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ABSTRACT

The marketing mix is the means by which marketingotives of the organization will be

achieved and comprises of product, price, promotiplace, people, process and physical
evidence of the marketing activities. This studyu$ed on assessing the marketing mix taking
product, price, place and promotion in satisfyingstomers of the St. George Brewery. This
study also investigated the influence of the foarketing mixes on customer satisfaction of St.
George Brewery. The study is motivated by the teeddress the issue in Ethiopian context by
providing recent and extensive evidence collectexin fbeer consumers. The study used
guantitative and descriptive method of researchigiesBoth primary and secondary data

collection instruments are used to collect data. cbilect the data for this study, the target

population of the study is consumers of the compéaing study was taken from customers found
in the Addis Abeba city with distributing 400 qumshaires. Quantitative methods of data

analysis were used. Information collected fromstoners through questionnaire was analyzed
guantitatively using percentage, weighted mean afation and regression techniques using
SPSS version 20. Thus in order to assess thoswdaeghich influence customer’s satisfaction,
four variables (price, product, promotion and plagent) are taken in to consideration. The
finding asserts that all variable are found to #luential to determine customer satisfaction.
The researcher recommends that the company toat@kese scrutiny in the four marketing mix

elements in maintaining its customers. Specifigatlge of the company product is found to be a

variable having detrimental effect on satisfactadrthe customer.

Key words: marketing mix; price, product, promotion, placedarustomer satisfaction.
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CHAPTER ONE

INTRODUCTION

This chapter presents the background to the sttmippany profile, statement of the problem,
basic research questions, objectives of the stsidpjficance of the study, scope of the study,

limitation of the study, definition of key termsanrganization of the paper.

1.1. Background of the Study

Today's companies are facing toughest competitibantever. Companies can win the
competition by doing a better job in order to dgtife customers’ needs and wants, and
customer-centered companies are adept at buildusgomers not just building a product
(Johansson, 2000). Customer satisfaction is a pefseling of pleasure or disappointment
resulting from comparing a product’s perceived @erfance (outcome) in relation to his/her
expectation (Kotler and Armstrong G, 2010). It mbg clear from the above definition
customers’ satisfaction is a function of perceivedrformance and expectations. If the
performance falls short of expectations, the custom dissatisfied. If the performance matches
the expectations, the customer is satisfied, antthef performance exceeds expectations, the

customer is highly satisfied or delighted.

It has been increasingly evident that a successfatketer must start with the customer.
Marketing opportunities are based on identificatioh customer wants and needs, an
understanding of how customers make buying dea@sibow they use the goods and services
they buy, and their level of commitment to currdwands (Anderson and Vince, 2000).
Marketing managers (marketers) must think abountb#éhods of winning, retaining, in general,
satisfying customers from various ways which welhdl to organizational success. To do so, the
elements of marketing mix (product, price, promotand place) serve as the most crucial tools
for meeting the company’s objective together witktiSying customers through effective

utilization of them. These variables are contrd#alvariables by marketers. In addition,
1



marketing managers can use them to attract anich i@iatomers since they can be reshaped by a
given marketing managers.

From the organizations point of view each custongsd has a counter part in the marketing mix
elements. Therefore, in order to be successfullea@ding organization should be able to satisfy
in the 4p’s (Product, Price, Placement and Promjtio

1.2. Company Profile

With the emergence of modernization at the timeEofperor Menilik 11 and subsequently,
opening of a brewery was one among many factostsbshed in Ethiopia. St. George Brewery
was founded by a Belgian in 1924. The company \Was sold to a German company some
forty-three years ago (Ethiopian Trade Journal, ¥pl1960). BGI (Brasseries et Glacieres
Internationals), a member of French company C&atelp (an internationally known company
for producing beer and beverages ), an interndtipaeclaimed Brewing Company that operates
in many countries took over and owned St. Georger Bactory since 1999. Currently BGI
Ethiopia a sister company of Castel Group prod®&te$seorge, ‘Bati’,Amber and Castel beers
and pasteurized beer (‘Draft’) in its three famserlocated in Addis Abeba, Hawassa and
Kombolcha city. St. George Brewery is situated nier Mexico Square, Addis Abeba and
occupies an area of 20,000 sq. meters of land.pfésent day St. George is believed to be the

oldest beer in Ethiopia and is celebrating its ntbhes ninety years of establishment.

1.3. Statement of the Problem

In today’s competitive business world customerssatition hazome out as a decisive factor for
the success or failure of business objectivesthierreasorcompanies meeting their customers’
needs and wants are enjoying the market with tseomerloyalty and getting positive response
for their product. But without satisfying customensrketing success could be unthinkable. The
marketing mix is a set of controllable marketingtfa that an organization uses to produce the
response it wants from its various target markeadifionally, a ‘4P’s (product, price, place and

promotion) model is enough for tangible producte services sector on the contrary uses a
2



‘7P’s (product, price, place, promotion, peoplegass and physical evidence) approach in order
to satisfy the needs of their customers (lvy, 2008)

Generally in Ethiopia and specifically in the brewendustry, the influence of the four
marketing mixes on retaining customer satisfactiag not been assessed in many papers. In this
regard, this paper gives a high light on the maginital impact of the four marketing mixes on
customer satisfaction and thereby gives directionsnanagers on which area they need to focus
on. On the other hand only rare papers are don¢hisntopic using a methodology called
regression. Unlikely previous papers were made lgimping a simple descriptive frequencies,
mean and correlations which could not answer thellef its impact. Therefore the paper
analyzes the influence of those marketing mixesastomer satisfaction and try to examine
previous works done by different researchers ifed#ht parts of the globe and cross check the

outcome whether they are in contrary to them or not

Looking ahead, beer demand is without doubt expecteontinue its rapid growth, in line with
rising population levels, favorable demographiasntmued economic growth, and a gradual
convergence of national consumption levels towdhdse of neighboring countries. But the
guestion here is which marketing mixes are foundet@ssential so as to hold a wider marketing
base? Hence so as to make such computation therekse selects one of the giant and mature
brewery manufacturing companies named as St. Gddrg@ery. The company nowadays is
facing stiff competition from different factoriesqulucing beer. In its 9¥year anniversary the
brewery is endeavoring to meet customer satisfactdh high standard of the product. To
maintain its loyal customers and to reach out neesahe factory should deal with the analysis
of marketing mix elements aligned with customematisfaction. As per the report from the
marketing department, the factory has 50% estimatarket share of the country. Besides the

demand for the products of the brewery increasesally 15 to 17%.

However the factory recently have not conductedsaarch to show the level of their customer
satisfaction vis-a-vis the price charged, the priboomoand available placement (distribution)
utilized by the factory, despite the increasing dadch For that matter, it has not any hint which
marketing mixes are found to be very essential sdoahold their customers and on which

marketing mixes the company need to give more espha

3



So this study would help to fill the gap whethee thcrement in the quantity demanded of the
factory products is from the satisfied customerhwiegard to the product, the price, the
promotion and the place or not. The key to mainth@ market share and profitability of its
products is increasing customer satisfaction. Théte traditional thinking to get profit through
increasing volume of sales should be changed tdhinking that profit should be made from
customer satisfaction. Customer satisfaction igry vital and it is a determinant factor for the

long term survival of any business organizatiomder, 2004:54).

1.4. Basic Research Questions

This study attempts to assess the problems assdamath marketing mixes and their influence
on customer satisfaction in St. George BrewerycHipally the study is designed to address the

following basic questions.

v" How the manufacturing company need to focus onptiogluct (its taste) whether it is
likely or not so as to retain high level of customeatisfaction.

v' Do any actions taken by brewery companies to setiee (either decrease and/or
increase) have any significant impact on the le¥alatisfaction?

v' Are promotions and adverts done by the company dmas impact on customer
satisfaction bearing in mind the level of competitiin what magnitude do they affect?

v' How effectively does the factory use its distributichannel? Do placements have any

influence of retaining customers through maintagrsatisfaction?

1.5. Objectives of the study

1.5.1.General objective

The general objective of this study is:
v' To assess the enormity of impact or influence & four marketing mixes (Price,

product, promotion and placement) on retainingausts satisfaction.

4



1.5.2.Specific Objectives

Based on the general objective, the specific ¢bjes of this study are:

v' To assess whether company’s action on price hasnalementary (positive or negative)
outcome on customer satisfaction;

v" To investigate the nature of relationships betweenpromotional activities carried out
by the factory and customer satisfaction;

v To scrutinize the level of impact, keeping quadigyvice have on customer satisfaction;

v' To examine the magnitude of the impact placemenh@®foroduct and their distribution
channel has on retaining customer satisfaction;

v' To depict brief recommendations that may be uséul management decisions to
formulate and take corrective actions;

1.6. Significance of the Study

The findings of this research thesis would be irtgodrfor any business entity including those
engaged in the brewery industry, (with special régm St. George Brewery) to know its
customer satisfaction level with regard to the pietdsetting price, promotion and placement
(distribution) of the factory that will move in el with the changing customers’ need and
wants. Because in today’s, competitive businessdnedfective manipulation of these marketing
mix element strongly determines the long run swavief the company. Furthermore, the
compiled document of this research work would atgoves as a reference document for

everyone and researchers to embark on studieg shine or related themes.

