponsored

events,

12 Thistypeofsponsoredeventsisalways

enjoyable,

13 Ifeelpleasureandenjoyableinattendingsuch

event.

Customerengagement

14 IamsatisfiedwiththeproductIpurchasefrom

theevent

15 Irecommendfriendsandfamilytopurchasefrom

theevent

16 Iliketheircustomerhandling

17 Ilikethewaytheyarealwaysdeliverwhatthey

promised

PurchaseIntention

18 Idousethissponsoredeventproductsregularly,

19 Ihavearealdesiretobuyproductsfromthistype

ofevent

20 IwishIcouldgetasomeoftheproductsinthe

event

21 Thistypeofeventismyfirstchoicetobuy

productcomparedwithother.
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አዱስአበባዩኒቨርስቲየንግድሥራኮሌጅ

በገበያጥናትአስተዳደርየድኅረምረቃትምህርትክፍል

መጠይቅ

የተከበራችሁየጥናቱተሳታፊዎች፡-

የዚህጥናትአጥኚበአዱስአበባዩኒቨርስቲየድኅረምረቃትምህርትበገበያጥናትአስተዳደርተመራቂተማሪ

ነኝ፡፡የዚህየመመረቂያጥናትዋናዓላማ በአነስተኛእናመካከለኛዘርፍላይተሰማርተው የሚገኙየንግድ

ድርጅቶችበሚሳተፉበትንየባዛርዝግጅትላይውጤታማ የሆነየንግድግብይትንለማሳለጥ ይረዳዘንድ

የደንበኞችእይታለማጥናትየታሰበነው፡፡

ይህየጽሑፍመጠይቅየተዘጋጀውከላይበተጠቀሰውዓላማመረጃለመሰብሰብመሆኑንበመገንዘብከውድ

ጊዜያችሁላይጥቂትደቂቃበመውሰድየጽሑፍመጠይቁንበመሙላትእንድትተባበሩኝበማክበርእየጠየቅኩ

የምትሰጡትሀሳብ ከዚህ ጥናትዓላማ ሌላእንደማይውልናምስጢሩም የተጠበቀመሆኑኑንከወዱሁ

እገልፃለሁ፡፡ለምታደርጉትትብብርበቅድሚያአመሰግናለሁ፡፡

የተሳታፊዎችየግልመረጃ

(እባክዎንመልስዎንእንደአስፈላጊነቱበተሰጠውሳጥንቦታላይ“√”በማድረግይጠቀሙ፡፡

1.ፆታ

ወንድ ሴት

2.እድሜ

18-30 31-40 41-50 ከ50በላይ

3.የጋብቻሁኔታ

ያላገባ/ች ያገባ/ች ፍቺ ባሏ/ሚስቱየሞተችበት

4.የስራሁኔታ

የግልድርጅትተቀጣሪ የመንግስትድርጅትተቀጣሪ የግልየሚተዳደር

4 የገቢሁኔታ

ከ1000ብርበታች 1000-3500 3501-5000 ከ5000ብርበላይ



TheEffectofEventMarketingonCustomerPurchaseonIntention

57

ክፍል2፡ውጤታማየባዛርግብይትመመዘኛዎች

እባክዎንከታችየተዘረዘሩትንመስፈርቶችእርስዎበባዛሩለመገበያየትየሚገፋፏችሁንነገሮች/ምክንያቶች/

በምንያህልደረጃእንደሆኑሚዛንዎንከቁጥሮቹስር“√”ምልክትበማድረግይጠቀሙ፡፡1-በጣምዝቅተኛ

ነው/አልስማማም/፡፡2-ዝቅተኛነው/አልስማማም/፡፡3-ሀሳብየለኝም፡፡4-ከፍተኛነው/እስማማለሁ/፡፡5

-በጣምከፍተኛነው/እስማማለሁ/፡፡

ተ.ቁ

የባዛርየግብይትውጤት

በ
ጣ
ም
ዝ
