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Abstract
We are living in a rapidly developing world where vast amount of information is flooding our
day to day activities. Accordingly, information to be appropriate and reach the target audience,
we need to develop effective communication mechanism. This study therefore sought to examine
the effect of promotional mix elements on the brand image of Dashen Bank. The research design
adopted was descriptive. The population was the customers of the bank in Addis Ababa city
divided in four districts out of which a sample of 384 was drawn. The main instrument used was
questionnaire. Both secondary and primary data were used. In measuring the effect of
promotional mix tools on brand image, the researcher conducted a percentage and mean analysis.
To measure the effect of on brand image, the researcher conducted a regression analysis; the
study found some level of correlation between promotional mix elements and brand image.
However, the independent variables (promotional mix elements) had a significant relationship
with brand image (dependent). The correlation value showed significant association between the
variables. The R?value indicates that approximately 58.4% (0.0.584) meaning brand image could
be explained by using promotional mix elements. Hence, the study indicated that the independent
variables that are promotional mix elements (advertisement, sales promotion, personal selling,
publicity/PR and direct marketing) had a positive effect on brand image (dependent) of Dashen

Bank.
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Chapter One: Introduction

1.1. Background of the study

Promotion is one of the four elements of the marketing mix (The 4 Ps, product, price, placement
and promotion). Marketers use numerous tools to elicit responses from target markets which are
known as the marketing mix, that is defined as the set of tools that a firm uses to pursue its
marketing objectives in the target market (Kotler, 2000). Promotional mix helps to create
connected and harmonious message to the target customer so that the message given by one
element doesn’t contradict with that of another element. The promotion mix is the combination
of different methods and tools of communication used to present company’s products or services
to target customers. Effective promotion is a key component of the marketing mix, as it is the
element that helps you attracts customers, to persuade them to buy, and generate loyalty

(Kokemuller, 2019).

According to Belch and Belch (2012), the Promotional Mix is the integration of
advertising, Personal Selling, Sales Promotion, Public Relations, Direct Marketing and
interactive marketing. Integrated Marketing communication or promotional mix combines these
promotional mix elements to ensure a positive brand image of the company by creating
awareness of its products and services and encouraging customers for repeated purchases. The
primary goal of marketing communication is to reach a defined audience to affect its behavior by
informing, persuading, and reminding. A secondary goal of marketing communication is
building and reinforcing relationships with customers, prospects, retailers, and other important

stakeholders (Andrews, 2017).


https://www.google.com/search?client=firefox-beta&rls=org.mozilla:en-US:official&channel=nts&tbm=bks&q=inauthor:%22J.+Craig+Andrews%22&sa=X&ved=2ahUKEwjZlar-4tLmAhX1QkEAHVFXA5gQ9AgwDHoECAoQBQ

All the aforementioned marketing communication activities of a company are reflected
on its brand image either in a positive or negative way. Kotler and Keller (2006) state that a
brand is needed because it identifies the product and the responsibility of the product hence lies
in the hands of the makers or producers of the product. Marketers should try to comprehend that
the influence of the promotional elements and give due consideration, since they have greater
impact on the brand image of the company by means of creating a positive attitude towards the
company. Brands are omnipresent; they penetrate almost every aspect of our life: economic,
social, cultural, sporting, even religion (Maurya and Mishra, 2012). According to Percy, 2008,
those High levels of marketing communications, which result in sustained brand awareness, have
to be maintained if brands are to stay relevant to consumers. An important element of the
marketing process is continuity and consistency in marketing communications, which can be

achieved by integrating the communications of a brand.

If the brand image represents customer needs and values the consumer chooses that
particular brand. Consumers choose brands due to different reasons such as quality, image,
prestige, price etc. Prior experience has also an important role in the preference of brands by
customers. Brands are constantly increasing and old brands play an important role in the choice
of the new one. The ability to create, maintain, protect, enhance brand image and expand the
limits of use is the most important professional marketing specialist task. For these reasons,
trademarks and brand management is becoming one of the most important marketing research

object (kolegija, 2018).

In Ethiopia, since the introduction of private banks, different banks have been competing
to acquire the maximum possible market share in the banking industry. Dashen Bank, as one of

the biggest private commercial banks in Ethiopia, undertakes different promotional elements in



its marketing activities. This helps the bank to promote the various products and services it

renders to the public and also specifies how it excels from its competitors. By promoting Dashen
Bank with the different promotional mix elements, it is positioning the banks image in the minds
of its customers or the general public. Hence, Dashen bank’s brand image distinguished from its

competitors can be identified.

From the above listed promotional mix elements, which ones are used and what are the
effects of those elements on the brand image of Dashen bank is an important question. Dashen
bank as one of the leading and pioneer private banks in Ethiopia is operating its service in every
part of the country. It implements different types of promotional tools to address the population

as much as possible and tries to build a strong brand image stronger than its competitors.

Hence the researcher attempts to investigate the effects of promotional mix elements that

the bank implements on its’ brand image.

1.2 Statement of the problem

Promotion is a plan of action which helps to distribute information to the target market
and increase the sales capacity so as to increase profitability as an end objective. Promotion is
the most familiar strategy used by the various business organizations to attract customers. Also it
includes all the activities carried out to make people aware about the product and services of a
company. Kotler (1995) stated that in the past, the promotional elements were regarded as
separate functions handled by experts in separate departments. The sales force designed and
managed its activities independently of the advertising departments and sales promotion and
public relation were often the responsibility of outside agencies or specialists. Today the concept

of designing market communications program co-ordinate all promotional activities to



provide a consistent message across all audiences. Promotional mix elements are conducted to
inform and convince the prospective customers to buy the products and build strong brand image
at the end of the day. Some studies indicate the relation between the two variables is significant.
According to Nour, Almahirah, Said and Freihat (2014), there is a statistically significant effect
of the following promotional elements: advertising, Personal Selling, and sales promotion
practiced by Jordanian shareholding Ceramic and glass production companies on consumers
purchasing decision. There is no statistically significant effect of the Publicity, and public
relations practiced by Jordanian shareholding Ceramic and glass production companies on

consumers purchasing decision.

It is evident that brand image plays a vital role in influencing customers in their decision
making process of buying a particular products. The promotional mix elements have their own
factors in determining the development of brand image of a particular product. Promotion is the
marketing strategy which persuades a customer to take action into purchasing the goods and
services. Business organizations implement various promotional mix strategies in order to
develop their brand equity and maintain a larger share of the target market. Promotion is the
foundation for strategic planning and plays a significant role in the western market (Laldinliana,

2012).

Oh and Kwon (2009) describe that, promotion is the tool which boost the sale and
increase the profit. Product awareness through the various promotions encourages purchasing
which lead to higher sales and profit. So promotion plays a significant role to persuade the
consumer in to buying a particular brand repeatedly and make the customers loyal to that

particular brand in the promotion mix.



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

In Ethiopia, Teklay (2018) studied the effect of promotional mix on profit of commercial
bank of Ethiopia, and his research reveals that all promotion mix elements such as advertising,
sales promotion. Personal selling, public relations and publicity, and direct marketing have
significantly and positively effects on CBE profitability. But according to the employees’
response direct marketing has no effect on profitability of CBE. Another researcher from Addis
Ababa University, Gossaye (2017), studied the effect of sales promotion on brand image, and
also indicated that all had a positive correlation with brand image. It is known that currently
CBE is using coupon as one tool to attract customers thereby giving them additional
incentives to use its services.

However, the researcher observed that the relation between promotional mix elements
and brand image is not being investigated especially in Ethiopia and also the researcher could not
find related empirical studies the subject under study. Consequently, there is scarcity of literature
on the influence of the relative effect of the promotional elements on brand image of financial

institutions in Ethiopia. Hence, this study attempted to bridge the gap in search of answers to the



research questions listed above. Besides, the researcher believes that this study willadd value for

further study by narrowing the empirical gap in the topic under investigation.

1.3. Basic Research Questions:

1.3.1. Main Research Question

What is the effect of promotional mix elements on brand image of Dashen Bank?

1.3.2. Sub Research Questions:

e What is the effect of advertising on the brand image of Dashen Bank?

e What is the effect of sales promotion on the brand image of Dashen Bank?

e To what extent personal selling contribute to the brand image of Dahen Bank?

e What is the effect of public relations and publications on the brand image of Dashen
Bank?

e How does Direct Marketing affect the brand image of Dashen Bank?

1.4. Objectives of the study

1.4.1. General objectives
The main objective of this research paper is to investigate the effects of Promotion mix elements

on Brand image of Dashen Bank.

1.4.2. Specific objectives:

e To determine the effect of advertising on the brand image of Dashen Bank.

e To determine the effect of personal selling on the brand image of Dashen Bank.

e To determine the effect of public relations and publications on the brand image of Dashen
Bank.

e To determine the effect of direct marketing on the brand image of Dashen Bank.



e To determine the effect of overall promotion mix elements on the brand image Dashen
Bank?

1.5. Scope of the study

In Ethiopia, there are sixteen private commercial banks, one public owned commercial
bank, one development bank and the National bank as governing body. Out of the sixteen private
commercial Banks, this paper focuses on Dashen Bank as a case study. Further, in order to make
the study manageable the papers center of attention will be on the effects of promotional mix
elements on the brand image of Dashen Bank. The study will be conducted on the head office of
Dashen bank and some selected district and branches in Addis Ababa. In addition, discovering
the whole variables, which had impact on brand image of Dashen Bank, is beyond the scope of

this study. Therefore, the study limited to the Promotion mixes elements only.

1.6 Significance of the study

The banking industry is growing in a fastest rate both technologically and in business
expansion in the last two decades. It is a known fact that some new banks are going to be
introduced to this industry very soon as they are under formation. All these banks invest a lot of
money and energy to be successful in the market. Hence, to attain this goal banks implement
different promotional strategies. Therefore, the finding and recommendations of the research
may significantly contribute to generate awareness among the concerned people about promotion
mix elements of Dashen bank towards the development of its brand image. Moreover, it will

provide data for researchers for further study in similar area.

1.7. Definition of Terms
Promotion: is the result of all activities aimed at enhancing customer awareness of, and

stimulating demand for, products or services. Typically, these activities include: advertising in



all of its forms (point-of-sale, direct mailing, print media and broadcast media); sales force

representation; and public relations (Kotler, 1994).

Promotion mix: the Promotional Mix is the integration of Advertising, Personal Selling, Sales
Promotion, Public Relations, Direct Marketing and Interactive Marketing (Belch and Belch,

2012).

Brand Image: is the current view of the customers about a brand. It can be defined as a unique

bundle of associations within the minds of target customers (Juneja, 2015).

