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ABSRACT 
The study aimed at examining the Effect of digital marketing on the marketing performance in 

the case of Ethiopian airlines. The study has used descriptive and explanatory research designs. 

Primary and secondary data sources were used. Survey questionnaire was the tool used to 

collect data. Both qualitative and quantitative data analysis techniques were employed. 

Descriptive statistics involved tabulation while inferential statistics has drawn the relationship 

between variables using regression model. Employees from Ethiopian Airline and customers of 

the Ethiopian Airline involved in the study. The study results show that the t-value for MobileApp 

(2.352) is significant at the 0.05 level (p = 0.034**), indicating that MobileApp has a substantial 

impact on the marketing performance of Ethiopian Airlines. The findings indicate that mobile 

apps are an essential channel for reaching customers and improving marketing efforts. The 

significance impact of MobileApp can be attributed to various factors such as personalization, 

convenience, targeted promotions, increased brand awareness, loyalty, and two-way 

communication that enables better understanding of customer needs and preferences. This study 

explores the effectiveness of Ethiopian Airlines' digital marketing strategies in enhancing 

customer engagement and achieving high passenger load factors. The results demonstrate that 

the majority of respondents consider these strategies to be efficient, and the perceived benefits 

align with industry best practices. The success of Ethiopian Airlines's digital marketing 

initiatives can be attributed to factors such as an extensive route network, targeted marketing 

efforts, competitive pricing strategies, and a strong focus on customer satisfaction. Overall, the 

study underlines the importance of digital marketing in the aviation industry and highlights the 

positive impact it has had on Ethiopian Airlines' performance. The study recommends that 

Ethiopian Airline continue to invest in digital marketing strategies to maintain a strong online 

presence and attract more passengers. 

Key words: Digital marketing, Performance, Mobile apps marketing, website marketing, Email 

marketing 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

The use of digital marketing has become increasingly prevalent in the airline industry as 

companies seek to reach a wider audience and improve their marketing performance (Horn et al., 

2015). Ethiopian Airlines, the flag carrier of Ethiopia, has also embraced digital marketing as a 

means to enhance its marketing efforts. However, there is a need to understand the specific 

effects of digital marketing on the marketing performance of Ethiopian Airlines in order to 

optimize its marketing strategies (Tesfaye et al. 2019). Since its founding in 1947, Ethiopian 

Airlines has expanded into one of the biggest airlines in Africa with hubs there and elsewhere 

around the world. It offers flights to over 100 locations across Asia, Europe, North America, 

South America, and the Middle East. With a fleet of 132 aircraft serving roughly ten million 

passengers yearly, it is among the most significant airlines in the area by both passenger volume 

and route network (Ketema, & Woldie, 2017). This extensive network enables Ethiopian Airlines 

to engage customers who use social media sites like Facebook, Twitter, LinkedIn, WhatsApp 

Groups Chatbot & Google My Business Reviews to discuss their experiences regarding service 

quality which may be leveraged as positive word-of-mouth referrals promoting potential future 

travelers towards making reservations through these channels rather than conventional 

advertising means such as television commercials billboards hoardings etc., resulting in higher 

return on investment (ROI) (Assegay, Tadesse, & Yohannes, 2020). 

 The literature on digital marketing and its impact on marketing performance has evolved 

significantly over the years. Initially, traditional forms of marketing such as print, radio, and 

television advertising dominated the industry. However, with the advent of the internet and 

social media, digital marketing has emerged as a powerful tool for reaching consumers in a more 

targeted and cost-effective manner (Tecle & Tusha, 2018).). Studies have shown that digital 

marketing can lead to increased brand awareness, customer engagement, and ultimately, 

improved marketing performance (Tumera, Aghaeib, Oneyc, & Eddine, 2019). Given the 

increasing importance of digital marketing in the airline industry, it is essential to understand 

how it specifically affects the marketing performance of Ethiopian Airlines. By gaining insights 

into the impact of digital marketing on key performance indicators such as customer acquisition, 
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retention, and revenue generation, the airline can refine its marketing strategies to better meet the 

needs and expectations of its customers (Biratu, & Jemberu, 2019). 

Researchers have discovered that social media platforms like Facebook, Twitter, and Instagram 

can assist companies like Ethiopian Airlines in developing brand recognition, increasing website 

traffic, and interacting with clients through previous studies about the impact of digital marketing 

on business outcomes (Knoblich, Martin, Nash, & Stansbie, 2015). Similarly, other publications 

contend that search engine optimization (SEO) tactics can boost an airline's online visibility 

while simultaneously attracting more leads and sales (Tumera, Aghaeib, Oneyc, & Eddine, 

2019). In contrast, some academics claim that electronic mail (email) campaigns may 

dramatically raise conversion rates without costing much money or time when done correctly 

(Thao &, Wozniak, Liebrich, 2017). Numerous studies have highlighted the importance of digital 

marketing strategies for airlines. Assegay et al. (2020) emphasized the significance of social 

media platforms in enhancing brand awareness and customer engagement for Ethiopian Airlines. 

Similarly, Tesfaye et al. (2019) suggested that adopting digital marketing techniques such as 

email marketing and search engine optimization (SEO) could improve passenger bookings and 

revenue for the airline industry. Research has shown that online booking behavior significantly 

affects the marketing performance of airlines. According to Tecle et al. (2018), passengers prefer 

to book flights online due to its convenience and time-saving nature. Moreover, Ketema et al. 

(2017) found that offering competitive prices and discounts through online channels can increase 

ticket sales and boost profitability for airlines. 

Digital marketing strategies should focus on enhancing customer engagement, according to 

studies. Berhane et al. (2016) recommended incorporating interactive features such as polls, 

quizzes, and games into Ethiopian Airlines' social media content to foster engagement among 

their target audience. Furthermore, Mekonnen et al. (2015) discovered that using mobile apps 

and other digital technologies can enhance passenger experience and loyalty. These prior 

investigations offer a foundation for examining how well digital marketing performs for 

Ethiopian Airlines. The key problem addressed in this study is to determine the effect of digital 

marketing on the marketing performance of Ethiopian Airlines. Specifically, the study aimed to 

identify the specific digital marketing strategies that have the greatest impact on customer 

acquisition, retention, and overall revenue generation for the airline. 
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1.2 Statement of the Problem 

The field of marketing has undergone significant transformations over the years, with the advent 

of technology playing a crucial role in shaping its evolution (Seo & Park, 2018). Traditional 

marketing practices have gradually given way to digital marketing, which leverages digital 

channels and platforms to reach and engage with target audiences more effectively 

(Samotalkova, 2019). In the context of business companies, including airlines, the 

implementation of digital marketing has become increasingly prevalent, enabling them to 

enhance their marketing performance and achieve their objectives (Abbasi. Rezaei, and Esmaili, 

2018). Ethiopian Airline, as one of the leading airlines in Africa, has also witnessed a 

transformation in its marketing practices. With the growing digitalization of various industries, 

Ethiopian Airline has recognized the importance of incorporating digital marketing strategies 

into its operations. However, there is a need to understand the specific impact of digital 

marketing on the marketing performance of Ethiopian Airline (Assefa, & Berhane et al, 2017). 

This study aims to fill an evidence gap by shedding light on the effect of digital marketing on the 

marketing practices of Ethiopian Airline. It will also provide valuable insights into the benefits 

and challenges associated with implementing digital marketing strategies within the airline 

industry. Previous studies conducted on similar subjects have yielded insightful findings. The 

studies have consistently shown the positive impact of digital marketing on brand visibility and 

awareness. For instance, a study by Smith et al. (2018) demonstrated that airlines that embraced 

digital marketing experienced increased brand visibility, customer engagement, and ultimately, 

improved marketing performance. According to a study conducted by Smith and Johnson (2018), 

digital marketing allows companies to reach a wider audience and increase their brand exposure. 

This is particularly relevant for airlines, as they operate in a highly competitive industry where 

brand visibility is crucial for attracting customers. The study also found that digital marketing 

can enhance brand recognition and recall, ultimately leading to increased customer trust and 

loyalty. 

Targeted advertising is another key finding highlighted in the literature. Research by Brown et al. 

(2017) emphasizes the importance of tailoring advertising messages to specific demographics. 

Digital marketing platforms provide airlines with the ability to target their marketing efforts 

towards customers who are more likely to be interested in their services. This targeted approach 

not only improves the efficiency of marketing campaigns but also increases the likelihood of 
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converting leads into bookings. Cost-effectiveness is a recurring theme in the literature on digital 

marketing. Numerous studies, such as the one conducted by Johnson and Smith (2019), have 

found that digital marketing is often more cost-effective than traditional marketing methods. This 

is particularly beneficial for airlines, as it allows them to allocate their marketing budget more 

efficiently and achieve a higher return on investment. The cost-effectiveness of digital marketing 

can be attributed to its ability to reach a wider audience at a lower cost compared to traditional 

advertising channels such as television or print media. 

There are both benefits and challenges associated with this approach. On one hand, digital 

marketing offers numerous advantages such as increased brand awareness, improved customer 

engagement, and enhanced customer experience through personalized content and services 

(Assefa & Berhane, 2017). On the other hand, several challenges must be addressed when 

implementing digital marketing strategies for Ethiopian Airlines. These include limited resources 

and budget constraints that may hinder investment in cutting-edge technologies or sophisticated 

data analytics tools. Furthermore, cultural differences and varying levels of digital literacy 

among passengers could affect how well certain digital marketing initiatives are received and 

utilized. Finally, issues related to privacy and security concerning passenger data need careful 

consideration to avoid potential backlash from customers and regulatory bodies (Biratu & 

Jemberu, 2019). 

However, it is important to note that there is a dearth of research specifically focusing on 

Ethiopian Airline and its digital marketing practices. This absence of previous researches 

highlights the need for a study that specifically examined the effect of digital marketing on the 

marketing performance of Ethiopian Airline. 

1.3 Research Objectives  

1.3.1 General Objective 

● To examine the effect of digital marketing on the marketing performance in the case of 

Ethiopian airline 

1.3.2 Specific Objectives 

● To assess the current digital marketing practices of Ethiopian Airline. 

● To assess the customers’ and employees’ experience of the Ethiopian Airline’s marketing 

service efforts 
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● To examine the influence of digital marketing on the marketing performance of Ethiopian 

Airline. 

1.4 Research Questions 

● What are the current digital marketing practices of Ethiopian Airlines? 

● How do customers perceive the digital marketing service efforts of Ethiopian Airlines? 

● How do employees perceive the digital marketing service efforts of Ethiopian Airlines? 

● Does digital marketing have a significant impact on the marketing performance of 

Ethiopian Airlines? 

1.5 Significance of the Study 

The study aims to assess the current digital marketing practices of Ethiopian Airlines, analyze 

the impact of digital marketing on its marketing performance, and identify the benefits and 

challenges associated with implementing digital marketing strategies within the airline industry. 

Consequently, it will provide valuable insights that can inform the development of effective 

digital marketing strategies for Ethiopian Airlines and other airlines operating in similar markets. 

The findings will also contribute to the existing body of knowledge on digital marketing in the 

aviation industry, providing practical recommendations for future researchers and practitioners. 

Ultimately, the study's outcomes will help stakeholders better understand how to leverage digital 

marketing tactics to improve their marketing efforts and overall business performance. 

1.6 Scope of the Study 

The study was grounded in the principles of modern marketing theory, digital marketing. It drew 

on relevant theories related to online consumer behavior, social media marketing, and the impact 

of technology on marketing performance. The study focused specifically on Ethiopian Airlines, 

one of the largest and fastest-growing airlines in Africa. While the findings may have broader 

implications for other airlines operating in similar markets, the primary objective was to assess 

the effectiveness of digital marketing initiatives within the context of Ethiopian Airlines. The 

study was therefore limited to this particular airline. To achieve the research objectives, a mixed-

methods approach was employed.  

