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CHAPTER ONE

INTRODUCTION

1.1. Background of the Study

Advertizing is the most visible marketing tool whiseeks to transmit an effective message
from the marketer to a group of individuals. Therketer plays for sponsoring the
advertizing activity. Advertizing unlike salesmaigshvhich interacted with a buyer face to
face is non- personal. It is directed at a masseaod and not at an individual as in personal
selling. Though marketers use advertizing, basigalis a communication process here the
advertizing is the source who transmit the messagieh passes through an appropriate
medium like press, TV, Radio, or magazines. Thesags is decoded meaningfully. It is
ultimately receive by the target audience for whibr product or service (Chunawall and
others, 1993:3).

According to Chunawall and others (1993:3) in tlense advertizing is not ordinary
communication but marketing communication sincésiteceived by a longer number of
people, though the mass media it is called massmontation. Advertizing aims at drawing
attention to a product it seek to create awareabsat the existence of advertised product. It
passes on information about the product in suclaytivat interest is created in the mind of
the prospective consumer about the product. Theretls a growing desire to posses the
product there are convincing argument in favorhaf product all this leads us to a buying

inclination.

Unlike other promotional mix, advertising can reagbographically dispersed mass of
customers and costs relatively less per expostiralsb enables the seller to repeat its
message many times so that customers can compammdbhsage of various competitors.
Customers tend to view the advertised product toflsandard quality and legitimate. Large
scale advertising says something positive aboutséller’'s image, popularity and success
(Rathor, 2005: 211).



Snap Computer PLC is one of a company that hasneeglfrom a humble niche player to a
national leader with a substantial volume and tower. Moreover, Snap Computer PLC
gradually grew to become the regional player intE2deca. After the pioneering year in
Addis Ababa (Year 2000) new initiatives followedtire regions by creating a supply chains
in the regions.

March 2000 the company establishes with seven dtmtic full time employees in
distribution of ICT (Information Communication Teublogy) products with an initial capital
of Birr 1 million. Since then the Company focused developing and building potential
market. Snap, with its headquarters in Addis Ababane of the leading companies in the
trading of ICT products. Snap, currently havingaassive business reputation in supplying
ICT equipment and providing reliable solution. T@empany has become one of the leading
ICT product providers in Ethiopia.

It's no coincidence that the head quarter is in iAdsbaba, a city with a major role in the
trade of computer and ICT products. The Compampis one of the outstanding companies
engaged in supplying world approved and techno#digicadvanced ICT products and

services render for the past nine years.

Products Snap supplies are: Desktop PC, Laptopk$tédion, Scanner, Server, Genuine
toners and Cartridges and Printers. The companyerases their products through
Television, Radio, Newspaper, Billboard and Magezinn this research paper, the student

researcher was assessing the advertising actiiihedSnap Computer PLC.

1.2. Statement of the Problem

Today advertising and promotion becomes an integaal of our society and economic
system. In this complex society advertisement maslved in to a vital communication
system for both customer and business. Advertisiige best known and most widely used
form of promotional mix because its pervasivenesst effectiveness for communication
with large number of audience and the ability ttivee carefully prepared message to the
target audience. Moreover, advertising plays egdate in free market system by making
customer aware of products and service to provi@entinformation for decision making
(Belch, 2003: 5).



The main objective of advertising among other isdmmunicate to the potential buyer and
influence them to make purchase decision. For ticeessful achievement of its objectives,
companies must make sure that the advertising ashes to the customers effectively
(Chunawalla, 2003: 117).

Preliminary observation by the student researchews that the advertising practice in Snap
computer PLC is:

» The firm advertising doesn’t have a creativity ktalattract its customers.

» Lack of knowledge on appropriate media selection.

The student researcher was tried to assess the gegjaelated to the advertising practice of

Snap Computer PLC through the following researastan.

1.3. Resear ch Question
* How advertising elements well recognized and @diby the company?
* What are the major factors affecting advertisinghef company?
* What are the criteria used by the company to seheclia and message?

* To what extent advertising of the company creataraness to its customers?

1.4. Objective of the Study
General Objective
The main objective of the study is to assess tlaetjpe of advertisement in Snap
Computer PLC.
Specific Objective
» To assess the way of advertising tool element matiog and utilizes by the
company.
» To identify major factors affecting advertisingSmap Computer PLC.
» To describe the company media and message sel@ctotice.
= To assess to what extent advertising of the compaegte awareness to its

customers.



1.5. Significance of the Study
The student researcher believes that the studywilinportant for the following parties:
= |t will help the company to know their advertisipgactice gap, and to provide
relevant information about advertising practice.
= It will help to get additional knowledge or inforti@n about advertising for the
student researcher.
» Finally, the student researcher believes thatghigly will play a certain role in

providing, leading and serving as a cornerstonduidher studies.

1.6. Delimitation of the Study
In this study, the student researcher was focusetavision advertising practice of Snap
Computer PLC, because the company was most ofirtiee using advertising practice on
television. Advertising has a broad concept andsifigation; as such to assess in detail
television advertising activities; the student eesher was express only the company

television advertising practice.

Snap Computer PLC has four branches; the studseareher was focuses on head office of
Addis Ababa around Bole Medhanyalem, this is bezdlis company advertising practice is
performed in head office marketing department dneatet is high number of customers than
other branches. So this was good opportunity tongate information about the company

advertising practice.

In addition, the student researcher was assespaittethree years (2009-2012) advertising
practice in Snap Computer PLC. This is becausestingent researcher needs to collect the

recent necessary data and investigate the complveytising practice.

1.7. Limitation of the Study
During the preparationf this research the studergsearcher was constrained by various
limitations. Among the limitation it was difficulio find the customers who are willing to

return the questionnaires and shortage of refereock.



1.8. Resear ch Design and M ethodology

1.8.1.

1.8.2.

1.8.3.

1.8.4.

1.8.5.

Resear ch Design
In order to assess the advertising practice ottmpany the student researcher was use
descriptive research method, because it will helgescribe the outcome and findings of

the research.

Population and sampling Technique

The target population of the study was includedrtaeketing department manager and
customers of the firm. According to Malhotra (2C88B) in order to select 150 (one
hundred fifty) of customers, the student researeh@s use non probability sampling
technique. Because of, the entire customers areenotded in the company and difficult
to accessible. The student researcher used ac@identvenience) sampling by using
those customers available at a certain specifie tamd place. Because of, not recorded

customers list in the company and to get actuabeooesr at the company.

Types of datato be collected
As a source of data both primary and secondary watacollected to make the study

complete and accomplish its stated objective.

M ethods of Data collection

Primary data was acquired from the marketing managd customers of the company.
In doing this the student researcher was use questire for customer and interview for
marketing manager. Secondary data was collected frompany published materials,

books, Internet and others sources.

Method of Data Analysis

The data collected using primary sources were aedlyFor primary data analysis, the

student researcher was use tabulation, ratio, pexge and other tools of analysis. On the

other hand, data collected through interview wasatad qualitatively.



1.9. Organization of the study

The general structure of the study consists of thapters. The first chapter is introduction
part which is build up of background of the studyatement of the problem, research
guestion, objective of the study, significant o gtudy, delimitation of the study, limitation

of the study and research design and methodololyg. SEcond chapter presents literature
review. The third chapter was consisting of analysi data, interpretation of data and

findings. The last chapter was having summary, lesen and recommendation.