1.7. Scope of the Study

Currently in Ethiopia there are numerous brewerldge Scope of this study is to focus on the
marketing-mix elements associated with the levelustomer satisfaction of St. George Brewery
among the various products within the existing mswindustry of the country. The factory

distributes its products throughout the country éesy the study was confined to respondents in
5



Addis Abeba, the most densely populated part of dbentry and where majorities of the
customers are expected to be found. Besides, Akduhba is the town where the factory’s head
office is located. The research is limited to th&jon products of the factory i.e. St. George beer

and pasteurized beer (‘Draft’) without considerotger products.

1.8. Limitation of the Study

As the study was made based on interviews and iqnasires, these methods were not certain
to clearly reveal real situations due to persoiad,bespecially the interview part was made with
managers and those managers were not volunteeglenoigive the true situation/sense of the
organizations marketing-mix because they may fleat their competitors may imitate their
ideas. Moreover the outcome of this study shouldubderstood as the case in marketing
research, the researcher observed the customeritwshthat are rational. Sometimes, they may
not express their feelings correctly what they khiln such cases, their habits, practices,
references cannot be assessed without limitatidasf

1.9. Definition of Terms

v' Marketing: -is a tool that can be used by firms to set appate strategies to get the

responses from their target markets (Goi, 2008) dilso the social process by which individuals

and groups obtain what they need and want througgiting and exchanging products and value

to each other.

v' Product: - a product is anything that can be offered to aketafor attention, use or
consumption that satisfies a want or need.

v' Price: - it is probably the single most important demisiin marketing and it is the
mechanism which ensures that the two forces (deraaddupply) are in equilibrium.

v' Promotion: - it is a marketing activity that disseminatesoimation about a product,
products line, brand, or the company.

v Place (Distribution): - it is the set of firms and individuals that takde or assist in

transferring title to a good or service as it mofresn the producer to the consumer.



v' Customer satisfactiongenerally means that customer reaction to the sifafulfillment, and
customer judgment of the fulfilled state (Soulsb§04: pp. 11).

1.10. Organization of the Paper

This research study is organized in five chaptére first chapter deals with the introduction
part which constitutes research problems, objestiand significance. The second chapter
discusses the review of related literatures ofrdsearch theme. The third chapter focuses on
research methodology. The fourth chapter is allotte data presentation, analysis and
interpretation. Finally the fifth chapter covenge tsummary, conclusion and recommendations of
the study.



CHAPTER TWO

REVIEW OF RELATED LITERATURE

This chapter provides a detail review of relevatgrdture on marketing mix and four Ps of
marketing-mix that is product, price and place anstomer satisfaction. The hypotheses of the

study are also covered.

2.1. Theoretical Review of Literature

2.1.1. Definitions and Concepts of Marketing-Mix

The starting point for the discipline of marketings in human needs of wants. All human beings
have a need to satisfy human needs are statel defeivation. Therefore, human beings try to
satisfy these needs by exchanging goods and serwiith other interested parties. Thus, the
concept of exchange leads to the concept of a matkder P and Armstrong G, (2010) defined
a market as: “A public gathering consisting oftal potential customers sharing in exchange to
satisfy that needs or wants”. From the above dejmiwe can interpret that marketing is the
exchange between the customer and the marketezaaidparty gives something of value to the
other, with the goal of satisfying their respectheeds and wants, and then in the process both
parties gain as much as possible. While customesse ra major influence on marketing
decisions, companies are devoting more attentian ¢dver before to customers’ wants and needs
(Anderson and Vince, 2004). Hence, marketing edfare more focused on attracting, retaining
and developing relationship with their present patential customers. Therefore, it is necessary

to know precisely who the customers are, why they Bnd what it takes to satisfy them.

Marketers have four tools to use to develop aerwoifj to meet the needs of their targeted
customers. Collectively they are called as the etarg-mix (Product, Price, Placement,
Promotion, process, people and physical evidendag. basic idea is first the product of the
factory produced, then setting the affordable pracel then promoting that product on the basis



of customer’s media habit and people under corsimer with the right process and proper
physical evidence then finally distribute the prodo the targeted customers.

According to McGraw, (2004) the marketing mix isttools organizations use to develop
offerings to satisfy their target market(s). If yanarketing mix doesn’t meet their needs, they
won't be satisfied-and if they aren't satisfieduyare unlikely to meet your objectives .Thus, the
more the marketer is effective in combining therfelements of the marketing mix, the more the
customers are satisfied and stay loyal, and asultyéhe more the profitable sales of the product

should result. The seven elements of the marketigare discussed as follows.

2.1.1.1. Product

The first element in the marketing mix is the proidof the company. A product is defined as: “a
set of tangible and intangible attributes, inclgdpackaging, color, price, quality and brand plus
the reputation of the seller” (Hart.S.et al, 20B8)1 Since one of the basic function of marketing
is that developing products and services that milet legitimate customer (consumer) needs,
then, consumers are buying more than a set of dngittributes. They are buying want

satisfaction in the form of product benefit.

2.1.1.1.2. Product Quality

Product quality is the overall characteristics gdraduct that allow it to perform as expected in
satisfying customer needs (Jean F, 2004). Levglafity is the amount of quality possessed by
a product and consistency of quality is the degpe&hich a product is the same level of quality
overtime. It can also be compared across competioducts. Therefore, simply we can say that
quality is the satisfaction for customers and iamsinvestment for owners. Poor product quality
can destroy the reputation of your company’s prégjulbut in most cases has an even more
serious impact-when people see a company put artquality products, they strongly associate
those poor quality products as coming from a pamlity company. A company that attains
good reputation for the quality of its products ade to build the confidence of its customers

and attracts them not only earns personal satisfaend benefit but also contributes to the



country’s economic development” (Quality and StaddaAuthority of Ethiopia,Dec,2003
Vol.4.No 5,pp-29).

2.1.1.1.3. Branding, Packaging and Labeling

When conceiving, developing and managing its prtgjua firm needs to make and enact a
variety of decisions regarding the brand, packagklabels used with each item.

v Branding

A brand is a name, term, design, symbol, or othatuires that identifies the goods and services
of one seller from those of other sellers (Armsty,02009, pp. 21). Marketers should realize that
the more customers equate quality with their bratigs more they will buy. Consumers simply
do not purchase brands that they either do notgréze or do not trust, no matter how much
promotional activity is put behind them (Engle,2@(29-31). Therefore, managers need to
brand their products in the best way possible o §sand awareness by uses in a better way
than competitors.

v’ Packaging

Packaging is the activity of designing and prodgcihe container or wrapper for a product
(McDonald, 2004:90). Since in recent times, paakgdias become a potential marketing tool, a
company needs to design the package for the safethe product, to make the product

identifiable, and to make it more appealing sooasdrease profit.

v’ Labeling

A label is a tag or sticker attached to a contaorgrackage that provides information about the
seller or the manufacture (McDonald, 2004: 203-2@4beling performs several functions it
identifies the product or brand and might also gree product. It also convey such information
as who made it, where it was made, when it was mablat it contains, how is it to be used, and
how to use it safety . But one thing what we haveérnow is that misleading information is

illegal action. Therefore, careful labeling shob&lnecessary for the factory.

10



2.1.1.2. Price

As mentioned earlier price is the second marketimg element and probably the single most
important decision in marketing is that of pric&idis partly because price may have an impact
on sales volumes. According to Jean F, (2004) & phice is too high, and the market is
competitive, sales may be correspondingly redutebked many economists would see price as
the main determinants of sales volume. On the ofiad, many of the most sophisticated
marketers have found ways to reduce the impactrmep Pricing has traditionally been
considered as a me-too variable in marketing giyatéffective pricing is not an easy task, even
under the most favorable conditions. A large nundfenternal and external variables must be
studied systematically before price can be set.r€hetions of a competitor often standout as an
important consideration in developing pricing gt Therefore, you need to balance the costs
of producing a product with competition and thecpgtion of your target customers to select the
right product price. That is the reason why pricitadkes creativity, time, research, good
recordkeeping and flexibility (Kurtz and Boone, ZC8Y).

2.1.1.2.1. Pricing objectives, strategy and methods

2.1.1.2.2. Pricing objectives and strategy

Many pricing objectives are available for carefahsideration. The one we select will guide us
choice of pricing strategy. You will need to havéren understanding of product attributes and
the market to decide which pricing objectives tqpeay. The choice of an objective does not tie

you to it for all time. As business and market dbads changing, adjusting pricing objective
may be necessary or approprialéne most important elements of an effective maskettegy

are the ability to maximize and protect the pritéhe product. Since price is the final measure

of customer value and competitive advantage.