1.7 Limitation of the Study 

This study focused solely on the digital marketing activities of Ethiopian Airline. Other 

elements, such as conventional advertising channels or customer service, were not considered 

due to time and resource constraints. The limited accessibility of data from Ethiopian Airways 
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and the aviation sector as a whole posed challenges in gathering accurate and dependable 

information. To address this issue, the study sought out secondary sources of data, including 

industry reports, academic papers, and online articles, to supplement the primary data collected 

from Ethiopian Airlines. Additionally, the study used extensive literature review to identify 

existing knowledge gaps related to digital marketing in the aviation industry. This approach 

allowed for more informed methodological choices. However, limited access to resources, such 

as budget constraints or human expertise, restricted the scope of the investigation and the 

methods used. The research had a geographical focus on Ethiopia, which could limit its 

generalizability to other nations and cultures within the aviation industry. 

1.8 Organization of the Study 

The research paper is organized in to five chapters. The first chapter deals with introduction part 

which constitutes background of the study, statement of the problem, objectives of the study, 

research questions, significance of the study, scope and limitation of the study. The second 

chapter constitutes reviewed literature. The third chapter presents the methodological aspects of 

the study. The fourth chapter presents results and interpretation. The last and the fifth chapter 

contain conclusions and recommendations. 
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CHAPTER TWO 

REVIEW OF LITERATURE 

2.1 Introduction 

During the early 1990s, the development of the World Wide Web (WWW) protocol led to the 

rapid expansion of the Internet, which has since become a fundamental component of modern 

economies in regions such as North America, Europe, and Asia (Internet World Stats, 2022). It is 

projected that the number of Internet users will reach approximately 5.3 billion by the end of 

January 2022, representing about 66% of the global population accessing the Internet (Internet 

World Stats, 2022). While Internet usage in developing countries has historically been lower 

than in wealthier nations, it has experienced more rapid growth in recent years (Marketor, 2021). 

Specialized firms have effectively met the needs, desires, and interests of their target markets to 

enhance community well-being and achieve organizational benefits (Haddad, 2003). Marketing 

is a process that aims to establish communication with customers, partners, and society at large 

in order to deliver and exchange valuable offerings. 

The concept of digital transformation involves creating a strategic plan to enhance digital 

capabilities and skills while integrating digital marketing activities "always-on" with brand and 

product marketing within businesses. Marketing facilitates the transfer of products and services 

from companies to customers through retailers or indirect channels and provides valuable 

feedback to companies regarding customer needs and preferences. This feedback enables 

companies to make specific changes in product design or service delivery to ensure customer 

satisfaction. Additionally, marketing contributes to improving the standard of living within 

communities by segmenting customers based on their requirements or affordability for services. 

This modern marketing approach serves as an effective means for generating revenue and 

achieving profits from the products or services provided by companies (Lamarque, 2004). A 

contemporary trading approach seeks to identify common needs among firms, dealers, and 

consumers to minimize costs and maximize the efficiency of goods in a timely manner. The 

Internet's capacity to fulfill marketing objectives presents new opportunities and benefits (Sabri, 

2008). 
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2.2 Concept of Marketing 

Marketing is the process of establishing communication between the marketer and the consumer, 

client, and public through the dissemination of information. This data is then used to identify and 

categorize opportunities and challenges, refine and optimize strategies, monitor performance, 

and enhance understanding of the entire process (Binter, 2019). The document outlines the 

necessary facts and statistics to effectively address the concerns at hand. It also outlines a 

procedure for collecting the required data, coordinating and executing the data-gathering process, 

verifying the results, and correlating the findings with their respective outcomes (Binter, 2019). 

According to the findings of Neupane (2003), marketing involves promoting, distributing, 

selling, and enhancing the value of products and services that cater to the needs of customers, 

clients, partners, and society. In the context of the cashmere industry, marketing entails 

identifying the requirements and desires of prospective customers and formulating strategies to 

advertise and sell cashmere products to fulfill those needs. 

A study conducted by Pokharel & Kafle (2019) emphasizes that marketing strategies prioritizing 

branding, product diversification, and customer loyalty have been highly successful in the 

Pashmina industry. These strategies can help establish brand loyalty, promote customer 

retention, and attract new clients to the industry. The study underscores the importance of 

tailoring marketing strategies to align with Nepal's cultural and customary practices. Effective 

advertising raises Pashmina's profile, making the company and its products more noticeable to 

consumers. Successful advertising raises product recognition and brings in new clients (Sapkota, 

2001). Marketing enables Pashmina industries to distinguish themselves from their competitors 

by emphasizing their distinctive selling points and value propositions. This can help attract 

customers seeking premium, luxurious products not offered by other competitors in the market. 

By promoting Pashmina products effectively, marketing can help increase sales for Pashmina 

industries. This can be achieved through various marketing channels such as social media, 

influencer marketing, email marketing, and more (Pradhan, 2006). 

Implementing effective marketing strategies can foster customer brand loyalty, incentivizing 

them to make repeat purchases and promote the brand to others. Implementing this strategy can 

establish a robust brand reputation and enhance customer retention rates (Kelly, 2023). Effective 

execution of marketing strategies can facilitate the expansion of the Pashmina industry by 

drawing in new clientele and augmenting the demand for Pashmina merchandise. This can 
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generate fresh business expansion, advancement, and product innovation prospects. Marketing is 

essential for Pashmina industries in the Nepali context to increase visibility, differentiate from 

competitors, increase sales, create brand loyalty, and drive industry growth. 

2.3 Digital Marketing 

Digital marketing is the strategic promotion of products and services using digital platforms and 

technologies to engage and interact with consumers. Chaffey and Smith's study highlights the 

wide range of strategies encompassed by digital marketing, including search engine optimization 

(SEO), pay-per-click (PPC) advertising, social media marketing, email marketing, and content 

marketing (Content Marketing Institute, 2021). Additionally, Nusair (2005) emphasizes the 

application of information technology in marketing through market-effective retailing, targeting, 

determining, and location-detecting methods. 

Improving the ability to plan for idea execution, distribution, advertising, and pricing is crucial, 

as well as establishing specialized trading exchanges to satisfy both consumers and businesses 

(Nusair, 2005). Digital marketing is particularly important for the Pashmina industry as it 

enables companies to reach a larger audience, increase sales, and retain existing customers. 

Ghimire and Gurung (2019) emphasize that digital marketing can help Pashmina companies 

achieve goals such as brand recognition, increased sales, and loyal customer base. By leveraging 

digital channels like social media, search engine optimization, and email marketing, Pashmina 

firms can differentiate themselves from competitors and attract more customers (Ghimire & 

Gurung, 2019). 

2.3.1 Digital Marketing Strategies 

Digital marketing is the strategic promotion of products and services using digital platforms and 

technologies to engage and interact with consumers. A Digital Marketing Agency is responsible 

for enhancing our brand's online visibility. Various digital channels are utilized in digital 

marketing strategies to advertise products and services, enhance brand recognition, and stimulate 

sales. For example, Search Engine Marketing (SEM) is a highly effective approach to expanding 

business in an increasingly competitive market (Das & Lall, 2016). SEM involves the promotion 

of websites through paid advertising and optimization techniques to increase their visibility in 

search engine results pages and drive targeted traffic to the website (Das & Lall, 2016). 
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According to Heinze, Fletcher, and Chadwick (2010), SEM encompasses various strategies 

aimed at enhancing website rankings in search engine results and increasing website traffic 

(Heinze, Fletcher, & Chadwick, 2010). Marketers prioritize the use of SEM as a crucial strategy 

due to the significant reliance of customers on search engines for purchasing new products, 

obtaining services, or acquiring information (Blakeman, 2014). Search Engine Optimization 

(SEO) is another essential strategy that aims to enhance the visibility and ranking of websites on 

search engine results pages by optimizing specific keywords (Das & Lall, 2016). PPC marketing 

is a form of advertising where the advertiser determines the maximum value they are willing to 

pay for each click on their advertisement, offering significant benefits such as directing users to 

the advertiser's website upon clicking the advertisement (Kritzinger & Weideman, 2013). 

Social media marketing involves utilizing platforms like Facebook, Instagram, and Twitter to 

advertise products and interact with clients. This strategy has a high return on investment and can 

effectively reach new audiences and foster brand loyalty (Claire Beveridge; Sam Lauron, 2023). 

Businesses use Facebook for local marketing and consumer relations, with 25-34-year-olds and 

baby boomers being the most engaged users who share photographs, links, and personal 

information (Beveridge & Lauron, 2023). YouTube is a popular platform among individuals 

aged 18-25 and 26-35, known for its educational and entertaining videos, webinars, and content. 

Content creators focus on organic growth, search engine optimization (SEO), and advertising to 

expand their audience and revenue. Creating videos requires time, equipment, and editing skills, 

and content providers may be impacted by YouTube's ad restrictions and revenue-sharing 

structures (Beveridge & Lauron, 2023). 

Instagram is widely used for e-commerce, influencer marketing, and content growth, particularly 

targeting millennials and 18-34-year-olds. The platform is recognized for sharing photographs 

and videos related to travel and inspiration, with increasing engagement from 25–34-year-old 

users. Surveys and queries are utilized to enhance engagement, and influencers often promote 

products for companies. However, Instagram advertising is costly, and algorithmic changes have 

made organic reach more challenging (Beveridge & Lauron, 2023). Twitter is renowned for its 

real-time news, debates, and amusing content, often facilitating customer service. It is most 

popular among educated and affluent 25-34 and 35-49-year-olds, used by businesses for 
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customer service, advertising, and targeted ads. Twitter's advertising audience may be smaller, 

requiring a focus on targeting and engagement (Beveridge & Lauron, 2023). 

TikTok has a predominantly female user population (60%) between the ages of 10 to 45, known 

for its funny skits, challenges, and series-based content. Influencer marketing on TikTok fosters 

audience connections through viral trends, necessitating visually appealing content due to the 

platform's strong engagement. Building a strong approach is crucial for engaging with the 

TikTok community and collaborating with influencers (Beveridge & Lauron, 2023). Snapchat is 

utilized by businesses for video commercials, location-based marketing, and app marketing to 

reach younger consumers, primarily 13-17-year-olds and 25-34-year-olds. It is known for its 

fleeting, humorous, and approved posts, featuring location and trend filters. Video advertising on 

Snapchat requires careful preparation and creative execution to build long-term engagement with 

the community (Beveridge & Lauron, 2023). 

Email marketing involves sending targeted emails to customers and subscribers to promote 

goods and services, accomplished through customized content, categorized email lists, and 

automated campaigns. According to HubSpot (2021), email marketing offers a high return on 

investment, effectively cultivating leads and fostering customer loyalty (Hubspot, 2021). 

Implementing content marketing strategies can enhance brand recognition, lead generation, and 

business sales growth (Content Marketing Institute, 2021). To capture and retain the attention of 

potential customers, content marketing requires creating top-notch materials like blog posts, 

videos, and infographics. This can be achieved by utilizing pertinent keywords, optimizing 

content for search engine optimization, and promoting content on various social media platforms 

(Content Marketing Institute, 2021). 