ቅ
ተ
ኛ

ዝ
ቅ
ተ
ኛ
ነው

/

ሀ
ሳ
ብ
የለ
ኝ

ከ
ፍ
ተ
ኛ
ነው

በ
ጣ
ም
ከ
ፍ
ተ
ኛ

የድርጅትመለያ/መገለጫ ማስተዋወቅ 1 2 3 4 5

1 በቀላሉየተሳታፊዋችንየድርጅትመለያማስታወስእችላለሁ

2 የተሳታፊየድርጅትመለያማስታወስአልቸገርም

3 በዚህየባዛርዝግጅትላይለመጀመሪያግዜየተሳታፊድርጅቶችን

መለያለማወቅችያለሁ

4 በዚህየባዛርዝግጅትላይየተሳታፊድርጅቶችንመለያንእናባህሪ

ለመለየትችያለሁ

5 ከዚህየባዛርተሳታፊድርጅቶችመለያእናየሚሰጡትንአገልግሎት

በቂየሆነግንዛቤአግንቻለሁ

ባዛሩእናአዘጋጁ(ስፖንሰሩ)አብሮመዋሀድ

6 የፍደራልአንስተኛእናመካከለኛየንግድዘርፍይህንንአይነትባዛሩን

ማዘጋጅትወይምስፖንሰርማድረግአንድየተልዕኮአካልነው

7 መንግስትይህንንአይነትባዛርማዘጋጅትወይምስፖንሰርማድረግ

አንዱየማህበራዊግዴታውነው

8 የዚህአይነትባዛርመዘጋጀትለሀገርውስጥምርቶችለማስተዋወቅ

ከፍተኛሚናይጫወታል

9 በባዛሩየተሳተፉትነጋዴዋችእናየባዛሩአዘጋጅወይምስፖንሰር

አድራጊተቀራራቢወይምተዛማጅየሆነየአላማዘርፍወይም

መገለጫ አላቸው
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የደንበኞችስለባዛሩየሚያሳዩትባህሪያት

10 በዚህአይነትባዛርላይበመካፈሌደስተኛነኝ

11 በዚህአይንትየባዛርዝግጅትለመካፈልየበኩሌንጥረትአደርጋለሁ

12 የዚህአይነትየባዛርዝግጅትሁልግዜምአስሳችነው

13 የዚህአይነትየባዛርዝግጅትበመካፈሌደስተኛእናአዛዛናኝሆኖ

አገኘዋለሁ

ደንበኞችንማፍራት

14 ከባዛሩበምገዛቸውእቃዋችሁልግዜምያስደተኛነኝ

15 ከባዛሩእቃዎችንእንዲገዙለቤተሰብምሆነለጓደኛአሳውቃለሁ

16 በባዛሩላይየደንበኛአያያዛቸውንያስደስተኛል

17 በባዛሩላይበምሸምተውእቃዎችላይሁልግዜምቢሆንተገቢው

አገልግሎትየሚሰጥሆኖአግኝቸዋለሁ

የመሸመትፍላጎት

18 አብዛኛውንግዜየዚህአይነትየባዛርዝግጅትላይየሚገበያዩ

እቃዋችንተጠቃሚነኝ

19 የዚህአይነትየባዛርዝግጅትላይየሚገበያዩእቃዋችንለመግዛት

ፍላጎትአለኝ

20 የዚህአይነትየባዛርዝግጅትላይአንዳንድለገበያየቀረቡእቃዋችን

ብገዛፍላጎቴነበር

21 የዚህአይነትየባዛርዝግጅትላይመገበያየትየመጀመሪያምርጫዬ

ነው
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AppendixB:SPSSoutPut

Reliability

Scale:ALLVARIABLES

CaseProcessingSummary

N %

Cases

Valid 392 100.0

Excludeda 0 .0

Total 392 100.0

a.Listwisedeletionbasedonallvariablesinthe

procedure.

ReliabilityStatistics

Cronbach'sAlpha NofItems

.967 21

Reliability

Scale:Brandawareness

CaseProcessingSummary

N %

Cases

Valid 392 100.0

Excludeda 0 .0

Total 392 100.0

a.Listwisedeletionbasedonallvariablesinthe

procedure.