2.1.1.2.3. Methods for pricing a product

A.  Cost based pricing

11



To calculate products cost you need to include thet of production, promotion and
distribution. Add the profit level you want fromehbusiness to the product cost subtotal to
determine your product price. The amount of prpditi add to the product cost subtotal can be
set according to three different methods (a ppditcentage with product cost, add a percentage
to an unknown product cost and blend of total prafid product costs). Each of the three costs
based pricing methods described begin with a pitoclhst subtotal (Kotler, 1996 pp, 96). There
for, the company designs what it considers beiggad product, totals the cost of making the

product, and sets a price that covers costs plagat profit.

B. Competition based pricing

Consumers will base their judgments of a produetseson the prices that competitors charge
for similar products (Kotler, 1996: pp 99). The bidvantage of competition based pricing is that
you are focused on your industry and therefore ymmpetition. An industry focus looks
closely at the types of existing and emerging cditipe. Once you know what your competitors

are doing, you can better decide how you will mangaur business.

C. Customer based pricing

Most business owners want to know “at what pricendo customers think my product offers

good value?” knowing your customers ensures yoe gakarket focus with your business. You
need to find out how your customer feels aboutoteriproduct prices and what they would do if
the price changed. Customers change their buyibgshaccording to product price. As a seller
you need to find out how your target customers vigwr product and customer attitudes
towards various prices or a price change (Kotlég86lpp 105). As a result, pricing begins with
analyzing consumer needs and value perceptiongprécelis set to match consumers’ perceived

value.

2.1.1.2.4. Discount and Allowance pricing

Having set the overall price, the suppliers thentha option of offering different prices (usually
on the bases of a discount) to cover differentuoistances. The types of discounts and

allowances most often offered are:
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A. Trade Discount Members of supplier's distribution chain (for exale retailers and
wholesalers) will demand and payment for their isex/ (Kotler and Armstrong, 2010, .pp. 29-
30).

B. Quantity Discount-these who offer to buy larger quantities of theduct or service are
frequently given incentives). Sellers use the gtadiscount to encourage buyers to buy more.
This in turn can help the seller to reduce theingsoduction costs, which can help reduce price
for the buyers (Kotler and Armstrong, 2010, .pp. 31

C. Cash Discount Where credit is offered, it is sometimes decitdeaffer an incentive for
cash payment or for prompt payment (Kotler and Aromgy, 2010, .pp. 32-33).

D. Seasonal DiscountSuppliers to markets which are highly seasonadl{ss holiday market)
will often price their product or service to matttte day and with the highest prices at peak
demand (Kotler and Armstrong, 2010, .pp. 35-36).

E. Trade Allowances -In the durable goods market suppliers often attetop persuade
consumers to buy a new pieces of equipment byioffallowance against trade-in of their old
one (Kotler and Armstrong, 2010, .pp. 40-41). Gelherspeaking, these are simply hidden
discounts targeted at a group of existing competitisers.

F. During Holiday seasonssimply the holidays is an annual festive periodttBurrounds
Christmas and various other holidays (Kotler anchétrong, 2010, .pp. 45-46).

From the above different types of discounts andwahces we can say that, discounts and
allowances are reductions to the selling priceawfds or services, they can be applied anywhere
in the distribution channel between the manufastuneiddlemen distributors, whole sellers, or
retailers, and retail customer. Typically, they ased to promote sales, reduce inventory, and
reward or encourage behavior that benefit the rssti¢he discount and allowance. Thus, the
company should focus the above price discount a$@®s in order to serve and satisfy those
customers in the best way and then in the long tBencompany achieving high profit from

these price discounts.

2.1.1.3. Promotion

Promotion is the third marketing-mix element tletisseminating information about a product,

product line, brand or company. According to Ke(2005) before a business can be successful,
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it must attract people in buying its goods or sesi Even though the product is available or
where it can be purchased, customers will not lskalow what the product does or how it is
performing than other products they are currenging (ibid, pp. 43). Thus, particularly a
business uses a produce promotion in order to noavprospects to select its products or
services instead of competitors. If the marketéeatively combines the four elements of the
marketing mix, the more customers are satisfied stay loyal, and as a result the more
profitable sale of the product should result (ilp@, 98). Therefore, promotion is necessary for
the success in serving customers. Consumers afsgfitbff'om promotion because it is through

this process that they determine which produceorise will satisfy their needs.

2.1.1.3.1. The Promotional Mix

Promotions encompasses the five forms of promotiong-advertising, personal selling, sales
promotion, publicity and public relations, whicheaavailable to marketing managers who are
trying to influence the behavior and attitudes wistng and potential customers towards the
marketer's company product and brands. These ebsmén addition to attracting a new
customer, can also be used to maintain customersatisfy them on the purchase decision that
they have made (Palmer, 2000:414). The above-medioforms of promotion are
interdependent. This means the success of the pimmie dependent up on the success of each
form of promotion. Advertising will not succeed ast good personnel selling and sales
promotion support it. Marketers must work hard tameunicate openly and honestly with
consumers and resellers. Consumers base theirtakpas on information they receive from
marketers, friends and any other sources. If thekeber exaggerates the product performance
through its promotional tools, consumer expectatiofll not be met, and dissatisfaction will
result. This suggests that marketers should makdupt claims that faithfully represent the
product’s performance so that buyers are satisfiédally, promotion goes beyond afore-
mentioned promotional tools. The product desigh piice, the shape, color of its package and
the stores that sell it. Thus, although the proamtimix is the company's primary
communication activity, the entire marketing mioprotion and product, price, and place must
be coordinated for greatest impact (Harker, 2003§)p
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2.1.1.3.2. Types of Promotional tools

Communication is essential nowadays;, we communicaith friends, relatives, family,
colleagues etc. The media communication is veryomant in our society. Through media, we
can be influenced. Media can make a person drio&r&in juice or alcohol or go to a certain
store. Commercials and constant attention anddstan something in particular, in the end,
make others follow it or try it (McGraw, 2004). Seraf a few types of media communication as
depicted bellow:

v TelevisionsTelevision news usually tells fewer stories in fewrlds. And the producer
decides which stories to include in news casts, long they should be and in what order
they appeal.

v' Radio- radio stations can be great for reaching a wideiemce their news departments
usually covers news with the smallest staffs, sghortest time for each story, and with the
most frequent deadlines.

v' Magazine and other publication are a way to read a very specific audience witoay.
These publications are typically organized aroumdngerest group such as business, health
care or higher education.

v" Newspaperit is the most simple and cheap way to find otédanews.

v' Websitesthe company in the current globalized world neealsrdach out the internet
technology friendly customers through web, desigogatomote it.

To support the above idea, communication through riedia indicates the public and the

information we gather and sent to the public. Tlessrmedia can influence an entire nation very

easily. Therefore, the company using these medialditare in transferring their products.

2.1.1.4. Place (Channel of Distribution)

It is the last marketing mix element. It can beadé®d as a set of interdependent organizations
involved in the process of making a product or meravailable for consumption (Anderson and
Vince, 2004:7). As Engle, (2009, pp.: 189) stated the marketer must choose distributors that
reach its customers most effectively and otherinégliaries that add value to the distributive
process. To support the above-concepts, it isdtietiat the objectives of distribution channel is

to make the products effectively available to theatest possible number of users at the lowest
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possible distribution and selling cost. The fieltl distribution is made up of two distinct
branches: channel of distribution and physicakritistion that are discussed as follows.

2.1.1.4.1. Channel of distribution

Channel of distribution consists of a network demimediaries those managers that manage the
flow of goods and services from the producer to fihal customer. The distribution system
consists of channel intermediaries that providenk between producers and final consumers.
The idea that marketing system uses channels tlaainmzes efficiency and effectiveness,
minimizes costs, and delivers the greatest cust@agsfaction (Kotler and Armstrong, 2010:
pp.: 87).
v" Merchant middlemen: include merchant wholesalers and retailers whe tigtle to and
resell the goods.

v' Agent middlemen include agents, brokers and manufacturer's datasches and offices
who do not take title to the goods involved. Thather negotiate purchase, sales or both.
The longest most indirect channel includes produmae or more wholesalers or agents, retailers
and consumers. This channel is the most appropsilaés the producer’s objective is to achieve

maximum market penetration with intensive distribnt

The shortest channel, from producer to consumeffersothe most direct and quickest
distribution route because no intermediaries awdlied. It is easiest to manage and control
(Anderson and Vince, 2000:280-282).

2.1.1.4.2. Selecting Channel of Distribution

Some basic criteria must be established for selgaach channel intermediary. According to
Engle (2009:190), four factors dominate the crtencluding a channel member in to the
company’s distribution structure: Market Coveragermel intermediaries should be selected for
their ability to achieve the company’s distributiobjective of reaching the greatest number of
potential customers with the fewest transactiongrBe of control desired- there is a potential
loss of control when channel intermediaries arelu3éus, the marketer must make decisions

concerning the degree of control desired over tagkating of the firm’s products.
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Costs and other economic criteria- the cost of ewhg desired market coverage must be
consistent with distribution strategy objectivesl amould not be greater than the benefits to the
company and its customers.

