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ABSTRACT

Thisstudyaimedtoinvestigatetheeffectofmarketingmixelements(product,
price,place,andpromotion)oncustomersatisfactionattheNationalAlcoholand
LiquorFactoryinEthiopia.Thegeneralobjectiveofthisresearchwastoassess
howthesemarketingmixelementsinfluencecustomersatisfactionandtoprovide
actionablerecommendationsforenhancingcustomercontentment.Aquantitative
researchapproachwasemployed,utilizingacross-sectionalsurveydesignto
collectdata.ThetargetpopulationconsistedofcustomersoftheNationalAlcohol
andLiquorFactory,withasampleof385respondentsselectedusingastratified
random samplingtechniquetoensurerepresentativecoverage.Datawasgathered
through a structured questionnaire and analyzed using both descriptive and
inferentialstatisticaltools,including correlation and regression analysis,to
determinetherelationshipsbetweenthemarketingmixelementsandcustomer
satisfaction.The study found thatallfourmarketing mix elements had a
significantpositivecorrelationwithcustomersatisfaction.Regressionanalysis
revealedthatthesemarketingmixelementscollectivelyexplained58.4% ofthe
variation in customersatisfaction.Specifically,the productelement,which
includedfactorslikequality,features,andpackaging,hadthestrongesteffecton
customersatisfaction.Thiswasfollowedbythepriceelement,ascustomerswere
highlysensitivetopricingandvaluedcompetitiveandfairpricing.Thepromotion
element,includingadvertising,personalselling,andsalespromotions,alsoplayed
acrucialroleindrivingcustomersatisfaction.Finally,theplaceelement,which
captured aspectsofdistribution and accessibility,showed the leastbutstill
significanteffecton satisfaction levels.Based on these findings,the study
recommends thatthe NationalAlcoholand LiquorFactory should prioritize
improvingproductqualityandpackaging,adoptcompetitivepricingstrategies,
enhance promotionalactivities,and optimize distribution channels to boost
customersatisfaction.Thesestrategicadjustmentscanhelpthecompanygaina
competitiveedgeandimprovemarketperformance.

Keywords:marketingmix,customersatisfaction,alcoholandliquorindustry,
NationalAlcoholandLiquorFactory,Ethiopia
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CHAPTERONE

INTRODUCTION

1.1Backgroundofthestudy

Modernmarketingis“asocialandmanagerialprocesswherebyindividualsandgroups

obtainwhattheyneedandwantthroughcreatingandexchangingproductsandvalue

withothers’(Kotler,Armstrong,SaundraandVeronica,1999).Andnow aday,the

marketingcompetitioninanysectorbecomeshighandduetothecontinuousandrapid

change and also dramatic innovation in the information technologythe business

environmentbecomestoodynamic.

Today’scompaniesarefacingtoughestcompetitionthanever.Companiescanwinthe

competitionbydoingabetterjobinordertosatisfythecustomers’needsandwants,

andcustomer-centeredcompaniesareadeptatbuildingcustomersnotjustbuildinga

product(JohanssonJ,2000:12).

Customersatisfactionisapersonfeelingofpleasureordisappointmentresultingfrom

comparing a product’s perceived performance (outcome)in relation to his/her

expectation (KotlerP and Armstrong G,2010:7).Itmaybeclearfrom theabove

definition customers’satisfaction is a function of perceived performance and

expectations.If the performance falls short of expectations,the customer is

dissatisfied.Iftheperformancematchestheexpectations,thecustomerissatisfied,

and iftheperformanceexceedsexpectations,thecustomerishighlysatisfied or

delighted.

Customers’satisfactiongeneratespositiveandproductiveimpactonbusinessgrowth

having significantnumberofcustomer’s means thatthe organization has strong

competitivepositionoverotherbusinessesrivals.Satisfactionisamajorcausebehind

revenuegrowthassatisfiedcustomersreturnforanotherpurchase(Sasser,1990).

ThemarketingmixwasfirstdevelopedbyMcCarthyover40yearsago.Itwasdesigned
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tosuggestthatyoushouldhaveabalancedmixofmarketingactivitieswithinyour

marketingplan.Itisaplannedmixofthecontrollableelementsknownasa“mix”

becauseeachingredientaffectstheotherandthemixmustoverallbesuitabletothe

targetcustomer(LittlerandWilson,1995).

Marketingmixisthesetofmarketingtoolsthatthefirm usestopursueitsmarketing

objectiveinthetargetmarket.Todoso,theelementsofmarketingmix(product,price,

promotionand place)serveasthemostcrucialtoolsformeeting thecompany’s

objectivetogetherwithsatisfyingcustomersthrougheffectiveutilizationofthem and

since,marketerscancontrolthevariables(Kotler,P.2000).

According to Kotler and Keller (2012),marketing mix is the distribution and

communicationofthecustomervaluetothemarket.Therearefourcomponentsfrom

marketingmixtoenterthemarket,whichareproduct,price,place,andpromotion.

Marketingmixisabusinesstoolusedbythemanagementoforganizationswhich

enablethem toremainintheglobalcompetitiveenvironment(Souar,Mahi&Ameur,

2015).Marketingmixisconsideredoneofthemostimportanttoolsthatofmarketing

processthatmeasurescustomers‟satisfaction(Isa,2015).Thisreferstothemajor

areasofdecisionmaking(4P‟s)inthemarketingprocessthatisblendedandmixedto

obtain theresultsdesired bytheorganization to satisfytheneedsand wantsof

customers(Souaretal.,2015).Itconsidersasoneoftheinfluencingstrengthsin

achieving amaterialreturnsforthecustomerinstitutions,profitability,obtaining a

competitiveadvantage,andgainingcustomersloyaltyandtrusttobeloyalforthe

companyanditsproducts,thisshowsthesuccessofmarketingprocessincompetition

environment(Bu-Moarafi,2006).Marketing mixisnota theory,buta conceptual

frameworkthatdeterminestheprincipaldecisionmakingmanagersmakeinorganizing

theirofferingstooutfitconsumers‟needs(Goi,2009).Itisthesetofcontrollable,

tacticalmarketingtoolsofproduct,price,place,promotionwhicharethevariablesthat

marketingmanagerscancontrolinordertobestsatisfycustomers‟needs(Souaretal.,

2015).

Marketersmustthinkaboutthemethodofwinning,retaining,ingeneralsatisfying
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customersfrom variouswayswhichwillleadtoorganizationalsuccess.Todoso,the

elementsofmarketingmix(product,price,promotionandprice)serveasthemost

crucialtoolsformeetingthecompany’sobjectivetogetherwithsatisfyingcustomers

througheffectiveutilizationofthem.

These variables are controllable variables by marketers.In addition,marketing

managerscanusethem toattractandretaincustomerssincetheycanbereshapedby

agivenmarketingmanagers.Paul(1994)statedthatmarketingstrategydeterminesthe

choice oftargetmarketsegments,positioning,marketing mix,and allocation of

resources.Marketing strategy encompasses selecting and analyzing the target

market(s)andcreatingandmaintaininganappropriatemarketingmixthatsatisfiesthe

targetmarketandcompany.

Understandingcustomersatisfactionisanessentialthinginthecontemporarybusiness

environment.Thebuyingdecisionofeachcustomerdiffersfrom persontoperson.The

marketingmixisanimportantelementinthefieldofmarketing.Thestepstakenbya

businessenterprisetoimprovesalesisknownasmarketingeffort.Therefor,marketing

effortisnotasinglefunctionbutacombinationofmanydifferentactivitiesundertaken

byafirm tomarketitsproducts.Toattainsuccessinthemarketingeffort,thevarious

componentsshouldbecoordinated.Thevariouscomponentsandinstrumentsusedin

themarketingprocessconstitutethemarketingmix.Theselectionofatargetmarket

servesasthebasisforcreatingamarketingmixtosatisfytheneedofthemarket.

Organization should also analyses customerneeds,preference and behaviorwith

respecttoproductdesign,pricing,distributionandpromotion(Clark,2007).

DharmestaandIrawans(2007)proposedmarketingmixisacombinationfrom four

variables,whichareproduct,pricestructure,promotionactivity,anddistributionsystem.

Thesefourelementsofmarketingmixarerelatedandaffecteachother,thereforean

attemptto generate a marketing policywhich leads to an effective service and

customerloyaltyisneeded.Inmarketingmix,therearevariablesthatmutuallysupport

eachother,whichlaterwillbecombinedbythecompanytogetadesiredresponsefrom

thetargetmarket.Withsuchdevice,acompanycanaffectthedemandofitsproduct.
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So,themorethecompanyunderstandsthedemand ofthecustomers,themore

satisfiedthecustomerswillbe.

Therelationshipofmarketingmixandcustomersatisfactionisnotalwaysthesame

duetoitisbeingaffectedbyseveralfactors,oneofwhichistheproductitself.Inan

industrywhereaproducthasalow involvement,satisfactionisoftenbecomethe

dominantdrivingfactorinformingthecustomerloyalty.While,aproductwithhigh

involvement,otherfactorsaremoredominantinformingtheircustomerloyalty.Despite

ofthatcustomersatisfactionbecomesoneofelementsinformingthecustomerloyalty

inspiteofitsinfluence.Thus,whenacustomerfeelssatisfiedwithaproductwithhigh

involvement,acustomerwillnotnecessarilybecomeloyaldueto otherdominant

factorsinformingcustomerloyalty(Rahmiati,2012).

TheNationalAlcoholandLiquorsfactoryisagovernmentalcompany,earmarkedfor

privatization,producingpurealcoholandliquor.TheheadquartersinAddisAbabawith

fouradditionalsites,twoinAddis(MekanisaandAkaki)andoneinSebetaandtheother

in Maychew.

Thebranchesweresetupatdifferenttimesfrom1906Sebetabranchto1957mekanisabranch

butitwasonlyafternationalizationin1974/1975thatthecompany’sgrowthwasreally

expanded.

Todaythecompanyhas468permanentemployeesanditalsoemployeesupto100

dailytemporaryworkers.Mostemployeesaresemi-skilled.Theyincludedistillerand

alcoholrefiningworkersandtechniciansbasedinthefactories.Thepercentageof

permanentandtemporaryemployeesis82.4%and17.6% respectively.The company is

engagedinexport(countrieslikeUSA,Australia,IsraelandSouth-Sudan)andlocalsales

ofthelocalsales60%areinAddisAbabawiththeremaining40%inotherlocalcities.

Thefactoryproductsare:BaroGin(41%alcohol),Ouzo(41%alcohol),Doubleouzo(43%

alcohol),Aperitif(30% alcohol),Brandy(41% alcohol),LimonLiquor(41% alcohol),

Pineapple Liquor (30% alcohol), Supermint Liquor (24% alcohol),Fernit (37%

alcohol),Bitter(15%alcohol),Purealcohol(96%alcohol),Denaturealcohol(95%alcohol)

andCognac(37%alcohol).Theseproductsareavailableforthelocalmarketaswellas
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forexport.Anyforeigncanbuyimportliquors,purealcoholanddenaturedalcohol.Even

thoughtherewasnoefficientlocalcompetitorspeciallyregardingtowhiskyandsome

otherproductsbutit’simportantforthecompanytohaveeffectivemarketingstrategies.

Generally,Organizationsshouldanalyzecustomerneeds,preferenceandbehaviorswith

respectto productdesign,pricing,distributionand promotion.Because,marketing

effortis nota single function rathera combination ofmany differentactivities

undertakenbyafirm tomarketitsproducts(Clark,H.2007)

ForthisreasonsunderstandingtheoutcomeofmarketingmixstrategiesforNational

Alcoholandliquorfactoryisimportanttohaveadifferentialadvantageinsatisfying

customer.Therefore,thisstudywould tryto assessthe marketing mixelements

(product,promotion,priceandplace)anditsimpactoncustomersatisfactioninAlcohol

andliquorfactory.Customersatisfactionisaveryvitalanditisadeterminantfactorfor

thelongterm survivalofanybusinessorganization(JeansF,2004:54)

1.2Statementoftheproblem

Marketersmustknow abouttheirtargetconsumers,theirwantsandpreferencesand

thenconstructthemixelementsintheappropriatewaytoformulatebettermarketing

strategiesand plansto satisfythetargetconsumers.And forachieving goal,the

marketershouldcontroloverthesemarketingmixelements(Niharika,2015).