CHAPTER TWO

REVIEW OF RELATED LITRATURE

2.1 An over view of Advertising

A part of promotional mix, which is a significambal of marketing management, is
advertising, first of all what dose advertising meaDifferent authors put in different
ways with the same essence. The one seize thatiatt®f the student researcher is “it is
a process of buying sponsor identified media spadane in order to promote a product
or an idea” (Rather, 1984:2).

According to Mishera (2004:78) advertising is basaccommunication market analysis,
customer behavior, market segmentation, psychograpid geographic approaches, and
all this call for effective communication. The adisers need a proper knowledge of
consumer attitude, perceptions, personal influearak the way in which they react to a
particular advertisement. Communication plays ani@ant role in advertising. It is
focuses on the process by which message are trastsfeom the communication mix

and effects to achieve marketing objectives.

2.2 Concept of Promotion
Promotion is the element in an organization's mimgemix that serves to informs,
persuade and remind the market of the organizadimh for its products. Basically,
promotion is an attempt to influence. Whether dipalar promotion activity is designed
to inform, persuade or remind the ultimate objexis/to influence the recipients felling,
beliefs or p table, it is essential. One of theilaite of the free society is the right to

communication as a tool of influence (Belch andcBeP004:661).

Promotion is the most visible as well as the modtuce bound of the firm’s marketing
functions. Marketing includes the whole collectioh activities the firm performs in
relating to its market, but in other function oetfirm quieter, more possible may with
the promotional functions, however, the firm isnsli;ag up and speaking out wanting to
be seen and heard (Belch and Belch, 2004:661).
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2.3 Definition of advertizing

An advertizing is an announcement to the publi@a @roduct service or idea through a
medium to which the public has access the media Ineagrint (such as news papers,
posters, banners, and headings) electronic (reeleyision, video, cable, phone) or other.
An advertizing is usually paid for by an advertisey rates fixed or negotiated with
media. The word advertising comes from or derivedhfLatin word advert which means
to turn round (the mind) broadly speaking advergdiurn the attention of the public to a
commodity or service and in sense it might be dalis attention (Pride and others,
1998:404).

Advertizing uses a numbers of mediums to reacheisam classify this mediums as the
traditional mass media include TV, Radio, News Paptgazines and bill boards and
other mass media and Video cassettes. The AmentaRketing association, Chicago
also, defines advertizing as “any paid form of mpamsonal presentation of ideas, foods
and services by an identified sponsor”. Advertismgs been considered as the most
effective method of promotion, for it creates dedsrstimulate sales and reach customer
quickly and effectively advertising is mass comneation, while the other media of
promotion are individual communication or face &od communication personal selling
involves carrying the message of product to consuthe product sales promotion,
include the techniques to motivate free items atlteroincentive prices advertizing
carries only the message and create demand. hesube inner part of the desires by the

sponsor. But advertizing is paid communication (&li2004:60).

2.4 Objective of Advertizing
According to Kumar and Mittal (2002:4) the basigealive of advertizing of a concern is
to increase its sales volume and profits. Howetregse can be achieved by adopting a
variety of strategies, we were mentioning here sarheprincipal objectives of an
effective advertising campaign to increase the galleme by multiplying product uses or
increasing the unit of purchases.
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To support the existing sales force of the orgdinan order to make the job sales
personal less difficult and more efficient.

To facilitate launching a new product or a new branthe market.

To get more access to such customers who are offeemvaccessible on account of
topographic or transportation barriers.

To enter a new market segment which are literatatapped

To better the dealer relation in order to augmleatimdirect distribution

To augment the industries sales for the bettermiethte entire society.

To eradicate the wrong consumer notation whiclo#lrerwise based on the minds of
the customer

To build up good was by why non commercial advertient without a profit motive.
Finally, to build up an effective brand performaraea particular product or service.

Again, these advertising objectives can be classifis to whether their aim is to inform,

or persuade or remind.

1.

Informative advertising:-appears at the initialgets of a particular product category
where the principal objective is to develop therany demand of the customers.
Persuasive advertizing:- aims to build selectivenaled for a particular product and
generally is applicable at the competitive stage.

Comparison advertising: some of these perspectdwertizing can be put in to
established the superiority of one brand througicoste evaluation with one or more
other brands in the product line. This has beeripally used in case of such
products as toothpaste, automobiles and fast cgdkds.

Reminder advertizing: is other type, which assistsconsumers to recollect the
messages, ideas, and etc. of particular product.

Reinforcement advertizing: This intends to assugahe current purchasers that they
have often for the right product (Kumar and Mit2002:4).

2.5 Nature of advertizing

Advertizing is a process which gives informationthe public about the product. It's an

element of the marketing mix and part of promotativities. It is mass communicating

of message bearing on goods and services. It id pablicity sponsored by the



advertiser. It is persuasive, controlled, identifeiathe targeted audience (kumer and
Mittal, 2002:5).

2.6 Element of marketing mix

26.1

According to kumer and Mittal (2002:5) advertiziregan important component of the
marketing mix. It is a sort of marketing promotioBut many people consider as
synonymous with marketing. Price, product promo@ma physical distribution are four
main elements in marketing. Advertising is part tbé promotion mix which is a
signification part of the promotion mix which is gignificant tool of marketing

management.

Promotion mix

Advertizing is an essential element of promotiamét. Personal selling, sales promotion,
publicity and advertizing has been considered as iiost effective method for
promotion, to create demand, stimulates sales, readhes customers quickly and

effectively.

2.6.2 Mass communication.

2.6.3

264

Mass communication is the basic purpose of adwegiat informs not one person but a
group of person who may be expected to purchasartiebe. The mass communication
media such as radio, television, newspaper, bitthoand magazines etc.. are for
advertizing purpose. Print media has been adoptednany countries for mass
communication. Electronic devices are now becomimgre popular for advertizing
purpose. Television has been one of most usefliodstadvertizing purposes.

M essage

An advertisement carries a message, which motiatdsnspires customers to purpose a
particular of the goods and service advertised. \Idiee and sight combine together
make the message very effective. Color plays aritapt role in carrying the messages
and very effective.

Paid

Advertizing activity is undertake by some advertgagencies, which charge the price of

advertizing some advertizing may be done on theslidgpersonal agreements, but here,
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too, payment is made through indirectly. In otr@nfs of promotion, languages, etc. are

sold by advertizing agencies.

2.6.5 Sponsor
An advertisement is sponsored by some identifiacgdider, disclosing ideas, messages
and information.

2.6.6 Persuasive
The advertizing message is persuasive and infovmanough to motivate potential
customers. It is only when it is persuasive anétore that it would increase sales. The
advertisers provide and creative that would increaales. The advertiser provides
information to the prospect that is to purchaseduoisds and services. This is the most
efficient means of reaching people.

2.6.7 Controlled
The time, message and direction of advertizingcardgrolled to make them effective and
purposive. The selection of the medium, messagetiamelis carefully done to achieve
the most economically results. The controlled eleindistinguishes an advertisement
from publicity because, in the letter case, thetrmdled technique is not adopted, but in
the former case, the control function is a vitatessity.