Flexibility/Adaptability- the manufacturer must bble to respond to charge in the market or the
company. So a channel of distribution involves gneament of exchange relationships that

create value for buyers and sellers through theisitipn of goods and services.

2.1.1.4.3. Physical Distribution

Physical distribution involves planning, implemegti and controlling the physical flows of
materials and final goods from points of originpmints of use to meet customer needs at a profit
(Engle, 2009: pp. 196). The starting point for dasig the physical distribution system is to
study what customers want and what competitorotieging. There are a number of decisions
that should be undertaken by the marketing exeesitof an organizations concerning physical
distribution that affect customer satisfaction. ¥laee described by Palmer (2000) as follows:

v Order Processing

Physical distribution begins with a customer ordére order department prepares multi copy
invoice and dispatches them to various departmdteéms out of stock are back ordered.
Shipped items are accompanied by shipping andpitiocuments with copies going to various
departments.

v' Ware Housing
It involves the physical facilities used primarityr storage of goods held in anticipation of sales
and transfers with in a distribution channel. Evesynpany has to store its goods while they wait
to be sold. A storage function is necessary becausduction and consumption cycles rarely
match. The company must decide on a desirable nuoflstocking locations.
v’ Inventory
Inventory level represents another physical-distidn decision affecting customer satisfaction.
Marketers would like their companies to carry erougfock to fill all customer orders
immediately. The intent of inventory managemernbiprovide a continuous flow of goods and
to match the quantity of goods in inventory as elpsis possible with sales demand.
v Transportation
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Marketers need to take an interest in their comisatrgnsportation decisions. The choice of
transportation carrier will affect the pricing dfet products, on-time delivery performance and
the conditions of the goods when they arrive aliwbich affect customer satisfaction (Palmer,
2000: pp 405-410).

2.1.2. Definitions of Customer Satisfaction

The concept of customer satisfaction has drawmtiestion of practitioners and academics from
last several years based on the fact that custceneithe primary source of Profit for most of the
firms operating in the market (Tam, 200@ustomer satisfaction facilitates the measure of ho
service and products provided by company meet met@xpectation. It is a key performance
indicator in business terms. Typically, servicenBr monitor and examine the satisfaction level
of customers on an ongoing base by using diffeseates like Likert, to measure the level of
customer satisfaction which is mainly based onisergncounter experienced on their last visit
(Peterson and Wilson, 1992). Quality and custoratisfaction both have long been recognized
as crucial role for success and survival in todaympetitive market. Considerable evidence
exist in literature that supports relationship be#w company’s performance and level of
satisfaction reported by customers (Anderson etl8P4; Bolton, 1998). Therefore, it is argued
that customer satisfaction should be consideredultimate goal for all firms (Morgan et al.,
2005; Mittal et al., 1999).

In any business, customers are the most importgmech of a successful company and the
customers must be looked after managed prop&Hyg. definition of customer satisfaction has
been widely debated as organizations increasintgymgt to measure it. Customer satisfaction
can be experienced in a variety of situations amthected to both goods and services. It is a
highly personal assessment that is greatly affelsjecdustomer expectationSatisfaction also is
based on the customer’s experience of both contifictthe organization (the “moment of truth”

as it is called in business literature) and persoangcomes.

Customer satisfaction measures how well a compagmgducts or services meet or exceed
customer expectations. These expectations oftéectehany aspects of the company's business
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activities including the actual product, servicempany, and how the company operates in the
global environment. Customer satisfaction measaresn overall psychological evaluation that
is based on the customer's lifetime of product sediice experienceCustomer satisfaction
differs depending on the situation and the producervice. A customer may be satisfied with a
product or service, an experience, a purchaseidecia salesperson, store, service provider, or
an attribute or any of theg¢kurtz and Boone: pp. 176). To add some basic iffeas the above
concept, customers are satisfied when their expectds met and delighted when their
expectation is exceeded. Satisfied customers retogal longer, buy more, are less sensitive
and talk favorably about company. To be known, @ustr satisfaction has to be measured and
there are several established ways of doing thieréfore, the company should care about their
customer’s satisfaction, because if you do notytagdre about your customer’s you are not a
good marketer.

The following are some famous definition of custorsatisfaction.

v' Customer satisfaction is a person’s feeling of @lea or disappointment resulting from
comparing a product’s perceived performance or @i in relation to his or her
expectations (Harker,2009:pp,21).

v Customer satisfaction is the state in which custameeds, wants and expectation throughout
the product or service’s life are met or exceed=siilting in repeat purchase, locality and
favorable word-of-mouth (Kotler & Armstrong, 2010;p11).

v' Customer satisfaction is an outcome of purchase ws®l resulting from the buyers'
comparison of the rewards and costs of the purchaseelation to the anticipated

consequencg€hurchill and Surprenant, 1982)

2.2. Empirical Review of Literature

Empirically many research papers are computed difekeht outcomes are demonstrated by
different researchers. The following are somelasitations which support such a statement.

Sukati, Chin, Satit & Tat (2012) have conducteduas on “The relationship between marketing

mix and customer decision making over travel ageffitse aim of this study is to investigate the
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relationship between the 4Ps, namely price, pramgplace and product, and customer decision
making over travel agents in Palembang, Indondseel agents have seriously considered for
these 4Ps activities to ensure that they allodai tesources effectively and efficiently. A total
of 215 respondents were selected from custometty@é travel agents in Palembang, Indonesia.
The data collected was analyzed using three statishethods, that is, mean analysis, Pearson
correlation and regression analysis. Based on phaltegression analysis, the findings revealed
that among the 4Ps tested, that is, price, prompface and product, only price and product
stood out as the most important marketing mix fecafcustomers’ decision making over travel
agents. Both price and product emerged as twoeoktitongest predictors. In terms of product,
the perception of high product quality and hightooeer satisfaction will directly lead to high
levels of purchase intention and repeat buying tiesslting in increased sales volume. When
customers see that travel agents have a compleieage of products, they will be more
interested to buy from that particular travel agdtoduct attributes such as product quality,
complete and accurate information, capability twegsuggestions and assistance, superior

service, and so on may influence customer decisiaking over travel agent.

On the other hand, travel agents must also remetalzdfer a reasonably prized tour package in
order to gain the trust and satisfaction of theistomers. This is extremely important because
price reflects customers’ perception of the valtiproducts or services and all other marketing
decisions are closely related with the price deaisin this respect, travel agents can retain
existing customers by offering an attractive anchpetitive price, giving special discounts for a
certain market that include business markets dioower markets resulting in increased sales.
The impact of price on customer decision makingoisiminous and vital. The reason for this is
because present day customers are smart and ptissemsility to differentiate between good
and bad travel agents in terms of the price they qad the quality of the travel package

received.

Haruna Isa Mohammad (2015) of Nigeria studied anmprketing mix and retail bank customer
satisfaction in north east Nigeria His study anedlyzustomer satisfaction using 7Ps marketing
mix elements to retail bank customers in North ddiferia. His main objectives include

examining product, price, place, promotion peoplecess and physical evidence as drivers of

retail bank customer satisfaction. Seven hypothesss formulated to address the objectives.
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Data were collected from a sample size of 405 medpots comprising of academic and senior
non-academic staff in universities and polytechnicdNorth east region of Nigeria through
guestionnaire administration. The study used caticel and regression analysis. The results
found that product, process and physical evidenegewsignificantly related to customer
satisfaction while price, promotion, place and peaue not significantly related. It was also
found that process is the most influential drivdriles price is the least influential. Finally, the
study recommends that management should improvednketing mix elements by applying the

right mix to attract and retain customers.

Satnam Ubeja(2014), in his study explored on aystfdsales promotion mix on customer
satisfaction with Reference to shopping Malls indemd come up with the outcome that
profiling customers by their choice of sales prammtmix provide more meaningful ways to
identify and understand various customer segmeaht@iarget each segment with more focused

marketing strategies.

Owomoyela, Olasunkanmi & Oyeniyi (2013) conductedtiady on “The impact of marketing
mix elements on consumer loyalty: An empirical stod Nigerian breweries PIc”. The research
paper investigated the effect of marketing mix edate on consumer loyalty with special
reference to Nigerian breweries Plc. The surveyhotetwas used in this study. Data was
collected from sixty (60) respondents, six managerd ten sales representatives of Nigerian
breweries Plc, ten distributors and thirty four semers from different joints in lbadan were
selected respectively. Correlation coefficient andltiple regression analysis were used to
analyze the data. The result indicated that margetnix elements (price, product, place and
promotion) were jointly predictors of consumer lltyaThe predictor variables jointly explained
64% of the variance of consumer loyalty, while tBmaining 36% could be due to the effect of
extraneous variables. This implies that marketinig elements have significant effect on
consumer loyalty/ retention. McCarthy (1964) alsded that marketing mix is the pillar of any
business organization, which means every elementasketing mix plays an important role in

influencing consumer loyalty.
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Norsyaheera Abd Wahabl and Lailatul Faizah Abu &a$2005) also studied the influence of
marketing mix and customer satisfaction on custologalty among hijab consumers. This
study aimed to investigate the relationship betwaanketing mix and customer loyalty in the
hijab industry, as well as the mediating effecto$tomer satisfaction. The study confirmed that
customer satisfaction is really important in orttecreate loyal customers, it is indeed important
that marketing mix and its elements can help bgsigoviders to know the factors that their

customers are looking for when buying hijabs.