1.9 Organization of the Study

This study is organized in five chapters. Chapter one deals about Background of the
study. Introduction, statement of the problem, research questions, objectives of the Study,
significance of the Stud, scope of the Study and definition of terms . Chapter two, deals about
review of related literatures which emphasizes on correlation between the existing studies,
researches, reports, etc. that would act as a basis for the proposed study. It is specific and up to
the requirement of the proposed study. Chapter three deals about research methodology which
elaborates and identifies all possible analysis based on the available data gathered.
Besides, formal procedures of different analytical tools used to give a thorough analysis.
Chapter four deals about data analysis and interpretation of the study and finally chapter five has

emphasized on conclusion and recommendations of the study.



Chapter Two: Review of Related Literature

2.1 Introduction

This chapter presents review of related literature by illustrating the empirical as well as
theoretical framework of the study, together with the significant theoretical aspects that are
concerned with the area of integrated marketing communication (promotional mix elements) and
brand image. The first part discusses the Empirical framework were then follows theoretical
review is reviewed and also conceptual framework of the research was developed. The literature

review is based on authoritative, recent, and original sources books.

2.2 Theoretical Review

This part of the study is about different empirical reviews of promotion mix elements
such as advertising, sales promotion, personal selling, public relations and publicity, and
direct marketing. Furthermore, it includes the concept of brand image and its casual relationship

with IMC elements.

2.2.1. Promotional Mix Elements

Marketing is not only about producing a product that has attractive features and benefits
to customers, but also Companies should communicate these qualities to present and potential
customers via different ways( Kolter,2011). Business firms are always encountered with
questions like what, how, and to whom to communicate the message the company want to send

to the target markets.

Companies use marketing communication tools to build their brand image by informing,
persuading and reminding their customers about its products and services. By performing the

different promotional mix elements, they build strong relationship with their customers. The



communications program is made up of the same major modes of communication (Kotler and
Pfoertsch, 2006). The promotion mix consists of advertising, sales promotion, public relations
and publicity, personal selling, and direct marketing, although. According to Belch and Belch
(2012), Promotion has been defined as the coordination of all seller initiated efforts to set up
channel of information and persuasion in order to sell goods and service or promote an idea.
While implicit communication occurs through the various elements of the marketing mix, most
of an organization’s communication with the marketplace take place as part of a carefully
planned and control promotional program (Belch & Belch, 2009).The product’s styling and
price, the package’s shape and color, the salesperson’s manner and dress, the place’s décor
all communicate something to buyers. In fact, every brand contact delivers an impression
that can affect a customer’s view of the company. Therefore, the entire marketing mix must
be integrated to deliver a consistent message and strategic positioning (Kotler, 2000).

Companies use different tools and media outlets to influence their present and potential
customers and create brand awareness. According to Md. Khan, (2011) the promotional tools
capabilities can help businesses to spread the messages to the mass market. It is very powerful
technique to be used to increase brand awareness of the organization. We found out those
promotional tools such as sales promotion, direct marketing, personal selling, publicity,
advertisement, and internet marketing play vital role to create international brand. The five
principles of promotional elements are discussed in this study.

Promotional mix elements play a vital role in building the brand image of a company.
The marketing communication tools contribute in building and supporting brands by informing,
updating, convincing, and reminding customers about a brand’s products (goods or services)

(Buil et al., 2013). Brand related promotions are those that inform a customer what actually a

10



brand is, what will be their benefit by consumption or purchase of the brand, how much the
brand costs, where it can be found, how it is used etc. These messages need to be personalized in
such a way that they will produce maximum communications impact when received by
consumers (Tropp, 2012). So that receivers of the message can associate it with their needs and

differentiate the brand among other competitive products.

According to Kotler and Armstrong (2012), there are five most important convenient
marketing communication tools: advertising, sales promotions, personal selling, public relations,
and direct marketing. The tools have their own peculiar features, advantages and disadvantages.
Which tool to choose or what combination of these tools to implement is a challenge to
marketing managers. These tools can be used in different combinations and with different
degrees of intensity in order to communicate with a target audience (Zhang et al., 2010). The five

promotional mix elements are discussed one by one as follows:

2.2.1.1: Advertising
Advertising is just one of the elements of the promotion mix that has high impact on

brand image. Keller (2007) noted that awareness links strong, favorable, and unique associations
to the brand in consumers’ memory, and elicits positive brand judgments and feelings. (Kotler,
2013) explains that advertising is any bought form of non-personal communication and
promotions of ideas, goods, or services by a recognized sponsor planned to convince the
beneficiary to take some act now or in the future. Developing an advertising program involves
setting objectives, setting a budget, choosing the advertising message, determining how the
message will be generated, evaluating and selecting messages, executing the message,

developing media strategies by establishing the ad’s desired reach, frequency, and impact and

11



then choosing the media that will deliver the desired results, and evaluating the

communication and sales effects of the advertising.

Advertising is a major element in the marketing communication tools, which plays a
crucial role in the promotional plan. It is a powerful tool of communicating a brand’s functional
and moving values (Ramos and Franco, 2005). As a result, advertising allows receivers to
understand what a good or a service is; it’s primary function; and its differences to other similar
goods or services (Richards and Curran, 2011; McMillan, 2004). According to Armstrong (2012)
it is any paid form of non-personal promotion of ideas or product by an identified sponsor.
Advertising can reach masses of geographically dispersed buyers at a low price per exposure.
Because of its nature, consumers tend to view advertised products as more legitimate. A

disadvantage is that it is impersonal and not directly persuasive.

Advertising is a powerful way of communicating a brand’s functional and emotional
values (Chernatony, 2006). In general, the effectiveness of this communication tool depends on
its content (the message), the execution or how the ad conveys the message, and the frequency
with which a consumer sees the ad (Batra, Myers and Aaker, 1996; Kotler, 2000). Organizations
can build positive customers™ attitudes towards the advertisement through an original and
innovative advertisement. This will lead to greater brand awareness, better perceived quality and
more favorable and unique associations (Buil et al., 2013).Moreover, advertising is significant in
developing brands by building awareness, forming brand personality or repositioning brands
through changing perceptions and attitudes (Wang et al., 2009).Though the costs can be
extremely large, it’s worth it, since the cost per contact can be the lowest of the marketing

communication tools (Kotler and Armstrong, 2012). Advertising is significant in developing

12



brands by building awareness, forming brand personality or repositioning brands through

changing perceptions and attitudes (Wang et al., 2009).

The positive relationships between advertising spend perceived by the consumer and
perceived quality, brand awareness and brand associations have been empirically supported by
different authors. The customer’s perception of high advertising spending helps in developing
positive awareness of brand quality, higher brand awareness and stronger brand associations
(Yoo et al.,2000).Hence, advertising creates brand awareness, links strong, favorable, and unique
associations to the brand in consumers’ memory, and elicits positive brand judgments and
feelings (Keller, 2007). However to achieve these results, the advertising needs a suitable design
and execution. Also, organizations can build positive customers attitudes towards the
advertisement through an original and innovative advertisement. This will lead to greater brand
awareness, better perceived quality and more favorable and unique associations (Buil et al.,

2013).

13



Table 2.2 Profiles of Major Advertising Media Types

Medium Advantages Limitations

Newspapers  Flexibility; timeliness; good local Short life; poor reproduction quality; small
market coverage; broad acceptance; high  “pass-along” audience
believability

Television Combines sight, sound, and motion; High absolute cost; high clutter; fleeting
appealing to the senses; high attention; exposure; less audience
high reach Selectivity

Direct mail ~ Audience selectivity; flexibility; no ad  Relatively high cost; “junk mail” image
competition within the same medium;
personalization

Radio Mass use; high geographic and Audio presentation only; lower attention than
demographic selectivity; low cost television; non standardized rate structures;

fleeting exposure

Magazines High geographic and demographic Long ad purchase lead time; some waste in
selectivity; credibility and prestige; high- circulation
quality reproduction; long life; good
pass-along readership

Outdoor Flexibility; high repeat exposure; low Limited audience selectivity;
cost; low competition creative limitations

Brochures Flexibility; full control; can dramatize  Overproduction could lead to runaway
messages costs

Telephone Many users; opportunity to give a Relative high cost; increasing
personal touch consumer resistance

Internet High selectivity; interactive Increasing clutter

possibilities; relatively low cost

Source: Adopted from Kotler & Keller, 2012, Marketing management (14th Ed.).

2.2.1.2. Sales promotion.
According to Keller (2008) Sales promotion can be defined as short term incentives to

encourage trial or usage of a product or service. Sales promotion consists of a diverse collection

of incentive tools, mostly short term, that are designed to stimulate trial or quicker or greater

purchase of particular goods or services by consumers or the trade. They are designed to do

three things: get the consumer to buy a product for the first time, buy more of a brand or buy the

brand more often (Percy, 2008). The American Marketing Association (AMA) defined, sales

promotion is media non media marketing pressure applied for a predetermined, limited period of

time in order to stimulate trial, increase consumer demand or improve product quality. Other

14



studies defined sales promotion as an offer or incentive that induces manufacturers, and

retailers, desired sales result (Gilbert and Jackaria, 2002).

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

instance, can be made up by special contests for sales representatives or similar actions.

According to Kotler (2006) sales promotions are incentives of various kinds that are used
to increase the value of a market offering over a specified period of time. Its usual purpose is to
encourage trial or increased usage of a product or service. Consumers who were previously
unaware of a brand may know it in the event of a sales promotion drive. On the other hand,
qualities of a brand that the current consumers of a brand may not have been aware of may be
highlighted in the event of a promotions drive. Sales promotion can also be referred to as any

incentive used by manufacturers or retailers to provoke trade with other retailers or with other
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channel members, or with consumers to buy brands apart from encouraging the sales force to

aggressively sell the items (Shimp, 2003).

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

positive consumer perceptions that will last a lifetime (Danaher, 2019).

2.2.1.3. Public Relations and publicity.
Publicity and public relations are often wrongfully considered one and the same. In fact,

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

(Easland, 2015).

Unlike public relations, publicity is used solely to attract attention. It differs from public
relations in the sense that public relations focuses on more than just public attention. The intent
in public relations is to accomplish an organization’s stated goals by sending strategic messages
to the appropriate audiences in hopes of impacting their knowledge, behaviors or attitudes

(Kolter and Keller, 2012) Public relation is about building good relations with the company’s

16


https://salespromotions.org/author/user1/

numerous publics by gaining Favorable publicity, building up a good corporate image and
handling unfavorable rumors, stories and events. According to Brassington and Pettit (2000), the
essence of public relations (PR) is to look after the nature and quality of the relationship between
the organization and its different publics, and to create a mutual understanding. According to
Kotler (2006) Proactive publicity can be one of the most powerful and cost effective brand

building tools, especially for smaller organizations that can’t afford significant advertising.