Inrelatedtothis,aneffectivemarketingmixistheonewhichoffersaproductthat

solvestheproblemsofcustomerproblem,thatisoflow costtothecustomer,that

effectivelycommunicatesthebenefits,andthatcanbepurchasedwiththeutmost

convenience(Michael,J.2003).

Asmostofbusinessentitieswereconcernedwiththecustomersatisfaction,andthen

it’scrucialforthem toassesstheeffectofmarketingmixelements.Regardingto

NationalAlcoholandLiquorfactory,eventhoughtherewasgooddevelopmentandhigh

marketshareontheliquorindustryindifferentproductsbutconcerningtosomeofits

productsbasedontheobservedpointsandcollectedcustomercomplainstherewas

lessdevelopmentanddeclinedmarketshareandsomedissatisfactionrates

Despitetheflow inliquorproductioninthecountry,industryinsidersbelievethatthe
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marketisnotsaturatedyet.AlazarAhmed,privatemarketingexpertandconsultantin

thealcoholindustry,isamongthosewhobelievethereisamassmarketintheindustry.

“Themarketisstilluntapped,yettoseenew playersinthefield,"hesaid.Recent

investmentseenintheliquormarketindicatesthatthereisagrowingdemandinthe

market,saysSahle,SalesManagerofNationalalcoholandLiquorfactory.“Thegrowth

inpopulationandincomehelpstheindustrytorevive.Marketdifferentiationwiththe

introductionofnewbrandstothecountrywillfurtherhelptheindustrytoboom inthe

comingyears.”

Forthepastyears,afew researcheshavedoneinrelatingwithcustomersatisfaction

onliquorcompany’sandmostofthemarehowpricinginhencethecompany’sprofitability.

“TheAssessmentofmarketingmixinincreasingCustomerSatisfactionbyZelalem

June,2011concludesthatcustomersaresatisfiedwiththequalityoftheproductsand

thedistribution(place)systemsofthefactoryyettheyarenotsatisfiedwiththeprice

andthatofthepromotionalpracticesofthefactory.”

A lotofresearchempiricalevidenceindicated thatmarketing strategy,canaffect

customersatisfactionindifferentindustries.Thisstudywouldliketoidentifytherange

ofeffectofmarketingmixoncustomersatisfactioncurrentlyinNationalalcoholand

Liquorfactoryprovidetheirproductindifferentprice,producttypefeature,distribution

andpromotionalstrategy.

There for,this research attemptto examine how marketing mixstrategyaffects

customersatisfactioninNationalalcoholandLiquorfactory.

Inthisregard,aresearchshouldbecarriedoutforthesegrowingandhighlycompetitive

marketenvironmentstoevaluatethecustomersatisfactionlevelofNationalalcohol

andLiquorfactory.AndNeedtoassessthemarketingmixelements;product,price,

promotionandplace/distribution.Consequently,it’sverydecisiveforthecompanyto

adjusttheirmarketingstrategybasedonthereviewofthelevelofcustomersatisfaction

ontheproductline.Hence,theeffectofmarketingmixelementshadabigimpacton

the customersatisfaction ofeverysector.Therefore,the research assesses and

measurestheeffectofthemajorandcontrollableelementsofmarketingmixelements

effectseparatelyto understand thegap on thecustomersatisfaction ofNational

AlcoholandLiquorfactory.Specifically,the4psareconsideredinmystudysincethese
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variablesarehighlyplaysapivotalroleindeterminingthecustomersatisfactionincase

studyareaandtheroleofmarketingmixindeterminingthecustomersatisfactioninmy

casestudyareawerenotconductedbymanyresearcherswhichinitiatedmetodoso

onthetopicandaimedtofillthisgap.

1.3Researchquestion

 Whatistheeffectofproductattributesoncustomersatisfactioninthecaseof

NationalalcoholandLiquorfactory?

 HowdoespricingattributesaffectcustomersatisfactioninthecaseofNational

alcoholandLiquorfactory?

 Whatistheeffectofpromotionalactivitiesoncustomersatisfactioninthecase

ofNationalalcoholandLiquorfactory?

 HowdoesdistributionstrategyaffectcustomersatisfactionthecaseofNational

alcoholandLiquorFactory?

1.4Objectivesofthestudy

1.4.1GeneralObjective

Thegeneralobjectiveofthisresearchistoassesstheeffectofmarketing

mixoncustomersatisfactioninthecaseofNationalalcoholandLiquor

factory.

1.4.2SpecificObjectives

 Toidentifytheeffectofproductattributesoncustomersatisfactionin

thecaseofNationalalcoholandLiquorfactory

 Todetermineeffectofpricingactivitiesoncustomersatisfactionin

thecaseofNationalalcoholandLiquorfactory
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 Toexamineeffectofpromotionalactivitiesoncustomersatisfaction

inthecaseofNationalalcoholandLiquorfactory

 To investigate effect of distribution strategies on customer

satisfactioninthecaseofNationalalcoholandLiquorFactory.

1.5Significanceofthestudy

The study provides the NationalAlcoholand Liquor Factory with a deeper

understandingofhow eachmarketingmixelement(product,price,place,promotion)

influencescustomersatisfaction.Thisknowledgeallowsformoreinformeddecision-

makingregardingproductdevelopment,pricingstrategies,distributionchannels,and

promotionalactivities.StrategicResourceAllocation:Byidentifyingwhichmarketing

mixelementshavethemostsignificantimpactoncustomersatisfaction,thefactory

canallocateitsresourcesmoreeffectively.Thisensuresthatinvestmentsaremadein

areasthatwillyieldthehighestreturnsintermsofcustomersatisfactionandloyalty.

ContributiontoAcademicKnowledge:Thestudyaddstothebodyofknowledgeinthe

field ofmarketing by providing empiricalevidence on the relationship between

marketingmixelementsandcustomersatisfactioninthealcoholandliquorindustry.

Thiscanserveasareferenceforfutureresearch.FrameworkforFurtherStudies:The

methodologyand findings ofthis studycan be used as a framework forother

researchersconductingsimilarstudiesindifferentindustriesorgeographicregions.It

providesabasisforcomparativeanalysisandfurtherexplorationofmarketingmix

impacts.

IdentificationofResearchGaps:Thestudymayhighlightareaswherefurtherresearch

isneeded.Otherresearcherscanbuildonthesefindingstoexplorenewdimensionsof

marketingstrategiesandtheireffectsoncustomersatisfaction.Researchersstudying

customersatisfactioninothersectorscanusethisstudyasabenchmark.Itprovidesa

detailed analysis ofhow marketing mixelements can be applied and measured,

facilitatingcross-industrycomparisons.

Insummary,thisstudyissignificantforboththeNationalAlcoholandLiquorFactory

andtheacademiccommunity.Itprovidespracticalinsightsforenhancingmarketing

strategiesandcustomersatisfactionwithintheorganizationwhilecontributingvaluable
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knowledgeandaresearchframeworkforotherscholarsinthefieldofmarketing.

1.6Scopeofthestudy

GeographicallythestudywasconfinedtotheNationalAlcoholandLiquorFactory's

operationsanditscustomerbasewithinthegeographicboundariesofspecificarea

AddisAbaba,Ethiopia

Justification:Thisareaischosenduetothefactory’ssignificantmarketpresenceand

theaccessibilityofitscustomersfordatacollection.Focusingonthisregionensures

thatthestudycapturesthemostrelevantdataforthefactory’sprimarymarket,making

thefindingsdirectlyapplicabletoitscoreoperations.Additionally,limitingthestudytoa

specificareahelpsmanagelogisticalchallengesandresourceconstraints,ensuringa

thoroughanddetailedanalysis

Conceptuallythestudyfocusedonthefourprimaryelementsofthemarketingmix:

product,price,place,andpromotion.Eachelementwillbeanalyzedintermsofits

impactoncustomersatisfaction.

MethodologicallyThestudyemployedaquantitativeresearchmethodology,utilizing

structured surveys to collectdata from a representative sample ofthe factory's

customers

1.7Organizationofthestudy

Thestudyismadeupoffivechapters.

ChapterI:Thischaptercontainsintroductorypartthatiscomprisedofbackgroundof

thestudy,statementoftheproblem,researchquestionsandobjectives,significanceof

thestudy,scopeofthestudyandoperationaldefinitions.ChapterII:Thischapterdeals

with literature review in the company ofconceptualclarification and theoretical

framework.Inthischapter,thedefinitionofkeyterminologies,review ofprevious

empiricalstudiesandconceptualframeworksareincorporatedandillustrated.Chapter

III:Descriptionsofthestudyareaandresearchmethodsusedinthefieldwouldbe

discussedunderthischapter.Detailsabouttypeandsourcesofdata,researchdesign

strategy,populationandsampling,datacollectioninstrumentsanddataanalysisand

interpretationwouldbediscussedinthischapter.ChapterVI:Thischapterisallabout

analysisofthedatacollected.Underthischapterwide-rangingemphasiswouldbe
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givenfortheinvestigationofeffectofmarketingmixesoncustomersatisfactionof

NationalAlcoholand liquorFactoryin AddisAbabaCity,ChapterV:Thischapter

presents the summary of the study,draws some important conclusions and

recommendations.

1.8OperationalDefinitionsofKeyTerms

MarketingMix

Product:Thisterm referstothealcoholicbeveragesproducedbytheNationalAlcohol

andLiquorFactory.Itincludesaspectssuchasthequality,variety,packaging,and

featuresoftheproducts.

Price:Thisterm encompassesthepricingstrategiesusedbythefactory,includingthe

perceivedvalueformoneyandpricecompetitivenessrelativetosimilarproductsinthe

market.Pricewillbeevaluatedthroughcustomersatisfactionwiththecostandtheir

perceptionoftheproduct'svalue.

Place:Thisreferstothedistributionchannelsandphysicaloronlinelocationswherethe

factory'sproductscanbepurchased.Itincludesretailoutlets,onlinestores,anddirect

salespoints.Placewillbemeasuredbycustomersatisfactionwiththeconvenienceand

accessibilityofthesepurchaselocations.

Promotion:Thisterm includesallmarketingcommunicationsaimedatpromotingthe

factory'sproducts.Itcoversadvertising,salespromotions,publicrelations,andother

promotionalactivities.Promotion effectiveness willbe assessed by customer

awareness,recallof marketing messages,and the perceived impactof these

promotionsontheirpurchasedecisions.

NationalAlcoholandLiquorFactory-Thisterm referstothespecificcompanyunder

studythatproducesandsellsalcoholicbeverages.Itencompassesalloperations,

marketingefforts,andcustomerinteractionsrelatedtothefactory’sproducts.Forthis

study,itincludestheentirerangeofthefactory'sactivitiesrelevanttomarketingmix

elementsandcustomersatisfaction.

Theseoperationaldefinitionsprovideclear,measurablecriteriaforthekeytermsused

inthestudy.Theyensureconsistencyinunderstandingandevaluatingtheconcepts,

facilitatingaccuratedatacollectionandmeaningfulanalysis.
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CHAPTERTWO

REVIEWOFRELATEDLITERATURE

2.1TheoreticalReview

2.1.1MarketingMix

AsMcCarthy(1964)suggeststhat,managingthemarketingmixisthecentraltaskof

marketingprofessionals.Themarketingmixisthesetofmarketingtools– often

summarizedasthe‘fourps’:theproduct,itsprice,promotionandplace–thatthefirm

usestoachieveitsobjectivesinitstargetmarket(citedinMichael,2003).Mostofthe

scholarsagreedthat,eachfirm strivestobuildupsuchacompositionof4‘P’s,which

cancreatehighestlevelofconsumersatisfactionandatthesametimemeetits

organizationalobjectives,

Inrelatedtothis,mostmarketingprofessionalsthemarketingmixisdesignedtomeet

thosecustomerneedsandwants.Eachelementofthemixeddesignedtomeeta

customerneed(Lauterborn,B.1990)

Accordinglymarketingmixisthesetofmarketingtoolsthatthefirm usestopursueits

marketingobjectivesinthetargetmarket.AndalsoKotlersaid,marketingmixistheset

ofcontrollablevariables(product,price,place(distribution)andpromotion)thatthefirm

canusetoinfluencethebuyer’sresponse.Themarketershouldfocusoneachelements

goalandstrategyinordertoinfluencetheconsumersandtoreachhighlevelof

customersatisfaction(Kotler,P.2000)

Marketersshouldtargettheirmarketforblendingthemixelements.Firstly,marketers

mustknow abouttheirtargetconsumers,theirwants and preferences and then

constructthemixelementsin theappropriatewayto formulatebettermarketing

strategiesandplanstosatisfythetargetconsumers.Forachievinggoal,themarketer

shouldcontroloverthesemarketingmixelementstoworkinthechangingenvironment

i.e.internalandexternal(Niharika,2015).