B.K. Suthar, R. Lathangt.al (2014), did their research on the Impacts of Mang Mix and

Customer Perception on Brand Loyalty. The colleatiedia reveals on positive relationship
among different dimensions of marketing mix andteorer perception on brand loyalty of
Bharat Sanchar Nigam Limited as one of the Cell@arvice Providers (CSPs) in Vadodara

Telecom District of Gujarat.

The study impact of internal marketing on custonwyalty (Case study: Iran Insurance
Company - Kermanshah province) is also carriecogutarhad Rahmatgt.al, (2013). The results

of this study showed that internal marketing thitotlige marketing mix and customer satisfaction
has influenced the customer loyalty. Also, the itssshowed that employees and organizations
must consider the process of overall marketingesgias with regard to competitive conditions

in order to attain customer loyalty and satisfactio

2.3. Hypotheses

Independent Variables the four marketing mixes; Price, product, promotand place.

Dependent variable Satisfaction level with St. George beer and corsion. It is taken as a

proxy to represent customer’s choice of brewerg dspendent variable.

The following hypotheses were tested:
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1. Null hypothesis #H,). There is no significant relationship between @riof beer and
Satisfaction level with beer consumptions.
Alternative hypothesis #H4) There is a significant relationship between putédeer and

Satisfaction level with beer consumptions.

2. Null hypothesis #H,). There is no significant relationship between bpesducts and
Satisfaction level with beer consumptions..
Alternative hypothesis #H,) There is a significant relationship between proamtand

Satisfaction level with beer consumptions.

3. Null hypothesis #H,). There is no significant relationship between ela€ the product and
Satisfaction level with beer consumptions.
4. Alternative hypothesis #H;) - There is a significant relationship between thedpct and

Satisfaction level with beer consumptions.

5. Null hypothesis H,). There is no significant relationship between pstianal activities and

satisfaction level with beer consumptions.

Alternative hypothesis ;) - There is a significant relationship between proamal activities

and satisfaction level with beer consumptions
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CHAPTER THREE

METHODOLOGY OF THE STUDY

This section of the study presents the methodshefresearch comprising research design,
population and sample size, instruments of dateecodn and analysis, model specification,
validity and reliability of the study and ethicakues.

3.1. Research Design

Normally, many research works rely on primary aadosidary data separately or in combination
depending upon what the research demands and tinily $s no exception. Primary and

secondary data were employed. This is to ensutehbaelevant information necessary for the
study with the desired manner was obtained. Prindatg is collected through questionnaires

and interviews by contacting relevant factors exlab the study conducted.

The study focused on assessing the determiningrfadhat influence marketing mix on
customer’s satisfaction and thereby allowing therset as criterion for their preference of beer.
The survey population comprises different typesugtomers from which majority of them are
adults and frequently consume both beer and dr&fisce it is challenging to cover all
population through survey, this study has used Sagpechniques to arrive at representative
samples using the following manner. The samplingjigite followed in this study was simple
random sampling. This is due to the fact that nigj@f the population where the sample has

selected comes up with similar characteristics.

3.2. Population and Sample Size Determination

According to Fortune report dated December 14, 2&tdiopia’s total beer production capacity
stands at 7.1 million hectoliters annually. BGI iBfiia’'s capacity stands at 2.7 million
hectoliters from its three factories at Addis Abebawassa and Kombolcha. Heineken S.C.,
which owns Walia, Harar, and Bedele breweries, &iasapacity of 2.5 million hectoliters.
Diageo, owner of Meta Abo Brewery, and Dashen Brgwg.C., follow with one million
hectoliters and 900,000hl, respectively. Currentlith the expected population of 100 million,

the per capita beer consumption is expected tohréadectoliters. Besides following the
24



expansion of urbanization the number of consumiss @scalates in number expected to be
more than five million (fortune magazine, Dec.1@12).

To select the representative samples from the pogalilation, a probability sampling methed
used based on the following formula (Kothari, 2004)
ZZ

_ p.q.N
NS (NTD)sZi g+ o rr re e (1)

_ 1962 (0.5)(0.5)(1,000,000)

~0.052 (1,000,000—1)+1.962 (0.5)(0.5):384'16

Where n=sample size
p=Proportion of the population containing the maonsumers
q=1-p
z = Number of standard deviation ghan confidence levebg& 0.05),
e = Acceptable error (precision) and

N= Is the total population size

3.3. Data Collection Instruments and Techniques

Different books indicated three primary data cditat methods; these are observation,
experiment and survey. In survey research, therelser selects a sample of respondents from a
population and distributes a standardized questioario them. Surveys can be divided into four

major types: personal interviews, telephone survensl surveys and self-administered surveys.

Data for this study was gathered through self-athtéred questionnaires for customers
familiarized with beer. Self-administered questiain@s are research questionnaires personally
delivered to the respondent by the interviewerdmmpleted by a respondent with no interviewer
involvement. The questionnaire that was used is $tidy has two parts. The first part was
designed to collect the demographic informatiomfreach respondent. In the second part of the

guestionnaire respondents were asked for their fieéerence and beer consumption history in
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line with the 4Ps of marketing mix which is muchncern area of the study and some
influencing factors on their selection decisionba&fers was conducted. Moreover open-ended

guestions were included in the questionnaire toygee opinion.

3.4. Methods of Data Analysis

Quantitative methods of data analysis were usetbrrhation collected from consumers through
guestionnaire was analyzed quantitatively usingcgrgage, weighted mean correlation and

regression technigues using SPSS version 20.
3.5. Model Specification and Description of Study &friables

Recently, following an increment in numbers of beews, competition in all types of products
becomes so stiff. Here expanding customer baséséy is not efficient enough. Rather finding
loyal customer has invaluable importance for hawgngater share of the brewery market using
referral marketing and cross selling. In this relgaatisfied customers contribute a lot through

recommending others to use brewery’s products.

Linear regression is a method of estimating or igted) a value on some dependent variable
given the values of one or more independent vasahlike correlations, statistical regression
examines the association or relationship betweeiablas. Unlike correlations, however, the
primary purpose of regression is prediction (GeugffM. et al., 2005:224-225). In this study

multiple regressions was employed. Multiple regmssnalysis takes into account the inter-
correlations among all variables involved. This moet also takes into account the correlations
among the predictor scores (John Adams, et al.7:208). They added multiple regression
analysis, which means more than one predictoriglyoregressed against the criterion variable.
This method is used to determine if the independmiables will explain the variance in

dependent variable. Therefore, the equation ofes=gons on this study is generally built around
two sets of variables, namely dependent variab&igfaction with beer/Yi) and independent
variables (price/X1/, product/X2/, promotion/X3/|lape/X4/). The basic objective of using

multiple regression equation on this study is tkentghe study more effective at describing,
understanding and predicting the stated variabl€sat is it is primarily used to identify the

major influential factors among marketing mixestta#fect beer selection decision of the St.

George customers.
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Accordingly, the regression equation on the abarébles can be stated as follows:
Yi=Bot B1X1+ B2X2 + B3 X3+ B4 Xat Ei

Where:

Y is the response or dependent variable- Satisiaetith beer consumption.

X1 = Price,

X2 = Product,

X3 = Promotion,

X4 = Place,

Ei = Error term set up to demonstrate the unexptiportion of the dependent variable through

the above four important exogenous variables.

Besides, indicates constant which shows the magnitude ew#iue of satisfaction when the
coefficient for the above four explanatory variableecome zero. Whereas the coeffidigent

B,, B; andB, are acquainted with the extent of change in thpeddent variable when the
explanatory variable changes by one unit, citrusbpa. Further more from the expression of

independent variableX;’, i stands for the number of observation includethe data.

3.6. Validity and Reliability Test

3.6.1. Validity

Validity is concerned with whether the findings aeally about what they appear to be. Validity

is defined as the extent to which data collecticgthud or methods accurately measure what
they are intended to measure (Saund¢ral, 2009). Henceforth to ensure the validity of the
study, data was collected using close ended quesséind from reliable and credible individuals

and business customers who are currently and ctiverking with the company.interview

guestions were made based on literature reviewframde of reference to validate the results.
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Questioners were pretested on 50 customers. Datacoliected over four weeks limiting the

chances that major events can change the results.