Public relations have been defined as” the management function that evaluates public
attitudes, identifies the policies and procedures of an individual or organization with the public
interest, and executes a program to earn public understanding and acceptance (Schultz & Barnes,
1999). An increasing number of organizations are using PR to communicate with their audiences
about the organization (corporate public relations) and brands (marketing public relations)
(Mubushar et al., 2013).In short, public relations manage the overall reputation of the client
while simultaneously building relationships among all of those who are affected by it. As a
management function, public relations focus on building relationships and managing an image

(Easland, 2015).

According Daye (2007), to Publicity is free, almost six times as many people read articles
as read ads and the articles are more credible as they are perceived to be third party
endorsements versus self-promotion. And, the average salary of an in-house copywriter is very
low compared to the average ad agency fee to create a comparable amount of advertising.
Publicity is not always under the control of an organization and is sometimes unfavorable.

Negative stories about a company and/or its products can be very damaging (George, 2003).
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Hence, Public Relations can have strong impact on public awareness at a much lower
cost than advertising. If the company develops an interesting story, it can pick up by the media,
having the same effect as advertising without costing millions of dollars. To attract attention and
spark recognition, the firm’s visual identity is carried by its logos, stationery, brochures, signs,
business forms, business cards, Website, buildings, uniforms, and dress codes (Kotler, 2000).
An increasing number of Organizations are using PR to communicate with their audiences about
the organization (corporate public relations) and brands (marketing public relations) (Mubushar

etal., 2013).

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

conducted.

2.2.1.4. Personal Selling.
Personal selling is also known as face-to-face selling in which one person who is the

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

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

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

2013).

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

preferred distribution channel for the Christmas Cookies (Hocking, 2012).
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2.2.1.5. Direct Marketing.

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

inquiry, a purchase, or even a vote.

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

(Campos, 2019).
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Direct marketing was often referred to as direct mail or as conversation marketing,
personal marketing and database marketing (Kotler and Armstrong, 2012).Every direct
marketing campaign should feature a specific call to action. A direct marketing effort might
acquire stronger leads for a particular sales force, perhaps calling customers to schedule
appointments for consultations. Other calls to action might involve a “sale” that isn’t a financial
one, such as when a non-profit organization uses direct marketing to recruit volunteers. Direct
marketing represents a strategic approach to the market. It actively seeks to remove channel
intermediaries; reduce costs; improve the quality and speed of service for customers; and through
this bundle of attributes presents a new offering for the market, which in itself may provide

competitive advantage (Korgaonkar et al., 2000).

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

direct mail letter.

Consequently, direct marketing is an increasingly popular technique as it enables you to
target specific customer groups very accurately. Mubushar et al. (2013) direct marketing has

been found to have an impact in creating awareness and shaping brand image. Direct marketing
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targets individual customers with the intention of delivering personalized messages and

building a relationship with them according to their responses.

2.2.2. Brand Image

The American Marketing Association (AMA) defines a brand as: A name, term, design,
sign, symbol or any other Brand image concept appeared in 1950. The famous advertising
specialist Ogilvy in order to express the feelings and emotions of users link to a specific product,
proposed to use the term "brand image”, Gardner and Levy (1955), by definition, which
combines physical characteristics, social and psychological implications. Brand image is the
current view of the customers about a brand. It can be defined as a unique bundle of associations
within the minds of target customers. It signifies what the brand presently stands for. According
Romaniuk, Wight, and Faulkner (2017) brand awareness is a capacity of a given customer to
recognize or recall that a given brand belongs to a particular category of products. According to
Kahneman (2012), current research proves that even one appearance of a brand name in the
surroundings of a customer causes that when the customer comes across it again, in his/her mind
a thought will occur: “I know this brand”. It should also be added that numerous advertising
campaigns are based on this assumption and their messages aim at consolidation of the brand

name in the minds of actual and potential buyers.

According to Juneja (2015), Brand image is the overall impression in consumers’ mind
that is formed from all sources. Consumers develop various associations with the brand. Based
on these associations, they form brand image. An image is formed about the brand on the basis
of subjective perceptions of association’s bundle that the consumers have about the brand. VVolvo
is associated with safety. Toyota is associated with reliability. Kotler (2011) explained that,

brand is more than a product as it includes even those intangible associations that are either
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created by the marketers of specific brands through marketing communications or those that are

formed by consumers upon using them.

As Karadeniz, (2010) state that a brand reflects the quality of a firm’s products rather
than the firm’s name, logo, color, etc. The brand image consists of various associations in
consumers’ mind - attributes, benefits and attributes. Brand attributes are the functional and
mental connections with the brand that the customers have. They can be specific or conceptual.
Benefits are the rationale for the purchase decision. There are three types of benefits: Functional
benefits - what do you do better (than others), emotional benefits - how do you make me feel
better (than others), and rational benefits/support - why do | believe you (more than others).
Brand attributes are consumers overall assessments of a brand (Juneja, 2015).Brands are
omnipresent; they penetrate almost every aspect of our life: economic, social, cultural, sporting,

even religion (Maurya and Mishra, 2012).

2.2.3. Corporate Branding, Product Branding and Service Branding

2.2.3.1. Corporate Branding:
Corporate branding is a little more encompassing than product branding. Rather than talk

about a single product or service, here the brand represents the entire company and that
company's reputation. The company might have a lot of different services and products to offer.
They can all be marketed under the same corporate brand to consumers, if that brand evokes the
right feeling among consumers — such as a feeling of trust and the expectation of high quality
(LaMarco, 2019).The corporate brand is the overall umbrella for the corporations’ activities and
encapsulates its brand dimensions such as corporate vision, values, personality, positioning, and

image among many other dimensions (Pfoertsch, 2006).
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A strong and comprehensive corporate branding strategy requires a high level of personal
attention and commitment from the CEO and the senior management to become fully effective
and meet the objectives. Strong corporate brand increase employee and customer loyalty,
supports the company’s competitive differentiation, motivates shareholders, ensures engagement
among employees, and enhances the company’s communication, just to mention a few of the
advantages (Aaker, 1996).A strong brand image adds immediately value to a new product once it
hits the market. Top quality, best service, and lowest cost, most environmentally friendly and
family-oriented are examples of general reputations companies may develop (Kokemuller,

2004).

2.2.3.2. Product Branding.
Product branding is a strategy that can be defined more as a personal engagement with

the consumers, who identify more with the product than with the company. Products are more
meaningful to them than the name of whoever created it. It can alter consumer’s perception
knowing that different brands he likes and differentiates are actually coming from the same
company. Products are advertised with very effective marketing campaigns promoting their
innovative technology (Nellion, 2012). A brand is a combination of images and ideas
representing an economic producer; more specifically, it refers to the descriptive verbal attributes
and concrete symbols such as a name, logo, slogan, and design scheme that convey the essence
of a company, product or service. When you use product branding, the messaging is narrower.
You will want your brand to extol the qualities of your product. You will also want your product
brand to stand out from other similar products in the market. Whatever you go for, however, the
focus of your branding at the end of the day is the product. The product is the center of your

marketing efforts (LaMarco, 2019).
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2.2.3.3. Service Brand.
Many service businesses think that their customers are actually buy their expertise but

customers can’t evaluate expertise. What they’re actually buying is a relationship and only they
can tell you if the relationship (or chemistry) is good. The unique characteristics of services such
as intangibility, simultaneous production and consumption (inseparability), the heterogeneity of
quality and perish ability affect the branding of services. To illustrate, in relation to customers’
assessment of quality, production and consumption usually take place at the same time in
services, making it problematic for customers to assess the quality of a service in advance of
service delivery (Skaalsvik, 2017). Strong brands are the surrogates when the company offers no
fabric to touch, no trousers to try on, no water melons or apples to scrutinize, no automobiles to
test drive (Berry, 2000).In the end, great service brands are built on excellent customer
experiences. Inconsistency in the service process is inherent because people delivering services
are unique. Branding through traditional marketing is either supported or countered by real-time

consumer experiences and the word-of-mouth messages they carry (Kokemuller, 2004).

2.3. Marketing Communication Theories
Marketing communication is the most essential part of any company’s marketing

strategies; it includes the messaging as well as the media which is arrayed in order to
communicate with the market. Marketing communication functions by using a combination of
tools as well as different channels of marketing. There are a number of different marketing
communication available, including personal selling, advertising, direct marketing,
communication, sponsorship, public relations and promotions. Marketing communication is
essential because of a lot of functions that it performs for a particular company. Marketing

communication is important as it builds brand equity, increases the market share etc.
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2.3.1. A.1.D.A Model in Marketing Communication
A.1.D.A stands for attention, interest, desire and action. Just like the effects of hierarchy model,

the A.1.D.A model has 4 main stages.

e Attention: This portion of marketing communication includes grabbing the attention of
the customers by using various tactics. You can easily make your product more attractive

by using attractive image, layout, color, size, certain celebrities, models etc.

e Interest: Once the product has grabbed the attention of the consumers, it is important to
make the consumers interested to know more about the product as well as the brand. You

can evoke interest in the customers by using an attractive sub headings, tagline etc.

e Desire: Once the consumer has paid enough attention towards the product and is
interested in knowing more about it, a desire to buy the product should arise in the mind

of the consumer. The desire can be evoked by a number of different ways.

e Action: The last and the final step of this theory is the action. In this step, the consumer

is completely convinced with the product and acts in order to buy the product.

The A.1.D.A model focuses on making the advertisements more attractive for the customers. It
basically focuses on the advertisements. This model helps the copywriter to form the

advertisements more presentable and eye-catching.

2.3.2. The Theory of Hierarchy of Effects
The theory of hierarchy effects includes six different stages which are awareness,

knowledge, liking, preference, conviction and purchase. According to the hierarchy of effects
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theory, the advertisers are told to bring out their advertisement in such a way that their

advertisement follows the six stages that it states.

The six stages stated by Lavidge and Steiner basically describe the consumer buying

behavior. The initial two steps i.e. awareness and knowledge are cognitive, the following two;

liking and preference are effective and the last two; conviction and purchase are behavioral. Let

us discuss about the six steps in detail: —

Awareness: The most crucial step of the effect of hierarchy model is the initial step i.e.
awareness. It states that the brands should ensure that the customers are aware of their
particular brand in the segment of a particular product. The complete stress in the stage of
the model is to make the consumers aware of the brand. Since, it is the most basic and

initial step, it is considered very important.