2.6.8 ldentifiable
Advertizing is identifiable form the sponsors poaitview as well as from the audience
point of view. The message and presentation shbeldecognized by receivers or

customers.

2.6.9 Target group
Advertising aims at the target group. Althoughaed not distinguish between target and
non target group, it is designed to influence theydt group. The desire, purchasing
power, status, entertainment elements and atteasss to suit the target group are

considered while framing an advertisement (kumelriital, 2002:5).

2.7 Role of Advertizing
Advertizing is part of the total marketing mix inéince the sales of the product as do the

other variables of the mix. Together with producbmand, price, channel of distribution,
11



and personal selling advertising attempt to rehetrharketing objectives. When firms
introduce a prestige product with premium priceyeatising should reinforce the idea of
the high quality and prestige of the product byagding it with prestigious people place
and event (Chanwallan and others, 2004:20).
According to Wasiam shurts and Mackay (2002:56)rétative important of advertizing
as a promotion mix is detrained by the circumstatask economic and reach and
rashness advertizing is more likely to be usetiénfollowing circumstance.

* When there are many customers widely scattered fow cost product.

* When the distribution channel is long and complex

* The opinion of many people is required in buyingisien

* The potential customers are not easily to iderdifg advertizing can be used to

‘flush them out’

Advertizing is good particularly at affecting somséages in the selling process for
example arousing initial interest creating brandam@mess. It is less good at other
(example making specific proposal closing sale)ewatlvertizing is the beat means of
communicating depends what is being communicatiod & whom it has been
communicating. Some product can easily explaiméshort time on radio, TV, or in the
limited space of a press or in the time that agrasite next to the road is viewed other
need discussion or specifically designed to fit¢bstomer requirements economically it
is all it enables more people to be given the rigessage more effectively in any other
way (Wasiam Shurst and Mackay, 2002:57).

2.8 Advantage and disadvantage of Advertising
According to George E. Belch & Michael A. Belch (®0244) academicians have
identified several advantages and disadvantagesiwértising exhaustive enumeration
way claim much time and space and it's beyond aupgse. Thus for the sake of
understanding only some of the important ones ifiesit
» Since the company plays for the advertizing sp&a@an control what it wants to say,

when it wants to say and to same extent to whonmbgsage is sent.

12



» Advertising can also be referred to as a cost #g¥feenethod for communicating with
large audiences and cost per contact is often dmitecompared to other model of
promotion.

» Advertizing is also used to create image and symlappeal for products and service
a capability that is very important to companiest ire selling products and services
that are very difficult to different.

» Advertizing has the capacity to create responsenvdtieer element of the marketing
program has not been successful. Though importashtbanefit to firm, advertising
also has some disadvantages they are startedlewdolThe cost of producing the
placing advertizing can be very high due to thewgng, needs of business to
introduce their offering the advertising media suh TV and Radio have very
expensive and is increasing rapidly.

* The lack of direct feedback of most advertizin@lso disadvantage as this make it
difficult for the advertiser to determine have wbik message it received and whether
is effective.

* The last but not the least short coming or adviegim this particular study material
is its credibility and the case with which it ca@ ignored advertising is often treated
with suspicion by consumers many of whom perceivasibased and intentionally
made to convince them consumer are not skeptioakdnds the advertizing message

but also to process selectively only those adsateabf interest and relevant of them.

2.9 Advertizing asatool of Communication.

Advertizing is the most visible marketing tool whiseeks to transmit an effective
message from the marketer to a group of individuBie marketer plays for sponsoring
the advertizing activity. Advertizing unlike saleanship which interacted with a buyer
face to face is non- personal. It is directed atass audience and not at an individual as
in personal selling. Though marketers use advagjzbasically it is a communication
process here the advertizing is the source whaeitnarthe message which passes through
an appropriate medium like press, TV, Radio, or aaages. The message is decoded
meaningfully. It is ultimately receive by the targrudience for whom the product or
service. In the sense advertizing is not ordinagmmunication but marketing

communication since it is received by a longer nendf people, though the mass media

13



it is called mass communication. Advertizing aintsdeawing attention to a product it
seek to create awareness about the existence drtzed product. It passes on
information about the product in such a way thaénest is created in the mind of the
prospective consumer about the product. Then tiseee growing desire to posses the
product there are convincing argument in favomefproduct all this leads us to a buying
inclination (Chunawall and others, 1993:3).

2.9.1 The Communication Process

According to Chunawalla and others (1993:5) in mgkcommunication there is a
transmission of message from a sender to the mceiVhe end result of the
communication process is the understanding of aagesis transmitted through media or
certain channels. The response to the messagevenkiby receiving the feedback from
the recipient its purpose creation of an appropriasponse or understanding when the
message is distorted by ‘noise’ elements. The sendbe source of the message it puts
the message in symbolic from say a letter or athregt copy. It is called encoding the
message is carried by the media say postal deparohdV or Newspaper the message
is received by receiver by the receiver who shaalgbarticular response which is
communicated back to the sender. The message mrmhplish the task in order to be
effective.

i. It must gain the attention of the receiver

ii. It must be understood

iii. It must be stimulate the needs of the receiversamest appropriate method to

strategy these needs.

Sender must be aware of the receiver or audiemegsvtant to reach and the response
they want. They must be skillful taking in to acnbhiow the receiver or the audience is
going decode the message, the sender must knovath to understand the message
through efficient media the reach the audience.résponse of the audience is known by
developing the feedback channels. In process, noisg distort the effectiveness of
communication, noise include poor message planbnisy audience members or carless
feedback or response (Chunawalla and others, 1p93:5

2.9.2 Marketing Communication
14



The America marketing association define marketasgthe process of planning and
exciting the conception, pricing, promotion andtmition of idea, goods, service to
create exchange the satisfy individual and orgaioizaobjective. The planning process
involved in marketing is based on the marketingeotiyes set themselves are derived
from the overall organizational objective. All othectivities to be carrier on in relation to
marketing for instance product development andrgibave their goal derived from the
marketing calls for more than developing a goodipot, pricing it attractively in making

it accessible to target customers most firm trgdonmunication with their present and
potential customers relatives, suppliers otheredtalders and general public therefore,
they must also have clearly define specific andsuesble objectives in developing their
communication program the communication objectikefers to what the firm seek to
accomplish with its promotional program and oftea stated in the nature of message to
be communication on what is to be in terms of comicating effects. It is thus the basis
the development of the overall promotional stratagygl was also guide the development

of objectives of the promotional mix areas (Kottelk985:625).

2.10 Advertizing Media
Media is nothing but it is a medium or a channetamrying the message for the intended
audience the media of advertizing is selected lonsgr or the company. Each media of
advertisement offers after due consideration of plagential market costs expected
benefit and availability of the media that muchhmitur preference. Media selection is
not an easy task it needs to consider the bagiiffef situations effective and efficient
media selection gives the company a strong completilvantage owner its competitors
(Koter, 1985:625).
According to Mishra (2004:63) a large number ofextiging media, with their respective
advantage, disadvantage, costs and benefits aitaldea The selection of medium
should be made on the basis of the types of custotade approached, and the capacity
of organization to bear the cost. The print medisch as newspaper, magazines, and
posters have been the traditional media of adwegtisThe radio and television have
become the common media of advertisement in rgasrs; but their costs are very high

and cannot be borne by small firms.
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2.11 Television Advertising

It has often been said that television is the idedertising medium. Its ability to
combine visual image, sound, motion and color prisséhe advertiser with the
opportunities to develop the most creative and inatye appeals of any medium
(Belch, 2004:35).