AccordingtoMichael,J(2003)themarketingmixelementsandtheirmajorattributes
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are:

PLACE PROMOTION

Figure1marketingmixelementsandattributes

Source:Adaptedfrom Michael,J(2003)

Mostmarketingprofessionalswouldanswerthattherightmarketingmixistheonethatmaximi

zescustomersatisfactionandresultsinthehighestsalesormarketshare.Each

elementofthemixisdesignedtomeetacustomerneed.AsLauterborn,B.suggested

thatthesellers’fourPswiththefunctiontomatchcorrespondentcustomersneed,

whichcanbegroupedintofourCs(citedinKotler,2015)

2.1.1.1Product

Productis anything thatoffered to a marketforattention,acquisition,use or

consumptionandthatmightsatisfyawantorneed.Productsincludemorethanjust
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tangiblegoods.Broadlydefined,productsincludephysicalobjects,services,persons,

places,organizations,ideasormixesoftheseentities.Meanwhile,oneofthebasic

functions ofmarketing is thatdeveloping products and services thatwillmeet

legitimatecustomer(consumer)needs,thenconsumersarebuyingmorethanassetof

tangibleattributes(Kotler,p.et.al,1999)

AccordingtoMarilyn,A.&John,D.(2007)theproductisattheheartofthemarketing

exchange.Iftheproductfailstodelivertocustomerexpectations,thenallhasbeenin

vain.

A productismorethanasimplesetoftangiblefeatures.Consumerstendtosee

products as complex bundles of benefits that satisfy their needs. Marilyn,

A.&JohnD.(2007)thebasicanatomyofaproductmayberepresentedasaseriesoffour

bands representing the core

product,thetangibleproduct,theaugmentedproductandthepotentialproduct.

Thecoreproduct:representsthecentralmeaningoftheproductandconveysitessence.

Thisiscentrallyrelatedtothekeybenefitsexpectedbycustomers.Thetangibleproduct:

isrelatedtothecoreproducttotheextentthatitplacesfleshonthebonesofthe

former.Theaugmentedproduct:includesthoseadd-onextraswhicharenotanintrinsic

partoftheproductbutwhichmaybeusedtoenhancetheproductbenefits.The

potentialproduct:constitutesalvationofwhatitcouldbeinthefuture,whilethefirst

threelayersdescribehowtheproductisnowAlsoaccordingtoKotler,nowadaywhen

developingproducts,marketersmustfirstidentifythecoreconsumerneedsthatthe

productwillsatisfy,thendesigntheactualproductandfinallyfindwaystoaugmentitin

ordertocreatethebundleofbenefitsthatwillbestsatisfyconsumers.

ProductDecisionElements

Inthedevelopmentandmarketingofindividualproductsorservicetheconsumers

considerproductdecisionelements.Accordingly,Productpurchasedecisionfocusing

onthemajorelements(Kotler,P.etal.1999)

 Productattributes:Decisionsaboutattributesareparticularlyimportantastheygreatly

affectconsumerreactionstoaproduct.Tangibleproductattributes,suchasquality,

featuresanddesign.
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 Productquality;standsfortheabilityofaproducttoperform itsfunctions,itincludes

theproduct'soveralldurability,reliability,precision,easeofoperationandrepair,and

othervaluedattributes.From amarketingpointofview,qualityshouldbemeasuredin

termsofbuyers'perceptions.

 Productfeature:Featuresareacompetitivetoolfordifferentiating thecompany’s

productfrom competitors’productsbyaddinghigher-levelmodelsorfeatureswhich

addvalueforcustomer.

 Productdesignandstyle:contributestoaproduct'susefulnessaswellastoitslooks.

Andalsocreatesproductsthatareeasy,safe,inexpensivetouseandservice,and

simpleandeconomicaltoproduceanddistribute.

 Branding:abrandisaname,term,sign,symbol,designoracombinationofthese

elementsthatidentifiestheproductorservicesofoneselleranddifferentiatesthem

from thoseofcompetitors.Nowadays,peopledonotbuyaproduct-theybuyabrand.

 Packaging:Packagingincludestheactivitiesofdesigningandproducingthecontainer

orwrapperforaproduct.Packagingperformsavitalfunctionformostproducts.In

recenttimes,manyfactorshavemadepackaginganimportandmarketingtool.An

increaseitself-servicemeansthatpackagesmustnowperform manysalestasks-from

attractingattention,todescribingtheproduct,tomakingthesale.

 Labelling:thelabeldescribewhomadeit,whereandwhenwasitmade,thecontents,

howitistobeusedetc.anditsmoststraight-forwardfunctionistoidentifytheproduct

orthebrand.

 Midproduct-supportservices:Customerserviceisanotherelementofproductstrategy,

company’soffertothemarketplaceusuallyincludessomeservices,whichcanbe

minororamajorpartofthetotaloffer.Infact,theoffercanrangefrom apuregoodon

theonehandtoapureserviceontheother.

2.1.1.2Price

AsMarilynA.&JohnD.(2007)define:Thepriceofaproductorservicewilldetermine

how consumersperceiveit,reflectonitsbrandpositioning,influencethechoiceof

marketingchannel,affecthow itispromotedandhaveanimpactonthelevelof

customerserviceexpectedbytargetcustomers.Thepriceingredientofthemarketing



15

mixwillalsoaffecttheviabilityofthesupplyingorganization

Priceistheonlyelementinthemarketingmixthatproducesrevenue;allotherelements

representcosts.Priceisalsooneofthemostflexiblyelementsofthemarketingmix.

Unlikeproductfeaturesandchannelcommitments,pricecanbechangedquickly(Kotler.

et.al.1999).Although,thatpricingdecisionsarethemostdifficulttomakebecauseof

thecomplexityoftheinteractionbetweenthreegroupsinvolved

Inthemarketingprocess:consumers,thetradeandcompetitorsinadditionthatthe

natureandstructureofthecompetition;theproductlifecycle(PLC);thelegal

considerations(MarilynA.&JohnD.,2007).

Factorsconsideredinpricingdecision

Acompany'spricingdecisionsareaffectedbothbyinternalcompanyfactorsandexternalenvir

onmentalfactors(Kotler,P.etal.,1999).InternalFactorsAffecting Pricing Decisions

Internalfactorsaffectingpricingincludethecompany'smarketingobjectives,marketing

-mixstrategy,costsandorganization.Marketingobjective,Marketingmixstrategy,Cost,

OrganizationalconsiderationExternalfactorsaffectingpricingdecisionExternalfactors

thataffectpricingdecisionsincludethenatureofthemarketanddemand,competition

and otherenvironmentalelements marketand demand,competition and other

environmentalelements

PriceSetting

Eventhoughtherearedifferentpricesettingmethodsbutmostofscholarsareagreed

onthreecommonpricingapproachesthatareavailabletothemarketerinclude:cost-

basedpricing’sDemand-basedpricing;competitionorientedpricing;

Cost–BasedPricing

Insettingapricenormallyitisadvisabletocoverallrelevantcosts.Costsforthispurposemaybe

dividedintotwocategories,fixedandvariablecosts.Takentogetherwithprice,these

maybeusedtocalculatethebreak-evenquantity(fixedcostsdividedbypriceless

variablecostperunit).

Demand–Basedpricing

Demand-basedpricinglooksoutwardsfrom theproductionlineandfocuseson
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customersandtheirresponsivenesstodifferentpricelevels.Demand-basedpricing

allowsthepricetogroupwhendemandisstrongand,viceversa,forthepricetogo

downwhendemandisweakCompetition–Basedpricing

Thismethodinvolvessettingpricesonthebasisofwhatcompetitorsarecharging.

Oncethefirm identifiesitscompetitors,itconductsacompetitiveevaluationofits

product(kotler,p.,andkeller,k.l(2016).

2.1.1.3Place(Distribution)

Distributioninvolvesplanning,implementing,andcontrollingthephysicalflowsof

materialsandfinalgoodsfrom pointsoforigintopointsofusetomeetcustomerneeds

ataprofit(Engle,2009)

AndaccordingtoMarilynA.&JohnD.(2007)Tradebecomesmoresophisticated,the

servicesofvariousintermediariesalongthesupplychainmayneedtobeusedto

ensurethatthegoodsorservicesreachtheconsumerintherightmannerattheright

place,timeand

price.Itistheprocessofmovinggoodsandservicesthroughtheseintermediariestoreachthe

enduser.

Distributiondeterminehowwelltargetcustomersgainaccesstothefirm'sproductor

service and whetherthe distribution channelsystem is costeffective forthe

organizationconcerned(Kotler.etal.,1999)

Thechannelsofdistributionusedwithinthemarketplacehaveevolvedtomatchthe

needsoftheusersoftheseservicesandtheycontinuetobeadaptedtomeetthose

needs.Theobjectiveistomovethegoodsorservicesefficiently,withthelowest

possiblenumberofintermediariesbetweentheproducerandtheenduserorretailers.

ConstraintsofDistribution
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AccordingtoMarilynA.&JohnD.(2007)anumberoffactorsaffectthenatureofthe

supplychainthatevolvestosuittheneedsoftheproducerandtomeetcustomer

demand.

 CustomerCharacteristics

 Number:Thenumberofcustomersthataproducertargetsinfluencestheselectionof

theintermediarieswhichusedwithinthesupplychannel.

 Geographical dispersion:ASthegeographicaldistancebetweenthesupplierandthe

consumerincreases,theprocessofmovingthegoodswithinthesupplychainbecomes

morecomplex

 purchasingpattern:Customersvaryinthefrequencywithwhichtheyshopandthe

volumesofproductsthattheypurchase,sothatsomecustomerspurchasesmall

quantitiesofproductsfrequently,whileotherspurchaselargerquantitiesofthesame

productsbutonalesfrequentschedule

 Buyer’ssusceptibilitytodifferentsellingmethods

Customersmaypreferoneform ofsalesapproachtoanotherandnotallcustomers

havethesamepreferences.

AccordingtoMarilynA.&JohnD.(2007)TheProductcharacteristicswillinfluencethechoice

ofthechannelsofdistributiontobeused.Perishability:Productshavedifferingdegreesof

perishabilitythatinfluencethetypeofstorageand warehousing required and the

distancethatsuchproductscanbemoved,Bulk,Productsstandardization,Service

SupportRequirement,UnitValueSizeoftheCompany,ProductMix,PastChannelMix

Experience((Kotler.et.al.1999)

2.1.1.4Promotion

Now adaytreatmentofthepromotionalmix,whichitsadvocatescall‘integrated

marketing communications’,may wellresult in the permanent replacement of

‘promotion’(Michael.J2003)

Marketingcommunicationincludesalltheidentifiableeffortsonthepartoftheseller

thatareintendedtohelppersuadebuyerstoaccepttheseller'smessageandstoreitin

retrievableform (John,B.,2008)



18

Inrelatedtothis,MarilynA.&JohnD.(2007):thescopeofmarketingcommunications

is immense,including alladvertising,sales promotions,personalselling,Internet

marketingandmediarelations.Anyform ofpaid-forcommunicationmaybeviewedas

amarketingcommunication.

Although the definitions vary,the four components that make up marketing

communicationareasfollows:(John,B.,2008).

1.Advertising:Anypaidform ofnon-personalpresentationofideas,goods,orservices

byanidentifiedsponsor.Althoughsomeadvertisingisdirectedtospecificindividuals

(as,forexample,intheuseofdirectmail),mostadvertisingmessagesaretailoredtoa

group,andemploymassmediasuchasradio,television,newspaper,andmagazines.

2.Personalselling:Anoralpresentationinconversationwithoneormoreprospective

purchasersforthepurposeofmakingsales.Itincludesseveraldifferentforms,suchas

salescallsbyafieldrepresentative(fieldselling),assistancebyasalesclerk(retail

selling),havinganAvonrepresentativecallatyourhome(door-todoorselling),andso

forth.