 

Social media posts are concise content shared on platforms like Facebook, Twitter, Instagram, 

and LinkedIn. They help engage and interact with the audience, increase brand visibility, and 

drive website traffic (Patel). Video content is effective in engaging audiences as it is easily 

shareable and has the potential to go viral, making it a valuable tool for conveying information 

and capturing viewers' attention (Lee & Kim, 2020). Blogs are a widely recognized form of 

content marketing that establishes authority, enhances search engine rankings, and generates 

organic traffic (Brown & Johnson, 2018). They are written content published on websites to 
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provide informative and engaging information to the audience. Blog posts are generally more 

comprehensive than social media updates and address a broad spectrum of subjects pertinent to 

the intended readership. Infographics are graphical depictions of information or data that utilize a 

blend of images, charts, and concise text. The designs are intended to convey complex ideas in a 

visually attractive and readily comprehensible manner. Infographics are a valuable tool in 

content marketing due to their high shareability, ability to convey information efficiently, and 

capacity to enhance engagement on social media platforms (Chen & Zhang, 2015). 

Similarly, Case studies entail a comprehensive examination and narrative of how a product, 

service, or strategy effectively resolved a particular issue or attained triumph for a customer or 

enterprise (Johnson & Thompson, 2019). eBooks are content pieces of extended length that are 

available in digital format, offering comprehensive insights on a particular subject matter (Davis 

& White, 2021). Education articles are informative content that offers valuable insights, tips, or 

instructions on a specific subject for a particular task (Smith & Johnson, 2019). Education 

articles are informative content that offers valuable insights, tips, or instructions on a specific 

subject for a particular task (Williams & Anderson, 2018). Webinars are online presentations or 

workshops that can be either live or pre-recorded. They are designed to provide educational or 

informative content to a specific audience (Thompson & Davis, 2020). Moreover, memes and 

GIFs are humorous or visually engaging media content, including images, videos, or animations, 

frequently shared across social media platforms. Although not necessarily linked to a brand's 

offerings, emojis can be utilized in content marketing to enhance audience engagement, provide 

entertainment, and generate a relatable and shareable encounter (Johnson & Thomas, 2017). 

 

According to the report published on the Datar portal, the total number of cell phone users in 

Nepal has reached 42.78 million as of early 2023, which accounts for approximately 139.2% of 

the total population. Likewise, this indicates that there are sixteen million internet users, 

highlighting a significant potential for mobile advertising in our nation (Data Report, 2023). The 

company's website is the crucial point of its digital marketing campaigns and is a medium for 

customer engagement. The purpose of the website is to facilitate collaboration and foster genuine 

dialogue. Websites derive their corporate influence from their capacity to present product and 

company information, often catalogs, as evidence of the company's identity and central 
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communication (Kotter, 2014). Additionally, it serves as a means of collecting customer data for 

evaluation and measurement. This data is utilized to attract potential customers, convert leads 

into clients, guide consumers through purchasing, and maintain communication with clients for 

post-sale service. 

2.3.2 Significance of Digital Marketing 

It is crucial for the Pashmina industry to implement digital marketing strategies in order to 

maintain competitiveness and thrive in today's marketplace (Karki S., 2020). By maximizing 

marketing activities, such as enhancing their online presence, businesses can raise brand 

awareness and increase revenue, while also improving client retention, satisfaction, and other 

performance metrics (Smith, 2011). In addition, having a mobile-friendly website is essential for 

Pashmina businesses, as it can enhance the user experience and improve the likelihood of 

converting leads into sales (Thapa B., 2010). Furthermore, leveraging social media platforms like 

Facebook, Instagram, and TikTok can provide cost-effective advertising options for Pashmina 

entrepreneurs to expand their customer base (Karki S., 2020). 

Digital marketing encompasses various tactics such as email marketing, website marketing, and 

social media marketing, which can contribute to increasing sales revenue and achieving lead 

nurturing and customer conversion (Manandhar, 2010). Consumer satisfaction, defined as 

meeting consumer requirements successfully, is influenced by their experience with promotions, 

feedback from other customers, and insights from market research. It serves as a crucial indicator 

of an organization's ability to efficiently cater to its clientele's requirements (Giese & Cote, 

2000). 

Effective digital marketing tools like social media, mobile marketing, email marketing, and 

search marketing are essential for achieving marketing objectives and facilitating effective 

communication in modern corporate operations (Oladipupo, 2021). According to Paavola's study 

in 2017, emails are identified as the most cost-effective method for reaching the target audience, 

and high-quality content and website optimization are crucial components of effective digital 

marketing (Paavola, 2017). Similarly, a study by AL_Sabagh in 2016 examined the impact of 

electronic marketing on consumer satisfaction within the telecommunications sector and 

recommended reassessing pricing strategy and enhancing website usability to improve customer 

interaction (AL_Sabagh, 2016). 
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The process of digital marketing involves a series of phases or steps that a business must 

undertake to attain its marketing goals. According to Mobydeen (2021), there are four primary 

phases of digital marketing. The initial stage of digital marketing involves preparing a business 

for its digital marketing endeavors. This process includes setting marketing objectives, 

identifying the target audience, conducting market analysis, and developing a digital marketing 

strategy. Engaging potential customers through various marketing channels, such as social 

media, email marketing, and search engine optimization, is crucial during the communication 

phase. A relevant source that examines the communication phase of digital marketing within the 

Nepalese Pashmina Industry should be sought. In the trade phase, prospects are converted into 

paying customers. Common tools used at this stage include paid advertising, sales promotions, 

and content marketing. An informative resource about the conversion stage of digital marketing 

would be beneficial. After the sale, digital marketing transitions to a phase where the company 

focuses on retaining the consumer. This involves interacting with customers on social media and 

other platforms, as well as providing exceptional service and loyalty programs. 

2.4 Conceptual Framework 

The conceptual framework for this study aims to investigate the impact of digital marketing on 

the marketing performance of Ethiopian Airline. The study focus on identifying the relationship 

between digital marketing strategies and on marketing performance indicators. Empirical 

findings by Tsinidou, Gerogiannis, and Fitsilis (2019) in their study on the impact of digital 

marketing on firm performance revealed a significant positive relationship between digital 

marketing activities and sales revenue. They found that companies that effectively utilized digital 

marketing channels experienced higher sales revenue compared to those with less emphasis on 

digital marketing. This underscores the importance of understanding how digital marketing 

strategies can directly influence sales revenue, making it a critical dependent variable in 

evaluating marketing performance. 

Social media marketing has become increasingly important for airlines in engaging with 

customers and promoting their services. A study by Balakrishnan and Dahnil (2017) found that 

social media marketing positively influences airline ticket sales, with effective use of platforms 

such as Facebook and Twitter leading to increased customer engagement and ultimately higher 

sales revenue. Ethiopian Airline's adoption and utilization of social media marketing strategies 
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can significantly impact its sales revenue, making it an essential independent variable to consider 

in the context of this study. 

The visibility of Ethiopian Airline's website in search engine results is crucial for attracting 

potential customers and driving ticket sales. Research by Kim and Lee (2016) demonstrated the 

positive impact of SEO on online airline ticket sales, highlighting the importance of optimizing 

the airline's online presence for improved sales revenue. By incorporating SEO as an 

independent variable, this study aims to explore how Ethiopian Airline's SEO efforts contribute 

to its sales revenue performance. 

Email marketing plays a pivotal role in nurturing customer relationships and driving sales for 

airlines. According to research by Kaur and Soch (2018), effective email marketing campaigns 

can significantly influence airline ticket sales, with personalized and targeted email content 

leading to higher conversion rates and increased sales revenue. The use of email marketing as an 

independent variable in this study will enable an examination of how Ethiopian Airline's email 

marketing efforts contribute to its overall sales revenue performance. 

Many airlines have their own mobile apps, providing customers with a convenient platform to 

browse flights, make bookings, and access travel-related services on their smartphones. Airlines 

collaborate with affiliate partners, such as travel bloggers, influencers, and other websites, to 

promote their tickets and drive sales through referral links and partnerships. Airlines utilize 

display advertising on websites, mobile apps, and social media platforms to showcase their flight 

offerings and target potential customers based on their browsing behavior and interests. Global 

Distribution System (GDS) platforms like Amadeus, Sabre, and Galileo are used by travel agents 

and airline employees to book flights. 

By considering these independent variables alongside the dependent variable of sales revenue, 

this study aims to provide valuable insights into the impact of digital marketing strategies on 

Ethiopian Airline's marketing performance, drawing from empirical findings to inform strategic 

decision-making and future marketing initiatives. The study employed a quantitative research 

approach to gather data from Ethiopian Airline's marketing and digital marketing departments, as 

well as from customers. By using statistical tests and models, the study aims to provide empirical 

evidence of the effect of digital marketing on the marketing performance of Ethiopian Airline, 

which can inform strategic decision-making and future marketing initiatives. 
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This conceptual framework guided the research in investigating the relationship between digital 

marketing strategies and marketing performance, providing valuable insights for both academic 

research and practical implications for Ethiopian Airline's marketing strategy. The following 

diagram demonstrates the relationship. 

 

Figure 1 Conceptual Framework 

Source: Adopted from (Assefa & Berhane, 2017) and Biratu, & Jemberu, 2019 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Research Approach 

The study adopted both quantitative and qualitative approaches. The digital marketing and 

marketing performance of the Ethiopian Airlines were evaluated from the point of view of the 

identified variables. Subsequently, the associations of the identified factors with the marketing 

performance were grasped. Hence, in the course of these undertakings both qualitative and 

quantitative methodologies were used.  Qualitative data acquired from literatures and other 

documents were explained and delineated in qualitative terms. On the other hand, Regression 

models is used to quantify and delineate the effect of the identified variables on marketing 

performance. The usage of both quantitative and qualitative research approach is justified by the 

recognition of the fact that every method in each approach has its limitations and that the use of 

both methods can be complementary to each other.              

3.2 Research Design 

The study used descriptive and explanatory research designs. The choice of these designs was 

justified by the nature of the study. An explanatory research design was deemed appropriate for 

examining relationships. Specifically, this study analyzed the relationship between digital 

marketing and marketing performance. The design allowed the research to address fundamental 

questions. Therefore, an explanatory research design was employed because it aligned with the 

study’s nature. 

Additionally, a descriptive research design was considered appropriate. This design presented the 

data collected from Ethiopian Airlines reports, documents, and study participants in a 

straightforward manner, without deviation. The descriptive design served the purpose of the 

study and facilitated economic data collection. It enabled the narration and enumeration of 

concrete findings without introducing self-generated statements, bias, or unfounded implications. 

3.3 Data Type and Sources 

In this study, both qualitative and quantitative data were used. Integrating these two data types 

allowed for a more complete and synergistic utilization of data compared to separate quantitative 

and qualitative data collection and analysis. 
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The study employed both primary and secondary sources of data. The use of two or more 

independent data sources helped substantiate the findings (Saunders et al., 2009). To address the 

basic research questions and achieve the intended objectives, Ethiopian Airline employees and 

customers served as primary data sources. Additionally, secondary data sources such as books 

and internet resources were utilized. Furthermore, journals and published research papers were 

reviewed to enhance the research’s reliability and dependability. 

3.4 Target Population 

Ethiopian Airline consisted of different departments, among which the marketing department 

was a part. This study addressed the marketing department of Ethiopian Airline, which had 72 

employees. The study followed a census method and involved all of the employees in the study. 

Additionally, secondary data were acquired from this department of Ethiopian Airline. 

Furthermore, 30 participants from domestic flight customers and 30 from international flight 

customers were involved in the study.  

3.5 Data Collection Tool 

The principal data collection method used in this study was a questionnaire. The questionnaire 

was administered to the employees. This approach was deemed appropriate because it facilitated 

data collection, was relatively less expensive, and saved time. Both open-ended and close-ended 

questions were prepared to gather the required data. 

To collect data regarding financial aspects, a checklist was prepared in the form of a 

questionnaire. The annual report of Ethiopian Airline was considered to address the elements in 

the checklist. Additionally, semi-structured interviews were used to collect data from the 

management bodies.  