According to Belch & Belch (2004:304) televisionoprdes many opportunities for
creativity in advertising design, visual image awdinds can be incorporated together to
gain the attention of viewers as well as to persuthgm. Goods and services can be
demonstrated on television in manner not possibfint or using radios great appeal for
companies vending good and services with more getaget markets. Moreover, Clow
(2004:227) stated that, television is an excelleatium to reach members of the buying

center when they are not preoccupied with otheinless concern.

2.12 Major types of advertizing media
According to Kotler (199:588) the media planner tm&now the capacity of the major
media types i.e. broadcast media and print detivemessage to the target audience. The
major advertising media are discussed as follow:
Television
This is an extremely creative and flexible mediurhick combine sight, sound and
motion appearing to the since high attention redtie. major limitation is high absolute
case high feeding exposures less audience setgctivi
Radio
Radio is a personal medium that take advantagésahany station and formats direct
advertizing to extremely well define audience segintbat medium can be heard in the
home at ware in the can and during ensure acsvttie advantage of this media mass
high demographic selectively low cost. Limitatios audio presentation only lower
attention that television non stand or size ratgcsiire feeling exposures.
Newspaper
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This type of media has flexibility time line gooachl market coverage road acceptance,
high believability. The major disadvantage of thedm is short life poor reproduction

guality small ‘pass long’ audience.

Direct mail

Include all form of advertizing sent directly toogpects through the mail. It involves
audience selectivity flexibility. It is also chatadzed by no competition within the same
medium personalization the main advantage of théiumeit is highly costly.

M agazines

It is a printed page which provides a unique, fximedium for advertizing creative
magazines offer district advantages they includgh hgeographic and demographic
selectivity credibility and prestige high qualitgproduction long life goods pass a long
reared ship. The disadvantage include long adwegtipurchase load time some vast
circulation no guarantee of position.

Out door

Outdoor advertizing offer lower case per messadweated other advantage are it is
highly flexible, high repeat exposures and its albaracterized by low completion the
advantages include limited audience selectivelgtore limitation.

Y ellow pages

Using yellow pages always excellent local coveraigh believably wide reach the other
advantage is low cost, the disadvantages includgsdompletion.

Broachers

They are flexible they allow full control they cadramatize messages their
disadvantages in over production could lead toaway cost.

Telephone

Using telephone advertizing is not that much applieeir major advantage is many users
opportunity to give personal touch they are charamtd by high cost unless volunteers
are used.

Internet

It is a medium of vast potential by very few congsahave been able to successfully
adopt the technology to a political or profitab#des tool. The advantages of internet are

high selectively interactive possibility and relally low cost it is also characterized
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some disadvantage which includes relatively newianedth a low number of users in

some countries

2.13 Advertizing M essage
According to Kotler (199:581) advertisers go thoughr steps to develop a creative
strategy message generation, message evaluatiogetgution, message execution and

responsibility review.

Clearly marketing and promotion objectives arehat lieart of message generation if the
prime objectives are to generate awareness, thennbssage must offer clear
information to alert the audience to what is onenfflf the objective is to stimulate
enquires than the focus would need not to be onimgothe customer through action
making sure that the response mechanism is cleheasy to use there also needs to be
consistency between the product position desiredl thie content and style of the
advertisement (Frances and Stephen, 2003:611).

According to Anderson (2000:350) the heart of atisiag is transmitting ideas. The
secret of doing advertising is to offer solution pooblems. This can be done by
understanding consumer’s needs. An effective mesdags not describe the product in
great detail; instead, it convinces buyers thatpraduct will satisfy needs. Therefore,
choosing the right message is a key task. Moreokamar and mittal (2002:5)

emphasizes that an advertisement carries a messdmeh) motivates and inspires
customers to purchase a particular of the goodsearnces advertised.

To gain and hold attention, advertising messaget nigs better planned, more
imaginative, and more rewarding to customers. Thepgse of advertising is to get
consumers to think about or react to the producbanpany in a certain way. In this way
people will react only if they believe that theylivaenefit from doing so. For this reason,
the first step in creating effective advertisingssege is to a plan message strategy to

decide what several message will be communicatedrnisumers (Kotler, 2006:460).
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2.14 Create awar eness of advertising

The ability to generate fresh, unique, and appabdprideas that can be used as solutions
to communications problems. To be appropriate dfetteve, a creative idea must be
relevant to the target audience. May advertisingt tis creative and different yet
communicates relevant information to the targetienme. The agency views a creative
core or message as one that is built around aiweeabre or power idea and uses
excellent design and execution to communicate mébion that interest the target
audience (George E. Belch & Michael A. Belch, 2@43.).

2.14.1 Creative personnel

The image of the shows is often one of a freewhgefreethinking, eccentric personnel
is often in non business areas such as art, literamusic, humanities, or journalism, so
their interests and perspectives tends to diffemfthose of managers with a business
education or background. Creative people tend tonbee abstract and less structured,
organized, or conventional in their approach tor@bjem, relying on institution more
often than logic. Most agencies thrive on creatiiog,it is the major component in the
product they produce. Thus, they must create anir@mment that fosters the
development of creative thinking and creative afilsieg; clients must also understand
the differences between the perspective of thetigeegpersonnel and marketing and
product managers. While the client has ultimate@gy of the advertising, the opinions
of creative special lists must be respected wheverdding idea and content are
evaluated (George E. Belch & Michael A. Belch, 2Q33).

2.14.2 The creative process
Some advertising people say creativity in advergjsis best viewed as a process and
creative success it most likely when some organgmatoach is followed. This does not
mean there is an infallible blue print to followdceate effectives advertising; as we saw

earlier, many adverting people reject attemptddadardizes creativity or develop rules.
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However, most do follow a process when developiteetising. Model of the creative
process are valuable to those working in creatre@ af advertising, since they offer an
organized way to approach an advertising problerapdtation or gathering of back
ground information is the first step in the creatppocess. The advertising and agency
start by developing a thorough understanding ofptioeluct or service, the target market,
and the competition. They also focus on the roleadVerting in the marketing and
promotional program (George E. Belch & Michael Aerigh, 2003:244).

2.15 Setting the advertising budget
According to Kumar and Mittal (2002:173) Pointed aalvertising budget is a plan or
expenditure to be incurred on the advertising cagmpaAdvertising budget is a function
budget setting goals and objectives in terms afnme and expenditure on on advertising
during a specific period. The expenditure may betrtige present expense as well as for

the future expenditure.

In addition to these according to Kotler and Armosg (2005:456) as they stated after
determining advertising objective, the company nset its advertising budget often
depends on its stage in the product life cycle nleege advertising budget to build
awareness and to gain consumer trial. In contraature brand usually require lower

budget as a ratio to sells market share also irsgaetamount advertising needed.