3.6.2. Reliability

The reliability of the scale which is how the colied data is free from random error was
checked. Collected data is worthwhile only if these recorded in accurate ways. For any
measurement to be valid, it must first demonstrafiability. Cronbach’s alpha is a statistic. It is
generally used as a measure of internal consist@nigfiability of a psychometric instrument. In
other words, it measures how well a set of varmbleitems measures a single, one-dimensional
latent aspect of individuals. In order to be rdkahusing SPSS result, the Cronbach’s alpha
should exceed the threshold of 0.70. This indic#éltes there was a high degree of internal
consistency amongst the test items (Streiner Narman G.R. (1989).

As a result, cronbach’s alpha showed a satisfyahigbility, above the 70% as indicated in the

table below.

Table: 3.6.2. Reliability Statistics
Cronbach's Alpha N of Items

.850 20
Source: Own survey 2016 (SPSS)

This indicates that there was a high degree ofnateconsistency among the test items.

3.7. Ethical Issues

Marketing research requires serious ethical considas. Aware of this fact the researcher took
precautions while securing the necessary informatoy the accomplishment of the research
objective. The researcher exerted effort to getajhygroval of the factory under study prior to
collect the data. Besides, the customers who a&subject of the survey were briefed about the
importance of the study and their valuable contidsuin providing the information. They were
treated with respect and care at the same timsstar@ the data obtained from them will be kept

confidential and only be used for academic research
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CHAPTER FOUR

DATA ANALYSIS, DISCUSSION AND PRESENTATION

This section of the research illustrates the datalysis and presentation with two major
constituents of the data collected that is the dgaphic characteristics of the respondents and
their response towards the four marketing-mix el@ewith respect to their satisfaction.
Information presented in this chapter is obtaifedugh both primary and secondary sources of
data. For the primary data both interview and qaesgtires distributed to marketing managers
and some selected customers of the factory have leeeployed. Thus, sample of 385
respondents were randomly sampled for the survely48® questioners are distributed, from

which 390 of the self administered questionnaireawd#led and returned to the researcher.

4.1. Demographic Characteristics of the Respondents

Demographic characteristics of the respondentsudity: gender, age, main sources and
monthly income, frequency of beer consumption asponse towards all other variables are
analyzed and interpreted based on the data callécm the respondents of the study area about
beer selection decision based marketing-mix elesndvibreover, summarized results of the

response towards the items included in the quesiom as well as descriptive statistics were

described, analyzed and synthesized in tablesepge and charts are presented. Inferential
statistics based on Correlation, regression anorfamalysis is also conducted with the help of
Statistical Package for Social Science (SPSS) vier20.

4.1.1.Gender of Respondents

The figure 1 below presents data on gender of refgmus. It shows that the male respondents
formed majority of the target population with aalobf 302 representing 77.4 %, while 88
respondents were female representing 22.6%. lea that most of the respondents were males

this shows that males are the dominant consumeheatominant respondents of the study.
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Fig 1. Gender of the respondents (own survey, 2016)
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4.1.2. Age of Respondents

The researcher needed to know the age distributfonespondents to help categorize the
participants’ age wise because the beer selectEmisidn varies across the consumers at

different age level. Table 4.1.2 below summaribesdata obtained on the ages of respondents.

Table 4.1.2: Age distribution of respondents

Age group Frequency Percentage
Below 25 55 12.6
Between 25 & 35 227 62.9
Between 35 & 45 80 19.7
Above 45 28 4.7
Total 390 100

Source: Own survey (2016)

The age distribution of the participants shows &6 % of the respondents are below the age
of 25 while 62.9% of the respondents are in theeggup of 25 & 35, 19.7% of the respondents
were in the age group of 35&45 and the remainif§aof the respondents are above the age of
45. This shows that majority of the participants. i75.6 % were below the age of 35. This
implies that the large proportions of respondemésthe youngsters who can make their own
rational decision in any of their life affairs inding a decision to select the beer that they are

willing to get and drink.
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4.1.3. Source of Income of Respondents

In the study, the respondents were also asked d@heumnajor source of their income prior to the

survey data. According to figure 2, out of the 388pondents, the majority of the respondents
344(93.8%) are earning their income from being @ygdl. The rest of the respondents 26
(3.2%) of them gets their income from the busirtesey run while the rest 20(3%) of them are

deriving their livelihood from other sources of @me such as remittances.

The below pie chart depicts the main source ofnimeby the respondents.

Fig.2 The main source of income bw the respondents

Source: Own computation (2016)

4.1.4. Monthly Income of Respondents

The amount of income that someone earns deterntireegproportion of income that he/she
allocate for consumption and saving purpose. Thigecause naturally people have the tendency
to put their money in the form of saving eithehatme or financial institutions only part of that
income which is left after consumption. Therefdhe level of income earned is one factor that
people must consider before they decide to spensiawe it. The distribution of respondent
according to their monthly income level is presdritetable below. The highest monthly income
level belongs to the income category between BA1&& Br.3, 0000 followed by the income
group Br. below 1,000. The smallest proportionribistion of respondent (5.3%) was for an
average monthly income of more than Br. 5,000. Hire shows that most of the respondents
(94.7%) earn an average monthly income less thas B00. This result shows that majority of

the respondent have at least the potential forwoimsy beer for their satisfaction.
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Table 4.1.4. Monthly income of the respondents

Monthly income Frequency Percentage
Below 1000 150 38.4
Between 1000-3000 191 48.9
Between 3000-5000 29 7.4
Above 5000 20 5.3
Total 390 100

Own survey (2016)

4.1.5. Frequency of Beer Consumption

The table below depicts the frequency of visitg tha respondents make to the beer to consume
show that the majority of them 144(37%) have a mignvisit to their preferred place. This
finding can go with the fact that most of them ¢gfmir income from employment earning in
which they are supposed to withdraw their salapmfrthe deposited and thereby enjoyed
through drinking beer. In other words since manytte respondent’s financial capacity got
strong at the end of the month following recipiehtmonthly salary their consumption of beer
will get escalated. On the other hand only 35(8%hem make a visit to hotels, kiosks, bar and

restaurants in more than a month.

Table: 4.1.5. Response regarding relationship freaqgncy of visits to consume the beer

Time of visiting Frequency Percentage
Daily 73 18.7
Weekly 138 35.4
Monthly 144 36.9
Above 30 days 35 9.0

Total 390 100

Source: Own survey (2016)

4.2. Descriptive Statistics

This section of the descriptive analysis deals \amlalyzing those marketing mixes which are

influential to the respondents’ beer selection sieai.
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Table:4.2. Descriptive Statistics of the four markeng mixes for the beer selection criteria.

[tem MN SD
Price 4.80¢ 0.472:
Product 4.79¢ 0.490¢
Promotional Activities 2.428: 1.281:
Place 2.62 1.39¢

Where MN=mean and SD=Standard deviation

Source: Own Survey (2016

Under this section mean and standard deviationtteemajor tools to describe the data. As
shown above the table from the overall respons@8)(he mean price rate of the customer is
4.808 with a 0.4722 deviation. These figures indidhat customers obtained fair price level of

the given service.

On the other hand brewery products like beer amdk @xhibits a mean value of 4.795 and a
standard deviation of 0.4905. Likewise price, hatgo responses give an idea about how

respondents are enjoying the products.

In similar fashion; though it shows lesser in mage as compared with the former two
explanatory variables (price, and product), proomal activities shows the mean value of
2.4282 having a standard deviation of 1.2811. Tigisre shows how much brand image of St,
George Brewery Company promote customers to comtioyally. In addition, place which in

turn ensures convenience/accessibility has a me@nasnd standard deviation of 2.62 & 1.395

respectively.
4.3. Correlation Analysis

To figure out the relationship between customerstattion, price, product, promotion and
place, a Pearson (Karl Pearson, 1980) product mbroemelation analysis is conducted.
Correlation is a number between -1 and +1 that oreaghe degree of association between two
variables. Here if the correlation coefficient reater than 0.5 then the association between these

variables could be considered as strong.
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Table: 4.3. Correlation result between variables

Custom
er
satisfacti
on Price product promotion | place
Customer satisfaction Pearson 1 -.027 133 111 .046
Correlatio
n
Sig. (2- .621 .014 .041 402
tailed)
N 390 390 390 390 390
Price Pearson -.027 1 -.022 -.312 .256
Correlatio
n
Sig. (2- .621 .689 .000 .000
tailed)
N 390 390 390 390 390
Product Pearson 133 -.022 1 .218 -.006
Correlatio
n
Sig. (2- .014 .689 .000 915
tailed)
N 390 390 390 390 390
Promotion Pearson 111 -.312 218 1 -111
Correlation
Sig. (2- .041 .000 .000 .040
tailed)
N 390 390 390 390 390
Place Pearson .046 .256 -.006 -111 1
Correlation
Sig. (2- .402 .000 915 .040
tailed)
N 390 390 390 390 390

Source: Own Computation (2016)

Here the two tailed Pearson correlation
significant relationship with promotional activityand products at 5% significant level.