Knowledge: In this step of the effects of hierarchy theory, your product will be evaluated
by the consumers against the other brands of the same particular product. In other words,
your product will basically compete with the same products of other brand. Hence, you
should ensure that enough knowledge is available to the consumers about your product

through the means of internet, retail stores or the product package.

Liking: This stage focuses mainly on the liking of the products for the consumers. This is
the most important step as; this step alone builds up an emotional connect with the
consumer. Once, the consumer is satisfied with the quality as well as working of the
product, he commits to the product for the rest of his life and this is where the product

sale increases for a lifetime.
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o Preference: By the time this stage arises, the customer might get convinced by the quality
as well as the working of your product but the consumer might still wish to try out other
brands. At this point you should ensure that your product has some unique qualities

which make your brand a preference for the customer.

« Conviction: At this stage, all the doubts of the consumer regarding your brand should
convert into action. This step can be aided by adopting certain marketing strategies by the
marketers. The marketing strategies involve giving out of free sample, test drive sessions

etc. In this step the marketers convince the customers to buy the product of their brand.

o Purchase: This is the very last step of the theory, in this step; the consumer finally
purchases the product. Here you should make sure that the buying cycle doesn’t come to
a halt but continues functioning. You can encourage the purchase of your product by

keeping simple as well as multiple payment options.

The main aim of this theory is to make the consumers go through all the six steps and
then ends up on purchase at the end. Even if the consumer does not follow other steps but should

land up to the purchase of the product.

2.3.3. Relationship Marketing Theory

Relationship marketing looks to utilize tools of traditional marketing in creating long
term value for customers. Relationship marketing theory proposes that as company delivers
value to customer, strength of its relationship with the customer will improve and increasing the
customer retention. Relationship marketing theory is a form of marketing developed from direct

response marketing campaigns which emphasizes customer retention and satisfaction, rather than
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a dominant focus on sales transactions (Alexander, Schouten, and Koenig, 2002).relationship
marketing overlaps with other marketing strategies like service marketing, branding, channel
marketing etc. However the differentiation comes in focus of other strategies for example service
marketing focus is on intangible services, channel marketing looks at the interaction between
channel partners. But relationship marketing looks at enhancing company performance by

focusing on improving various relationships.

Relationship marketing’s focus is on improving relationships with supplier market,

internal market, referral market, customer market and business market.

Internal markets: company’s culture, values and belief create the internal market. It includes

people, process and groups.

Supplier Market: the various suppliers and vendor on which company is dependent to create its

final product make up the supplier market.

Referral Market: Satisfied customer, professional advisors, etc. from the referral market. The

satisfied customers are motivated bunch who through word of mouth promote the company.

Business Market: the external business environment forms business market for the company.

They play a significant role in determining the success of the company.

Customer Market: this market consists of not only the end user, but also intermediaries who

purchase products from the company.

The above mentioned markets form basis various relational exchanges around which relationship

marketing is developed Juneja (2015).
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2.4. Review of Empirical Studies

2.4.1. Advertising.

According to Khan, (2011) the promotional tools capabilities can help businesses to
spread the messages to the mass market. It is very powerful technique to be used to increase
brand awareness of the organization. We found out those promotional tools such as sales
promotion, direct marketing, personal selling, publicity, advertisement, and internet marketing
play vital role to create international brand. According to Buil, Chernatony, and Martinez,
(2010) advertising plays a key role influencing brand equity dimensions, whereas advertising

spend improves brand awareness but it is not enough to positively influence brand associations

2.4.2. Sales promotion

According to Gossaye (2017), concluded that sales promotion enhanced commercial bank
of Ethiopia’s brand image especially the use of coupons have significant role. Nagar, (2009)
found out that consumer sales promotions have more influence on the brand switchers as
compared to the loyal consumers. Also, among the various forms of consumer sales promotions,
free gifts have more influence on the brand switching behavior of consumers. Further, it was
found that economic status was not a defining factor effecting consumer's brand loyalty. And

also concluded that:-

e Monetary promotions of a brand influence brand awareness
e Non-monetary promotions of a brand influence brand awareness
e Monetary promotions of a brand do not influence brand image

¢ Non-monetary promotions of a brand influence brand image
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For personal selling, previous studies show that it is considered to be an influential factor in

shaping customers® perceptions towards brands (Berry, 2000).

2.4.3. Publicity and Public Relations

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

tools, especially for smaller organizations that can’t afford significant advertising.

2.4.4. Personal Selling

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

influencing their loyalty to the brand.

2.4.5. Direct Marketing
Kotler and Armstrong (2012) stated that, Direct Marketing allows the organization to

reach the audience; to boost their awareness, interest, and quality; to share information about
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goods or services; to promote them; to shape brand image; and to build interest towards the
brand. Once the customers are aware of the brand, a strong and positive brand image is formed

by the usage of direct marketing.

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

brand image is formed by the usage of direct marketing.

2.5. Conceptual Framework

Based on the above empirical and theoretical review the conceptual framework of the
promotional mix tools is formulated as demonstrated in the figure below. The independent
variables are advertising, direct marketing, personal selling, public relations and sales promotion

and the dependent variable is brand image.
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Figure 2.1 Conceptual Framework

Independent Variables

Advertising

Sales Promotion

Personal Selling

Publicity and
Public Relation

Direct Marketing

Source: Kotler(2012) and Belch (2009).

Dependent Variable

Brand Image
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Chapter Three: Research Methodology

3.1. Introduction
The chapter contains research approach, research design, target population, sample size,
sampling technique, data collection instruments and variables, validity and reliability of the

instruments, method of data analysis and finally ethical consideration.

3.2. Research Approach

Creswell (2014) claimed that three forms of approach to research exist, namely
qualitative, quantitative and mixed Analysis. In this study, quantitative methodology is
employed. It deals with quantifying and analysis variables in order to get results. It involves the
utilization and analysis of numerical data using specific statistical techniques to answer questions
like who, how much, what, where, when, how many, and how (Apuke, 2017). According to
Creswell (2014), quantitative research is an approach for testing objective theories by examining
the relationship among variables. These variables, in turn, can be measured, typically on

instruments, so that numbered data can be analyzed using statistical procedures.

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

2009). This study focused on descriptive research design. Descriptive research designs have
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been very common procedures for conducting research in many disciplines, including education,

psychology, and social sciences (Nassaji, 2015). The following sections address this design.

3.3. Research Design

Description arises from creative exploration to organize and validate the findings in order
to fit them with explanations. A large number of research studies are concerned with describing
natural or human phenomena, such as their form, structure, activity, changes over time,
relationships with other phenomena and so on. The description often enlightens knowledge that
could not be noticed or even found otherwise (Association for Educational Communications and
Technology (AECT), 2001). Generally, the aim is to identify a phenomenon and its
characteristics in descriptive research design. This research focuses more on what happened than

on how or why (Nassaji, 2015).

Descriptive design helps in this study to understand and explain what effects of
promotion mix elements on Brand image of Dashen Bank has on customers. It involves
collections of quantitative information that can be tabulated along a continuum in numerical
form. Descriptive research involves gathering data that describe events and then organizes,

tabulates, depicts, and describes the data collection (AECT, 2001).

The high degree of objectiveness and neutrality of researchers is one of the main
advantages of descriptive analysis. The descriptive analyzes are considered as comprehensive as
other quantitative approaches and offer description of an occurrence or phenomenon. In
descriptive analysis, a descriptive study may include multiple variables or only a single number

of variables. It also supports easy understanding and analysis of the data, such as measurement of
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key points, with summary statistics (Baha, 2016). Descriptive research might simply report the

percentage summary on a single variable (AECT, 2001).

On the other hand, one of the key limitations in descriptive research is the confidentiality
and lack of truthfulness of the respondents. Sometime, the respondents are not true and for
different reasons do not given the actual answer. If the research survey is not properly and
carefully planned, errors can occur in the overall results of the study. It is also the case that the
investigator only selects data to support his/her research assumption and ignores some other data

that does not fit the hypothesis. This may lead to research bias and errors (Baha, 2016).

3.4. Population

The target population is the specified group of people from which questions will be asked
in order to develop the required data structures and information needed in the research. Since
sometimes it is impossible to include the whole population in a study, it is necessary to limit the
research to a section of the population (Creswell and John, 2003).The part of the population from
which the information is then collected is called a sample. A sample is defined as the subset of
elements from the population (Kumar, 2005). It may also be defined as “any subset of the
elements of the population that is obtained for the purpose of being studied” (Creswell and John,
2009). Sampling is thus the process by which elements are selected systematically from the
population for the purposes of the research. The target population of this study is the customers

of Dashen Bank in Addis Ababa.

3.5. Sampling, sample size and sampling technique
The study adopted random sampling method to select representative sample. According

to Jonson and Christensen, 2014), random sampling is frequently used in survey research, which
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is a non-experimental research method in which questionnaires or interviews are used to gather
information and the goal is to understand the characteristics of a population based on the sample
data. With randomization, a representative sample from a population provides the ability to

generalize to a population (Creswell, 2009).

Accordingly, the study used all participants selected at random. The sample is stratified
by districts and randomly selected participants so that the data is representative and the ability to
compare responses across branches is assured. With this in mind, knowing sample size is
important. Sample size is very vital element in research methodology as it determines whether to
include or excluded a participant from the study and to decide the number. Careful selection of

sample size and technique makes the research finding reliable.

The sample size with this respect in this study was determined based on the assumption
of Johnson and Christensen (2012). According to them, the practical sample size based on 95%
confidence interval for 1,067,312 (262.030 in the North, 242.109 in the East, 264.574 in the
West and 288.59 in the South) (population size) is 384 (recommended sample) and therefore the
study selects 384 respondents; north, 22.55% or 94 in the East, 22.68 % 88 in the East, west,

24.77 or 95 in the South and 27.97 % or 107 in the South.

3.6. Method of Data collection
The main data source of date the study is questionnaire filled by respondents and also

secondary data was collected from some reference materials from the bank.

3.6.1. Questionnaire
In descriptive research design questionnaire tools are often used to gather data (Nassaji,

2015). A questionnaire is a self-report data-collection instrument that each research participant
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fills out as part of a research study. Researchers use questionnaires so that they can obtain
information about the thoughts, feelings, attitudes, beliefs, values, perceptions, personality, and
behavioral intentions of research participants. In other words, researchers measure many

different kinds of characteristics using questionnaires (Johnson and Christensen, 2014).