2.16 Evaluation the advertising effectives

Finally advertisement program is to evaluate thevedsing effectiveness .The

advertising program should evaluate both the comeatinn effects and the sales effects
of advertising regularly. Measuring the communmwateffects of an advertising referred
to as a copy tasting that tells whether the adsiagiis communicating well. Copy testing
can be done before or after advertising is prirgedroad cast (Kotler & Amestrong,

2006:467).

Before the advertising is placed, the advertiser sfaow it to consumers, ask how they
like it, and measure message recall or attitudenghdaresulting from it. After the

advertising is run, the advertiser can measure tihmvadvertising affected consumers
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recall or product awareness, knowledge, and pmederdMichael J. Etzel & others,
2005:548).

Regarding measuring the sales effects of advegtifiere are often harder to measure
than the communication effects. Sales are affebtedhany factors besides advertising

such as product features, price and availabilitytigé & Armestrong, 2006:467).

Comparing past sales with past advertising costsbeaone way to measure the sales
effects of advertising conducting experimentssbadaid to be another way in this regard.
For example a company can evaluate the effectsiwdrasing on sales in three market

area, but was vary the advertising costs diffefenteach market area. Then it was
compare the difference in the sales volume cangtbee, be related to the advertising

level. Although the above stated experiment ancerothore complex experiment are

available to the marketers, measuring, advertigffgctiveness, remains a difficult task.

However inspire of this marketers are trying andsity to evaluate the effectiveness of
advertising (Kotler & Armestrong, 2006:467).
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CHAPTER THREE

DATA PRESENTATION, ANALYSISAND INTERPRETATION

This chapter deals with the presentation, analysd interpretation of the data gathered
from both customers as well as from the marketimgager of Snap Computer PLC. The
data were obtained through questionnaire and iile@rvl he questioners were distributed
to customers of Snap Computer PLC and the interwag held with marketing manager

of the company.

Among the customer of Snap Computer PLC, 150 (thenmym sample size that took
for Advertising, Malhotra, 2007.339) were takersample respondents. Thus 150 copies
of questionnaire containing both open and closeémpliestion were distributed to Snap
Computer PLC customers, and out of the total 158stionnaire distributed 140 were
filed and returned. This means out of the totak dmundred fifty questionnaires

distributed the rate of return is around 93.33 petc

3.1 General Characteristics of the Respondents
Table 1 Personal Information

No. Description No. per centage

1 | Sex

a) Male 85 60.7 %

b) Female 55 39.3 %

Total 140 100 %
2 | Age

a) 18-30 50 35.6 %

b) 31-40 54 38.6 %

c) 41-50 18 12.9 %

d) 51 and above 18 129 %
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Total 140 100 %

3 | Educational background

a) Under 12 grade 13 9.3%
b) 12" complete 24 17.1 %
c) Certificate 30 21.4 %
d) Diploma 38 27.1 %
e) Degree 30 21.4 %
f) Above degree 5 3.6 %
Total 140 100 %
4 Occupation
a) Government employee 56 40.0 %
b) Private company employee 63 45.0 %
c) Business person 17 12.1%
d) Others 4 29%
Total 140 100 %

As it is shown in the above table No. 1 the pgytat respondents are characterized
based on their Sex, Age, Educational backgroundoandpation. Accordingly, out of the
140 of the respondents 85(60.7%) of the respondamtsmales while the remaining
55(39.3%) of respondents are females. This imptlet males are the dominant
respondents than females in the company. The aggibdtion is also another
characteristics of the respondents that 50(35.604h@ age ranges from 18-30 years,
54(38.6%) of the respondents are between the ag#03ihile age range of the
respondents from 41-50 are 18 in number which i9%?2of the total respondent lies in
this age group and 18(12.9%) of the respondentsilaoee 51 years. This indicates that
74.2% of the respondents are under the age of &dyewl the remaining 25.8% of the
respondents are above the age of 41 years. Theréfier majority of the respondents are

under 40 years of age and they are the youngeoroess.

Concerning to the educational background 38(27.@%che respondents are diploma
holders, 30(21.4%) of the respondents are degrigeisp 30(21.4%) of the respondents
are certificate, 24(17.1%) of the respondents atational back ground is fZomplete,
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while 13(9.3%) of participant respondents are unti2f grade and the remaining
5(3.6%) are above degree. This implies that theorntgjof the respondents are above

certificate holder and they are more of educatetiocoers.

Work occupation of the participants has also ws @alue indicator in the characteristics
of the respondents. Based on this out of the fiet@lrespondents 56(40.0%) of them are
government employees, while 63(45.0%) of employees working in private
companies, 17(12.1%) of respondents are businesenseand the rest 4(2.9%) are other
in activities. This implies that private employeesspondents have taken the major ratio

in using the products of Snap Computer PLC.

3.2. Analysis of the major findings
Table 2 Source of information about the company

No. Description No. per centage

1 From what source of media you obtained

information about the company?

a) Television 52 37.1 %
b) Radio 45 32.1%
c) News paper 37 26.4 %
d) If any please specify 6 4.3 %
Total 140 100 %
2 Which type of advertisement does the

company using frequently?

a) Television 53 37.9%
b) Radio 34 24.3 %
c) News paper 35 25.0 %
d) Broshers 12 8.6 %
e) All 6 4.3 %
Total 140 100 %
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As indicated in the above table 2 item No. 1 thet@mer has obtained information about
the company products from different sources. Basmedthis out of the total 140
respondents 52(37.1%) of them are from televis#&{32.1%) of them are from Radio
and 37(26.4%) of them are from news paper. The6(@s8%) of them are from different
source of information like from friends, family, lEague and through word of mouth.
Therefore, the majority of the respondents are exfjthat the information about the

company obtained from television.

As indicated in the above table 2 item 2 the comgphaas different means of
advertisement to promote its products. Based o dbi of the total 140 respondents
53(37.9%) of them agree with television as a mawmitiant advertising tool in the
company while 34(24.3%) agree radio with radio,2550%) are agree with newspaper.
The remaining 12(8.6%) agree with broshers and36¢}.agree with all means of
advertising tools implemented in the company. Timglies that television advertisement

is frequently using by the company.