According to the above correlation matrices theyeaistrong positive association between
customer satisfaction and the above stated explgnaariables valued at more than 11% in less
than 5 percent significance level. Once the bresgeable to make their products quality, and

make promotional activities, then its customertséaction will enhanced more.

Equally, there is also a strong relationship beeepdemonstrated with promotion and place.

The correlation between the two illustrates a valid1.2% and 25.6% at 1 percent significance

coefficishbws that customer satisfaction has a
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level. Here as breweries reduce price, they arentaoh motivated to promote their products
more so as to widen up their customer base. Lilewisen their customer base increases, they

aim to find themselves profitable from selling mbesers than increasing price.

The last but not the least is the correlation pribomal activities illustrated with breweries and
products. The quantitative result demonstrates sitipe medium correlation between the two
variables at 1% significance level. This statenteag a message that increase in promotion on
service provision has a great importance to bulld breweries brand image through its
appearance and influence many people through makerg more dependable on its service and

vice versa.

4.4. Regression Analysis

The equation of regressions on this study is gdlgdyailt around two sets of variables, namely
dependent variable (Satisfaction with the beer petglYi) and independent variables (price of
beer/X1/, beer product/X2/, promotional activiti3/, and place/X4 /). The basic objective of
using multiple regression equation on this studytdasmake the study more effective at
describing, understanding and predicting the statmihbles. That is it is primarily used to
identify the major influential factors among thesdinetically marketing mixes that affect the

consumer’s brewery choice of St.George breweryfgct

Accordingly, the regression equation on the abarébles can be stated as follows:
Yi = BO+B1Xy + B2Xo + B3 X3 + B4 X, + Ei

Where:

Y is the response or dependent variable- Satisiaetith beer consumption
X1=beer price,

X2=product,

X3=promotional activities,

X4= place, Ei=Error term
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B0 is the intercept term- constant g1id 2, B3, andp4 are the coefficients associated with each
independent variable which measures the chandeimean value of Y, per unit change in their
respective independent variables. Accordingly, gtaistical technique is used to explain the
following relationships, to regress satisfactiovele with beer consumption (as dependent
variable) on the selected linear combination of thdependent variables using multiple

regressions.

According to Bain & Company, Inc. (2010), “the poveé customer satisfaction and /or loyalty
is clear and compelling: It leads to more profieagtowth.” Satisfied customers stay longer with
factory that treats them well”. They buy more adittproducts, and they cost less to serve. They
recommend their beer preference to their friends @ileagues, becoming, in effect, a highly
credible volunteer sales force. Investing in loyatn generate more attractive returns than
rolling out an ambitious new marketing plan or dunf new branches. Therefore here the level
of satisfaction customer’s taste in the procesgetting service is taken as a proxy to measure

the beer selection as a dependent variable.

4.5. Goodness of Fit

Based on the above specified model it is bettéwdk at first how much variation the dependent
variable (customer satisfaction) is explained by Wariation in the four explanatory variables

named as price, product, promotional activities, placement.

Consequently, looking at the value of R squarel gl first rate information. By this if the
value of R square is greater than 50%, the regnessould be taken as best and well fitted.

Meanwhile, the table constructed below indicatethawalue of adjusted R square is 80.4%.

Table 4.5. Model Summary®

Change Statistics

R
R Adjusted R | Std. Error of | Square F Sig. F Durbin-
Model R Square Square the Estimate | Change | Change | dfl | df2 | Change | Watson
1 .898? .806 .804 515 .806 | 400.061 4 | 385 .000 1.239

a. Predictors: (Constant), price of the product Level, promotion, product, place

b. Dependent Variable: satisfaction
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This means 80.4% of the variations on the dependatdble have been explained by the four
regressors. Whereas the rest 19.6% need to beregblay other variables other than what is

specified in the above model.

4.6. Regression Result

Table 4.6. Regression Coefficients results

Unstandardized | Standardized

Coefficients Coefficients 95.0% Confidence Interval for B
Std. Lower

Model B Error Beta t Sig. | Bound Upper Bound

1 (Constant) | 3.147 .189 16.619 | .000 2.775 3.520
Promotion 161 .029 .158 5.592 | .000 .105 .218
Place .136 .033 133 4,111 | .000 .071 .200
Product .186 .032 .182 5.754 | .000 122 .249
price of -.597 .031 -.584 | -19.290 | .000 -.658 -.537
the
product
Level

a. Dependent Variable: satisfaction

The above table shows the coefficients, t stasisticd significance values of the coefficients.
The output confirms that all the marketing mixeduning the constanfs(), stood as a regressor
(price, product, place and promotion) are founbegignificant at 1 percent. This is to mean that
these significant variables are considered to bwans for customers to choose their preferable
beer.

The formulae can be depicted as follows:
Y; =3.147 — 0.597X,; + 0.186X2; + 0.161X3; + 0. 136X 4 ... coe vvvcee vve eee e eee e e o (2)

Ceteris paribus (other things being constant), ani¢ increase in price level of the product,
customer’s satisfaction level will drop down by @75in other words a 1 unit increase in price
will come up with 59.7% increments in dissatisfantlevel of the customer. Therefore a price of
beer has a negative impact for customers and fudigters their choice.
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Currently, unlikely to the previous time where tirewery industry was under the control of few
manufacturer, the industry is widen and new contikesHabesha brewery S.C, Raya brewery
S.C, and other are joining the market and devet@prharket share. Besides the entrance of
world known expertise brewery companies through idmythe prevailing brewery
manufacturing’s as it is done by Heniken when ydBedele brewery and Harar brewery S.C,
further strengthened the competition to hold ttgomshare of the market in terms of customer
base. In this regard price was one of the marketiregegy and customers were sensitive for that
matter. Thus, if one tries to increase price opitsduct, then it will lose its customers through
escalating their dissatisfaction. The same resulinlikely to the one achieved by Haruna isa
mohammad (2015) of Nigeria who studied on 7ps niangemix and retail bank customer
satisfaction in north east Nigeria. His finding eals that price has nothing to do with customer
satisfaction. However in Ethiopian scenario the raptrwhen walia beer comes to the market is
a recent and unforgettable event. Other things iremeanstant, the reduction of price from 14

ETB to 10 ETB by this brewery factory has laid doavground for the inflow of customers.

Equally likely a unit increase in the work donelirgwery factories on their beer product using
advanced technology and thereby keeping produditguaill lead to behave a 0.186(18.6%)
success in customer satisfaction among customergei@ly majority of the breweries are
engaged themselves in equipping their service mibdern technologies. Satham Ubeja (2014),
in his study of sales promotion mix on customers&attion with reference to shopping malls
indoor also finds similar result. Here finding theod taste of the customer is an important issue

so as to check the products quality.

In addition, promotional activities related to aggpive advertizing, sponsoring radio and
television programs, various events and offeriiits @nd lotteries which applied in Ethiopian
context are important in curbing people’s decisiorselecting the beers they are going to be
served. Akram et al. (2012) has come up with thmeséinding in their studyThe Results of
their survey has revealed that the students - undergraduates and graduates - give ample
importance to the attributes related to advertising. Therefore expenses incurred on
promotional activities have a paramount importaswas to have widening up customer base. In
this regard a one unit increase in promotionalvéms has significantly change customers

satisfaction by 16.1%.
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The last but not the least essential variable dgtamer selection is placement which in turn give
assurance for convenience and/or accessibiliig. dtgnificant even at 1% level of significance.
Once breweries increase and able and reach mang arel customers, they will have more
number of customers through retaining proximity abidition to branch expansion maintaining
and providing services and avail products in défeé event organizations has a paramount
importance in sustaining convenience which in wphold customer satisfaction. Siddigi (2011)
analyzed the factors considered important by custamselection in Bangladesh. The findings
have revealed that accessibility one of the mogiomant factors influencing customers for
selecting a private commercial bank. Similar cosidns are also reached by Saleh (2013) in his

study carried out on Malaysian customers.

With the interview made with the marketing mangdrthe company, the department focuses on
the marketing-mix elements in relation to maintagnitheir customer satisfaction. The

promotional tool the company uses includes suppgrtine society as a means of discharging
social responsibility. Subsequent improvement e dhality of their beer and draft beer is what
the company assumes to capture the market largleé/company also believes the price charged
for its product is reasonable, affordable, competiaind profitable. Further the company takes
care of the socio-cultural, income and infrastreatadevelopment in distributing its product and

choosing agents to do so.
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

This chapter summarizes, concludes and offers re@ndations of major findings of the study

based on the analysis and discussion made in &wopss chapter.

5.1. Summary

This study is focused on identifying the determgnifactors that influence customer’s
satisfaction and thereby allowing them to set d@sraon for their preference of beers. The survey
population comprises different types of customeosnfwhich majority of them are familiar in
either beer or pasteurized draft. Since it is @mging to cover all population through survey,
this study has used sampling techniques to artive@esentative sampl€hus, sample of 400
respondents were randomlampledfor the survey.From that 390 of the self administered
guestionnaire were filled and returned to the netes. Data for this study was gathered through
self-administered questionnaires for consumer fanike with different income status, and

experience.