Questionnaire can be open ended or close ended. In this research close ended type of
questionnaire employed. These questionnaires are focused on getting participant responses to
standardized items for the purpose of confirmatory research in which specific variables are
measured and hypotheses are tested. The principle of standardization is very important in
quantitative research; the goal is to provide common response categories to each person in the
research study. This is done to ensure maximum comparability of responses. In addition, closed-
ended question is appropriate when the dimensions of a variable are already known. Closed-
ended questions expose all participants to the same response categories and allow standardized

quantitative statistical analysis (Johnson and Christensen, 2014).

In this study, 5-point likert scale questionnaire was used. The Likert scale is an integral
part of the research aim, and sometimes the purpose of the research is to understand the views
and perceptions of participants with the single 'latent’ variable (phenomenon of interest). Such
constructed structures interact with a particular aspect of the under examination hypothesis in a
mutually exclusive way and calculate the whole phenomena in unity (Joshil, Kale, Chandel and
Pal, 2015). According to Johnson and Christensen (2014), researchers also collect data from
research participants by presenting questions or statements and rating scales with instructions to
use the rating scale given to make decisions on-item stem. A rating scale is a continuum of

reaction options that participants are instructed to use when their responses are indicated.
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3.7. Data collection procedure and analysis

To attain relevant data the study applied questionnaire as main data collection means andsome
secondary data was also collected through reference materials. The questionnaire consisted of
closed ended question designed and distributed to the customers of Dashen Bank in Addis Ababa
city. The questionnaire was arranged in a lickert scale manner from strongly disagree to strongly

agree in which the respondents can easily participate with interest and ease.

3.8. Validity and Reliability
In order to approve and validate quantitative research, validity and reliability are two

important aspects.

3.8.1. Validity

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

Schindler, 2006).

Hence, the questionnaire in this study extracted from different literatures that focused on
the effect of promotional mix elements on brand image. To establish content validity, the

guestionnaire was given to my advisor and two collogues from two different banks. They were
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asked to judge the clarity of wording and the appropriateness of each item and its relevance to
the construct being measured. Their feedback was used for further refinement of the

questionnaire.

3.8.2. Reliability

The consistency of a measure is based on reliability. Whenever the test is done, a person
who completes a method for assessing motivation will have exactly the same answers. Although
an exact reliability calculation cannot be carried out, a reliability estimate can be made by
different measures (Heale, and Twycross, 2015). The reliability must be calculated and reported

using the alpha coefficient of Cronbach for internal consistency reliability.

In this study, a two section with six-part likert scale questionnaire of 40 items was
designed for gathering data. Part one was designed to obtain background information of the
participants. Part two contained questions related to general promotional elements questions,
advertisements, sales promotion, personal selling, public relation, and direct marketing. These
items were calculated using the alpha coefficient of Cronbach and resulted in 96%. The

reliability statistics is depicted in table 3.1

Table 3.1: Reliability Statistics

Cronbach's Alpha Based on N of
Cronbach's Alpha Standardized ltems Items
967 967 40

3.9. Descriptive analysis:

It is the summary of the respondents from the mean results of the questionnaire that was
administered to determine the effects of the promotional mix elements (advertisement, sales
promotion, personal selling, publicity and direct marketing) over the brand image of Dashen
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Bank. According to Norasmah and Sabariah ( 2007) and Norasmah and Salmah, (2011), the
mean score below 2.00 was considered as low, the mean score from 2.01up to 3.00 was
considered as Moderately low and mean score between 3.01-4.00 was considers as Moderately

High and the mean score from 4.01-5.00 was considered as High as illustrated below.

Table3.2 Interpretation of mean scores

Mean Score Description
1.00-2.00 Low

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

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

3.10. Ethical Consideration

Ethics is the code of moral principles and values that governs the behavior of an
individual or group with respect to what is right or wrong (Bratton and Gold, 2000). The study
will considers ethical issues with especial consideration. The researcher will discuss the
purpose of the research clearly to the participants during data gathering stage . For the
purpose of confidentiality, the participants will not be required to write or tell their names.
Furthermore, the participants were assured that their responses for the questionnaire will be used
for the intended purpose only. Furthermore, the questionnaire stated that the purpose of research

will only be for academic purpose.
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Chapter Four: Data Presentation and Analysis

4.1. Introduction

The chapter analyzes and interprets the research based on data collected in customers from the
four Dashen Bank districts in the city of Addis-Ababa. The findings are analyzed and interpreted
according to the respondent's obtained result. The Social Sciences Statistical Package (SPSS
IBM version 21) was used to measure descriptive statistics such as frequencies and mean used to
analyze the data and correlation. The major purpose of the research was to find the
relationship between the independent variables that are promotional mix elements
(Advertising, Sales promotion, Personal selling, Publicity/Public Relation and Direct Marketing)

dependent variable ( Brand Image of Dashen Bank).

4.2. Response rate of the participants

To assess the effect of promotional mix elements on Brand image of Dashen Bank
questionnaire was prepared and distributed to 384 staffs members out of these, 312
(81.25%) are filled and completed the questionnaire properly and returned. The other 72
(18.75%) didn’t fill and returned due to various reasons. In general the following table displays

the total number of distribution, returned and unreturned questionnaire.

Table 4.2.1 Questionnaire distributed, returned and unreturned

Questionnaire Number Percent
Returned 312 81.25
Unreturned 72 18.75
Total 100 100
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The number of customer of each district is divided by the total sample size which is total
number of customers in Addis Ababa. The result is then taken to the total sample size and hence

distributed to each district randomly.

Table 4.2.2 Number of respondents per district

Branch
Cumulative
Frequency Percent Valid Percent Percent

Valid  North 7 24.7 24.7 24.7

East 70 22.4 22.4 47.1

west 78 25.0 25.0 72.1

South 87 27.9 27.9 100.0

Total 312 100.0 100.0

4.3. Demographic Characteristics of Respondents
The first part of the questionnaire requests personal information from respondents such as
gender and educational background. Consequently the responses of personal information are

presented and discussed on the table 4.2 below.

Table 4.3.1 Educational background

Valid Cumulative
Frequency Percent Percent Percent

Valid  Secondary 46 14.7 14.7 14.7

school

College 72 23.1 23.1 37.8

diploma

First degree 147 47.1 47.1 84.9

Second degree 47 15.1 15.1 100.0

and above

Total 312 100.0 100.0
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Table 4.3.2. Gender

Valid
Frequency Percent Percent Cumulative Percent
Valid Male 226 72.4 72.4 72.4
Female 86 27.6 27.6 100.0
Total 312 100.0 100.0

4.3.1. Gender Mix of Respondents

As shown in the above table 4.1, 226 of the respondents were male which represents 72.4
% of the total population, whereas, 86 of the respondents were females which amounts to 27.6 %
of the total respondents. Hence, dominance of male customer over female customer of Dashen

Bank was observed.

4.3.2. Educational Qualification

It was also necessary for the study to know the educational background of respondents in
order to determine their level understanding towards the promotions that are released by the
Bank. From the data collected it is clearly seen that respondent’s posses a range of educational
qualifications from secondary schools level to master’s level. Majority of the respondents were
first degree holders which accounted to 147 of the respondent’s that is 47.1%. The other group of
respondents was diploma holders that were 72 in number or 23.1 %. And 47 of the respondents
was master graduates and above which accounts to 15.1%. The last group was Secondary school
which was 46 in number and 14.7% of the total respondents. This implies that all the respondents
can understand interpret and conceptualize the different promotions that Dashen Bank releases

via different medium.

4.4. Brand Image
Here the questions are of general knowledge type in which helps to understand respondent’s

general awareness towards promotional tools of Dashen Bank.
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Table 4.4Brand Image

Strongly Disagree

Disagree

Neutral

Agree

Strongly Agree

Count

Row N %

Count

Row N %

Count

Row N %

Count

Row N %

Count

Row N %

| easily recognize Dashen Bank’s brand, logo,
symbol and name.

| know all of Dashen Bank’s promotions
(Advertisements, sales promotion, Personal
Selling, Publicity, and Direct Marketing).

| believe that Dashen Bank's messages are
consistent with the product's performance

| believe that communication messages from
Dashen Bank’s through different mediums
E.g. TV, radio, and magazines complement
leach other

| believe that Dashen Bank's messages
influence the attitude that | have toward the
brand.

| believe that having more than one
communication medium helps me to be more
aware of the Dashen Bank’s Brand

17

15

12

20

5.4%)

4.8%

2.6%)

3.9%)

6.5%)

2.6%)

6 1.9%)|

32 10.3%

25 8.0%

15 4.8%

32 10.3%

15] 4.8%

15

54

81]

45

49

4.8%

17.3%

26.0%

14.5%

15.8%

5.8%]

125

144

137

149

129

163

40.1%

46.2%

43.9%

48.1%

41.6%

52.6%

149

67,

61

89

80

106

47.8%)|

21.5%

19.6%

28.7%

25.8%

34.2%

Regarding recognition of Dashen bank’s brand, logo, symbol and name 125(40.1%) agree

and 149 (47.8%) strongly agree which totals 87.8% acquire sufficient knowledge of the banks

Brand. This shows that the majority of the respondents have sufficient knowledge about Dashen

Banks brand, logo, symbol and name.

The next issue that respondents knowledge of Dashen Banks promotions (Advertising,

Sales promotion, Personal selling Promotion/PR and Direct Marketing) 144 (46.20%) agree and

67 (21.5%) strongly Agree, which totals 211 (67.62%) have proper knowledge of the banks

promotions.

As for the performance of the bank in relation to its promotions 137 (43.9%) agree and

61 (19.6 %) strongly agree which constitute a total of 198 (63.46%) confirmed that Dashen

Banks performance are consistent with its promotions.

Weather the messages from different mediums like TV, Radio, and Magazines etc. are

complementing each other 149 (48.1%) agree and 89 (28.7) strongly agree which totals 238
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(76.28) agree that the messages with different mediums are complementary and with similar

outputs.

The messages released different promotional tools is to influence people to purchase a
product and have good attitude about the brand. In this regard 129 (41.6%0 agree and 80 (25.8%)
strongly agree which totals 209 (66.98%) believe that Dashen Banks message influence their

attitude towards the Brand.

The response about having different medium of communication in creating awareness of
the banks brand 163 (52.6%) agree and 106 (34.2%) strongly agree which is 269 (86.21%)

believe on use of different medium.

From the general promotional questions it can be clearly seen that respondents have
sufficient knowledge about Dashen Bank’s promotions at different medium and can give their
understanding about each promotional mix element with appropriate and well established

knowledge.