ReliabilityStatistics
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Cronbach'sAlpha NofItems

.905 5

Reliability

Scale:Eventsponsorfit

CaseProcessingSummary

N %

Cases

Valid 392 100.0

Excludeda 0 .0

Total 392 100.0

a.Listwisedeletionbasedonallvariablesinthe

procedure.

ReliabilityStatistics

Cronbach'sAlpha NofItems

.860 4

Reliability

Scale:Alttitudetowardevent

CaseProcessingSummary

N %

Cases

Valid 392 100.0

Excludeda 0 .0

Total 392 100.0

a.Listwisedeletionbasedonallvariablesinthe

procedure.

ReliabilityStatistics
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Cronbach'sAlpha NofItems

.867 4

Reliability

Scale:Customerengagement

CaseProcessingSummary

N %

Cases

Valid 392 100.0

Excludeda 0 .0

Total 392 100.0

a.Listwisedeletionbasedonall

variablesintheprocedure.

ReliabilityStatistics

Cronbach's

Alpha

NofItems

.867 4

Reliability

Scale:Purchaseintention

CaseProcessingSummary

N %

Cases

Valid 392 100.0

Excludeda 0 .0

Total 392 100.0

a.Listwisedeletionbasedonallvariablesinthe

procedure.

ReliabilityStatistics
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Cronbach'sAlpha NofItems

.873 4

Descriptives

DescriptiveStatistics

N Mean Std.

Deviation

Skewness Kurtosis

Statistic Statistic Statistic Statistic Std.Error Statistic Std.Error

Brand_awareness 392 3.8566 .89383 -.889 .123 .477 .246

Event_sponsor_fit 392 3.7889 .87425 -.743 .123 .305 .246

Attitude_toward_event 392 3.7577 .91255 -.763 .123 .088 .246

Customer_engagement 392 3.7647 .89128 -.711 .123 .203 .246

Purchase_intention 392 3.7864 .87253 -.678 .123 .093 .246

ValidN(listwise) 392

DescriptiveStatisticsforpurchaseintention

N Mean Std.Deviation

USINGEVENTPRODUCT

REGULARLY
392 3.80 1.018

DESIERTOBUYPRODUCTS

FROMTHEEVENT
392 3.82 .962

WISHTOOWNPRODUCT

FROMTHEEVENT
392 3.77 1.056

FIRSTCHOICETOBUY

PRODUCTCOMPAREWITH

OTHER

392 3.76 1.060

ValidN(listwise) 392
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DescriptiveStatistics

N Mean Std.Deviation

Brand_awareness 392 3.8566 .89383

Event_sponsor_fit 392 3.7889 .87425

Attitude_toward_event 392 3.7577 .91255

Customer_engagement 392 3.7647 .89128

ValidN(listwise) 392
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Correlations

Correlations

Brand_aware

ness

Event_spons

or_fit

Attitude_tow

ard_event

Customer_en

gagement

Purchase_int

ention

Brand_awareness

Pearson

Correlation
1 .851** .800** .773** .795**

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

N 392 392 392 392 392

Event_sponsor_fit

Pearson

Correlation
.851** 1 .827** .786** .785**

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

N 392 392 392 392 392

Attitude_toward_even

t

Pearson

Correlation
.800** .827** 1 .815** .801**

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

N 392 392 392 392 392

Customer_engageme

nt

Pearson

Correlation
.773** .786** .815** 1 .829**

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

N 392 392 392 392 392

Purchase_intention

Pearson

Correlation
.795** .785** .801** .829** 1

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

N 392 392 392 392 392

**.Correlationissignificantatthe0.01level(2-tailed).
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Regression

VariablesEntered/Removeda

Model VariablesEntered VariablesRemoved Method

1

Customer_engagement,

Brand_awareness,

Attitude_toward_event,

Event_sponsor_fitb

.Enter

a.DependentVariable:Purchase_intention

b.Allrequestedvariablesentered.

ModelSummaryb

Model R RSquare AdjustedR

Square

Std.Errorofthe

Estimate

Durbin-Watson

1 .873a .762 .760 .42762 1.774

a.Predictors:(Constant),Customer_engagement,Brand_awareness,

Attitude_toward_event,Event_sponsor_fit

b.DependentVariable:Purchase_intention

ANOVAa

Model SumofSquares df MeanSquare F Sig.