Quantitative methods of data analysis were usetbrrhation collected from consumers through
guestionnaire was analyzed quantitatively usingcgrgage, weighted mean correlation and
regression techniques using SPSS version 20. fhleusvo tailed Pearson correlation coefficient
shows that price has a significant relationshiphwpromotional activity, and place at 5%
significant level. Equally, there is also a postiand strong relationship product demonstrated
with accessibility/convenience which is represeriigglace. Therefore in order to identify and
assess those factors which influence customerfenamece in choosing their finest beer and level
of impact, four variables called marketing mix ¢ari product, promotion, and place) are taken in

to consideration.

In this regard the R square value depicts that%0o6 the variation on the dependent variable
could be explained by the four regressors. On therdhand from the above stated four variables

all are found to be significant to take as deteadifactor at 5% level of significance.
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5.2. Conclusion

Ethiopian brewery industry is now going to operateler a more competitive atmosphere and
rendering a wider variety of services through timelifferent parts of the country. This study
investigated the determinants of brewery preferesmog selection criteria by customers. The
study is motivated by the need to address the issE¢hiopian context by providing recent and
extensive evidence collected from St. George beeérpasteurized draft consumefs a result,
the findings of this study can add to the body dwledge in the brewery marketing literature
and can serve as a starting point on which futtudiess can be built. On the practical side, this
study can assist brewery manufacturing company gesdo identify the important factors that

may determine beer selection decisions among ce@stom

In order to assess those factors which influenctoooer’'s satisfaction, four variables (price,
product, promotion and placement) are taken indwsitleration. The finding asserts that all
variable are found to be influential to deterministomer satisfaction. The regression equation
obtained from statistical analysis illustrates prctd promotion and placemen are positively and
price is negatively related to customer satisfactiBesides price of the company product is

found to be a variable having detrimental effecsatisfaction of the customer.

As per the interview made with the marketing masgdrthe company, the department focuses

on the marketing-mix elements in relation to mamitey their customer satisfaction.

v' The promotional tool the company uses includes et the society as a means of
discharging social responsibility.

v' Subsequent improvement in the quality of their ke draft beer is what the company
assumes to capture the market largely.

v' The company also believes the price charged fopntsluct is reasonable, affordable,
competitive and profitable.

v' Further the company takes care of the socio-cujtircome and infrastructural

development in distributing its product and chogsagents to do so.

41



5.3. Recommendations

Sequel to the study outcomes, the following areésemmendations:

v' The brewery company is commended to develop tactit$ow to take care of the

interest of each individual customer and handletpeoperly.

v' Since promotional activities have a great rolernioréasing the number of customers,
using advertising products through radio and tselew programs and other events is
significant in affecting the beer selection deaisid the customers, the brewery company

is recommended to expend more on promotions.

v In addition the brewery company is also recommentiecexpand their branch or
distribution centers and warehouse. Besides #if@rt in modernizing technology so as

to ensure accessibility and so as to make custocoergenient.

v" The company needs to know the sensitivity of pace due consideration need to be

given in times of price setting.

v' The company is further recommended to conduct éarthsearch on the beer selection
criteria taking into consideration the incremensaies volume. This helps the company
to assess the overall performance of the indudrwell as to identify integrated beer

selection criteria chosen by customers.

v' The brewery company has to invest more on the relseand development(R & D)
invention and innovation areas to identify the maj@arketing mixes customers used to
choose their preferable brewery product and to ceple the soaring competition the

company actually facing from the industry.
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APPENDIX A

ST. MARY'S UNIVERSITY
SCHOOL OF GRADUATE STUDIES
GENERAL MBA PROGRAM

QUESTIONNAIRE

I nterview questions with Marketing Department of the St. George Brewery Company

Dear respondents;

The purpose of this interview question is to enaile carry out a research for the partial
fulfillment of Master’'s Degree in General Busindsiministration (MBA). The research is to be
conducted on St. George Brewery with the titleTefE ASSESSMENT OF MARKETING
MIX IN FULFILLING CUSTOMER SATISFACTION: THE CASE O F ST. GEORGE
BREWERY . This study is aimed at finding out the level aftomer satisfaction with regard to
the product quality, price charged, the distribotimechanism and promotion utilized by the
factory. The findings of this research will be bicial to the factory and those who are
interested to make further study on the same thdm&ncerely seek your assistance in
responding to the questions listed below. Any imfation you present will be kept utterly
confidential and will be used only for academicgmsge. Your cooperation and prompt response
will be highly appreciated.

v" What pricing strategy does the company use in daleraintain its customers satisfaction?
v" How do you evaluate the quality of the factory’squict?
v' The different promotional tools the company pragi

v" How the company chooses its agents to distribatpriiduct?

Thank you in advance for your cooperation!

48



APPENDIX B
ST. MARY'S UNIVERSITY
SCHOOL OF GRADUATE STUDIES
GENERAL MBA PROGRAM

QUESTIONNAIRE

Structured questions to be filled by the customers of St. George Brewery Products

Dear respondents;

The purpose of this interview question is to enafle carry out a research for the partial
fulfillment of Master’'s Degree in General Busindsiministration (MBA). The research is to be
conducted on St. George Brewery with the titleT6fE ASSESSMENT OF MARKETING
MIX IN FULFILLING CUSTOMER SATISFACTION: THE CASE O F ST. GEORGE
BREWERY . This study is aimed at finding out the level aStomer satisfaction with regard to
the product quality, price charged, the distribmtimechanism and promotion utilized by the
factory. The findings of this research will be bicial to the factory and those who are
interested to make further study on the same thdm&ncerely seek your assistance in
responding to the questions listed below. Any imfation you present will be kept utterly
confidential and will be used only for academicygmse. Your cooperation, honest and prompt

response will be highly appreciated.

General Instruction

1. Please do not write your name on the questionnaire.
2. Your participation is voluntary.
3. Please simply circle on the appropriate choicesh# close-ended questions and give an

explanation to the open-ended questions.

Thank you in advance for your cooperation!!
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PART |. PERSONAL PROFILE OF THE RESPONDENT

1. Gender
A) Male
B) Female
C) Prefer not to mention
2. Age category
A) 18-25
B) 25-35
C) 35-45
D) Above 45
3. Occupation
A) Government employee
B) Non-government employee
C) Private business owner
D) Other please specify,
4. What is the monthly income you earn
A) Below 1000
B) 1000-3000
C) 3000-5000
D) Above 5000

PART TWO. MARKETING-MIX AND CUSTOMER SATISFACTION Q UESTIONS

1. Which type of the factory product do you consunestly?
A) St. George Beer
B) Pasteurized Beer (Draft)
C) Other Product
2. How do you rate the quality of the brewery pra@uc
A) Excellent
B) Very good
C) Good
D) Fair
E) Poor
3. How often do you consume products of the factory?
A) Daily
B) Weekly
C) Monthly
D) Above 30 days
4. Have you ever quit consumption (buying and sg)liof the factory products and switch
to other brands?

A) Yes B) No
5. If your answer for question_Nbis yes, the reason may be:
A) Low price
B) Better promotion
C) Better quality D) Better distribution channel

6. Do you like the way the factory product is pacai®
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A) Yes B) No
7. Specify the reason for your answer in questiorédbove

8. Is the price charged for the factory productsoeable?
A) Yes B) No
9. If your answer for question_Niis no specify the reason:

10. Have you ever seen or heard the products bemmggted on any medium?
A) Yes B) No
11 If your answer for question_NO is yes, on which medium of communication (promatio
about the factory products?
A) Radio
B) Television
C) Magazine
D) Newspaper E) Calendar
If any other specify

12. Have you ever been initiated towards purchasta®&yromotions made by the factory?
A) Yes B) No
13. If your answer for question_ NI® is yes, the reason may be:

14. How would you evaluate the promotions made ferfttory with its quality?
A) Very compatible
B) Compatible
C) Less compatible
15. Is the product available at your neighborhooe @hea near to a particular place)?
A) Yes B) No
16. Do you get the actual quantity of the productyoar request?
A) Yes B) No

17. To what extent are you satisfied with the disttibon system of the factory?
A) Highly satisfied
B) Somewhat satisfied
C) Poorly satisfied
D) Never satisfied
18. In general, are you satisfied with the serviceraduct that is provided?
A) Yes B) No
19. If your answer for question_NI8 is yes, the reason may be:
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20. If your answer for question_NI8 is no, the reason may be:

21 In general, suggest some ideas that the factsydido to increase your level of
satisfaction
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APPENDIX C

*) 18-25 *) 25-35
.) 35_45 o) 045 ooe

*) «1000 o *) «1000-3000
*) » 3000-5000 *) « 5000 oo
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18. 000000 000000 000 00 000000 00000 /..?

.) o0 .) e0000

19. 0000 000 18 o000 /. o0 o0 .....?

20. 0000 000 18 ..../. 00000 000 .....?
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