4.5 Advertisement

Table 4.5.Advertisement
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Strongly Disagree Disagree Neutral Agree Strongly Agree

Count Row N % Count Row N % Count Row N % Count Row N % Count Row N %
Dashen Bank's has undertaken enough 8| 2.6% 38 12.2% 94 30.1% 117 37.5% 55 17.6%)
ladvertising activities to promote its Brand
Image?
| believe that Dashen Banks advertisements 7 2.2% 36) 11.5% 65 20.8% 149 47.8%) 55| 17.6%)
are likable, memorable and meaningful
Online activities of the Corporation such as 7| 2.3% 27| 8.7% 75 24.2% 146 47.1% 55 17.7%|
websites, blogs and social media affect its
brand image.
The use of billboards, sonic screens and wall 14 4.5% 40| 12.9% 39 12.6% 149 48.1%) 68| 21.9%
branding put in various places by the
Corporation affect its brand image.
Dashen Banks flayers, policy explanation 7| 2.3%| 41 13.2%) 73 23.5% 111 35.8% 78 25.2%)
brochures and leaflets affect its brand image.
TV Advertisements of Dashen Bank affects 11] 3.5% 33| 10.6% 31 10.0% 128 41.3% 107 34.5%
its overall Brand image.
Radio Advertisements by the Dashen bank 8| 2.6% 42 13.5% 48 15.5% 107 34.5% 105 33.9%
affect its Brand image
Print media Advertisements on news papers 11] 3.5% 27| 8.7% 57| 18.3% 113 36.2% 104 33.3%
and magazines affect its Brand Image.

Regarding weather Dashen Bank undertaken enough advertising activities to promote its

Brand image 117 (37.5%) agree and 55 (17.6%) strongly agree in which 172 (55.12%) believe

that the bank had done enough to promote its image using advertisement.

In another aspect 149 (47.8%0 agree and 55 (17.6) strongly agree which total to 201

(64.42%) believe that the Banks advertisements are likable, memorable and meaningful.

In the aspect of online advertisements of the bank such as websites, blogs, and social

media 146 (47.1%) agree and 55 (17.7%) strongly agree that such type of advertisement have

influenced the brand image of the bank.
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With respect to use of billboards, sonic screens and wall branding put in various places
having a positive influence in the brand image 149 (48.1%) agree and 68( 21.9) strongly agree
which totals to 217 (69.55%) believe the use of such type of advertisement having good

influence on the brand image of Dashen Bank.

Dashen Bank use of flyers, policy explanation broachers and leaflets, 111 (38.8) agree
and 78 (25.2%) strongly agree which totals to 189 (60.57%) believe the use of the

aforementioned instruments in promoting the brand image of the bank.

The other important aspect of advertisement which is TV ads and its overall effect in the
brand image of Dashen Bank, 128 (41.3%) agree and 107 (34.5%) strongly agree with total sum

of 236 (75.64%) support the use of TV ads in building good brand image for the bank.

With regard to Radio advertisement and its effect in the brand image of Dashen Bank,
107(34.5%) agree and 105 (33.9%) strongly agree with total sum of 212 (67.94%) support the

use of Radio ads in building good brand image for the bank.

The other aspect which is the use of print media ads in building good brand image of the
bank 113 (36.2%) agree and 104 (33.3%) strongly agree which totals to 217 (69.55%) support

print media advertisement effecting in good brand image for Dashen bank.

From the above result it can be seen that majority of respondents agreed on the positive
effect of advertisement on the brand image of Dashen Bank. Different research papers agree with
the above finding for e.g. Khan, (2011) the promotional tools capabilities can help businesses to
spread the messages to the mass market and advertising along with other tools can play vital role

to create international brand. Also Buil, Chernatony, and Martinez, (2010) advertising plays a
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key role influencing brand equity dimensions, whereas advertising spend improves brand

awareness.

4.6. Sales Promotion

Table 4.6.Sales promotion

Strongly Disagree Disagree Neutral Agree Strongly Agree

Count Row N % Count Row N % Count RowN% | Count | RowN% | Count | RowN%
Sales promotions practiced by Dashen Bank 10 3.2%) 16 5.1%) 106 34.0%] 148 A7.4% 32 10.3%
influences your knowledge of the Banks
Brand?
Dashen Banks participation on various events 7 2.2%) 24 7.7%) 44 14.1% 183 58.7% 54 17.3%
such as trade fairs and exhibitions affect its
performance.
Dashen Banks price linked saving enhanced 4 1.3% 37 12.0% 93 30.2% 125 40.6% 49 15.9%)
my saving culture.
The Bank offers free gifts to customers. 4 1.3%) 43 13.8% 69 22.1%] 156 50.0% 40 12.8%
Customer service such as visiting existing 16 5.1%) 38 12.2% 63 20.2%] 126 40.4% 69 22.1%
clients affect my opinion on the banks image
Additional interest on youth, and women 7 2.2% 32 10.3%, 40 12.8%| 144 46.2% 89 28.5%]
savings enables customers to have positive
image on the Bank.

The sales promotion activities of Dashen bank influencing the knowledge of respondents

of the banks brand image 148 (47.4%) agree and 32 (10.3) strongly agree which totals to 180

(57.69%) agree on sales promotion activities affecting the brand image of the bank.

Participating on events such as trade fairs and exhibitions in promting the bank 183

(58.7%) agree and 54 (17.3%) strongly agree, in total 237 (75.96%) support such activities in

promoting the banks image.
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With regard to price linked saving, 125 (40.6%) agree and 49 (15.9%) strongly agree in

total 174 (55.76%) support the idea of using price linked saving in promoting the brand.

In the Case of the Banks free gifts to customers, 145 (50 %) agree and 40 12.8%)

strongly agree in having good effect on the banks image.

Customer service activities such as visiting existing customers with respect to affecting
customers opinion towards the brand image of the bank, 126 (40.4%) agree and 69 (22.1%)

strongly agree which totals to 195 (62.5%)

On other products like additional interest on youth and women savings effect on the
brand image of the bank 144 (46.2%) agree and 89 (28.5 %) strongly agree which totals to 233

(74.67%) support such products influence positively the brand image of Dashen bank.

From the above result the respondents agreed that sales promotion activities have a
positive effect on the brand image of Dashen Bank. Gossaye (2017) concluded that, sales

promotion enhanced commercial bank of Ethiopia’s brand image especially the use of coupons

have significant role. Nagar (2009) argued that, consumer sales promotions have more influence

on the brand switchers as compared to the loyal consumers.
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4.7. Personal selling

Table.4.7.Personal selling

Strongly Disagree Disagree Neutral Agree Strongly Agree

Count Row N % Count Row N % Count RowN% | Count | RowN% | Count | RowN%
Personal selling practiced by Dashen Bank 11 3.5%) 31 9.9%) 74 23.7%] 150 48.1%) 46 14.7%
influences its brand image?
Dashen bank's Direct (face to face) 21 6.7%) 43 13.8% 7 24.7%] 125 40.1% 46 14.7%
Interaction with Customers affects its brand
image.
The Bank's officer posses sufficient selling 12 3.8%) 23 7.4%) 78 25.0%] 145 46.5%) 54 17.3%
skills to promote its products.
The Bank’s officers have good 4 1.3%) 28 9.1%) 74 23.9%] 129 41.7% 74 23.9%
communication skills to promote its products.
The Bank's officers have good customer 0 0.0%) 39 12.5% 59 18.9% 132 42.3% 82 26.3%
handling practice.
Dashen Bank's officers influenced me to have| 4 1.3% 29 9.3% 62 19.9%| 140 44.9% 77 24.7%
a positive brand image on the bank.
The Bank's officer provide sufficient 4 1.3% 39 12.5% 59 18.9%] 129 41.3% 81 26.0%
information about its products

In the case of the influence of personal selling activities of Dashen Bank on its Brand

image 150 (48.1%) agree and 46 (14.7%) strongly agree which totals to 196 (62.82%) support

the statement.

With regard to face to face interaction with customers,125 (40.1%) agree and 46 (14.7%)

strongly agree with total of 171 (54.8%) agreed that direct interaction effects positively the brand

image of the Bank.
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In the case of banks officers selling skills to promote its products, 145 (46.5%) agree and
54 (17.3%) strongly agree which in total 199 (63.78%) agree in the efficiency of the sales

officers (the banks officers).

Also about the communication skills of the banks officers, 129 (41.7%) agree and 74
(23.9%) strongly agree which in total 203 (65.06%) agree in their communication skill to

promote the banks products and hence its image.

With regard to the banks officers customer handling practices, 132 (42.35) agree and 82
(26.3%) strongly agree in total of 214 (68.58%) agree that the officers have good customer

handling practice that implies on positive brand image of the bank.

On the overall influence of Dashen banks officers on having positive brand image of the
bank, 140 (44.9%) agree and 77 (24.7%) strongly agree which totals to 217 (69.55%) agree on

the officer good influence.

On whether the banks officers proving sufficient information about the products of the
bank, 129 (41.3%) agree and 81 (26%) strongly agree, in total 210 (67.30%) agree on provided

by the banks officers about information needed.

Hence, it can be seen from the above response that, Personal selling activities of Dashen
bank effected to a positive brand image. Also, Muchina and Okello (2016) conclude that,
personal selling has influenced brand performance in retail shoe companies in Nairobi central
business district. Briar Hocking, (2012) revealed that the personal sellers who visit workplaces
around New Zealand in the weeks leading up to Christmas positively influence the Customer

Bases Brand Equity of the Christmas Cookies brand.
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4.8. Publicity/Public Relation

Table 4.8. Table Publicity/public relation

Strongly Disagree Disagree Neutral Agree Strongly Agree
Count Row N % Count Row N % Count Row N % Count Row N % Count Row N %

The promises made by Dashen Bank in its 8 2.6% 33 10.6%, 120 38.7% 119 38.4% 30 9.7%|
Publicity are fulfilled by the brand.

Dashe Bank is known for supporting 10 3.2% 28 9.0% 79 25.3% 143 45.8% 52 16.7%]
organizations and Individuals (Sponsoeship
practice).

Dashen Bank participates on different public 14 4.5% 26 8.3% 65 20.8% 148 47.4% 59 18.9%|
activities

Press releases by Dashen Bank gives the 12 3.8% 31 9.9%, 39 12.5% 184 59.0% 46 14.7%|
public good understanding of the banks
activities

Dashen Bank participates on different Charity 8 2.6%, 30 9.6% 75 24.0% 118 37.8% 81 26.0%]
activities

Dashen Bank's Identity medias like its Logo, 12 3.8%, 24 7.7%, 50 16.0% 165 52.9% 61 19.6%]
Business card etc... are attractive and
memorable

Dashen bank prints annual reports, 4 1.3%, 25 8.0% 58 18.6% 138 44.2% 87 27.9%]
broachers, short messages to strengthen its
Public relations

The promises made in the publicity/Public statements of Dashen bank are fulfilled by the
brand (products of the bank), 119 (38.4%) agree and 30 9.7%) strongly agree in total (149
(47.7%) agree but 120 (38.7%) have neutral views on its effects. Over all the majority agree on

the information of the banks publicity are fulfilled by brand.