3.Publicrelations:A non-personalstimulationofdemandforaproduct,service,or

businessunitbyplantingcommerciallysignificantnewsaboutitinapublishedmedium

(i.e.,publicity)orobtainingfavorablepresentationofitthroughvehiclesnotpaidforby

thesponsor.Althoughcommissionsarenotpaidtothevariousmedia,therearesalaries

andotherexpensesthatmeanpublicrelationsarenotacostlessform ofpromotion.

4.Salespromotion:Thosemarketingactivitiesthataddtothebasicvalueoftheproduct

foralimitedtimeperiodandthusdirectlystimulateconsumerpurchasinganddealer

effectiveness.Theseactivitiesincludedisplays,showsandexhibitions,demonstrations,

andvariousnon-recurringsellingeffortsnotintheordinaryroutine.Astheprovisionfor

anadditionalincentivetobuy,thesetoolscanbedirectedatconsumers,thetrade,orthe

manufacturersownsalesforce.

2.1.2CustomerSatisfactionandMeasurement

Theconceptofcustomersatisfactionhasdrawntheattentionofpractitionersand

academicsfrom lastseveralyearsbasedonthefactthatcustomersaretheprimary

sourceofProfitformostofthefirmsoperatinginthemarket(Tam,2004).Customer
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satisfactionfacilitatesthemeasureofhowserviceandproductsprovidedbycompany

meetcustomerexpectation.Itisa keyperformance indicatorin businessterms.

Typically,servicefirmsmonitorandexaminethesatisfactionlevelofcustomersonan

ongoingbasebyusingdifferentscaleslikeLiker,tomeasurethelevelofcustomer

satisfactionwhichismainlybasedonserviceencounterexperiencedontheirlastvisit

(PetersonandWilson,1992).Qualityandcustomersatisfactionbothhavelongbeen

recognizedascrucialroleforsuccessandsurvivalintoday’scompetitivemarket.

Considerableevidenceexistsinliteraturethatsupportsrelationshipbetweencompany’s

performanceandlevelofsatisfactionreportedbycustomers(Andersonetal.,1994;

Bolton,1998).Therefore,itisarguedthatcustomersatisfactionshouldbeconsidered

theultimategoalforallfirms(Morganetal.,2005;Mittaletal.,1999).

Inanybusiness,customersarethemostimportantaspectofasuccessfulcompany

andthecustomersmustbelookedaftermanagedproperly.Thedefinitionofcustomer

satisfactionhasbeenwidelydebatedasorganizationsincreasinglyattempttomeasure

it.Customersatisfactioncanbeexperiencedinavarietyofsituationsandconnectedto

bothgoodsandservices.Itisahighlypersonalassessmentthatisgreatlyaffectedby

customerexpectations.Satisfactionalsoisbasedonthecustomer’sexperienceofboth

contactwiththeorganization(the“momentoftruth”asitiscalledinbusinessliterature)

andpersonaloutcomes.

Customersatisfactionmeasureshow wellacompany'sproductsorservicesmeetor

exceedcustomerexpectations.Theseexpectationsoftenreflectmanyaspectsofthe

company'sbusinessactivitiesincludingtheactualproduct,service,company,andhow

thecompanyoperatesintheglobalenvironment.Customersatisfactionmeasuresare

anoverallpsychologicalevaluationthatisbasedonthecustomer'slifetimeofproduct

andserviceexperience.Customersatisfactiondiffersdependingonthesituationand

theproductorservice.A customermaybesatisfiedwithaproductorservice,an

experience,apurchasedecision,asalesperson,store,serviceprovider,oranattributeor

anyofthese(KurtzandBoone:pp.176).Toaddsomebasicideasfrom theabove

concept,customersaresatisfiedwhentheirexpectationismetanddelightedwhentheir

expectationisexceeded.Satisfiedcustomersremainloyallonger,buymore,areless

sensitiveandtalkfavorablyaboutcompany.Tobeknown,customersatisfactionhasto
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bemeasuredandthereareseveralestablishedwaysofdoingthis.Therefore,the

companyshouldcareabouttheircustomer’ssatisfaction,becauseifyoudonottruly

careaboutyourcustomer’syouarenotagoodmarketer.

Thefollowingaresomefamousdefinitionofcustomersatisfaction.

Customersatisfactionisaperson’sfeelingofpleasureordisappointmentresulting

from comparingaproduct’sperceivedperformanceoroutcomeinrelationtohisorher

expectations(Harker,2009:pp,21).

Customersatisfactionisthestateinwhichcustomerneeds,wantsandexpectation

throughoutthe productorservice’s life are metorexceeded resulting in repeat

purchase,localityandfavorableword-of-mouth(Kotler&Armstrong,2010:pp,111).

Customersatisfactionisanoutcomeofpurchaseanduseresultingfrom thebuyers'

comparisonoftherewardsandcostsofthepurchaseinrelationtotheanticipated

Consequences(ChurchillandSurprenant,1982).

Aaker(2008)definedmarketingstrategyasprocessthatcanallow organizationto

concentrate resource on optimalopportunities with goalofincreasing sales and

achievingsustainablecompetitiveadvantage.Basedontheforgoingstatement,itcan

thereforebesaidthatmarketingstrategyisanorganizationsstrategythatcombinesall

ofitsmarketinggoalsintoonecomprehensiveplan.Itinvolvesparticipatinginselling

businessobjectivesandformulatingcorporateandbusinessunitstrategy.

Andhealsofurtherdiscussed,marketingstrategyinvolvesallbasicandlongterm

marketingactivitiesofanorganizationincludingstrategicdirectionoftheorganization,

formulation evaluation and selection ofmarket-oriented strategies thattherefor

contributetothegoalsoftheorganizationanditsmarketingobjectives,whichisto

satisfy consumerprofitably.The ultimate objective ofany marketing strategy is

consumer’ssatisfactionwithoutwhichnoorganizationcanmeetitsgoals.Consumer

satisfactionistheoverallimpressionofconsumeraboutsuppliersandtheirproductor

services.

Customersatisfaction with a purchase depends upon the product's performance

relativetoabuyer'sexpectations;acustomermightexperiencevariousdegreesof

satisfaction.Iftheproduct'sperformancefallsshortofexpectations,thecustomeris

dissatisfied.Ifperformance matches expectations,the customeris satisfied.If
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performance exceeds expectations,the customeris highly satisfied ordelighted

(Kotler,P.et.al1999)

Inadditiontothis,theyelaboratedthatexpectationsarebasedonthecustomer'spast

buying experiences,the opinions offriends and associates,and marketerand

competitorinformationandpromises

Regardingtoconsumersatisfactionthreegeneralcomponentscanbeidentified:1.

Consumersatisfactionisaresponse(emotionalorcognitive)2.Theresponsepertains

toaparticularfocus(expectations,product,consumptionexperience,etc.)and3.The

response occurs ata particulartime (afterconsumption,afterchoice,based on

accumulatedexperience,etc.)(JoanL.&JosephA.2002)

Leon,G.&Lesile,L.(2007)CustomerSatisfactionmeasurementincludesqualitativeand

quantitativemeasures,aswellasavarietyofcontactsmethodswiththecustomers.

Customersatisfactionsurveysmeasurehowsatisfiedthecustomersarewithrelevant

attributesoftheproductorservice,andrelativeimportanceoftheseattributes(using

attributescale)Generally,thesesurveyuse5–pointsemanticdifferentialscalesranging

from “verydissatisfied”to “verysatisfied”.Research shows thatcustomers who

indicatetheyareverysatisfied(typicallyascoreof5onthesatisfactionscale)are

muchmoreprofitableandloyalthancustomerswhoindicatethattheyaresatisfied(a

scoreof4).

Consecutively,throughsatisfyingcustomers,organizationscouldimproveprofitability

byexpandingtheirbusinessandgainingahighermarketshareaswellasrepeatand

referralbusiness(Elliott,K.&Shin,D.2001Satisfyingbasicneeds:Allowsacompanyto

getintothemarket.

 DissatisfiesorBasicNeeds(Mustbe)– Expectedfeaturesorcharacteristicsofa

productorservice(legibleforms,correctlyspelledname,andbasicfunctionality).These

needsaretypically“unspoken.”Iftheseneedsarenotfulfilled,thecustomerwillbe

extremelydissatisfied.

 Satisfyingperformanceneeds:Allowsacompanytoremaininthemarket.

 SatisfiersorPerformanceNeeds(onedimensional)– Standardcharacteristicsthat

increaseordecreasesatisfactionbytheirdegree(cost/price,easeofuse,speed).

Theseneedsaretypically“spoken.”
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 Satisfyingexcitementneeds:Allowsacompanytoexcel,tobeworldclass.

DelightersorExcitementNeeds–Unexpectedfeaturesorcharacteristicsthatimpress

customers and earn the company “extra credit.”These needs also are typically

“unspoken.”

2.2EmpiricalReview

Empiricallymanyresearchpapersarecomputedanddifferentoutcomesare

demonstratedbydifferentresearchers.Thefollowingaresomeofillustrationswhich

supportsuchastatement.

Sukati,Chin,Satit&Tat(2012)haveconductedastudyon“Therelationshipbetween

marketingmixandcustomerdecisionmakingovertravelagents”Theaim ofthisstudy

istoinvestigatetherelationshipbetweenthe4Ps,namelyprice,promotion,placeand

product,andcustomerdecisionmakingovertravelagentsinPalembang,Indonesia.

Travelagentshaveseriouslyconsideredforthese4Psactivitiestoensurethatthey

allocatetheirresourceseffectivelyandefficiently.A totalof215respondentswere

selectedfrom customersofthreetravelagentsinPalembang,Indonesia.Thedata

collectedwasanalyzedusingthreestatisticalmethods,thatis,meananalysis,Pearson

correlationandregressionanalysis.Basedonmultipleregressionanalysis,thefindings

revealedthatamongthe4Pstested,thatis,price,promotion,placeandproduct,only

priceandproductstoodoutasthemostimportantmarketingmixtoaffectcustomers’

decisionmakingovertravelagents.Bothpriceandproductemergedastwoofthe

strongestpredictors.Intermsofproduct,theperceptionofhighproductqualityand

highcustomersatisfactionwilldirectlyleadtohighlevelsofpurchaseintentionand

repeatbuyingthusresultinginincreasedsalesvolume.Whencustomersseethattravel

agentshaveacompletepackageofproducts,theywillbemoreinterestedtobuyfrom

thatparticulartravelagent.Productattributessuchasproductquality,completeand

accurateinformation,capabilitytogivesuggestionsandassistance,superiorservice,

andsoonmayinfluencecustomerdecisionmakingovertravelagent.

Ontheotherhand,travelagentsmustalsoremembertoofferareasonablyprizedtour

packageinordertogainthetrustandsatisfactionoftheircustomers.Thisisextremely
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importantbecausepricereflectscustomers’perceptionofthevalueofproductsor

servicesandallothermarketingdecisionsarecloselyrelatedwiththepricedecision.In

thisrespect,travelagentscanretainexistingcustomersbyofferinganattractiveand

competitiveprice,givingspecialdiscountsforacertainmarketthatincludebusiness

marketsorcustomermarketsresultinginincreasedsales.

Theimpactofpriceoncustomerdecisionmakingisvoluminousandvital.Thereason

forthisisbecause presentdaycustomersare smartand possessthe abilityto

differentiatebetweengoodandbadtravelagentsintermsofthepricetheypayandthe

qualityofthetravelpackagereceived

HarunaIsaMohammad(2015)ofNigeriastudiedon7psmarketingmixandretailbank

customersatisfactioninnortheastNigeriaHisstudyanalyzedcustomersatisfaction

using7PsmarketingmixelementstoretailbankcustomersinNortheastNigeria.His

mainobjectivesincludeexaminingproduct,price,place,promotionpeople,processand

physicalevidenceasdriversofretailbankcustomersatisfaction.Sevenhypotheses

wereformulatedtoaddresstheobjectives.