Table 3 Advertising strategy of the company

No. Description No. per centage

1 | What do you think about the media
selection status of the company?

a) Very effective 14 10.0 %
b) Effective 37 26.4 %
c) Medium 70 50.0 %
d) ineffective 19 13.6 %

Total 140 100 %

2 | To what extent the message of advertising

are attractive?

a) Very high 14 10.0 %
b) High 26 18.6 %
c) Medium 61 43.6 %
d) Low 31 22.1%
e) Very low 8 5.7%
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Total 140 100 %

3 | How do you evaluate the advertising

activity of the company?

a) Very good 12 8.6 %
b) Good 32 22.9 %
c) Medium 63 45.0 %
d) Poor 31 22.1%
e) Very poor 2 1.4 %
Total 140 100 %

4 | How do you evaluate the convenience of|the
advertising time of the company?

a) Very good 12 8.6 %
b) Good 26 18.6 %
c) Medium 56 40.0 %
d) Poor 42 30.0 %
e) Very poor 4 29%
Total 140 100 %

According to the above table 3 the student researtdkes different measurements to
evaluate the effectiveness of advertising strategythe company. Based on this,
concerning the first strategy, which is media s@d@c14(10.0%) of respondents agree in
the level of very effective, 37(26.4%) of them agvath the idea that the stated company
is in its effective level of selection of the medizat address all the target groups,
70(50.0%) of respondents agree with medium levelnwdia selection. The rest
19(13.6%) however, come with the respondents tieabtganization is still ineffective in
selecting the advertising media which is inapprterio its customers. In addition to this
the marketing manager of the company said the idecisn media selection of the
company is a common problem that is seen in mampeanies created by the problem of
finding the most effective media to deliver the itk message to the target audinc
This indicates that the company media selectiorattwertising of its product still has a
problem that needs an improvement on its mediaetecriteria.
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The other strategy is that the attractiveness ofediding message. Regarding this
concept, out of the total respondents 14(10.0%¢esywith the idea that the attractive
level of the message that flow in the advertisihthe company is on the very high level
of attractive and 26(18.6%) of the other resporslagree that the message that flow in
the advertising is high attractiveness and 62(43.6P4he respondents was agreed that
the medium attractive of the message and the 1€2P31%) and 8(5.7%) respondents are
agreed that the message attractive is low andleeryespectively. This implies that the
attractiveness of advertising message and notg&naugh to attract the customer.

Advertising activity is the other factor that megesuthe effectiveness of advertising
practice of the company. Based on this out of ttal 140 respondents 12(8.6%) of the
respondent are evaluated as very good, 32(22.9%hefrespondents are evaluated
advertising activity as good, the majority of tespondents 63(45.0%) are agree that the
company advertising activity is evaluate in medilavel and the rest 31(22.1%) and
2(1.4%) respondents agree that the company adugrteactivity is low and very low
respectively. According to the analysis the compaahyertising activity is medium level,

it indicated that the company advertising activgtyot in a good condition.

Apart from this the convenience of the advertisimge is a common aspect of
measurement in most companies. Based on this 22J86t of the total participated
respondents believe that the convenience of thertising time of the company is in a
very good level, 26(18.6%) of the respondents @yeethat the advertising time is
convenient and good level, 56(40.0%) of the respats] on the other hand, agreed that
advertising time is convenience at medium level #re rest 42(30.0%) and 4(2.9%)
replied as the advertising time of the companyadsrmand very poor respectively. This
implies that the company advertising time is good aonvenience to the customer, but
this is not enough to convenient to all customerabee the majority of the respondents
are responded at a medium this indicates thatah®pany is select the advertising time

at the convenience of all customers.
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Table4 The influence of advertising on the buying deagisid customers

No. Description No. per centage

1 To what extent the advertising of the

company influence you to purchase |its

products? 12 8.6 %
a) Very good 24 17.1%
b) Good 55 39.3%
c) Medium 40 28.6 %
d) Poor 9 6.4 %

e) Very poor

Total 140 100 %

According to the above table 4 the respondentsessptheir experience regarding to the
influence of the advertisement. Out of the totapmndents 55(39.3%) of the respondent
agreed that the company advertisement was infleetioepurchase the products as
medium effect, while 12(8.6%) and 24(17.1%) of thagneed that they are very good
and good to be influenced respectively by the athement to purchase the products. On
the other hand, 40(28.6%) and 9(6.4%) of the redpois are responded poor and very
poor respectively. This implies that advertisingaisveak activity that is not influenced
the customers.

Table 5 The perception of advertising efficiency of themgany

No. | Description No. per centage

1 What is your perception on the advertising

of the company?

a) Very good 15 10.7 %
b) Good 29 20.7 %
c) Medium 56 40.0 %
d) Poor 33 23.6 %
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e) Very poor 7 5.0%
Total 140 100 %

2 What do you think about the main factors

that affect your perception about the

advertizing of the company

a) Poor choice of media 40 28.6 %
b) Repetition of similar messages 47 33.6 %
c) Repetition of the same advertisers| 37 26.4 %
d) Others please specify 16 114 %
Total 140 100 %

To understand how a consumer perceives an advadigeas to whether it is effective or
not is important to the company. Information insthegards will help the company to
adjust and correct its advertising practice. Tdblégem no. 1 shows the perception of
customers on the efficiency of the advertisingnaf tompany. 56(40.0%) of the total 140
respondents perceive the advertising efficiencythef company at a medium level.
29(20.7%) of the respondents were expressed thmiception on the advertising
efficiency as good, 15(10.7%) of the respondents agreed with the perception of
company products advertising as very good. On therdhand the remaining 33(23.6%)
and 7(5.0%) of the respondents were the negativareission about the company
advertising perception that as poor and very pespectively. Although the advertising
efficiency of the company is perceived as mediunelleit indicates that the company

advertisement is needed an improvement of its idesv

According to the above table number 5 item no. & plarticipant respondents have
disclosed their idea on the main factors that affieeir perception about the advertising
efficiency of the company. Based on this regardm¢he first factor i.e. poor choice of

media 40(28.6%) of the respondent agree with tka ttlat poor choice of media is the
dominant factor that influence their perceptiontbe advertising efficiency. Regarding

the second factor which is repetition of similar sseges 47(33.6%) of the total

respondent agree that this factor has greatlyenfted their perception on the advertising
efficiency of the company.
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The third influential factor is repetition of saradvertisers 37(26.4%) of the respondents
agree with the idea that repetition of the sameedtber’s influential factors in their
perception. The remaining respondents respondttieat perception on the advertising
efficiency of the company is influenced by factather than the stated ones. These
represent that 16(11.4%) of the total respondehé dnalysis shows that the different
factors that affect the perception of customertenadvertisers being the efficiency of the

company of which repetition of similar message fehe dominant.

Table 6 Seasons of advertising

No. | Description No. per centage

1 In  which seasons does the company

advertisement dominate?

a) Holyday 35 25.0%
b) Festive periods 32 22.9%
c) Working days 63 45.0 %
d) Others 10 7.1 %
Total 140 100 %

According to the above table 6 the respondents haked about the seasons when the
company advertises activities. Based on this ouheftotal 140 respondents 63(45.0%)
of them agreed with the idea that the company ddeerts product mostly during

working days. On the other hand 35(25.0%) of th&poadents agreed the company

advertisement its product doing holyday.

On the other hand 32(22.9%) of the respondentsedgieat the company advertise its
product s during festive periods. There are al§@.190) respondents who agreed that the
company advertises its products in other time thtted one. This implies that the

advertising season of the company are working dagsholydays dominantly.
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Table7 The message clearness and reaches to customer.