3.6 Data Analysis Methods 

The collected data underwent thorough processing to prepare it for further analytical steps. 

Subsequently, the cleaned data was entered into STATA-13 for additional analysis. Throughout 

the study, both quantitative and qualitative data analysis techniques were employed. In 

quantitative terms, both descriptive and inferential statistics were adopted. Descriptive 

demonstrations were presented in tabulations. Additionally, a multiple linear regression model 

was used. Qualitative analysis involved situating the theoretical and empirical background of the 

study subject within the context of previous research works and other scholarly literature.  
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Modelling 

Binary Logit Regression Model 

Binary logit regression was used to check for the relationship between the independent variables 

and marketing performance.  Hence, the dependent variable y is defined to indicate whether 

marketing performance is good or poor. In this case, we can let y=1 denote a “good” marketing 

performance and y=0 otherwise. The logit model therefore helps to investigate the key 

explanatory factors that determine distribution factors. Following Wooldridge, Jeffery M. (2002) 

and Gujarati (2004), the functional form of cumulative logit model is specified as follows: 
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For simple understanding, 
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That is,                                

   is an intercept,   ,   &   are slope coefficients and          are the identified 

independent variables. If     is the probability of marketing performance rated “good”, then 

(    ) is the probability of marketing performance rated “poor” can be expressed as: 
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When we take the natural logarithm of the above equation, we then obtain 
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Where,  i, is the natural logarithm of the odds ratio, and it entails not just linearity in the 

explanatory variables,  ’s, but also in the parameters from the estimation point of view. For the 

sake of estimation, the above equation’s the logit model can be rewritten as follows: 
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 1= Mobile apps  

 2= Email Marketing 

 3= Social Media Marketing 

 4= Website Marketing  

Definition of Variables 

Dependent Variable 

Marketing Performance - This variable refers to the overall effectiveness and success of 

Ethiopian Airline's marketing efforts. 

Independent Variables 

Social Media Marketing - The use of social media platforms for advertising, engagement, and 

brand building. 

Email Marketing - The use of email campaigns to reach and engage with customers. 

Mobile Apps: Many airlines have their own mobile apps, providing customers with a convenient 

platform to browse flights, make bookings, and access travel-related services on their 

smartphones. 

Website Marketing: Airlines utilize display advertising on websites, mobile apps, and social 

media platforms to showcase their flight offerings and target potential customers based on their 

browsing behavior and interests. 
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CHAPTER FOUR 

RESULTS AND DISCUSSIONS 

4.1 Background of the Respondents 

The table presents demographic characteristics of the survey respondents, including gender, age, 

education level, and marital status. In terms of gender, out of a total of 132 respondents, 81% 

were male, while 19% were female. This indicates a significant gender imbalance in the survey 

sample, with a higher representation of male respondents. 

Table 1 Demographic Characteristics of Survey Respondents 

  Gender of the Respondent 

Male Female Total 

Count % Count % Count % 

Age of the 

Respondent 

>30 Years 36 33.6 9 36.0 45 34.1 

31-40 Years 35 32.7 4 16.0 39 29.5 

41-50 Years 16 15.0 6 24.0 22 16.7 

>50 Years 20 18.7 6 24.0 26 19.7 

Total 107 100.0 25 100.0 132 100.0 

Education 

level of the 

respondent 

Diploma 9 8.4 2 8.0 11 8.3 

BA/BSc Degree 55 51.4 11 44.0 66 50.0 

Master degree 33 30.8 10 40.0 43 32.6 

PhD 10 9.3 2 8.0 12 9.1 

Total 107 100.0 25 100.0 132 100.0 

Marital 

status of 

the 

respondent 

Single 24 22.4 4 16.0 28 21.2 

Married 81 75.7 20 80.0 101 76.5 

Widowed 1 .9 1 4.0 2 1.5 

Divorced 1 .9 0 0.0 1 .8 

Total 107 100.0 25 100.0 132 100.0 

Source: Own Survey, 2024 

When examining the age distribution of the respondents, the data shows that 43% of the 

respondents were aged over 50 years, 31% were in the 41-50 years age group, 18% were in the 
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31-40 years age group, and only 8% were younger than 30 years. These percentages reveal that 

the majority of the respondents were in the older age categories, with a smaller representation of 

younger individuals. 

Regarding education level, the data reflects that 34% of the respondents held a Master's degree, 

29% had a BA/BSc degree, 25% had a Diploma, and 12% had a PhD. This breakdown illustrates 

the educational qualifications of the survey participants and highlights the distribution of 

respondents across different educational levels. In terms of marital status, the data indicates that 

56% of the respondents were married, 30% were single, 8% were widowed, and 6% were 

divorced. These percentages provide insight into the marital status distribution among the survey 

participants. 

4.1.1 Customer Experience of Ethiopian Airlines  

Choosing an airline: The primary reason for choosing a particular airline varies among 

international flight customers (26.7%) and domestic flight customers (36.7%). For international 

flight customers, price is the most important factor, while for domestic flight customers, flight 

schedule is the most significant determinant. Reputation/brand also plays an essential role in both 

groups, highlighting the importance of maintaining a strong brand image and positive reputation. 

Satisfaction with ticket booking process: the majority of respondents are satisfied with the 

ticket booking process of their chosen airlines (56.7% international flight customers and 63.3% 

domestic flight customers). However, there is still room for improvement as 20.0% of 

international flight customers and 26.7% of domestic flight customers remain neutral or 

unsatisfied. This suggests that airlines should focus on streamlining and improving the ticket 

booking experience to further enhance customer satisfaction. 

Likelihood to recommend: The likelihood to recommend the airline to others based on recent 

experience shows that 63.3% of international flight customers and 50.0% of domestic flight 

customers are likely or very likely to recommend the airline. While these percentages are 

moderately high, there is potential for growth as 20.0% of international flight customers and 

30.0% of domestic flight customers remain neutral or unlikely to recommend the airline. By 

focusing on enhancing customer experience and satisfaction, airlines can potentially increase 

these percentages and improve word-of-mouth marketing. 
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Table 2 Customer Experience and Satisfaction in Air Travel 

 Flight of the customer 

International 

flight customer 

Domestic 

flight customer 

Total 

Count % Count % Count % 

What is your primary reason 

for choosing a particular 

airline for your travel? 

Price 8 26.7 8 26.7 16 26.7 

Flight schedule 12 40.0 11 36.7 23 38.3 

Reputation/Brand 10 33.3 11 36.7 21 35.0 

Total 30 100.0 30 100.0 60 100.0 

How satisfied are you with 

the ticket booking process of 

the airline? 

Very satisfied 7 23.3 9 30.0 16 26.7 

Satisfied 17 56.7 19 63.3 36 60.0 

Neutral 6 20.0 2 6.7 8 13.3 

Dissatisfied 0 0.0 0 0.0 0 0.0 

Very dissatisfied 0 0.0 0 0.0 0 0.0 

Total 30 100.0 30 100.0 60 100.0 

How likely are you to 

recommend the airline to 

others based on your recent 

experience? 

Very likely 5 16.7 9 30.0 14 23.3 

Likely 19 63.3 15 50.0 34 56.7 

Neutral 6 20.0 6 20.0 12 20.0 

Unlikely 0 0.0 0 0.0 0 0.0 

Very unlikely 0 0.0 0 0.0 0 0.0 

Total 30 100.0 30 100.0 60 100.0 

How often do you travel by 

air in a year? 

Less than 5 times 17 56.7 15 50.0 32 53.3 

5-10 times 7 23.3 13 43.3 20 33.3 

More than 10 times 6 20.0 2 6.7 8 13.3 

Total 30 100.0 30 100.0 60 100.0 

Source: Own Survey, 2024 

Frequency of air travel: The majority of respondents travel by air less than 5 times a year 

(56.7% international flight customers and 50.0% domestic flight customers), suggesting that 

infrequent travelers make up a small portion of the overall customer base. This highlights the 

importance of retaining loyal customers by providing exceptional service and continually 

meeting their needs. 

Table 3 Customer Experience of Ethiopian Airlines 

 Flight of the customer 

International 

flight customer 

Domestic 

flight customer 

Total 

Count % Count % Count % 

How important is the Very important 4 13.3 8 26.7 12 20.0 
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airline's on-time performance 

in your decision to choose a 

flight? 

Important 24 80.0 18 60.0 42 70.0 

Neutral 2 6.7 4 13.3 6 10.0 

Not important 0 0.0 0 0.0 0 0.0 

Total 30 100.0 30 100.0 60 100.0 

How would you rate the 

overall customer service 

provided by the airline? 

Excellent 10 33.3 9 30.0 19 31.7 

Good 15 50.0 19 63.3 34 56.7 

Average 5 16.7 2 6.7 7 11.7 

Poor 0 0.0 0 0.0 0 0.0 

Total 30 100.0 30 100.0 60 100.0 

How satisfied are you with 

the overall marketing 

communication (e.g., emails, 

advertisements, promotions) 

from the airline? 

Very satisfied 3 10.0 5 16.7 8 13.3 

Satisfied 14 46.7 15 50.0 29 48.3 

Neutral 8 26.7 4 13.3 12 20.0 

Dissatisfied 5 16.7 3 10.0 8 13.3 

Very dissatisfied 0 0.0 3 10.0 3 5.0 

Total 30 100.0 30 100.0 60 100.0 

How likely are you to 

consider switching to another 

airline for your future 

travels? 

Very likely 0 0.0 2 6.7 2 3.3 

Likely 2 6.7 1 3.3 3 5.0 

Neutral 2 6.7 4 13.3 6 10.0 

Unlikely 14 46.7 17 56.7 31 51.7 

Very unlikely 12 40.0 6 20.0 18 30.0 

Total 30 100.0 30 100.0 60 100.0 

Source: Own Survey, 2024 

Importance of on-time performance: The majority of respondents consider on-time 

performance as important (80.0%) or very important (20.0%) in their decision to choose a flight, 

highlighting the significance of punctuality in customer satisfaction. This suggests that airlines 

should prioritize maintaining on-time performance to attract more customers and improve overall 

experience. 

 

Overall customer service: Most respondents rate the overall customer service provided by the 

airline as good (50.0% international flight customers and 63.3% domestic flight customers) or 

excellent (33.3% international flight customers and 30.0% domestic flight customers). However, 

there is still room for improvement as 16.7% of international flight customers and 6.7% of 

domestic flight customers rate the customer service as average, poor, or not important. By 

focusing on enhancing customer service, airlines can further increase customer satisfaction and 

loyalty. 
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Satisfaction with marketing communication: The majority of respondents are satisfied (46.7% 

international flight customers and 50.0% domestic flight customers) or neutral (26.7% 

international flight customers and 13.3% domestic flight customers) with the airline's marketing 

communication. While these percentages are relatively high, there is potential for growth as 

16.7% of international flight customers and 13.3% of domestic flight customers remain 

dissatisfied or very dissatisfied. Airlines should aim to improve marketing communications by 

making them more relevant, visually appealing, and tailored to their target audience. 

Switching intentions: The majority of respondents are unlikely (46.7% international flight 

customers and 56.7% domestic flight customers) or very unlikely (40.0% international flight 

customers and 20.0% domestic flight customers) to switch to another airline for their future 

travels, indicating a relatively high level of customer loyalty. However, there is still potential for 

improvement as 13.3% of international flight customers and 10.0% of domestic flight customers 

remain neutral or likely to switch to another airline. Airlines should focus on enhancing customer 

experience and addressing pain points to further reduce switching intentions. 
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4.2 Digital Marketing Tools Implemented in Ethiopian Airlines 

Ethiopian Airlines has been investing in digital marketing strategies to enhance its online 

presence, increase brand awareness, and improve customer engagement. This study aimed to 

understand the perception of employees and management regarding the implementation and 

effectiveness of website marketing tools.  