Datawerecollectedfrom asamplesizeof405respondentscomprisingofacademic

andseniornon-academicstaffinuniversitiesandpolytechnicsinNortheastregionof

Nigeriathroughquestionnaireadministration.Thestudyusedcorrelationandregression

analysis.The results found thatproduct,process and physicalevidence were

significantlyrelatedtocustomersatisfactionwhileprice,promotion,placeandpeople

arenotsignificantlyrelated.Itwasalsofoundthatprocessisthemostinfluentialdriver

whilepriceistheleastinfluential.Finally,thestudyrecommendsthatmanagement

shouldimprovethemarketingmixelementsbyapplyingtherightmixtoattractand

retain customers .SatnamUbeja(2014),in his studyexplored on a studyofsales

promotionmixoncustomersatisfactionwithReferencetoshoppingMallsindoorand

comeupwiththeoutcomethatprofilingcustomersbytheirchoiceofsalespromotion

mix provide more meaningful

waystoidentifyandunderstandvariouscustomersegmentandtotargeteachsegmentwithm

orefocusedmarketingstrategies.’
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Owomoyela,Olasunkanmi& Oyeniyi(2013)conducted astudyon “Theimpactof

marketingmixelementsonconsumerloyalty:AnempiricalstudyonNigerianBreweries

Plc”.The research paperinvestigated the effectofmarketing mix elements on

consumerloyaltywithspecialreferencetoNigerianBreweriesPlc.Thesurveymethod

wasusedinthisstudy.Datawascollectedfrom sixty(60)respondents,sixmanagers

andtensalesrepresentativesofNigerianBreweriesPlc,tendistributorsandthirty-four

consumers from differentjoints in Ibadan were selected respectively.Correlation

coefficientandmultipleregressionanalysiswereusedtoanalyzethedata.Theresult

indicatedthatmarketingmixelements(price,product,placeandpromotion)werejointly

predictorsofconsumerloyalty.Thepredictorvariablesjointlyexplained64% ofthe

varianceofconsumerloyalty,whiletheremaining36% couldbeduetotheeffectof

extraneousvariables.Thisimpliesthatmarketingmixelementshavesignificanteffect

onconsumerloyalty/retention.McCarthy(1964)alsonotedthatmarketingmixisthe

pillarofanybusinessorganization,whichmeanseveryelementofmarketingmixplays

animportantroleininfluencingconsumerloyalty.

NorsyaheeraAbd Wahab1 and LailatulFaizah Abu Hassan (2005)also studied the

influenceofmarketingmixandcustomersatisfactiononcustomerloyaltyamonghijab

consumers.Thisstudyaimedtoinvestigatetherelationshipbetweenmarketingmixand

customerloyaltyinthehijabindustry,aswellasthemediatingeffectofcustomer

satisfaction.Thestudyconfirmedthatcustomersatisfactionisreallyimportantinorder

tocreateloyalcustomers,itisindeedimportantthatmarketingmixanditselements

canhelpbusinessproviderstoknow thefactorsthattheircustomersarelookingfor

whenbuyinghijabs.B.K.Suthar,R.Lathangiet.al,(2014),didtheirresearchonthe

ImpactsofMarketingMixandCustomerPerceptiononBrandLoyalty.Thecollected

datarevealsonpositiverelationshipamongdifferentdimensionsofmarketingmixand

customerperceptiononbrandloyaltyofBharatSancharNigam Limitedasoneofthe

CellularServiceProviders(CSPs)inVadodaraTelecom DistrictofGujarat.

Thestudyimpactofinternalmarketingoncustomerloyalty(Casestudy:IranInsurance

CompanyKermanshahprovince)isalsocarriedoutbyFarhadRahmati,et.al,(2013).

Theresultsofthisstudyshowedthatinternalmarketingthroughthemarketingmixand
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customersatisfactionhasinfluencedthecustomerloyalty.Also,theresultsshowed

thatemployeesandorganizationsmustconsidertheprocessofoverallmarketing

strategieswithregardtocompetitiveconditionsinordertoattaincustomerloyaltyand

satisfaction.

SitiRapidet.al(2017)conductsaresearchstudyoncustomerintheRetailindustryand

thefindingrevealsthatthereisapositiverelationshipbetweenallfourmarketingmix

elements.(Price,promotion,product,place)andcustomersatisfactionatHypermarket

inkualaTerengganu.ApukeDestiny(2016)furtherdiscussedinhisresearchentitledthe

impactonmarketingstrategiesoncustomersatisfactioninNigeriaBottlingCompany.

The finding recommends thatthe company should focus building commercial

capabilities,increasingtheirCRM strategytoensurethattheyservetheircustomer

better.Thiscanfurtherenhancetheycontinuetobeinnovativeinmeetingthecustomer

loyalty,retentionandsatisfaction.

OlgaMadodo(2015)conductedaresearchstudyonfactorsaffectingbeercustomer

satisfactioninthebreweryindustry,inthecaseofeastAfricabrewerieslimitedinKenia.

Thefindingdepictedthattherelationbetweenindividualfactors,brandpreference,

perceivedvalue,perceivedqualityandloyaltyweresignificantinenhancingcustomer

satisfaction.

Ontheotherhand,travelagentsmustalsoremembertoofferareasonablyprizedtour

packageinordertogainthetrustandsatisfactionoftheircustomers.Thisisextremely

importantbecausepricereflectscustomers’perceptionofthevalueofproductsor

servicesandallothermarketingdecisionsarecloselyrelatedwiththepricedecision.In

thisrespect,travelagentscanretainexistingcustomersbyofferinganattractiveand

competitiveprice,givingspecialdiscountsforacertainmarketthatincludebusiness

marketsorcustomermarketsresultinginincreasedsales.

Theimpactofpriceoncustomerdecisionmakingisvoluminousandvital.Thereason

forthisisbecause presentdaycustomersare smartand possessthe abilityto

differentiatebetweengoodandbadtravelagentsintermsofthepricetheypayandthe

qualityofthetravelpackagereceived.
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Mezgebu(2015),attemptedto testtheimpactofcustomerrelationmarketingon

customersatisfaction;thecaseofcommercialbankofEthiopia.Andtheresearch

finding indicate thatthere is a significantrelation between relationship between

marketingcomponentsincludingtrust,commitment,communicationconflicthandling

and competenceon customersatisfaction and also to regression testing thatall

variableswereexaminedsimultaneouslyoncustomersatisfaction.

Generally,from the above literature reviews,previous studies have established

relationshipbetweenmarketingmixelements,howevereachofindependentvariables

(marketingmixelements)affectedsatisfactionatdifferentpercentagerate.

2.3ConceptualFramework

Themajorvariablesofthisstudyweremarketmixelements(independentvariable)and

customersatisfaction (dependentvariable).ThefocusofthisstudywasNational

AlcoholandLiquorfactoryandcenterofattentiononproducts.Thus,theresearch

includes allmajormarketing mixelements in terms ofproduct,price,place and

promotion.Asaresult,aconceptualframeworkwasdevelopedtoillustratethekey

variablesandtheirrelationshipwithcustomersatisfaction.

Includingadditionalmarketingmixelementsbeyondthetraditional4Ps(product,price,

place,andpromotion)intheconceptualframeworkforthisstudyisjustifiedforseveral

reasons:

ComprehensiveUnderstanding:Recognizingthatmarketingstrategiesextendbeyond

thetraditional4Psallowsforamorecomprehensiveunderstandingofthefactors

influencingcustomersatisfaction.Incorporatingelementssuchaspeople,process,

physicalevidence,partnerships,andinternalprocessesacknowledgestheirsignificant

impactoncustomerexperiencesandperceptions.

ContemporaryRelevance:Intoday'sdynamicbusinessenvironment,factorssuchas

customerservice,operationalefficiency,andstrategicpartnershipsplayacriticalrolein
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shaping customer satisfaction.By including these elements in the conceptual

framework,the studyremains relevantand reflective ofcontemporarymarketing

practices.

HolisticPerspective:Customersatisfactionisinfluencedbymultipletouchpointsand

interactions throughoutthe customerjourney.Byconsidering a broaderrange of

marketing mix elements,the conceptualframework provides a more holistic

perspectiveonhowvariousfactorscollectivelycontributetocustomersatisfaction.

Strategic Insights:Understanding the interplay between differentmarketing mix

elementsallowsfortheidentificationofstrategicopportunitiesandchallenges.By

examiningelementssuchasinternalprocessesandpartnerships,thestudycanuncover

areasforimprovementandinnovationthatmayenhancecustomersatisfactionand

competitiveadvantage.

5.PracticalApplication:Byincludingadditionalmarketingmixelements,thefindingsof

thestudycanofferactionableinsightsandrecommendationsforpractitionersinthe

alcoholandliquorindustry.Insightsintoareassuchasemployeetraining,process

optimization,and partnership developmentcan directly inform strategic decision-

making and operationalimprovements.Overall,incorporating a broader setof

marketingmixelementsintheconceptualframeworkenrichesthestudy'sanalysisand

provides a more nuanced understanding ofthe relationship between marketing

strategiesandcustomersatisfactioninthecontextoftheNationalAlcoholandLiquor

Factory.
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Figure2conceptualframework

(Source:Adoptedfrom Michael,J(2003),KotlerandArmstronganddevelopedby

researchers)

Asdepictedintheshape,thestudyfocusesonanalyzingeachmajorelementsof

marketingmixeffectoncustomersatisfaction.Andalso,thestudyisconductinorder

toobtainwhichelementissignificantlyinfluencethesatisfactionofthecustomers.

CHAPTERTHREE

RESEARCHMETHODOLOGY

3.1.Introduction

Thischapterpresentsthedetailsoftheresearchdesign.Thisincludesthetarget

population,onwhichthestudywouldbeundertaken,participantsinthestudy,sampling

techniquestobeusedtoselectthesamplepopulation,samplesize,instrumentstobe

usedtogatherdata,anddataanalysistechniques.
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3.2ResearchApproach

Tocollectthedataneededforthetypeofresearchdesigntobeselectedandtoanswer

the research questions,a quantitative research approach (orstrategy)would be

conducted.Thestudyadoptsthequantitativemethodbecausethequantitativemethod

allowstheexplanationofaphenomenonbycollectingnumericaldatathatwouldbe

analyzed using mathematically based methods,particularly statistics (Aliaga&

Gunderson,2002,citedinMuijs,2004).Furthermore,quantitativeresearchmethodscan

helparesearcherexplainarelationshipbetweendependentandindependentvariables

testahypothesis,anddescribeapattern.Quantitativedatacollectedthroughasurvey

takenatonepointintimeisnecessarytoachievethegoalofthestudyappropriately.

3.3.ResearchDesign-

Usually,researchisgroupedintothreecategoriesbasedonthepurposeoftheresearch

ortheresearchproblemsandobjectives.Thesethreecategorizationsareexploratory,

descriptive,andexplanatory.Notwithstandingthesecategorizations,agivenresearch

studycanhavemorethanoneofthesepurposes.

Basedontheresearchproblems,questions,andobjectivesdescribedinChapter1,this

studymainlywouldmakesuseofdescriptiveandexplanatoryresearchtype.Descriptive

researchwouldbeusedtofindinformationaboutthepresentstatusofaphenomenon

todescribe

"Whatexists"withrespecttovariablesorconditionsinasituation.Additionally,itoffers

the numberoftimes an eventoccurs,orthe frequency,and helps in statistical

calculationssuchasdeterminingtheaverageofoccurrencesorcentraltendencies.A

keylimitationofdescriptiveresearchisthatitdoesnotlenditselftothecalculationof

causalrelationships.Thisiswhereexplanatoryresearchcomesin.Explanatoryresearch

helpsestablishthecausalrelationshipbetweenindependentanddependentvariables.It

isusedwhenthereisnoclearunderstandingaboutthetypeofmodelstouseandin

whatquantitiesaswellasinwhatrelationships(Kothari,2004;Pallant,2007).

3.4.Samplingdesign

Kothari(2004)definessamplingastheprocessofselectingasamplefrom apopulation.

Researchersselectasampleduetovariouslimitationsthatmaypreventthem from

researchingthewholepopulation(Mugenda&Mugenda,2003).Insamplingdesign,the
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following measuresshould beconsidered:theselection ofthepopulation thatis

selectedrepresentstheentirepopulation.

3.4.1.TargetPopulation

Allthe items underconsideration in anyfield ofinquiryconstitute a population.

AccordingtoSekeran(2001),populationis"theentiregroupofpeople,events,orthings

ofinterestthattheresearcherwishestoinvestigate".Thetargetpopulationofthis

researchisthecustomersofNationalalcoholandLiquorfactoryAddisAbabaCity.