On the practice of sponsorship practices Dashen banks known for supporting
organizations and individuals, 143 (45.8) agree and 52 (16.7%) strongly agree which in total 195

(62.5%) agree the banks sponsorship practices resulting in positive brand image.
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In regard to banks participation on different public activities, 148 (47.4%) agree and 59

(18.9%) strongly agree in total 207 (66.34%) agree on the banks public participation, hence

having positive brand image.

Press release by Dashen bank gives the general public good understanding of the banks
activities and products, 184 (59.0 %) agree and 46 (14.7%) strongly agree which in total 230

(73.71%) agree the good effects of press release by the bank.

On the Dashen banks participation on charity activities, 118 (37.8%) agree and 81
(26.0%) strongly agree in total 199 (63.78%) agree on Dashen Banks participation in charitable

activities, hence resulting in a positive brand image.

Dashen Bank’s Identity Medias like its Logo, Business card etc...are attractive and
memorable, 165 (52.9%) agree and 61 (19.6%) strongly agree in total of 226 (72.43%) agree on

the statement resulting on a positive brand image.

Dashen bank prints annual reports, broachers, and short messages to strengthen its Public
relations, 138 (44.2%) agree and 87 (27.9%) strongly agree on the release of such reports on

having good effect on the brand image of the bank.

From the above table it can be clearly seen that, Respondents agreed that Publicity and
Public Relation activates of Dashen Bank resulted to a positive brand image. Also Alexandria
Easland (2015), mentioned, as a management function, public relations focus on building
relationships and managing an image. Again Kotler (2006), proactive publicity can be one of the
most powerful and cost effective brand building tools, especially for smaller organizations that

can’t afford significant advertising.
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4.9. Direct marketing

Table 4.9.Table direct marketing

Strongly Disagree Disagree Neutral Agree Strongly Agree

Count Row N % Count Row N % Count RowN% | Count | RowN% | Count | RowN%
| believe direct marketing is practiced in 14 4.5% 30 9.6%) 113 36.2%] 118 37.8% 37 11.9%
Dashen Bank's
Dashen Bank uses SMS messages to 7 2.2% 35 11.2% 42 13.5%) 139 44.6% 89 28.5%)
directly communicate with its customers
Dashen Bank uses e-mail to directly 17 5.4%) 41 13.1% 91 29.2%] 118 37.8% 45 14.4%
communicate with its customers
Dashen Bank uses call center to directly 8 2.6% 30 9.6% 74 23.1% 116 37.2% 84 26.9%)
communicate with its customers
The bank uses its Website to communicate 7 2.2% 31 9.9% 77 24.7% 134 42.9% 63 20.2%)
its products
The promotions on its websites are attractive 13 4.2% 36 11.8% 92 30.1% 102 33.3% 63 20.6%
and visually appealing

On the practice of direct marketing in Dashen Bank, 118 (37.8%) agree and 37 (11.9%)

strongly agree in total 155 (49.67%) nearly 50% agree on the practice of direct marketing. On

contrary 113 (36.2%) are neutral on the practice of direct marketing.

On the use of SMS messages to directly communicate with on current and potential
customers, 139 (44.6%) agree and 89 (28.5%) in total 238 (73.7%) believe the bank
communicates with its customers through SMS messages resulting in satisfaction and positive

brand image of the bank.

With regard to use of e-mail to directly communicate with on current and potential

customers, 118(37.8%) agree and 45 (14.4%) in total 163 (52.24%) believe the bank

the
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communicates with its customers through e-mail messages resulting in satisfaction and positive

brand image of the bank.

Dashen bank uses a call center to directly communicate with on current and potential
customers, 116 (37.2%) agree and 84 (26.9%) strongly agree in total 200 (64.1%) agree on
availability of call center service to facilitate customer service about the banks products and

services, which results in positive brand image of the bank.

The bank uses its website to communicate its products to customers, 134 (42.9%) agree

and 63 (20.2%) strongly agree on aggregate 197 (63.14%) agree on the statement.

The promotions on its websites are attractive and visually appealing, 102 (33.3%) agree
and 63 (20.6%) strongly agree which in total 165 (52.88%) agree that promotions on the website

are visually appealing and attractive resulting in positive brand image.

From the above finding it is evidently seen that direct marketing activities of Dashen
Bank have a positive effect to its brand image. Also, Mubushar et al. (2013) direct marketing has
been found to have an impact in creating awareness and shaping brand image. And also Kotler
and Armstrong (2012) stated that Direct Marketing allows the organization to reach the
audience; to boost their awareness, interest, and quality; to share information about goods or

services; to promote them; to shape brand image; and to build interest towards the brand.
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4.10. Summary of Descriptive Results

Std.
N Mean Deviation Variance

General 312 3.8916 .80993 .656
promotional

Advertisements 312 3.7441 78242 .612
Sales promotion 312 3.6763 .73040 533
Personal Selling 312 3.6983 .81000 .656
Publicity 312 3.6941 719757 .636
Direct marketing 312 3.6155 .80512 .648
Valid N (list wise) 312

Table: Summary of Descriptive results

Norasmah and Sabaria (2007) described their level of measuring mean score between

3.01and 4.00 is belongs to moderately high. Hence, from the above descriptive result, summery

of findings of the study indicates that all the mean results are above 3.00 and most close to 4.00

which reflect moderately high level of agreement on the independent variables that are

Advertisement 3.71 with a standard deviation of .78242, Sales Promotions 3.67 with a standard

deviation of .73040, Personal Selling 3.69 with a standard deviation of .81000, Publicity/PR 3.69

with a standard deviation of .79757 and Direct Marketing 3.61 with a standard deviation of

.80512 have a positive effect on the Brand Image Of Dashen Bank. Overall Dashen Bank had

moderately high brand image effect on customers.
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Chapter Five: Summary, Conclusion and Recommendation

5.1 Summary of findings

The main objective of this research was to identify the effects of promotional mix elements
(Advertisement, Sales Promotion, Personal Selling Publicity/PR and Direct Marketing) on the
Brand Image of Dashen Bank. The study design was quantitative descriptive research. The target
populations of the research were mainly the customers of Dashen Bank in Addis Ababa city that
(Four Districts, North, South, East, West). Most of These customers are educated and can
understand and respond to questions in the questionnaires. Based on the research objective,
English version and Amaharic version guestionnaires were prepared. Since total population of
customers of Dashen Bank are above eight million 384 samples are taken (Johnson and

Christensen, 2012) and 312 (81.25%) filled and returned properly.

To verify the reliability of the questions in the questionnaire, the coefficients of
Cranach’s alpha (1951) was used. The values of Cranach’s Alpha range from 0 (completely
unreliable) to 1 (perfectly reliable). An alpha value of 0.5 to 0.6 is considered acceptable but 0.7
or higher is highly preferred. So the finding 0.967 shows that all the questionnaires were reliable,

also the questioner was evaluated by reform facilitator expert and gain acceptance.

The effect of promotional mix elements on brand image of Dashen Bank was measured
by means of multiple regression model. The finding indicated that advertising, sales promotion,
personal selling, and public relation and direct marketing, was positive and statistically

significant (P<0.05) effect on image.

The questionnaire was developed in order to answer the research questions: which were:-

e What is the effect of advertising on the brand image of Dashen Bank?
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e What is the effect of sales promotion on the brand image of Dashen Bank?

e To what extent personal selling contribute to the brand image of Dahen Bank?

e What is the effect of public relations and publications on the brand image of Dashen
Bank?

e How does Direct Marketing affect the brand image of Dashen Bank?

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

e From the questions about effects of Advertisement on brand image of Dashen Bank all
the responses of agreement (agree and strongly agree) on the likert scale were above 50%
which indicated a positive effect.

e On the questions about Sales Promotion on the likert scale, all the responses were above
50% on the likert scale which shows that its positive effect on the brand image of Dashen
Bank.

e All the responses on Personal selling questions on the likert scale of the questionnaire
were above 50% indicating that personal selling activities of the bank had a positive
effect on its brand image.

e Publicity/Public Relation activities of the bank had a positive effect on the brand image
of Dashen Bank as all the responses from the likert scale are above 50% (agree and
strongly agree).

e Also All the responses on Direct Marketing questions on the likert scale of the
questionnaire were above 50% indicating that Direct Marketing questions activities of the

bank had a positive effect on its brand image.
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Correlation analysis also was applied to evaluate the relationships between promotional mix
elements on brand image of Dashen Bank. All the correlation coefficients were positive; with a
maximum value of 0.718 minimum values of 0.517, which shows that promotional mix elements

had positive effect on brand image of the bank.

In addition to this secondary document summery result also were in line with this
summary mean score of the independent variables of promotional mix elements resulting in a

positive brand image of Dashen Bank.

5.2. Conclusion

Brand awareness is one of the most important assets in any business. It is therefore
critical to understand its key drivers. The main objective of this Study is to investigate the
effects of Promotion mix elements on Brand image of Dashen Bank. The researcher approached
this objective by studying integrated marketing communication tools in relation to brand image.
Questionnaire was administered in a likert scale manner and the responses were analyses based
on percentage and mean that is conducted in SPSS. Hence all the integrated marketing
communication tools are positively related to the brand image of Dashen bank. The study
considered five promotional mix elements that are advertisement, sales promotion; personal
selling, publicity/PR and direct marketing confirmed their effect on the brand image of Dashen
Bank. According to the Pearson correlation analysis, it can be clearly seen that the five integrated
marketing communication tools namely, advertising, sales promotion , personal selling,

publicity/PR and direct marketing are positively related to brand image of Dashen bank.

According to the regression analysis, the study concluded that promotional mix elements

explain brand image. The regression analysis also indicated that 58.4 % of brand image is
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explained by the independent variables that are the promotional mix elements. The other 41.6 %

of brand image variation was other factors other than the independent variables under study.

The study concluded that among the integrated marketing communication tools
advertisement and publicity/PR had constructive influence to build brand image as its mean
value is greater than the other variables. The other variables which are sales promotion, personal
selling, and direct marketing, have a mean average similar with direct marketing with minimum
value, which means that Dashen Bank should give extra attention to direct marketing in
particular and also to sales promotion and personal selling to attain a higher performance like

advertisement and publicity.