1

Regression 226.904 4 56.726 310.220 .000b

Residual 70.766 387 .183

Total 297.669 391

a.DependentVariable:Purchase_intention

b.Predictors:(Constant),Customer_engagement,Brand_awareness,Attitude_toward_event,

Event_sponsor_fit

Coefficientsa
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Model Unstandardized

Coefficients

Standardi

zed

Coefficien

ts

t Sig. 95.0%Confidence

IntervalforB

Collinearity

Statistics

B Std.Error Beta Lower

Bound

Upper

Bound

Toleran

ce

VIF

1

(Constant) .307 .102 3.009 .003 .106 .507

Brand_awareness .230 .050 .236 4.629 .000 .133 .328 .236 4.232

Event_sponsor_fit .103 .054 .103 1.903 .058 .003 .209 .209 4.787

Attitude_toward_even

t
.190 .049 .198 3.879 .000 .094 .286 .235 4.261

Customer_engageme

nt
.395 .045 .404 8.690 .000 .306 .485 .285 3.513

a.DependentVariable:Purchase_intention

CollinearityDiagnosticsa

ModelDimensio

n

Eigenvalu

e

Condition

Index

VarianceProportions

(Constant

)

Brand_aware

ness

Event_spons

or_fit

Attitude_tow

ard_event

Customer_e

ngagement

1

1 4.933 1.000 .00 .00 .00 .00 .00

2 .037 11.624 .98 .01 .01 .03 .02

3 .013 19.467 .00 .28 .13 .05 .56

4 .010 22.495 .01 .14 .00 .82 .41

5 .007 25.950 .00 .57 .86 .10 .01

a. DependentVariable:Purchase_intention

ResidualsStatisticsa
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Minimum Maximum Mean Std.Deviation N

PredictedValue 1.4122 4.8984 3.7864 .76179 392

Residual -1.47331 1.56281 .00000 .42543 392

Std.PredictedValue -3.117 1.460 .000 1.000 392

Std.Residual -3.445 3.655 .000 .995 392

a.DependentVariable:Purchase_intention

Frequencies

Statistics

GENDER AGE MARITAL

STATUS

EDUCATION

LEVEL

INCOMELEVEL

N

Valid 392 392 392 392 392

Missing 0 0 0 0 0

FrequencyTable

GENDER

Frequency Percent ValidPercent Cumulative

Percent

Valid

MALE 154 39.3 39.3 39.3

FEMALE 238 60.7 60.7 100.0

Total 392 100.0 100.0

AGE
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Frequency Percent ValidPercent Cumulative

Percent

Valid

18-25 13 3.3 3.3 3.3

26-35 155 39.5 39.5 42.9

36-45 181 46.2 46.2 89.0

46-55 39 9.9 9.9 99.0

56andabove 4 1.0 1.0 100.0

Total 392 100.0 100.0

MARITALSTATUS

Frequency Percent ValidPercent Cumulative

Percent

Valid

SINGLE 50 12.8 12.8 12.8

MARRIED 340 86.7 86.7 99.5

WIDOW 2 .5 .5 100.0

Total 392 100.0 100.0

EDUCATIONLEVEL

Frequency Percent ValidPercent Cumulative

Percent

Valid

professionalcertificate 11 2.8 2.8 2.8

collegediploma 96 24.5 24.5 27.3

firstdegree 265 67.6 67.6 94.9

MASTERormore 20 5.1 5.1 100.0

Total 392 100.0 100.0

INCOMELEVEL
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Frequency Percent ValidPercent Cumulative

Percent

Valid

[2000-4000] 20 5.1 5.1 5.1

[4001-6000] 351 89.5 89.5 94.6

MORETHAN6000 21 5.4 5.4 100.0

Total 392 100.0 100.0

Graph
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Graph
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Graph

Descriptives

DescriptiveStatistics

N Mean Std.Deviation

Purchase_intention 392 3.7864 .87253

ValidN(listwise) 392
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Charts
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