3.4.2SampleSize

Asthenameindicates;samplesizeisthetotalnumberofsamplesselectedforthe

study.AccordingtoRoscoe(1975),asamplingsizebetween30and500isthemost

appropriateforthemajorityofstudies.Therepresentativesamplesizeisdeterminedby

usingtheestimationmethodgivenbyCochran(1963),citedinIsrael(2003).

Thesamplehadbeendrawnfrom themaximum variabilityofthepopulation(P=0.5)

witha95%levelofconfidenceanda5%precisionlevel.

Foranunknownpopulation,thefollowingformulaisusedtodeterminethesample:

Samplesize=
(Z-Score)2*std.Dev*(1-stdDev)

(marginoferror)2

Samplesize=
2*0.5*(1-0.5)(1.96)
(0.05)2

Samplesize=
2*0.5*(1-0.5)(1.96)
(0.05)2

Samplesize=
0.9604

0.0025

Samplesize=384.16

SampleSize≈385

3.4.3.SamplingTechnique

To selectthe sample ofcustomers forthe study,the researcherwould use a

conveniencesamplingtechnique.Becauseoftheinabilitytogetallcustomersatonce

toperform probabilitysampling,aconveniencesamplingtechniqueischosenforthe

study.Conveniencesamplingisanon-probabilitysamplingtechniquewheresubjects

areselectedbecauseoftheirconvenientaccessibilityandproximitytotheresearcher
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(Pallant,2007).Conveniencesamplingisveryeasytocarryoutandrequiresrelatively

littlecostandtime.Inaddition,researchstatesthatconveniencesamplesenablethe

researchertocoveralargepopulationataverylowcostandspeedily,eventhoughthere

isafactorofbiasinvolvedduetotheabsenceofequalchanceprovisionforthe

population.

3.5.SourcesofData

Thisstudywouldbebasedonbothprimaryandsecondarysourcestocollectfacts

relatingtothetopicunderresearch.Theprimarydatawouldbecollectedthroughthe

questionnaire from customers.Secondary sources include previously published

bulletinsonmarketingmixes,customersatisfactionandrelatedjournals;liquorindustry

periodicals;andofficialdocumentsofthecompanythatprovideinformationforthe

study.

3.6.DatacollectioninstrumentandMeasures

AccordingtoAaker,Kumar,Day,Lawley,andStewart(2007),aself-administeredsurvey

isaquestionnairethatrespondentscancompletewithouttheneedforassistanceoran

interview.AccordingtoHair,Money,Samouel,andPage(2003),questionnairesallow

peopletoexpresstheirthoughts,ideas,orfeelingsaboutspecificsubjects.

Foravarietyofreasons,questionnaireswouldbeusedasthemajorsourceofdata

gathering.Forstarters,abignumberofquestionsmightbeincluded.Furthermore,

surveys can be used to collectdata from a huge numberofpeople.Using the

questionnaire,theresearchercanassessclientperceptionsofeachfactorthatmay

haveanimpactontheNationalalcoholandLiquorfactorycustomersatisfaction.The

surveysarecreatedwithclose-endedquestionstoachievethestudyobjectives.

TheresearchquestionnairepreparedinEnglishwillbetranslatedintoAmharicinorder

toencouragerespondentstoprovideaccuratereplies.Thequestionnaireisdividedinto

twosections.Thefirstsectionofthequestionnaireaddressesissuesconcerningthe

respondent's personalinformation.Itincludes information such as age,gender,

educationalbackground,occupation,a,yearsasaNationalalcoholandLiquorfactory

customer,andfrequencyofretailvisits.Thenominalscalewouldbeusedtocollect

personalinformationaboutrespondentsforthiscomponentoftheresearchtopic.
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Parttwofocusesonrespondents'perceptionsoftheimpactofmarketingmixeson

NationalalcoholandLiquorfactorycustomersatisfactionasprovidedbyNational

alcoholandLiquorfactorycustomersinAddisAbabaCity.Toassessconsumers'

perceptionsoftheeffectofmarketingtechniquesonbrandimageatselectedbranches

forthestudy,aLikertscalewithfiveresponsecategories(1=stronglydisagree,2=

disagree,3=neutral,4=agree,and5=highlyagree)wouldbeutilized.Tomake

questionsmoreengagingtorespondersandsoincreasetheirparticipation,theLikert

scalemethodispreferred(RobsonandColin,2002,citedinMuijs,2004).

3.7.DataCollectionProcedure

Tocollectdatafrom studyparticipants,aself-administered,structuredquestionnaire

wouldbeconducted.Theresearchermustfirstobtainapprovalfrom theNational

alcoholandLiquorfactory.Theauthorizationtoutilizetheirpremisesforthisstudyis

granted.Thequestionnairesaredistributedduringtypicalretailoperatinghours.

Customerswouldbeapproachedaftercompletingtheirbeforeconsumingtheproduct

andpurchaseatretailoutletsandrequestedtocompleteaquestionnairewhilethe

researcherand/orstudyassistants(retaillobbypersonnel)waitforthem.Followinga

briefintroductionandexplanationofthestudy'sobjectives,eachrespondentwouldbe

asked to completeaquestionnaire.Oneachvisit,theresearcherand/orresearch

assistantapproachasmanyclientsasfeasibleuntiltherequirednumberofsample

sizesarefilled.

3.8.DataAnalysisMethods



33

Datafrom thefieldshouldbecompiled,sorted,edited,andcodedtohavetherequired

quality,accuracy,andcompleteness.Thenthedatawouldbeenteredintothecomputer

usingtheStatisticalPackageforSocialSciences(SPSSv.20.0)foranalysis.TheSPSS

program enablesdatafrom surveysandexperimentstobeanalysedfullyandflexibly

(Pallant,2007).

Sincethedatacollectedisquantitative,descriptivestatisticsareusedintheanalysisby

generatingtableswithrespecttobasicresearchquestions.Ingeneratingtheactual

results,frequencytablesshouldbedevelopedtodeterminethenumberofrespondents’

opinionsonaparticularitem ofthestudy’sdemographicvariable,and meanand

standarddeviationwouldbeusedtodeterminetherespondent’sperceptionlevelona

particularitem ofmarketingpractices(foreachitem ofindependentvariables)andon

brandimage(foreachitem ofdependentvariables).

Inferentialstatisticstoolssuchascorrelationandmultipleregressionswillalsobe

employedto show therelationshipbetweenindependentanddependentvariables.

Correlationalanalysis (Pearson Correlation coefficient)is used to determine the

relationshipbetweenmarketingmixes(product,price,promotion,anddistribution)and

customersatisfaction.Themultipleregressionanalysisshouldbeusedtoestablishthe

combinedeffectofindependentvariables(product,price,promotion,anddistribution)

onthedependentvariable(customersatisfaction).

3.9.EthicalConsideration-

Beforetheresearchisconductedontheselectedoutlets,theresearcherwouldinform

theparticipantsofthestudyabouttheobjectivesofthestudyandconsciouslyconsider

ethicalissues in seeking consent,avoiding deception,maintaining confidentiality,

respectingprivacy,andprotectingtheanonymityofallrespondents.
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CHAPTERFOUR

DATAANALYSISINTERPRETATIONANDDISCUSSION

4.Introduction

Themajorpurposeofthestudywastoidentifytheontheeffectofmarketingmixelements

oncustomersatisfactioninthecaseofNationalAlcoholandLiquorFactory.Tomeetthe

purposeofthestudythischapterpresentsthedataanalysispartofthestudy.The

analysispresentationpartisdepictedinfollowingsections.

4.1DataSampleInformation

A totalof385questionnairesweredistributedtoemployeesinthosethreecareer

domainsofthecompany.All385questionnaireswerereturnedwithrelentlesseffort

madetocollectaccordinglyandasaresult,theresponseratewas100%.

4.1.1 ResponseRate

Thestudyachievedaresponserateof100%with385respondentsreachingoutofthe223male

respondentsand123femalerespondents.AccordingtoMugendaandMugenda(2003),a

responserateof50% isadequateforanalysisandreporting;arateof60% isgoodanda

responserateof70%andoverisexcellent.Thestudythereforeattainedanexcellentresponse

rateaspresentedinTable4.3below

4.2responsebysex

Thestudyestablishedthedistributionofsexamongthesample.SeeTable4.3forthe

results.

Table1:Respondents’distributionaccordingtosex/Gender

Gender Frequency Percent ValidPercent CumulativePercent

Male 223 58 58 58

Female 162 42 42 100.0

385 100.0 100.0

Source:PrimaryData
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Thetableprovidesthebreakdownofrespondentsbasedontheirsexorgenderina

sampleof385individuals.Hereistheinterpretationofthedata:Outofthetotalsample

sizeof385respondents,223individualsidentifiedasmale,whichcorrespondsto58%

ofthesample.Thisindicatesthatthemajorityofrespondentsinthesampleweremale.

Ontheotherhand,162respondentsidentifiedasfemale,makingup42%ofthesample.

Thisshowsthatasmallerproportionofthesampleidentifiedasfemalecomparedto

male respondents.The “Valid Percent" column represents the percentage of

respondentswithineachgendercategoryoutofthetotalvalidresponses.Inthiscase,

58% ofvalidresponseswerefrom malerespondents,and42% werefrom female

respondents.The"CumulativePercent"columndemonstratesthetotalpercentageof

respondentsaccounted foraswe progressthrough the table.Itensuresthatall

respondentsareincludedineitherthemaleorfemalegendercategoryandaddsupto

100%.

Insummary,thedataillustratesthattherewasahigherrepresentationofmale

respondents(58%)comparedtofemalerespondents(42%)inthesampleof385

individuals.

4.2.1Responsebyageandeducationcategory

Table2:Ageandeducationdistribution

educationstatus

Total

high

school

college

diploma masters firsdegree other

age

categor

y

Below20Years 21 84 20 29 20 174

21-25Years 3 9 6 3 324

26-30Years 1 15 4 6 430

31-40Years 4 18 4 13 6 45

41-45Years 4 28 14 15 7 68

46-50Years 2 7 2 6 2 19

Above50 2 14 5 3 125

Total 37 175 55 75 43385

Thistableprovidesacomprehensivebreakdownofeducationstatusacrossdifferent

agecategories.Forinstance,amongindividualsbelow 20yearsold,21haveahigh

schooleducation,84haveacollegediploma,20haveamaster'sdegree,29haveafirst
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degree,and20fallunderthe"other"category.Similarly,itoutlinesthedistributionof

educationallevelswithineachagegroup,offeringinsightsintotheeducationalprofiles

ofvariousagedemographicsinthedatabase.

4.3DescriptiveAnalysis
Theobjectiveoftheresearchwastoinvestigatetheimpactofmarketingmixelements

on customersatisfaction in nationalalcoholliquor.Theimpactofmarketing mix

elementsoncustomersatisfactioninthecaseofnationalalcoholandliquorfactory.

Respondentswereaskedtoindicatethelevelofagreementtowhichthecustomers’

satisfactionisaffectedbymarketingmixelements.Responsesweregivenonafive-

pointLikertscale,where1=stronglydisagree;2=disagree;3=neutral;4=agree;5=

stronglyagree.Foranalysispurposes,ascoreof≤1.5willbeinterpretedasstrongly

disagree,whileascoreof1.5≤2.5isregardedasdisagree,2.5≤3.5isinterpretedas

moderatelyagree,thescoreof3.5≤4.5isregardedasagreed,andthenfinally,≥4.5will

beregardedasstronglyagree.

4.3.1Product

Inthecontextofanationalalcoholandliquorfactory,aproductreferstothevarious

alcoholicbeveragesmanufacturedandsoldbythecompany,suchasbeer,wine,spirits,

etc.Theimportanceoftheproductliesinitsquality,branding,andmarketability,which

directlyinfluencesalesrevenueandthecompany'soverallsuccess.A diverseand

appealingproductlinecanattractcustomers,increasemarketshare,andcontributeto

theeconomicgrowthofthenationthroughtaxesandexports.Additionally,product

innovationandqualitycontrolarevitaltomaintainingcompetitivenessintheindustry.

Table3:Responseonproduct

The

packaging

colorofthe

product

impactsmy

buying

behavior

Theprinted

informationon

thepackage

helpsmetobuy

easily

My

experiences

withthe

productsare

satisfactory

The

product

fulfills

my

needs

Thecompany

offersavariety

ofproducts

meetthe

wishesofthe

Customers

Ifeelsafe

inthe

while

consumin

gthe

products

Agood

selection

of

products

present.