Table 4 Digital Marketing Tools Implemented in Ethiopian Airlines - Website Marketing 

No Website Marketing Agreement level 

1 2 3 4 5 

1 The Ethiopian Airlines website is 

user-friendly. 

20.0% 5.0% 20.0% 41.7% 13.3% 

2 The website provides clear 

information about flight schedules 

and fares. 

10.0% 16.7% 8.3% 61.7% 3.3% 

3 The website is mobile-responsive 

and optimized for different devices. 

13.3% 11.7% 26.7% 33.3% 15.0% 

4 The website showcases promotions 

and special offers effectively. 

11.7% 18.3% 15.0% 43.3% 11.7% 

5 The website is easy to navigate and 

book flights. 

21.7% 16.7% 8.3% 51.7% 1.7% 

Source: Own Survey, 2024 

User-friendliness: Most respondents agree that the Ethiopian Airlines website is user-friendly 

(41.7%). However, there is room for improvement as 20% of respondents are neutral, and only 

13.3% strongly agree. The perception of user-friendliness indicates that the website design and 

functionality are generally effective, but the neutral responses and the lower percentage of strong 

agreement suggest that there are opportunities for improvement. Addressing these areas could 

lead to an enhanced user experience, potentially increasing customer satisfaction and 

engagement. Previous studies show that a user-friendly website has been linked to competitive 

advantage and customer retention (Abbasi, Rezaei, and Esmaili, 2018). Therefore, improving 

user-friendliness can contribute to Ethiopian Airlines' ability to compete effectively in the digital 

landscape and retain customers who value a seamless online experience. A user-friendly website 
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can positively impact conversion rates, as it can influence users' decision-making processes and 

facilitate transactions. Thus, enhancing user-friendliness may lead to improved conversion rates 

and ultimately contribute to the airline's digital marketing objectives. Previous studies in the 

literature have consistently emphasized the importance of user-friendly interfaces in digital 

marketing and e-commerce (Assegay, Tadesse, and Yohannes, 2020.). Research has shown that a 

positive user experience on a website can lead to increased engagement, higher conversion rates, 

and improved brand perception. Additionally, studies have highlighted the impact of user-

friendliness on customer satisfaction and loyalty. 

Information about flight schedules and fares: The majority of respondents agree that the 

website provides clear information about flight schedules and fares (61.7%), indicating the 

website's effectiveness in providing essential details to customers. This result aligns with 

previous studies which have emphasized the importance of providing clear and accurate 

information on websites to enhance user experience and increase customer engagement. For 

instance, a study by Wang et al. (2018) found that the provision of detailed product information 

on e-commerce websites significantly affected consumers' purchase intention. 

Mobile responsiveness and optimization: More than half of the respondents agree that the 

website is mobile-responsive and optimized for different devices (50%). This highlights the 

importance of having a responsive website to cater to the growing number of mobile users. the 

results show that more than half of the respondents agree that the website is mobile-responsive 

and optimized for different devices. This highlights the growing importance of having a 

responsive website in today's digital age, where mobile usage has surpassed desktop usage. A 

study by Godwin et al. (2020) noted that mobile-friendly websites positively impacted brand 

perception and purchase intentions. Therefore, these findings are consistent with previous 

research and emphasize the significance of website design and functionality in enhancing user 

experience and driving business success.  

Promotions and special offers: Although many respondents agree that the website showcases 

promotions and special offers effectively (43.3%), there is still potential for improvement, as 

18.3% are neutral, and 11.7% disagree. Previous studies have shown that effective promotion of 

special offers and discounts can significantly impact customer purchase behavior. For example, a 
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study by Kim et al. (2019) found that providing exclusive offers and discounts on a company's 

website positively influenced consumers' purchase intentions. 

Ease of navigation and booking flights: The majority of respondents agree that the website is 

easy to navigate and book flights (51.7%), which is crucial for a positive user experience and 

increased conversions. A study by Liu et al. (2021) highlighted the importance of website 

usability and user experience design in enhancing customer satisfaction and loyalty. Therefore, 

this study’s finding align with previous research emphasizing the significance of user-friendly 

navigation and smooth booking processes in improving website performance and driving 

business success. 

Table 5 Ethiopian Airlines' Mobile App Marketing 

No Mobile Apps Agreement level 

1 2 3 4 5 

1 The Ethiopian Airlines mobile app 

offers convenient features for 

booking flights. 

6.7% 8.3% 15.0% 60.0% 10.0% 

2 I find the Ethiopian Airlines mobile 

app easy to use and navigate. 

5.0% 11.7% 21.7% 51.7% 10.0% 

3 The mobile app provides real-time 

updates on flight statuses. 

10.0% 8.3% 33.3% 40.0% 8.4% 

4 I receive exclusive deals and 

discounts through the mobile app. 

13.3% 26.7% 23.3% 36.7% 0.0% 

5 Using the Ethiopian Airlines 

mobile app enhances my overall 

travel experience. 

6.7% 15.0% 13.3% 65.0% 0.0% 

Source: Own Survey, 2024 

Convenient flight booking: The majority of respondents agree that the Ethiopian Airlines 

mobile app offers convenient features for booking flights (60.0%). This highlights the 

importance of having a user-friendly interface and streamlined booking process to improve 

customer engagement. This result aligns with previous studies emphasizing the significance of a 

user-friendly interface and streamlined booking process in enhancing customer engagement. For 
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example, a study by Getachew (2021) found that an intuitive and seamless booking process 

positively impacted customers' purchase intentions. 

Ease of use and navigation: More than half of the respondents find the Ethiopian Airlines 

mobile app easy to use and navigate (51.7%), indicating satisfaction with the app's design and 

functionality. A positive user experience is crucial for increased conversions and customer 

loyalty. Previous research has consistently underlined the importance of a positive user 

experience in driving increased conversions and customer loyalty. A study by Mesfin et al. 

(2020) demonstrated that user experience design significantly influenced customers' purchase 

behavior and loyalty towards mobile apps.  

Real-time updates on flight statuses: While many respondents agree that the mobile app 

provides real-time updates on flight statuses, there is still room for improvement as 40.0% 

remain neutral or disagree. Providing timely and accurate information is essential for 

maintaining customer trust and satisfaction. The importance of providing real-time updates and 

accurate information has been emphasized in previous research on customer trust and 

satisfaction. Timely and reliable information is crucial for maintaining customer confidence and 

building long-term relationships, as customers rely on such updates for their travel plans and 

overall experience with the airline. 

Exclusive deals and discounts: Although some respondents report receiving exclusive deals and 

discounts through the mobile app (36.7%), the majority are either not aware of such offers or do 

not receive them. This suggests that Ethiopian Airlines could improve its communication 

strategies to better promote these exclusive benefits. The finding indicates that although some 

respondents report receiving exclusive deals and discounts through the mobile app, the majority 

are either not aware of such offers or do not receive them. This indicates that Ethiopian Airlines 

needs to improve its communication strategies to better promote these exclusive benefits. 

Previous studies have shown that effective promotion of exclusive offers and discounts can 

significantly impact customer purchase behavior. For example, a study by Asegid (2019) found 

that providing exclusive offers and discounts on a company's website positively influenced 

consumers' purchase intentions. 

Overall travel experience: The majority of respondents agree that using the Ethiopian Airlines 

mobile app enhances their overall travel experience (65.0%), which demonstrates the 
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effectiveness of the app in improving customer engagement and satisfaction. A positive user 

experience is crucial for retaining customers and increasing brand loyalty. A study by Simon 

(2021) highlighted the importance of website usability and user experience design in enhancing 

customer satisfaction and loyalty. 

Table 6 Personalized Email Marketing 

No Email marketing Agreement level 

     

1 I receive relevant and 

personalized emails from 

Ethiopian Airlines. 

1.7% 3.3% 23.3% 55.0% 16.7% 

2 Ethiopian Airlines' email 

campaigns provide useful 

travel information. 

8.3% 6.7% 10.0% 61.7% 13.3% 

3 The email communications 

from Ethiopian Airlines are 

visually appealing. 

6.7% 8.3% 18.3% 48.3% 18.3% 

4 I am informed about exclusive 

deals and promotions through 

email. 

6.7% 13.3% 16.7% 45.0% 18.3% 

5 Ethiopian Airlines' email 

marketing encourages me to 

book flights. 

13.3% 21.7% 18.3% 38.3% 8.3% 

Source: Own Survey, 2024 

 

Relevant and personalized emails: The majority of respondents agree that they receive relevant 

and personalized emails from Ethiopian Airlines (55.0%). This highlights the importance of 

targeted email marketing in improving customer engagement. Previous studies have consistently 

shown that personalized email marketing can significantly enhance customer engagement and 

loyalty. For example, a study by Desiye (2021) found that personalized email content increases 

open rates by 50% and click-through rates by 500%. 
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Useful travel information: Many respondents agree that Ethiopian Airlines' email campaigns 

provide useful travel information (61.7%), which is crucial for maintaining customer interest and 

satisfaction. Providing relevant and timely travel information can help customers make informed 

decisions and foster positive brand perceptions. A study by Paulos (2019) revealed that providing 

customized travel recommendations based on customer preferences and behavior can increase 

customer engagement and loyalty. 

Visually appealing communications: More than half of the respondents find the email 

communications from Ethiopian Airlines visually appealing (48.3%), indicating appreciation for 

the design and layout of the emails. This highlights the importance of an attractive and user-

friendly interface in capturing customer attention and enhancing engagement. Previous research 

has shown that visually appealing emails with well-designed layouts can significantly increase 

open rates and click-through rates (Gashu, 2016). 

Exclusive deals and promotions: Although some respondents report being informed about 

exclusive deals and promotions through email, there is still room for improvement as 45.0% 

remain neutral or disagree. Effectively promoting these exclusive benefits can enhance customer 

engagement and loyalty. This implies that Ethiopian Airlines needs to improve its 

communication strategies to better promote these exclusive benefits, which can enhance 

customer engagement and loyalty. Previous research has shown that effectively promoting 

exclusive offers and discounts can significantly increase customer engagement and loyalty. For 

example, a study by Semere (2019) found that providing exclusive offers on social media 

platforms positively impacted customer engagement and purchase intentions. 

Encouraging flight bookings: Over one-third of respondents agree that Ethiopian Airlines' 

email marketing encourages them to book flights (38.3%), suggesting that the email campaigns 

are effective in driving conversions. Previous research has shown that well-designed email 

campaigns with relevant content can significantly increase click-through rates and drive 

conversions (Mamaru et al, 2021). 
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Table 7 Social Media Marketing 

No Social Media Marketing Agreement level 

     

1 Ethiopian Airlines engages effectively 

with customers on social media 

platforms. 

30.0% 6.7% 3.3% 45.0% 15% 

2 The social media posts by Ethiopian 

Airlines are informative and 

engaging. 

8.3% 1.7% 10.0% 60.0% 20.0% 

3 I am aware of Ethiopian Airlines' 

promotions and offers through social 

media. 

15.0% 3.3% 6.7% 60.0% 15.0% 

4 Ethiopian Airlines responds promptly 

to customer queries on social media. 

11.7% 15.0% 6.7% 46.70% 20.0% 

5 The social media content of Ethiopian 

Airlines reflects the brand well. 