No. | Description No. per centage

1 The advertizing message reaches all |the

potential customers

a) Strongly agree 16 114 %
b) Agree 32 22.9%
c) Indifferent 26 18.6 %
d) Disagree 64 45.7 %
e) Strongly disagree 2 1.4%
Total 140 100 %
2 The company message is clear
a) Strongly agree 16 11.4%
b) Agree 43 30.7 %
c) Indifferent 21 15.0%
d) Disagree 58 41.4 %
e) Strongly disagree 2 1.4%
Total 140 100 %

Based on the above table 7 item no.1 the resposideve expressed their idea on the
outreach capacity of advertising message to patlerustomers. In this regards out of the
total 140 respondent 26(18.6%) of them are indéfiemwith the idea that the advertising
message of the company address for all its custamd 16(11.4%) and 32(22.9%) of
the respondents are strongly agree and agree tesbecwith the idea that the

advertising message of the company address fopahential customers. On the other
hand 64(45.7%) and 2(1.4%) disagree and strongiggdee respectively with the idea
that the advertising message of the company adtivesdl the potential customers. This
implies that as the majority of the respondentsadree with the effective out reach
capacity of the company advertising message. Toexrethe company is transmitted the

advertising by mass media to reach the overalboosts.
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According to table 7 item no.2 the participant mggents are responded their idea on the
clarity of the message. Based on this 43(30.7%) 16{d1.4%) of the respondents are
agree and strongly agree of the company messagmeks respectively, 21(15.0%) of
them are indifference, 58(41.4%) and 2(1.4%) disagand strongly disagree of the
company message cleanness respectively. This isnihleg the company message is not

clear and needs an improvement of message foyesslerstanding by its customers.

Table 8 Creativeness of the company advertisement

No. | Description No. per centage
1 Do you think that the company is creative in
its advertisement?
a) Yes 75 53.6 %
b) No 65 46.4 %
Total 140 100 %

2 Advertisement of Snap Computer PLC

create awareness to customers

a) Strongly agree 12 8.6 %
b) Agree 22 15.7 %
c) Indifferent 46 32.9%
d) Disagree 58 41.4 %
e) Strongly disagree 2 1.4 %
Total 140 100 %

According to the above table 8 item no. 1 for theativeness of the company
advertisement 75(53.6%) of the respondents areonelgal “Yes” and agree with the
creativity of the company advertisement. On theottand 65(46.4%) of the respondents
are responded “No” the creative advertising. Thiplies that the company advertising is
a good condition in creative the advertising messagt still not enough to create the

advertising message.
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Based on the above table 8 item no. 2 12(8.6%hefrespondents responded for the
company advertisement creates awareness to theonuarst, 22(15.7%) of the
respondents agreed for the company advertisemeatesr awareness to the customer,
58(41.4%) of them are disagreed respond for thepamy advertisement to create
awareness for its customers, 2(1.4%) of the resggmundare strongly disagree with the
idea for the company advertisement create awaretmssustomers and the rest
46(32.9%) of the respondents are indifferent. Timslicates that the company
advertisement is not strong enough to create awasdao its customers.

Table 9 The strong company information is enough to persuatomers.

No. | Description No. per centage
1 The information that is forwarded by the
company is strong enough to persuade
customers.
a) Strongly agree 12 8.6 %
b) Agree 27 19.3 %
c) Indifferent 43 30.7 %
d) Disagree 53 37.9 %
e) Strongly disagree 5 3.6 %
Total 140 100 %

According to the above table 9 12(8.6%) of respatgl@re strongly agreed with the
company information or message is enough to peestiacustomers, 27(19.3%) of the
respondents are agreed, 43(30.7%) of the respadentindifference, 53(37.9%) of the
respondents are disagreed and 5(3.6%) of the rdepbmesponded strongly disagreed
that the company information is not enough to padsuthe customers. This implies that
the company is needed to focus on the informata forwarded to the customers very
efficiently and should make the information’s pofuéenough to capture the mind of the

customers.
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3.3 Response of the interview

The following section will focus on the studenteascher’s interview with the marketing
manager of Snap computer PLC.

The company performs its marketing activity in nednkg department which is organized
with the main objective of advertising media, mgsstype, deciding advertising budget

in collaboration with management and effectiveness.

During the interview, the interviewer said aboukithadvertising objective, “The
objective that our company uses remained advegtiddecause of our customers are
knows that our company products are original arghdrproducts. There is a lot of
consideration that we are going to take developedibing strategy, the advertising
message, selecting media, identify target customéas is supposed to be addressed,
frequency of the advertising to be transferred, smme of the major considerations the

company is taking in account”

For question related to customer perception ancréiding effectiveness the manager
said that, “the customer’s response about our &direy is good because our customers
are well known about our product HP computer witlaldy computer. This indicate that
our advertisement is well addressed our targeboust and the perception is very well”.
As the interview continues with the marketing masragf Snap Computer PLC, the
interviewer said that our company products are eédlde customer technical knowledge
about the ICT products, so we are advertising oadycts at the time of working days
and festive period. We are not advertising our potgl repeatedly may advertise our
products one time per month, because of we areviakmained advertising strategy.

During the interview conducted with the marketingnmager of the company, the budget
amount in collaboration with the management. Theketang department will analyzed

and study the budget need in relation to the comphiective and stated the amount of
budget needed in relation to the company’s objedivd the amount of budget needed on

affordable method in order to minimize their cost.
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CHAPTER FOUR

SUMMARY, CONCLUSION AND RECOMENDATION

4.1 Summary of the major findings.

» According to the study, majority of the respondef®® or 37.1%) replied that the
information obtained from television. This impligst the company using advertising
practice on television media.

* The study indicate that, majority of the respondg®3 or 37.9%) replied that the
company is frequently uses television Advertisiligs implies that television is the
selective media by the company.

* The study indicates that 70 or 50.0% of respondagtee with medium level of
media selection. This indicates that the compangiangelection is good condition.

* The study indicate that, the majority of the rextents (61or 43.6%) replied that the
advertising message attractiveness at medium l@ves implies that the message
attractively is not enough and need improve thesangs attractive.

» The study indicates that 63 or 45.0% of respondagtee with medium level for
evaluate the media activities of the company. Tiiglies that the media activity of
the company is not enough to the customers.

* The study indicates that 56 or 40.0% of respondeefdied the company’s
advertising time is convenient at the medium leVéiis implies that the advertising
time of the company not strong enough to converttentustomer.

» According to the study, 55 or 39.3% of the respotsieeplied that the company’s
advertising influences them at medium level to pase the products. This implies
that stile not strong enough the company advegismessage influence the
customers.

* The study indicates that 56 or 40.0% of respondeemied the efficiency of
company’s advertising is perceived at the mediuvelleThis indicates that the gap
between the company advertising and the custonteepigon.

» According to the study the majority of the respamtdg47 or 33.6%) replied that the

repetition of similar messages is the main factioas affect their perception about the
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company’s advertising. This implies that the maattbr of company television
advertising message is similar and repetition.

The study also indicate that majority of the resjen (63 or 45.0%) replied that it is
at working days that the firm advertisement domilyarThis implies that television
advertising of the company is not convenient timegcause the working days are not
possible to reach the customers.

According to the study the majority of the respartde(64 or 45.7%) replied
disagreed that the advertising message is reacpotential customers. This implies
that the company advertising message is does ach tte the potential customers.
According to the study the majority of the respantde(58 or 41.4%) of the
respondents are replied disagree that the compédwertesing message is clear. This
implies that the company advertising message isleat.

The study also indicate that majority of the resjeort (58 or 41.4%) disagree that the
advertising of Snap Computer PLC create awareressidtomer. This implies that
the company advertising practice is not creatingrawess to customers.