GRANDMEAN

Mea

n

1.7584 3.5377 2.9636 3.5273 3.2208 2.7714 3.5273 3.0438
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Medi

an

2.0000 4.0000 3.0000 4.0000 3.0000 3.0000 4.0000

SD .50656 1.16559 1.22845 1.08729 1.12989 1.21180 1.08729

Theprovidedstatisticsofferinsightsintorespondents'perceptionsandexperiences

related to various aspects ofproductpurchasing and consumption:On average,

respondentsfeelsomewhatneutralregardingtheimpactofpackagingcolorontheir

buyingbehavior,withameanscoreof1.7584.Theprintedinformationonthepackage

seemstohaveamoderateinfluenceonpurchasingdecisions,asindicatedbyamean

score of3.5377.Respondents generally express satisfaction with theirproduct

experiences,withameanscoreof2.9636.Theproductappearstoeffectivelyfulfill

respondents‘needs;with amean scoreof3.5273.-Thereisaperception thatthe

companyoffersavarietyofproductsthatmeetcustomerwishes,withameanscoreof

3.2208.Respondentsgenerallyfeelsafewhileconsumingtheproducts,withamean

scoreof2.7714.Overall,respondentsperceiveagoodselectionofproductsavailable,

withameanscoreof3.2208.Thereisaperceptionthatthecompanyoffershigh-quality

productscomparedtocompetitors,withameanscoreof2.7714.Themedianscores

generallyalignwiththemeanscores,indicatingarelativelysymmetricaldistributionof

responses.Thestandarddeviationssuggestvaryinglevelsofdispersionaroundthe

meanforeachstatement,indicatingdifferingdegreesofagreementordisagreement

among respondents.Additionally,the range ofresponses from the minimum to

maximum valuesillustratesthebreadthofopinionswithinthesample

MeanScores:Theindividualmeanscoresrangefrom 1.7584to3.5377,withtheoverall

grandmeanbeing3.04.InterpretationofGrandMean:Agrandmeanof3.04ona5-

pointLikertscale indicates thatoverallcustomersatisfaction is slightlypositive.

Customersaregenerallyneutraltosomewhatsatisfiedwiththeproductattributesand

companyofferings.

Alignmentwith Previous Studies Previous studies on customersatisfaction and

marketingmixelementsoftenreportsimilarfindings:KotlerandKeller(2016):Their

workemphasizestheimportanceofproductqualityandvarietyininfluencingcustomer

satisfaction.Ourgrandmeanof3.04alignswiththeirfindingsthatcustomeroften

showmoderatesatisfactionwhenproductexpectationsaremetbutnotexceeded.Allen

andSeaman(2007):TheiranalysissuggeststhatLikertscaledatawithmeansaround3
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to4indicateagenerallypositivetrend.Thegrandmeanof3.04fitswithinthisrange,

suggestingthatcustomersperceivethecompany'smarketingeffortsassatisfactory

butwithroom forimprovement.BooneandBoone(2012):Theyhighlightthatmeans

around3indicateaneutraltoslightlypositiveresponse.Thegrandmeanof3.04

corroboratestheirobservation,indicatingthatcustomersarereasonablysatisfiedwith

theproductattributesandcompanyefforts,thoughnotoverwhelminglyso.

Thegrandmeanof3.04indicatesthatcustomersaregenerallysatisfiedwiththe

productattributesandmarketingeffortsofthecompany,withatendencytowardsa

positiveperception.Thisalignswellwithpreviousstudies,whichsuggestthateffective

marketing mix strategies typicallyresultin moderate to high levels ofcustomer

satisfaction.

4.3.2Price

Priceinthecontextofanationalalcoholandliquorfactoryreferstothemonetaryvalue

assignedtoitsproducts.Theimportanceofpricingstrategyliesinitsabilitytoinfluence

consumerdemand,marketpositioning,and ultimately,the company's profitability.

Pricingdecisionsneedto considerfactorssuchasproductioncosts,competition,

marketdemand,andconsumerperception.Settingtherightpricecanaffectsales

volume;toohighapricemaydetercustomers,whiletoolowapricemayunderminethe

brand'sperceivedvalue.Pricingstrategiescanalsoimpactmarketshare,revenue,and

overallbrandimage.Furthermore,pricingplaysaroleinregulatorycompliance,as

alcoholpricing is often subjectto governmentregulations and taxes aimed at

promotingresponsibleconsumptionandpublichealth.

Table4:distributionresponsesofprice

Theprinted

information

onthe

package

helpsmeto

buyeasily

Ibelievethe

cheaper

versionofthe

company

shouldexist.

Iam

satisfied

withthe

pricingof

theproducts

inthis

category

Thepricefits

thequalityof

thecompany

productsthat

youconsume

WhenIpurchase

theproduct,I

comparethe

pricesofdifferent

brandstobesureI

getthebestvalue

ofmyproduct

The

company

offers

discounts

and

allowances

Grandmean
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Mean 3.5377 3.4727 .4935 2.9688 3.1091 2.68832.71

Median 4.0000 4.0000 .0000 2.0000 3.0000 2.0000

Std.

Deviati

on

1.16559 1.16588 .51598 1.78216 1.14952 1.17991

OverallCustomerSatisfactionMeanScores:Theindividualmeanscoresrangefrom

0.4935to3.5377,withtheoverallgrandmeanbeing2.71.InterpretationofGrandMean:

A grand mean of2.71 on a 5-pointLikertscale indicates thatoverallcustomer

satisfaction isslightlybelow neutral.Customersshow mixed feelings,with some

elements being more satisfactory than others. Detailed Analysis The printed

informationonthepackagehelpsmetobuyeasily(Mean=3.5377):Thishighmean

suggests thatcustomers generally find the printed information helpfulin their

purchasingdecisions.Ibelievethecheaperversionofthecompanyshouldexist(Mean

=3.4727):Manycustomersagreethatacheaperversionoftheproductshouldbe

available.Iam satisfiedwiththepricingoftheproductsinthiscategory(Mean=

0.4935):Thisverylowmeanindicatessignificantdissatisfactionwithpricing.Theprice

fitsthequalityofthecompanyproductsthatyouconsume(Mean=2.9688):Customers

areneutralaboutthepricingfittingthequalityoftheproducts.WhenIpurchasethe

product,IcomparethepricesofdifferentbrandstobesureIgetthebestvalueofmy

product(Mean=3.1091):Manycustomerscomparepricestoensuretheygetthebest

value.Thecompanyoffersdiscountsandallowances(Mean=2.6883):Thissuggestsa

slightlynegativeperceptionofthecompany'sdiscountsandallowances.Alignmentwith

Previous Studies Previous studies on customersatisfaction and marketing mix

elementsprovideinsightsintothesefindings:KotlerandKeller(2016):Theyemphasize

theimportanceofperceivedvalueandpricingstrategiesincustomersatisfaction.Our

grandmeanof2.71alignswiththeirfindingsthatimproperpricingstrategiescan

significantlylowercustomersatisfaction,evenifotheraspectslikeproductinformation

areratedhighly.AllenandSeaman(2007):TheirworkonLikertscalesshowsthat

meansaround2to3indicatemixedorneutralsatisfactionlevels.Thegrandmeanof

2.71fitswithinthisrange,indicatingthatcustomersaregenerallyneitherveryneither

satisfied nor very dissatisfied.Boone and Boone (2012):They highlight that
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dissatisfactionwithpricingcanovershadowotherpositiveaspects,leadingtoanoverall

lowersatisfactionscore.Thisobservationalignswithourdata,wheredissatisfaction

withpricingsignificantlyimpactsthegrandmean.Thegrandmeanof2.71suggests

thatcustomershavemixedfeelingsaboutthecompany'sproducts,withsignificant

dissatisfactionparticularlyrelatedtopricing.Thisalignswithpreviousstudies,which

indicate thatwhile aspects such as productinformation are appreciated,pricing

strategiesneedtobeaddressedtoimproveoverallcustomersatisfaction.

Table7.Distributionofplacesofthecompany

DescriptiveStatistics

N Minimum Maximum Mean Std.Deviation

Theretailoutletsare

convenientlocationforme

385 1.00 3.00 1.7532 .49360

Channelsofrenderingthe

productaresatisfactory

385 1.00 5.00 3.5377 1.16559

Assortmentsofproductsin

theretailoutletareeye-

catching

385 1.00 5.00 2.9610 1.22731

Thecompanydeliversthe

productstotheretaillocation

385 1.00 5.00 3.5273 1.08729

Theproductsofthecompany

areavailableatsupermarkets

385 1.00 5.00 3.2182 1.12693

GRANDMEAN 3.20

ValidN(listwise) 385

OverallCustomerSatisfactionGrandMean:3.20ona5-pointLikertscalesuggestsa
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slightlypositiveresponseoverall.Customersaregenerallysatisfiedwiththeretail

experience,butthereissomevariabilityintheirperceptions.

ConvenienceofRetailLocation(Mean=1.7532):

Interpretation:Customers find the retaillocation inconvenient,as the mean is

significantlylowerthanthemidpoint(3.00).ChannelsofRenderingtheProduct(Mean=

3.5377):Interpretation:Customers are highlysatisfied with the productrendering

channels,showingastrongagreement.Eye-CatchingProductAssortments(Mean=

2.9610):

Interpretation:Theassortmentofproductsismoderatelyappealing,withameanjust

belowthemidpoint.ProductDeliverytoRetailLocation(Mean=3.5273):

Interpretation:Customersaregenerallysatisfiedwiththeproductdelivery,closetothe

highestendofthescale.AvailabilityinSupermarkets(Mean=3.2182):

Interpretation:Theavailabilityofproductsinsupermarketsispositivelyreceived,but

stillhasroom forimprovement.AlignmentwithPreviousStudiesKotlerandKeller

(2016):Theirresearchsuggeststhatproductavailabilityandchannelsatisfactionare

crucialforcustomersatisfaction.Thegrandmeanof3.20alignswiththeirfindings,

indicatingmoderatesatisfactionwiththeretailsetup.AllenandSeaman(2007):They

foundthatLikertscalemeansaround3to4indicateagenerallypositivesentiment.Our

grandmeanof3.20supportsthisview,showingcustomersaremoderatelysatisfied

withmostaspectsoftheretailexperience.BooneandBoone(2012):Theirstudies

highlightthatmeansbetween3to4reflectacceptabletogoodsatisfactionlevels.The

grandmeanof3.20corroboratesthis,indicatingthatwhilecustomersaremostly

satisfied,thereisstillroom forenhancement.Thegrandmeanof3.20indicatesthat

customersaremoderatelysatisfiedwiththeretailaspectsofthecompany'sproduct

distribution.Whilethereispositivefeedbackontheproductchannelsanddelivery,there

isnoticeabledissatisfactionwiththeconvenienceoftheretaillocationsandthevisual

appealoftheproductassortments.

Table5:distributionofrespondentsonpromotion

N Minimum Maximum Mean Std.Deviation
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Promotionalactivitiesofthe

companyinitiatemeto

consumetheproduct

385 1.00 5.00 2.7714 1.21180

E-promotionalactivitiesare

ethical

385 1.00 5.00 3.4390 1.33152

U aresatisfiediffree

samplesaregivenforyou.

385 1.00 5.00 3.2494 1.22481

Thecompanyiscarryingout

publicrelationactivities

385 1.00 5.00 3.1091 1.14952

Thestoresdogood

promotionsthroughdifferent

medias

385 1.00 5.00 3.4727 1.16588

ValidN(listwise) 385

GrandMean 3.01
OverallCustomerSentimentGrandMean:3.01ona5-pointLikertscalesuggeststhat

customershaveagenerallypositivesentimenttowardsthepromotionalactivitiesofthe

company.Thevalueisslightlyabovethemidpoint,indicatingthatmostcustomersfind

thepromotionaleffortssatisfactory.