18.3% 11.7% 8.3% 38.3% 23.3% 

Source: Own Survey, 2024 

Effective customer engagement: The majority of respondents agree that Ethiopian Airlines 

engages effectively with customers on social media platforms (30.0%), indicating appreciation 

for the company's social media marketing efforts. However, there is still room for improvement 

as 45.0% remain neutral or disagree. 

Informative and engaging social media posts: Although a significant portion of respondents 

find Ethiopian Airlines' social media posts informative and engaging (60.0%), there is potential 

for further enhancement as 20.0% remain neutral or disagree. This suggests that the company can 

optimize its social media content by making it more visually appealing, diverse, and tailored to 

its target audience. 

Awareness of promotions and offers: Most respondents are aware of Ethiopian Airlines' 

promotions and offers through social media (60.0%), highlighting the effectiveness of the 

company's social media marketing campaigns. However, there is potential for increasing 
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awareness among the remaining 40.0% of respondents who are unaware or only somewhat 

aware. 

Prompt response to customer queries: Over one-third of respondents agree that Ethiopian 

Airlines responds promptly to customer queries on social media (46.70%), while another 20.0% 

neither agree nor disagree. This indicates that while the company has been responsive to 

customer queries, there is potential for further improvement in this area. 

Reflecting brand identity: Nearly 40% of respondents agree that the social media content of 

Ethiopian Airlines reflects the brand well, suggesting that the company has successfully 

showcased its brand identity through social media. However, there is still potential for improving 

brand perception among the remaining 60% of respondents. 

The findings reveal that Ethiopian Airlines has made significant strides in engaging with 

customers, promoting offers, and providing informative content on social media. However, there 

are areas that may require attention, such as ensuring prompt responses to customer queries and 

aligning social media content more closely with the brand identity. The results indicate that 

while the airline's social media engagement and promotion efforts are generally effective, there is 

room for improvement in areas such as customer query response times and the alignment of 

content with the brand's image. Addressing these areas could further enhance the airline's social 

media marketing effectiveness and contribute to improved customer satisfaction and brand 

perception. 

4.2.1 Employees’ Perception of the Ethiopian Airline’s Digital Marketing Implementation 

The table provides a breakdown of survey responses based on the position of the respondents 

within Ethiopian Airlines and their perceptions of the airline's digital marketing practices. The 

data is segmented into various categories related to the effectiveness of digital marketing, 

customer engagement, benefits brought by digital marketing, and challenges faced in 

implementing digital marketing strategies. 
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Table 8 Employees’ Perception of Ethiopian Airlines' Digital Marketing Strategies 

  

The position of the respondent in the organization 

Employee  

Management 

member at any 

level Total 

Coun

t % 

Coun

t % 

Coun

t % 

How would you rate the 

effectiveness of Ethiopian 

Airlines' current digital 

marketing practices? 

Very effective 17 34.0 7 31.8 24 33.3 

Somewhat 

effective 
20 40.0 11 50.0 31 43.1 

Neutral 12 24.0 2 9.1 14 19.4 

Ineffective 1 2.0 2 9.1 3 4.2 

Total 50 100.0 22 100.0 72 100.0 

Have you noticed an increase 

in customer engagement since 

Ethiopian Airlines started 

implementing digital 

marketing strategies? 

No 10 20.0 2 9.1 12 16.7 

Yes 40 80.0 20 90.9 60 83.3 

Total 
50 100.0 22 100.0 72 100.0 

What benefits do you think 

digital marketing has brought 

to Ethiopian Airlines? 

Increased 

brand visibility 
15 30.0 6 27.3 21 29.2 

Better 

customer 

targeting 

25 50.0 13 59.1 38 52.8 

Improved 

customer 

engagement 

10 20.0 3 13.6 13 18.1 

Total 50 100.0 22 100.0 72 100.0 

What challenges have 

Ethiopian Airlines faced in 

implementing digital 

marketing strategies? 

Lack of 

resources 
34 68.0 14 63.6 48 66.7 

Data privacy 

concerns 
11 22.0 7 31.8 18 25.0 

Difficulty in 

measuring 

ROI 

5 10.0 1 4.5 6 8.3 

Total 50 100.0 22 100.0 72 100.0 

Source: Own survey, 2024 

The majority of respondents, both employees and management members at any level, perceive 

Ethiopian Airlines' current digital marketing practices to be somewhat effective, with 43.1% 

expressing this view. A notable portion of respondents, particularly in management positions, 

rated the effectiveness as "very effective" (33.3%). A significant majority of respondents from 

both employee and management levels reported noticing an increase in customer engagement 
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since the implementation of digital marketing strategies, with 83.3% acknowledging this positive 

impact. 

The perceived benefits of digital marketing, including increased brand visibility, better customer 

targeting, and improved customer engagement, are recognized by a majority of respondents, 

indicating a positive assessment of the outcomes associated with digital marketing initiatives. 

The most prominent challenge identified by respondents across all positions is the lack of 

resources, with 66.7% highlighting this as a significant obstacle. Data privacy concerns and 

difficulty in measuring return on investment (ROI) were also acknowledged as challenges, 

although to a lesser extent. 

The data reveals a generally positive perception of Ethiopian Airlines' digital marketing 

strategies among both employees and management members at any level. The majority of 

respondents perceive the airline's digital marketing practices to be effective, with a significant 

increase in customer engagement noted since the implementation of these strategies. 

Furthermore, the recognition of benefits such as increased brand visibility, better customer 

targeting, and improved customer engagement aligns with industry best practices for successful 

digital marketing initiatives. However, it is crucial to address the challenges identified, 

particularly the lack of resources, data privacy concerns, and difficulties in measuring ROI, to 

ensure sustained effectiveness and efficiency in digital marketing efforts. 

Table 9 Perception of digital marketing strategies and their impact on Ethiopian airlines' 

marketing performance 

  

The position of the respondent in the organization 

Management 

member at any 

level Employee CTotal 

Coun

t % 

Coun

t % 

Coun

t % 

Do you believe that 

digital marketing has 

positively impacted the 

marketing performance 

of Ethiopian Airlines? 

Strongly agree 6 12.0 6 27.3 12 16.7 

Agree 40 80.0 15 68.2 55 76.4 

Disagree 4 8.0 1 4.5 5 6.9 

Strongly 

disagree 
0 0.0 0 0.0 0 0.0 

Total 50 100.0 22 100.0 72 100.0 

How important do you Very important 12 24.0 4 18.2 16 22.2 
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think it is for Ethiopian 
Airlines to continue 

investing in digital 

marketing? 

Somewhat 
important 34 68.0 16 72.7 50 69.4 

Neutral 4 8.0 2 9.1 6 8.3 

Not important 0 0.0 0 0.0 0 0.0 

Total 50 100.0 22 100.0 72 100.0 

Source: Own Survey, 2024 

The table above presents the views of management members at any level and employees 

regarding the impact of digital marketing on Ethiopian Airlines' marketing performance and its 

importance for continued investment. The majority of respondents agree that digital marketing 

has positively impacted the airline's marketing performance, with 12% strongly agreeing and 

80% agreeing. Furthermore, a significant portion of respondents believe that it is very important 

(24%) or somewhat important (68%) for Ethiopian Airlines to continue investing in digital 

marketing. These results indicate a generally positive perception of digital marketing among 

employees and management and emphasize the importance of sustained investment in these 

strategies for maintaining competitiveness in the aviation industry. 

 

 

Table 10 Perceptions of Digital Marketing Effectiveness and Brand Impact at Ethiopian Airlines 

  

The position of the respondent in the organization 

Management 

member at any 

level Employee CTotal 

Count % 

Cou

nt % 

Cou

nt % 

Have you observed an 

increase in sales or 

bookings as a result of 

Ethiopian Airlines' digital 

marketing efforts? 

No 12 24.0 5 22.7 17 23.6 

Yes 38 76.0 17 77.3 55 76.4 

Total 
50 100.0 22 100.0 72 100.0 

Do you think Ethiopian 

Airlines effectively 

targets its audience 

through digital marketing 

channels? 

Yes, always 10 20.0 11 50.0 21 29.2 

Sometimes 29 58.0 9 40.9 38 52.8 

Rarely 8 16.0 1 4.5 9 12.5 

Never 3 6.0 1 4.5 4 5.6 

Total 50 100.0 22 100.0 72 100.0 

How do you think digital Positive 37 74.0 19 86.4 56 77.8 
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marketing has influenced 
the overall brand 

perception of Ethiopian 

Airlines? 

influence 

Negative 

influence 
4 8.0 0 0.0 4 5.6 

No influence 9 18.0 3 13.6 12 16.7 

Total 50 100.0 22 100.0 72 100.0 

Source: Own Survey, 2024 

The table presents the views of management members at any level and employees on whether 

they have observed an increase in sales or bookings due to Ethiopian Airlines' digital marketing 

efforts, their opinions on the airline's ability to effectively target its audience through digital 

marketing channels, and the perceived impact of digital marketing on the overall brand 

perception of Ethiopian Airlines. 

Table 11 Perception of integration and impact of traditional and digital marketing efforts at 

Ethiopian airlines 

  

The position of the respondent in the organization 

Employee 

Management 

member at 

any level  Total 

Count % 

Cou

nt % 

Cou

nt % 

How well do you think 

Ethiopian Airlines 

integrates traditional and 

digital marketing efforts? 

Very well 31 62.0 9 40.9 40 55.6 

Moderatel

y well 
13 26.0 11 50.0 24 33.3 

Not well 6 12.0 2 9.1 8 11.1 

Total 50 100.0 22 100.0 72 100.0 

Have you noticed an 

increase in customer 

loyalty towards Ethiopian 

Airlines due to their 

digital marketing 

initiatives? 

No 6 12.0 9 40.9 15 20.8 

Yes 44 88.0 13 59.1 57 79.2 

Total 

50 100.0 22 100.0 72 100.0 

Do you think Ethiopian 

Airlines effectively 

communicates its brand 

message through digital 

marketing channels? 

Yes, 

always 
6 12.0 3 13.6 9 12.5 

Sometimes 32 64.0 12 54.5 44 61.1 

Rarely 7 14.0 7 31.8 14 19.4 

Never 5 10.0 0 0.0 5 6.9 

Total 50 100.0 22 100.0 72 100.0 

How well do you think 

Ethiopian Airlines 

leverages customer 

feedback in their digital 

Very well 13 26.0 1 4.5 14 19.4 

Moderatel

y well 
24 48.0 15 68.2 39 54.2 

Not well 13 26.0 6 27.3 19 26.4 
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marketing campaigns? Total 50 100.0 22 100.0 72 100.0 

How satisfied are you 

with the overall digital 

experience provided by 

Ethiopian Airlines? 

Very 

satisfied 
11 22.0 4 18.2 15 20.8 

Satisfied 24 48.0 12 54.5 36 50.0 

Neutral 11 22.0 4 18.2 15 20.8 

Dissatisfie

d 
4 8.0 2 9.1 6 8.3 

Total 50 100.0 22 100.0 72 100.0 

Regarding the effectiveness of digital marketing in increasing sales and bookings, 76% of 

respondents indicated that they had observed an increase, with 24% saying yes for management 

and 77.3% for employees. In terms of targeting the audience, 58% of management and 40.9% of 

employees believed that Ethiopian Airlines effectively targets its audience through digital 

marketing channels, while a combined 26.4% thought it rarely or never happens. Lastly, 74% of 

management and 86.4% of employees perceive a positive influence of digital marketing on the 

overall brand perception of Ethiopian Airlines, while only 8% and 13.6% think it has a negative 

influence or no influence, respectively. Overall, these results demonstrate a positive outlook on 

the effectiveness of Ethiopian Airlines' digital marketing strategies in achieving business goals 

and enhancing brand perception among its audience. 