According to the study the majority of the resparntdg53 or 37.9%) disagreed that
the information that is forwarded by the companyd$ strong enough to persuade

customer.
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4.2 Conclusions

Based on the summary of the major finding the studesearcher reached the following

conclusion.

According to the research finding, the customergaiobd information’s from
television.

As it is discovered from the research findings, fine uses television advertising
more frequently.

According to the research findings, the customeesrmt satisfied on the way the
firm selects the type of media for advertising.

According to the research findings, the customez&ponse show that the company
message is not attractive.

The research findings indicate that, the custoraeesnot satisfied by the company
media activities.

According to the research finding, the companyvisien advertising didn’'t have
convenience time to the customers.

As it is discovered in the research finding, thenpany advertising didn’t preferred /
convenience the customer to buy the products.

The research findings indicate that, the perceptiotne customers on advertising of
the company in negative influenced by similar mgssa

The research finding indicates that, the companyedding messages are not
reached to all potential customers and the messaget clearly understanding by
customer.

According to the research finding, the company &biag practice is not creating

awareness and not enough to persuade the customers.
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4.3 Recommendations

Based on the conclusion drawn, the following rec@mdations are forwarded by the

student researcher.

In addition to television advertising frequenttite company should improved their
advertising activities in order to get benefit;diklexibility, timeliness, good local
market coverage, message quality, long life of egsscredibility, high selectivity,

low cost, interactive capabilities and to minimdrawbacks.

The attractiveness of television advertisement kshbe improved in accordance with
the customer’s interest. This should be additiaral relatively detailed information

about the company products.

To select the appropriate media, the company shoofgider the criteria that the
advertising budget, advertising message and coewmeeitime is very essentials to

achieve the advertising goal.

In order to get more attention and to increaseocnst perception, the company
should work on the quality of its advertising attreeness and also style it address to
the customer. Because of its customers they willbbeed of repetitive and poor

advertising.

The company should advertise its products on ctezssage for easily understanding
by customers and to create customers awarenesscdhmgpany using creative

advertising message.

The company should keep on advertising more becaiude company has identical
competitors on the market share.
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Appendix 1
St. Mary’s University College
Faculty of Business
Department of marketing management

This questionnaire is prepared by a student relseaxgho will be prospective graduate for the
year 2013 G.C in the field of marketing managenfenpartial fulfilment of senior essay. This
guestionnaire is prepared to assess the adverpsaagice of Snap Computer PLC. In addition to
this, the student researcher believes that theniindill be an input for the case company to
improve its advertising practice in order to givessgible solutions and directions for the success

of a firm and also for customers.

I would like to thank in advance for sparing youneé and energy in feeling the questionnaire.

All you provide for this research will be kept stly confident.
You are kindly requested to give your honest aadKropinion.
General direction

* No need of writing your name
* Please put ( ) mark for your response in the spemaded.
» Please write short and brief answers or additiopalions, if any, in the space provided

I.  Personal information
1. Sex
a. Malg[] b. Femald ]
2. Age
a.18-30 | b.31-4 ] C. 41-El:| d. 51 and aboy |
3. Educational Background

a.Under 1% gradel |  b. f2completed| | c.Certifical |  Diploma[ |

e.Degree] |  f. Abovedegrd |



4. Occupation
a. GovernmerD b. Private Comp[__] c. EntrepreneuD d. OtheD
II.  Questions related to the study

5. From what source of media you obtained inforamatibout the company?

a. Televisi01|:| b. Rad|:| C. Newspa‘j d. If any please specify

6. Which type of advertisement does the companygusequently?

a. TeIevisioD b. RadD C. Ne\/\rmaD d. Brosher|:| e. AD
7. What do you think about the media selectiorustat the company?

a. Very effectivel:I b. Effectivl:I c. Mexh |:| d. In effective |:|

8. To what extent the message of advertising aractive?

a. Very higID b. Hig|:| C. Mediu|:| d. Low|:| e. Very low |:|

9. How do you evaluate the advertising activityref company?

a. Very good|:| b. Goo|:| C. MediL|:| d. PooD e. Very poq:|

10. How do you evaluate the convenience of the rdidirgg time of the company?

a. Very good|:| b. Goo|:| C. MediL|:| d. Poor|:| e. Very p00||:|

11. To what extent the advertising of the companfiyénce you to purchase its products?

a.Verygood[ | b. Goo[ | c.Medif | d Poor[ ] e Very pod |

12. What is your perception on the advertisinghefcompany?

a. Very good|:| b. GOCi:I c. Medi|:| d. Poor|:| e. Very poD

13. What do you think about the main factors ttiggca your perception about the advertizing of

the company?

a. Poor choice of media{j b. Repetition ofiksr messageij

c. Repetition of the same advertiser|:| . otters please specify



14. In which seasons does the company advertisesoemnate?

a. Honday|:| b. Festive peridj . Working days|:| d. Others

15. The advertising message reaches all the patenistomers.

a. Strongly agre|:| b. AgrD C. IndiﬁereD d. DisagreD e. Strongly disag|:|
16. Do you think that the company is creative sraitlvertisement? Ye|:| ID

17. If your answer for question number “16” is “rist the reasons on the space provided.

18. The company message is clear.

a. Strongly agreD b. Agr|:| ciffadence|:| d. DisagrD e. Strongt;a«j’reqj

19. Advertising of Snap Computer PLC creates avwes®to customer.

a. Strongly agreD b. Agr|:| ciﬁadence|:| d. Disagreij e. Strongsag'reeij

20. The information that are forwarded by the comypare strong enough to persuade

customers.

a. Stronglyagre] | b.Agr{ |  c.fledence] | d. Disagre] | e. Stronfibagre{ |

21. What do you think about the general advertip@dormance of the company?

22. What is the company’s strength?

23. What is the company’s weakness?




Appendix 2
St. Mary’s University College
Faculty of Business

Department of marketing management

This interview questionnaire is prepared for marigemanager of the company.

1. What is the advertising objective of the company?

2. What consideration is taken to develop the commaagtvertising objective?

3. What do you think the effectiveness of the objexttomparing to customers

© 0o N o 0

attractiveness?

What do you think about customers’ perception tawayour company’s
advertising activities?

Do you think the company is achieving the objedioéits advertisement?
What are the main problems in your advertising fica@

How the company set advertising budget?

What type of media your company used to adverssproduct?

Is your company tries to make a timely evaluatiarts advertising practices?



Appendix 3

® 000000 000 o000 /X/ 00000 000 000 000 000 000

. 18-30 |:| 31-40 -.D—5O .. 0511:| |:|



I:l ooooo I:l I:l I:l I:l
10, eseese scee sesee see s ssesse soesse se0se eces sesssss ?
I:l ooooo I:l I:l I:l I:l
11, eeees ?
[ 1 [] [] [ ] []
1D. eoees seseee oo sescese oo sese soesse ssese e  cee eee see sees 2
ooooooooooooooooooooooooooooooo I:l I:l
...................... I:l I:l
13. eseese sccese sees sesee see ses se see sees ?
........ {1 soses vee [ ] ]
14, eseesee seese sses ses sese sse oo ssee soe oo ?
.............. [ o ooeeee ] ] ese seceee
15. esee sessees ese oo sose ssesse seese sse soe ?
I:l ..... I:l
?
............ ?