5.3 Recommendations
Based on the findings and conclusions in the study, the following recommendations are
suggested to Dashen Bank to implement promotional mix elements to maximize communication
effect on its brand image.
e Dashen Bank should adopt some experience from advertisement of foreign banks in order
to fulfill becoming a strategy in becoming a world class banks. Additionally Dashen
Bank should apply creativity and uniqueness on its advertisement in order to promote the
brand image to customers. Also the researcher recommends the bank to buy air time in
one of well-known TV stations and deliver its own program about its products and

activities.

e The researcher recommends the bank to buy air time in one of well-known TV stations

and deliver its own program about its products and activities.
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The researcher recommends Dashen Bank to apply the best state of the art of technology
in the area of direct marketing channels in order to administer Varity to customers and
also attract the youth and the educated ones such SMS, websites, e-mail, and voice mail

etc. as it is the area where it should improve as the findings suggest.

The researcher also recommends Dashen Bank to continuously train its employees so that
they become update, knowledgeable and skillful in order to represent the brand

appropriately.

The researcher also recommends the bank to improve its publicity reach the general
public by using different Publicity tools. For example releasing annual to different
Medias, sponsoring events, participating in charity activities etc. so that customers will

recognize the brand positively.
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Appendixes

Appendix: English Version Questionnaire
Addis Ababa University

School of commerce
Department of Marketing
Informed Consent Document
I, Samuel Biratu, a student currently registered for the Masters Degree at Addis Ababa
University, College of Commerce, and Department of Marketing. A requirement for the Masters
degree is a dissertation and my topic is:-

“The Effect of Promotional Mix Elements on Brand Image of Dashen Bank”

Please note that that this investigation is being conducted in my personal capacity. I can be
reached on sambiratu33@yahoo.com or Tel. number 0911678295

The purpose of this research is to determine whether promotional mix tools have an effect
on a brand of an organization. Information gathered in this study will include data retrieved from
the questionnaire that | request you to answer. Please note that your name will not be included in
the report as only summary data will be included. Your anonymity and confidentiality is of
utmost importance and will be maintained throughout the study.

Your participation in completing the questionnaire is completely voluntary. You have the
right to withdraw at any time during the study.

| appreciate the time and effort it would take to participate in this study. I would be very
grateful for your participation, as it would enable me to complete my dissertation and Masters

Degree.

Please complete the section below:

TP PP PP PRSP (Full names of participant)

Hereby confirm that | understand the contents of this document and the nature of the research
project, and | consent to participating in the research project.

| understand that | am at liberty to withdraw from the project at any time, should I so desire.
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Part One: Demographic Information

Gender: Male[ ] Female
Education Background

Certificate [ ] Diploma []

MA/MSC[ | PHD [ ]

Part TWO: General Brand Image questions

BA/BSC []

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

1. Strongly Disagree 2.Disagree  3.Neutral 4. Agree 5. Strongly Agree
Scale
No. Question
1121 3
1. | I easily recognize Dashen Bank’s brand, logo, symbol and name.

2. | I’know all of Dashen Bank’s promotions (Advertisements, sales

Marketing)promote its bran d image.

promotion, Personal Selling, Publicity, and Direct

3. | I believe that Dashen Bank’s messages are consistent with the

product’s performance and image

4. | I believe that communication messages from Dashen Bank’s

through different mediums E.g. TV, radio, and magazines

complement each other in defining its brand image

5. | I believe that Dashen Bank’s messages influence the attitude that I

have toward the brand.

6. | | believe that having more than one communication medium helps

me to be more aware of the Dashen Bank’s Brand
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Part Three

Advertisements

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

1. Strongly Disagree 2.Disagree  3.Neutral 4. Agree 5. Strongly Agree
Advertising Level of Agreement
Statement 1 2 3 4

Dashen Bank’s has undertaken enough advertising
1 activities to promote its Brand Image?

| believe that Dashen Banks advertisements are likable,

2 memorable and meaningful

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

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

image.

5 Dashen Banks flayers, policy explanation brochures and

leaflets affect its brand image.

6 TV Advertisements of Dashen Bank affects its overall
Brand image.

7 Radio Advertisements by the Dashen bank affect its

Brand image

8 Print media Advertisements on news papers and

magazines affect its Brand Image.




Sales Promotions

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

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

5. Strongly Agree

Sales Promotions

Level of Agreement

Statement

1

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

2 Dashen Banks participation on various events such as
trade fairs and exhibitions affect its performance.

3 Dashen Banks price linked saving enhanced my saving
culture.

4 The Bank offers free gifts to customers.

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

6 Additional interest on youth, and women savings enables

customers to have positive image on the Bank.
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Personal Selling

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

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

5. Strongly Agree

Personal Selling

Level of Agreement

Statement

1

Personal selling practiced by Dashen Bank influences its

brand image?

3 Dashen bank’s Direct (face to face) Interaction with
Customers affects its brand image.

4 The Bank’s officer posses sufficient selling skills to
promote its products.

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

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

7 Dashen Bank’s officers influenced me to have a positive
brand image on the bank.

8 The Bank’s officer provide sufficient information about

its products

Publicity/ Public relations
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Mark your level of agreement on the statements listed down according to:-

1. Strongly Disagree 2.Disagree  3.Neutral 4. Agree 5. Strongly Agree
Publicity/ Public relations Level of
Agreement
Statement 112/3|4
1 | The promises made by Dashen Bank in its Publicity are fulfilled by the brand.
2 | Dashe Bank is known for supporting organizations and Individuals
(Sponsorship practice).
3 | Dashen Bank participates on different public activities
4 | Press releases by Dashen Bank gives the public good understanding of the
banks activities
5 | Dashen Bank participates on different Charity activities
6 | Dashen Bank’s Identity medias like its Logo, Business card etc... are attractive
and memorable
7 | Dashen bank prints annual reports, broachers, short messages to strengthen its

Public relations

Direct marketing

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

1. Strongly Disagree 2.Disagree  3.Neutral 4. Agree 5. Strongly Agree
Publicity/ Public relations Level of
Agreement

Statement 1]2/3/4/5
1 | I'believe direct marketing is practiced in Dashen Bank’s
2 | Dashen Bank uses SMS messages to directly communicate with its

customers
3 | Dashen Bank uses e-mail to directly communicate with its customers
4 | Dashen Bank uses call center to directly communicate with its customers
5 | The bank uses its Website to communicate its products
6 | The promotions on its websites are attractive and visually appealing

Appendix Il1: Amharic Version Questionnaire
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6 PEARTY chHDEP PSR NTh AMAL PIET NT° 94

AR +ROF AAD:

7 P&BPTNIMRP  PAAT NTA AmgAL PIET NI° ThA AL
TROT AAD: |

8 PUTTY Gyt ThFMEP TATIR NJHM AT T®YT POR/
PEAT NTA AMAL PIET NP JAA AL +ROF hAD;::

P NPT ImbP
PINTE™TY 228 NHU NFF NHIARM TALF ATLID+AD- ANPTPH-
1. NAFR AANTTR 2 . AANTTYR 3. 7AA+HST 4. ANTTAU 5. NA9° AANTTAU-




P NPT ImEP PN9Tm T B8

a=A6R, 112|314 |5

1 PSAT NTA PALERTRIIEL NA NI PAY TIHN AL +ROF  AAD-:

2 8AY NYh PARHHENFD-PHAPR AEY MF ATAA  AIHAAT  PNIN-
P+ AR tROT POPI: :

3 SAT NTN A+PTBRYAN PIRTD-PI P ABMN NUAT P£7AAPA: :
4 N 7% AM> ARINTE LAM: :
5 PRAINTT ATAt ATAA EINETT di-Ti+ NNTN ThA AR PARY

THN AL +TROT  AAD»:

6 T2 NOMETT APT  TPTFRYAN AL AT N AL AORIP
PUT +ROF AT8FC PNTAA: ::

P9A NPs»
PINTIR™TY 228 NHU NFTF NHIARM TALF ATLID+AD- ANPTPN-

1. NAFR AANTYR 2 . AANTTYD 3. 7AA+HST 4. ANTFAU 5. NA9° AANTTAU-

P9 NP> PA9TY T 225
amA\ sk, 112 3 4 5
1 N8A7T NTh PIHINZM- Pl PPe-MRI® by NPERPIET NITHA AL

TSR AAD-:
3 PEAT N7  NLINEFT JC PORZ71M- by NPee MRI™ &t ALT

NPee PIEF NIR IAA AL HOAT AAM-:

4 NI ALHET N P PAPLERAMPT +HMPAEATIN: PRI A7 AN
PNTPMmA: -

5 PN AGHEPT N P PO9GG AMPT -HMPOBATN: P O mad
AT A%t PA+POEA

6 PN AGHRT Ne PUY RTINTT PONHTT R NPT AATD-:

7 B8R NTh NATT NI AR AGHFR ARF ATRSLTARLT PA: :

8 PSA7Y N7A ALHET NI AATHMD ATAINE Ne P dRE eAM: :

e HHN °TYH T+
PIHNTEMEY 228 NHU NIFT NHIARD BT ATRID+AMD- ANPIPN-
1. NAFR RANTTR 2. RANTTYR 3. TAAHE 4. ANTFAU 5. NAFR AANTTAL
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P AHN TTH T

PhIT™ + BB

a2A6By

1

NSAT NTA NARNNE A\ P 180T L4RATH: :

BAT NYA TAANT AT 207 NORI& LIMP: :
(AN7NC)

8A7 N7h NHAPR UHMNT NTRI4% ATPNPNT AL NAA+E
SO -

NMSE A HYYT PPk XEPT N POHMIH A7 AT
N+AAN+ NASINMT TS PaRrm 4 @-:

807 N7A NHAPR PNY AL T +oINGt AL +HAKK T O:

PSAT N7h AP AR A INHIA hCe PA PORM
AT PARLM: GFD:

N8AY NV PIYHTAIBR ATH ACAC AT AGE
MmOAT NUHN JC PACR 1TH T PATNSA: :

0 Mt
PINTIW™TY 228 NHU NFTF NHIARM TAZF ATLID+AD- ANPTPN-
. NAFR AANTYR 2 . RANTTYR 3. 7AATE 4. ANTFAU 5. NA9R AANTTAL
PN998 T /58

a=Aeh,

1

2

3

4

N8NT N7h P ot BH1NCA B ATTAL

8AT N7 PhsE dRAGHTT NAPRI® ¢ NRINGE IC L19GA: :

8F7 NTA A% NOPWI® ¢ NINTE JIC BI154A: :

8A7 NTR P THNAT NAPWI® g NRINTE IC L19GA: :

N7 BMBTT PODMIY ATATRT ATTPDP BMwoR 2 -

NBMET PORLTM TNHDEP  PADN AT T ARF PADHT(D-:
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