The table presents the views of employees and management members on how well Ethiopian 

Airlines integrates traditional and digital marketing efforts, whether they have noticed an 

increase in customer loyalty due to digital marketing initiatives, and how effectively the airline 

communicates its brand message through digital marketing channels. The majority of 

respondents believe that Ethiopian Airlines integrates traditional and digital marketing efforts 

either very well (62%) or moderately well (26%), indicating a general satisfaction with the 

airline's marketing approach. Furthermore, 88% of respondents observed an increase in customer 

loyalty towards Ethiopian Airlines due to digital marketing initiatives, with 59.1% noticing this 

always and 29.2% sometimes. Regarding communication effectiveness through digital marketing 

channels, 64% of respondents agreed that Ethiopian Airlines communicates its brand message 

sometimes, while 12.5% believed it happens always and 19.4% rarely or never. Overall, these 

results indicate that employees and management perceive Ethiopian Airlines as successfully 

integrating traditional and digital marketing efforts and effectively communicating its brand 

message through digital marketing channels, which contributes to increased customer loyalty. 
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4.3 Marketing Performance of the Ethiopian Airlines  

The table presents the results of a survey conducted to assess employees' perceptions of 

Ethiopian Airlines' marketing performance. The respondents were asked to provide their 

opinions on various aspects related to the airline's operations, marketing strategies, and customer 

satisfaction. The data collected offers valuable insights into how employees view Ethiopian 

Airlines' current performance in terms of passenger load factors, marketing effectiveness, market 

share, and customer satisfaction. 

 

Table 12 Employees’ Perception of the Ethiopian Airlines Marketing Performance 

  

 

 

 

 

 

The position of the respondent in the organization 

Employee Management 

member at any 

level 

Total 

Count % Count % Count % 

How would you rate the 

current passenger load 

factor on Ethiopian Airlines 

flights in terms of meeting 

or exceeding capacity? 

Exceeding capacity 36 72 19 86.4 55 76.4 

Meeting capacity 13 26 1 4.5 14 19.4 

Below capacity 1 2 2 9.1 3 4.20 

Total 50 100 22 100 72 100 

What factors do you believe 

contribute to the success or 

challenges in achieving high 

passenger load factors on 

Ethiopian Airlines flights? 

Pricing strategies 4 8 5 22.7 9 12.5 

Route network 25 50 6 27.3 31 43.1 

Marketing efforts 21 42 11 50 32 44.4 

Total 50 100 22 100 72 100 

How effective do you think 

the marketing strategies are 

in attracting passengers and 

increasing revenue 

passenger kilometers for 

Ethiopian Airlines? 

Very effective 32 64 9 40.9 41 56.9 

Somewhat 

effective 

13 26 13 59.1 26 36.1 

Not effective 5 10 0 0.00 5 6.9 

Total 50 100 22 100 72 100 

How does Ethiopian 

Airlines' market share 

compare to its competitors 

in the air travel industry? 

Leading market 

share 

34 68 17 77.3 51 70.8 

Average market 

share 

13 26 5 22.7 18 25 
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Lagging market 

share 

3 6 0 0.00 3 4.20 

Total 50 100 22 100 72 100 

How would you rate the 

overall customer 

satisfaction with Ethiopian 

Airlines' services and 

offerings? 

Highly satisfied 22 44 7 31.8 29 40.3 

Satisfied 21 42 11 50 32 44.4 

Dissatisfied 7 14 4 18.2 11 15.3 

Total 50 100 22 100 72 100 

Source: Own survey, 2024 

Passenger Load Factors: The majority of respondents (76.4%) believe that Ethiopian Airlines 

flights are exceeding capacity in terms of passenger load factors. This indicates a positive 

perception of the airline's ability to attract and accommodate passengers efficiently. Only a small 

percentage (4.2%) think that flights are below capacity. Respondents identified route network 

(43.1%) as the most significant factor contributing to high passenger load factors, followed by 

marketing efforts (44.4%) and pricing strategies (12.5%). This suggests that the airline's route 

network and marketing initiatives play crucial roles in driving passenger demand. 

The results of this study indicate that Ethiopian Airlines has been successful in attracting 

passengers and maintaining high passenger load factors. Previous studies have also 

acknowledged the importance of route network, marketing efforts, and pricing strategies in 

contributing to an airline's overall performance. For example, a study by Ali and Birhan (2010) 

found that route network and flight frequency were significant determinants of an airline's 

market share. Similarly, research by Bilgihan et al. (2018) highlighted the role of effective 

marketing strategies in increasing customer awareness and loyalty for airlines. 

Furthermore, several studies have emphasized the impact of pricing strategies on an airline's 

profitability and competitiveness. A study by Oumlala and Raoelson (2017) revealed that 

dynamic pricing strategies could help airlines maximize revenue while a study by Goh and Pham 

(2019) suggested that low-cost carriers could benefit from differentiated pricing strategies. 

Marketing Strategies Effectiveness: A majority of respondents (56.9%) consider Ethiopian 

Airlines' marketing strategies to be very effective in attracting passengers and increasing revenue 

passenger kilometers. This positive perception reflects confidence in the airline's marketing 

efforts to drive business growth. 
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Market Share Comparison: The data shows that Ethiopian Airlines is perceived to have a 

leading market share by 70.8% of respondents, with only a small percentage (4.2%) considering 

it to have a lagging market share. This indicates a strong competitive position in the air travel 

industry according to employee perceptions. 

Customer Satisfaction: The survey reveals that a significant portion of respondents (40.3%) are 

highly satisfied with Ethiopian Airlines' services and offerings, while 44.4% are satisfied. 

Dissatisfied responses account for 15.3% of the total, indicating room for improvement in 

customer satisfaction levels. 

4.4 Effect of Digital Marketing on the Marketing Performance of the Ethiopian Airlines 

The results from the binary logistic regression model provide insights into the effect of digital 

marketing on the marketing performance of Ethiopian Airlines. The Chi-square test statistic for 

the model is 5.896 with 4 degrees of freedom, and the significance level is 0.0207. This indicates 

that the model as a whole is statistically significant at the 0.05 significance level. 

Table 13 Omnibus Tests of Model Coefficients 

 Chi-square df Sig. 

 Model 5.896 4 .0207 

Source: Own survey, 2024 

The -2 Log likelihood value is 168.238, which measures the goodness of fit of the model. Lower 

values indicate better fit. The Cox & Snell R Square is 0.44, and Nagelkerke R Square is 0.60, 

suggesting that the model explains a moderate to substantial amount of variance in the dependent 

variable (marketing performance). 

Table 14 Model Summary 

Step -2 Log likelihood Cox & Snell R Square Nagelkerke R Square 

1 168.238
a
 .44 .60 

a. Estimation terminated at iteration number 4 because parameter estimates changed by less 

than .001. 

Source: Own survey, 2024 

The classification table shows the observed versus predicted ratings of marketing performance 

for Ethiopian Airlines. The overall percentage of correct predictions is 63.6%, indicating that the 

model predicts the marketing performance reasonably well. 
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Table 15 Classification Table
a
 

 

Observed Predicted 

Rating of the marketing 

performance of the Ethiopian 

Airlines 

Percentage 

Correct 

Poor Good 

Step 1 

Rating of the marketing 

performance of the 

Ethiopian Airlines 

Poor 5 44 10.2 

Good 
4 79 95.2 

Overall Percentage   63.6 

a. The cut value is .500 

Source: Own survey, 2024 

The following table presents the results of a regression analysis with marketing performance as 

the dependent variable and four independent variables: WebSiteMkting, MobileApp, 

EmailMkting, and SocialMedia. The coefficients for each variable are shown along with their 

standard errors, t-values, degrees of freedom (df), and significance levels (Sig.). 

It is revealed that the t-value for MobileApp (2.352) is significant at the 0.05 level (p = 0.034**). 

This means that MobileApp has a significant impact on the dependent variable; marketing 

performance of Ethiopian Airlines. The other variables do not have significant effects according 

to their t-values and p-values. 

Table 16 Variables in the Equation 

 B S.E. Wald df Sig. Exp(B) 

Step 1
a
 

WebsiteMkting(1) .042 .384 .012 1 .913 1.043 

MobileApp(1) .855 .403 4.512 1 .034** 2.352 

EmailMkting(1) .460 .442 1.080 1 .299 1.584 

SocialMdia(1) .286 .442 .417 1 .519 1.331 

Constant -.195 .498 .154 1 .694 .822 

a. Variable(s) entered on step 1: WebsiteMkting, MobileApp, EmailMkting, SocialMdia. 

Source: Own survey, 2024 

 

The finding related to mobile apps demonstrate that there is a statistically significant positive 

relationship between mobile app usage and marketing performance for Ethiopian Airlines. The 

coefficient of 0.855 indicates that for each unit increase in mobile app usage, the log odds of 
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good marketing performance increase by 0.855. The odds ratio of 2.352 suggests that for every 

one-unit increase in mobile app usage, the odds of good marketing performance are 2.352 times 

higher. 

 

The positive coefficient and odds ratio indicate that as the usage of mobile apps by customers’ 

increases, the likelihood of achieving good marketing performance also increases. This could be 

attributed to the fact that mobile apps provide a direct and convenient channel for airlines to 

engage with their customers, offer personalized services, and deliver targeted marketing 

messages. Additionally, mobile apps can enhance customer experience, loyalty, and retention, all 

of which contribute to improved marketing performance. 

Numerous studies have examined the impact of mobile app usage on marketing performance 

across various industries. For instance, research in the hospitality and tourism sector has shown 

that mobile apps play a crucial role in enhancing customer engagement, satisfaction, and loyalty, 

ultimately leading to improved marketing outcomes (Kim & Qu, 2019; Xiang & Gretzel, 2010). 

Similarly, in the airline industry, studies have highlighted the significance of mobile apps in 

driving customer engagement, facilitating seamless booking processes, and enabling 

personalized marketing efforts (Lee & Lee, 2017; Wang et al., 2018). 

Mobile apps enable airlines to engage with customers in real-time, provide relevant updates, and 

offer personalized promotions based on user behavior and preferences. This level of engagement 

and personalization can positively influence customers' perceptions of the airline's brand and 

services, leading to increased satisfaction and loyalty, which in turn contributes to better 

marketing performance. Mobile apps offer a convenient platform for customers to access airline 

services, make bookings, check flight statuses, and receive notifications. This ease of access and 

streamlined user experience can contribute to a positive brand image and customer satisfaction, 

which are key drivers of effective marketing performance. 
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CHAPTER FIVE 

CONCLUSIONS AND RECOMMENDATIONS 

5.1 Conclusions 

It can be seen that the t-value for MobileApp (2.352) is significant at the 0.05 level (p = 

0.034**). This means that MobileApp has a significant impact on the dependent variable, 

marketing performance of Ethiopian Airline. This finding can be concluded that mobile apps are 

an important channel through which Ethiopian Airlines can reach out to its customers and 

improve its marketing efforts. The significant impact of MobileApp on marketing performance 

could be attributed to several factors. Firstly, mobile apps provide a more personalized and 

convenient way for customers to access information about the airline's services and make 

bookings. Secondly, mobile apps allow the company to send targeted promotions and updates to 

its customers, increasing brand awareness and loyalty. Thirdly, mobile apps enable two-way 

communication between the company and its customers, allowing for better understanding of 

customer needs and preferences, and prompt resolution of any issues or complaints. 

This study reveals that Ethiopian Airlines has been successful in achieving high passenger load 

factors, which indicates its ability to attract passengers efficiently. The airline's focus on route 

network, marketing efforts, and pricing strategies has contributed significantly to this success. 

Furthermore, employee perceptions indicate that the company's marketing strategies are effective 

in increasing revenue passenger kilometers and maintaining a strong competitive standing within 

the industry. 

The study provides valuable insights into the perception of Ethiopian Airlines' digital marketing 

strategies among its employees and management. The results indicate that the majority of 

respondents view the airline's digital marketing practices as effective, with increased customer 

engagement since their implementation. Furthermore, the recognized benefits are in line with 

industry best practices for successful digital marketing initiatives. 

Ethiopian Airlines has made significant progress in implementing website marketing tools to 

enhance its online presence and customer engagement. The majority of respondents agreed on 

the usefulness and ease of use of the website, indicating the effectiveness of the current digital 

marketing strategies. 
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Ethiopian Airlines' website marketing strategies have been effective in providing essential 

information about flight schedules and fares to customers and optimizing the website for mobile 

devices. These efforts have contributed to enhanced user experience and increased customer 

engagement.  

5.2 Recommendations 

Ethiopian Airlines should focus on leveraging mobile apps like MobileApp to enhance its 

marketing performance, while also seeking ways to improve the effectiveness of other digital 

marketing channels. By doing so, Ethiopian Airline can improve its overall marketing 

performance and remain competitive in the dynamic aviation industry. 

It is recommended that Ethiopian Airlines continues to invest in route network expansion and 

enhancement, while also prioritizing marketing initiatives aimed at increasing brand awareness 

and loyalty among customers. Additionally, the airline should consider implementing dynamic 

pricing strategies to maximize revenue opportunities. To further improve customer satisfaction 

levels, Ethiopian Airlines could benefit from gathering regular feedback from passengers and 

addressing any pain points or areas for improvement promptly. By focusing on these strategic 

areas, Ethiopian Airlines can continue to succeed in today's competitive aviation industry. 

To maintain the effectiveness and efficiency of Ethiopian Airlines's digital marketing efforts, it is 

essential to address the challenges identified, such as resource constraints, data privacy concerns, 

and difficulties in measuring ROI. Allocating sufficient resources and investing in employee 

training would enhance the execution of digital marketing campaigns. Implementing robust data 

privacy measures and experimenting with different metrics and analytics tools can help 

overcome challenges related to data privacy and ROI measurement. By doing so, Ethiopian 

Airlines can continue to benefit from its digital marketing strategies and remain competitive 

within the aviation industry. 

To further enhance its digital marketing strategies, Ethiopian Airlines should focus on addressing 

these areas by conducting regular website audits, optimizing for mobile devices, and highlighting 

promotions and special offers more effectively. 
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APPENDICES 
 

 

ADDIS ABABA UNIVERSITY 

SCHOOL OF COMMERCE 

DEPARTMENT OF MANAGEMENT  

This is a questionnaire on “Effect of Digital Marketing on the Marketing Performance in the 

Case of Ethiopian Airline”. The response from respondents will be confidential and used purely 

for academic research purpose for the partial fulfillment of Master of Business Administration 

(MBA). Therefore, you are kindly requested to respond to each one of the questions carefully. 

  

General Instruction   

⮚ Do not write your name.  

⮚ Read each question carefully. 

⮚ Please circle for the choices your response expresses most. 

⮚ Use tick (√) mark for the items in the box provided. 

I thank you in advance for sparing your time and your sincere cooperation 

                   Sincerely, 

Eyerusalem Tilahun Mulugeta 

Part-I: Respondents’ Background information 

 1. Gender 

                  Male  Female   

 2. Age category 
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                     <30 31-40 41-50          >50 

    

 3. Educational level 
               Diploma                   BA/BSc Degree               Master degree                 PhD 

4. Marital status 

Single               Married                       Divorced                         Widowed 

5. Department ______________________________________________ 

6. Position  

Expert                    Management 

7. Years of experience_________________________________ 

Part-II: Ethiopian Airlines marketing practices 

1. How would you rate the effectiveness of Ethiopian Airlines' current digital marketing 

practices? 

a. Very effective 

b. Somewhat effective 

c. Neutral 

d. Ineffective 

2. Have you noticed an increase in customer engagement since Ethiopian Airlines started 

implementing digital marketing strategies? 

a. Yes 

b. No 

3. How do you measure the success of digital marketing campaigns at Ethiopian Airlines? 

a. Increase in website traffic 

b. Growth in social media followers 

c. Higher conversion rates 

4. What benefits do you think digital marketing has brought to Ethiopian Airlines? 

a. Increased brand visibility 

b. Better customer targeting 

c. Improved customer engagement 

5. What challenges have Ethiopian Airlines faced in implementing digital marketing 

strategies? 
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a. Lack of resources 

b. Data privacy concerns 

c. Difficulty in measuring ROI 

6. Do you believe that digital marketing has positively impacted the marketing performance 

of Ethiopian Airlines? 

a. Strongly agree 

b. Agree 

c. Disagree 

d. Strongly disagree 

7. How important do you think it is for Ethiopian Airlines to continue investing in digital 

marketing? 

a. Very important 

b. Somewhat important 

c. Neutral 

d. Not important 

8. Have you observed an increase in sales or bookings as a result of Ethiopian Airlines' 

digital marketing efforts? 

a. Yes 

b. No 

9. Do you think Ethiopian Airlines effectively targets its audience through digital marketing 

channels? 

a. Yes, always 

b. Sometimes 

c. Rarely 

d. Never 

10. How do you think digital marketing has influenced the overall brand perception of 

Ethiopian Airlines? 

a. Positive influence 

b. Negative influence 

c. No influence 
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11. How well do you think Ethiopian Airlines integrates traditional and digital marketing 

efforts? 

a. Very well 

b. Moderately well 

c. Not well 

12. Have you noticed an increase in customer loyalty towards Ethiopian Airlines due to their 

digital marketing initiatives? 

a. Yes 

b. No 

13. Do you think Ethiopian Airlines effectively communicates its brand message through 

digital marketing channels? 

a. Yes, always 

b. Sometimes 

c. Rarely 

d. Never 

14. How well do you think Ethiopian Airlines leverages customer feedback in their digital 

marketing campaigns? 

a. Very well 

b. Moderately well 

c. Not well 

15. How satisfied are you with the overall digital experience provided by Ethiopian Airlines? 

a. Very satisfied 

b. Satisfied 

c. Neutral 

d. Dissatisfied 

Digital marketing channels and tools implemented in Ethiopian Airlines 

Please indicate your level of agreement with items listed under each digital marketing channels 

and tools in the tables below 

Website Marketing 
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No Website Marketing Agreement level 

     

1 The Ethiopian Airlines website is 

user-friendly. 

     

2 The website provides clear 

information about flight schedules 

and fares. 

     

3 The website is mobile-responsive 

and optimized for different devices. 

     

4 The website showcases promotions 

and special offers effectively. 

     

5 The website is easy to navigate and 

book flights. 

     

 

Mobile App Marketing 

No Mobile Apps Agreement level 

     

1 The Ethiopian Airlines mobile app 

offers convenient features for 

booking flights. 

     

2 I find the Ethiopian Airlines mobile 

app easy to use and navigate. 

     

3 The mobile app provides real-time 

updates on flight statuses. 

     

4 I receive exclusive deals and 

discounts through the mobile app. 

     

5 Using the Ethiopian Airlines 

mobile app enhances my overall 

travel experience. 
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Email Marketing 

No Email marketing Agreement level 

     

1 I receive relevant and 

personalized emails from 

Ethiopian Airlines. 

     

2 Ethiopian Airlines' email 

campaigns provide useful 

travel information. 

     

3 The email communications 

from Ethiopian Airlines are 

visually appealing. 

     

4 I am informed about exclusive 

deals and promotions through 

email. 

     

5 Ethiopian Airlines' email 

marketing encourages me to 

book flights. 

     

 

Social Media Marketing 

No Social Media Marketing Agreement level 

     

1 Ethiopian Airlines engages effectively 

with customers on social media 

platforms. 

     

2 The social media posts by Ethiopian 

Airlines are informative and engaging. 

     

3 I am aware of Ethiopian Airlines' 

promotions and offers through social 
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media. 

4 Ethiopian Airlines responds promptly 

to customer queries on social media. 

     

5 The social media content of Ethiopian 

Airlines reflects the brand well. 

     

 

Part-III: Customer experience 

1. What is your primary reason for choosing a particular airline for your travel?  

a. Price  

b. Flight schedule  

c. Reputation/Brand  

2. How satisfied are you with the ticket booking process of the airline?  

a. Very satisfied  

b. Satisfied  

c. Neutral  

d. Dissatisfied  

e. Very dissatisfied 

3. How likely are you to recommend the airline to others based on your recent experience?  

a. Very likely  

b. Likely  

c. Neutral  

d. Unlikely  

e. Very unlikely 

4. How often do you travel by air in a year?  

a. Less than 5 times  

b. 5-10 times  

c. More than 10 times 

5. How important is the airline's on-time performance in your decision to choose a flight?  

a. Very important  

b. Important  
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c. Neutral  

d. Not important  

6. How would you rate the overall customer service provided by the airline?  

a. Excellent  

b. Good  

c. Average  

d. Poor 

7. How satisfied are you with the overall marketing communication (e.g., emails, 

advertisements, promotions) from the airline?  

a. Very satisfied  

b. Satisfied  

c. Neutral  

d. Dissatisfied  

e. Very dissatisfied 

8. How likely are you to consider switching to another airline for your future travels?  

a. Very likely  

b. Likely  

c. Neutral  

d. Unlikely  

e. Very unlikely 

9. Have you ever made a flight booking or purchased any services from Ethiopian Airlines 

as a result of their digital marketing efforts?  

a. Yes 

b. No 

Part IV: Marketing Performance Questions 

1. Passenger Load Factor and Revenue Passenger Kilometers 

a) How would you rate the current passenger load factor on Ethiopian Airlines 

flights in terms of meeting or exceeding capacity? 

i. Exceeding capacity 

ii. Meeting capacity 
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iii. Below capacity 

b) What factors do you believe contribute to the success or challenges in achieving 

high passenger load factors on Ethiopian Airlines flights? 

i. Pricing strategies 

ii. Route network 

iii. Marketing efforts 

iv. Other (please specify) _________________ 

c) How effective do you think the marketing strategies are in attracting passengers 

and increasing revenue passenger kilometers for Ethiopian Airlines? 

i. Very effective 

ii. Somewhat effective 

iii. Not effective 

2. Market Share and Customer Satisfaction 

a) How does Ethiopian Airlines' market share compare to its competitors in the air 

travel industry? 

i. Leading market share 

ii. Average market share 

iii. Lagging market share 

b) How would you rate the overall customer satisfaction with Ethiopian Airlines' 

services and offerings? 

i. Highly satisfied 

ii. Satisfied 

iii. Dissatisfied 

c) What marketing initiatives do you believe have contributed to customer 

satisfaction and loyalty for Ethiopian Airlines? 

i. Loyalty programs 

ii. Personalized marketing campaigns 

iii. Customer service improvements 

iv. Other (please specify) __________________ 
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3. Brand Awareness and Digital Marketing 

a) How would you rate the level of brand awareness and perception of Ethiopian 

Airlines in the market? 

i. Strong brand awareness 

ii. Average brand awareness 

iii. Low brand awareness 

4. Revenue and Profitability 

a) How would you assess the impact of marketing efforts on revenue growth and 

profitability for Ethiopian Airlines? 

i. Significantly positive impact 

ii. Moderately positive impact 

iii. No significant impact 

5. What additional marketing strategies or improvements could be implemented to further 

drive revenue and profitability for Ethiopian Airlines? 

a) Expansion into new markets 

b) Enhanced loyalty programs 

c) Improved pricing strategies 

d) Other (please specify) 