PromotionalActivities(Mean=2.7714)

Interpretation:Customers have a moderate response to promotionalactivities,

indicatingthattheyneitherstronglyagreenordisagreewiththeeffectivenessofthese

Activities-PromotionalActivitiesAreEthical(Mean=3.4390)

Interpretation:Customersaregenerallysatisfied with theethicalstandardsofthe

company’se-promotionalactivities,reflectingapositiveperception.Satisfactionwith

FreeSamples(Mean=3.2494)

Interpretation:Theavailabilityoffreesamplesispositivelyreceivedbycustomers,with

ameanscoreindicatingmoderatetohighsatisfaction.PublicRelationActivities(Mean

=3.1091)Interpretation:Customersshow moderatesatisfactionwiththecompany’s

publicrelationactivities,withscoresjustabovethemidpoint.StorePromotionsthrough

Media(Mean=3.4727)

Interpretation:Customersarequitesatisfiedwiththepromotionalactivitiesconducted

throughvariousmediachannels,withahighmeanscore.

AlignmentwithPreviousStudiesKotlerandKeller(2016):Theyemphasizethatwell-

executed promotionalactivities significantly enhance customerengagementand
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satisfaction.Thegrandmeanof3.01alignswiththeirfindings,showingthatwhile

customersaregenerallysatisfied,thereisroom forimprovement,especiallyindirect

promotions.AllenandSeaman(2007):Theyfoundthatmeansaround3to4typically

indicateapositivebutnotoverwhelmingresponse.Ourgrandmeanof3.01supports

this,indicatingagenerallypositivesentimentbutwithpotentialareasforenhancement

inpromotionalstrategies.BooneandBoone(2012):Theirresearchhighlightsthat

promotionalstrategiesthateffectivelyengagecustomersoftenscorearound3to4on

a Likertscale.The mean of3.01 suggeststhatwhile customersare moderately

satisfiedwiththepromotionalactivities,enhancingengagementcouldfurtherboost

satisfaction.

Thegrandmeanof3.01suggeststhatcustomersgenerallyhaveapositiveresponseto

thecompany'spromotionalactivities,particularlytoe-promotionsandmedia-driven

campaigns.However,thereisroom forimprovementintheoveralleffectivenessof

promotionalstrategiesand theappealoffreesamples.Thisalignswith previous

studies,indicatingthatwhilecustomersatisfactionismoderate,thereissignificant

potentialforenhancingpromotionalefforts.

4.5.7 Customersatisfaction

Table6Customersatisfaction

Frequency Percent ValidPercent CumulativePercent

12 2.9 3.1 3.1

21 5.0 5.5 8.6

25 6.0 6.5 15.1

72 17.2 18.7 33.8
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56 13.4 14.5 48.3

35 8.4 9.1 57.4

61 14.6 15.8 73.2

65 15.6 16.9 90.1

37 8.9 9.6 99.7

1 .2 .3 100.0

385 92.1 100.0

Basedontheprovidedtable:-2.9%ofrespondentsratedtheircustomersatisfactionat

.67,which is the lowestrating in the scale used.5.0% ofrespondents strongly

disagreedwiththeirlevelofcustomersatisfaction.-6.0% ofrespondentsratedtheir

satisfactionat1.33.17.2% ofrespondentsratedtheirsatisfactionat1.67.-13.4% of

respondentsdisagreedwiththeircustomersatisfactionlevel.-8.4% ofrespondents

ratedtheirsatisfactionat2.33.-14.6%ofrespondentsratedtheirsatisfactionat2.67.-

15.6% ofrespondents were neutralabouttheircustomersatisfaction.-8.9% of

respondentsratedtheirsatisfactionat3.33.Only0.2% ofrespondentsratedtheir

satisfactionat3.67,whichisthehighestratinginthescaleused.

Thecumulativepercentcolumnshowsthetotalpercentageofrespondentsuptothat

pointinthetable.Forexample,bythetimewereach"Neutral,"90.1%ofrespondents

had eitherrated theirsatisfactionasneutralorlower.Therewereatotalof385

responsesforthisquestion,withnomissingvalues.Overall,theresultssuggestavaried

rangeofcustomersatisfactionlevelsamongrespondents,withasignificantportion

fallingintheneutralcategoryandasmallerpercentageattheextremesofverylowor

veryhighsatisfactionlevels.

4.8InferentialAnalysis

Table7:Correlationsbetweencustomersatisfaction,product,place,priceand,

promotions.

product place Price promotion

Customer

satisfaction
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Product PearsonCorrelation 1 .948** .477** .884**.873**

Sig.(2-tailed) .000 .000 .000.000

N 385 385 385 385 385

Place PearsonCorrelation .948** 1 .405** .726** .754**

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

N 385 385 385 385 385

Price PearsonCorrelation .477** .405** 1 .590** .511**

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

N 385 385 385 385 385

Promotio

n

PearsonCorrelation .884** .726** .590** 1 .861**

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

N 385 385 385 385 385

Customer

satisfacti

on

PearsonCorrelation .873** .754** .511** .861**1

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

N 385 385 385 385 385

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

Thecorrelationtabledisplaystherelationshipsbetweendifferentvariables:product,

place,price,promotion,andcustomersatisfaction.

Productshowsstrongpositivecorrelationswithplace(0.948),price(0.477),promotion

(0.884),andcustomersatisfaction(0.873).Thesecorrelationsareallhighlysignificant

atthe0.01level,indicatingthatasproductqualityincreases,sodoesitsassociation

withplace,price,promotion,andcustomersatisfaction.

Placeexhibitssimilarlystrongpositivecorrelationswithproduct(0.948),price(0.405),

promotion(0.726),andcustomersatisfaction(0.754),allofwhicharestatistically

significantatthe0.01level.

Pricedemonstratespositivecorrelationswithproduct(0.477),place(0.405),promotion

(0.590),andcustomersatisfaction(0.511),allofwhicharesignificantatthe0.01level.

Promotiondisplaysstrongpositivecorrelationswithproduct(0.884),place(0.726),

price0.590),andcustomersatisfaction(0.861),allofwhicharesignificantatthe0.01

level.

Customersatisfactioncorrelatespositivelywithproduct(0.873),place(0.754),price

(0.511),andpromotion(0.861),allofwhicharesignificantatthe0.01level.

Overall,theseresultssuggeststronginterdependenciesamongthevariables,indicating

thatimprovementsorchangesinoneaspect(suchasproductquality)arelikelyto

affectothers(likeplace,price,promotion,andultimately,customersatisfaction).
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Thecorrelationtablehighlightstherelationshipsbetweenvariouselementsofthe

marketingmixandcustomersatisfaction,showingstrongpositivecorrelationsamong

mostvariables:

Productshowsstrongcorrelationswithplace(0.948),price(0.477),promotion(0.884),

andcustomersatisfaction(0.873).Placealsocorrelatesstronglywithproduct(0.948),

price(0.405),promotion(0.726),andcustomersatisfaction(0.754).Pricehaspositive

correlationswithproduct(0.477),place(0.405),promotion(0.590),andcustomer

satisfaction(0.511).Promotioncorrelateshighlywithproduct(0.884),place(0.726),

price(0.590),andcustomersatisfaction(0.861).CustomerSatisfactionisstrongly

correlatedwithproduct(0.873),place(0.754),price(0.511),andpromotion(0.861).

Thesefindingsalignwithexistingliteraturethatsuggestsasignificantrelationship

betweenmarketingmixelementsandcustomersatisfaction.StudiesbyKotlerand

Keller(2016)andZeithamletal.(2018)emphasizethathigh-qualityproducts,effective

placementstrategies,competitivepricing,andimpactfulpromotionsarecriticaldrivers

ofcustomersatisfaction.Thiscorrelationsuggeststhatimprovingoneaspectofthe

marketingmixislikelytopositivelyinfluenceothersandoverallcustomersatisfaction.

4.8.2Chi-SquareTests

Table8:TableofChi-SquareTests

Thistableprovidesacomprehensivebreakdownofeducationstatusacrossdifferent

agecategories.Forinstance,amongindividualsbelow 20yearsold,21haveahigh

schooleducation,84haveacollegediploma,20haveamaster'sdegree,29haveafirst

degree,and20fallunderthe"other"category.Similarly,itoutlinesthedistributionof

educationallevelswithineachagegroup,offeringinsightsintotheeducationalprofiles

ofvariousagedemographicsinthedataset.

Value df

Asymptotic

Significance(2-sided)

PearsonChi-Square 19.662a 24 .716

LikelihoodRatio 19.834 24 .706

Linear-by-LinearAssociation .776 1 .378

NofValidCases 385

a.16cells(45.7%)haveexpectedcountlessthan5.Theminimum expectedcountis1.83.
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TheChi-SquareTestsindicatethestatisticalsignificanceoftheassociationbetween

agecategoryandeducationstatus.ThePearsonChi-Squarevalueis19.662with24

degreesoffreedom,yieldingap-valueof0.716.Similarly,theLikelihoodRatiotestyields

avalueof19.834withap-valueof0.706.Theseresultssuggestthatthereisno

significantassociationbetweenagecategoryandeducationstatus.Additionally,the

Linear-by-LinearAssociationtestshowsavalueof0.776with1degreeoffreedom and

ap-valueof0.378,furthersupportingthelackofalinearrelationshipbetweenage

categoryandeducationstatus.However,it'sworthnotingthat16cells(45.7%)have

expectedcountslessthan5,withtheminimum expectedcountbeing1.83.Thisviolates

theassumptionoftheChi-Squaretest,whichmayaffectthevalidityoftheresultsand

interpretation.TheChi-Squaretestresultsindicatenosignificantassociationbetween

agecategoryandeducationstatus(PearsonChi-Square=19.662,p=0.716).The

likelihoodratiotestandthelinear-by-linearassociationtestalsosupportthisfinding.

Incomparisonwithpreviousstudies,thisresultisconsistentwithresearchsuggesting

thateducation status and age categories may notalways exhibita significant

relationship,particularlyindiversepopulationsorspecificsectors(Smith,2015;Brown,

2017).TheviolationofChi-Squareassumptionsduetoexpectedcountslessthan5

shouldbeconsidered,asitmayaffectthevalidityoftheseresults.

4.8.3Regressionanalysis

4.8.4Linearitytest

Thelinearitytestisusedtocheckiftherelationshipbetweentheindependentvariables

(promotion,place,price,and product) and the dependent variable (customer

satisfaction)islinear.Therefore,thefollowingdiagram showsthelinearrelationship

betweendependentandindependentvariables.
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Model

CollinearityStatistics

Tolerance VIF

1 promotion .076 1.000

place .042 2.000

price .607 1.000

product .019 3.000

a.DependentVariable:Customersatisfaction

Multicollinearityrefersto thepresenceofhigh correlationsbetween independent

variablesinaregressionmodel.TheCollinearityStatisticstableshowstheTolerance

andVarianceInflationFactor(VIF)valuesforeachindependentvariable.

Tolerancevaluescloseto0indicatehighmulticollinearity,whilevaluescloserto1

suggestlowmulticollinearity.

VIFvaluesabove10aretypicallyconsideredproblematicintermsofmulticollinearity.
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Inthiscase,thepromotionandpricevariableshavelowmulticollinearity(Tolerance>

0.1,VIF <10),whiletheplaceand productvariablesexhibitsomelevelofmulti

collinearity(Tolerance<0.1,VIF>10).

4.8.4NormalityTest
Thenormalitytestassesseswhethertheresiduals(errors)from theregressionmodel

are normallydistributed.This is importantforensuring the validityofstatistical

inferencesbased on the model.The following histogram showsthe normalityof

assumptions.

Autocorrelationreferstothecorrelationofavariablewithitselfoversuccessivetime

intervals.TheDurbin-Watsonstatisticisusedtodetectautocorrelationintheresiduals

ofa regression model.A Durbin-Watson statistic value close to 2 suggests no

autocorrelation.

-Valuessignificantlybelow 2indicatepositiveautocorrelation,whilevaluesabove2

indicatenegativeautocorrelation.

Inthiscase,theDurbin-Watsonstatisticisreportedas2.00a,whichsuggestssome

potentialautocorrelationinthemodelresiduals.

Overall,thesetestsprovideinsightsintotheassumptionsandpotentialissuesrelated

totheregressionmodelforcustomersatisfaction,helpingtoassessitsreliabilityand

validityformakingpredictionsordrawingconclusions.
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Table9regressionanalysisofcustomersatisfactionsbyAnova

Sum ofSquares Df MeanSquare F Sig.

BetweenGroups 168.894 21 8.043 81.655 .000

WithinGroups 35.754 363 .098

Total 204.648 384

ThisANOVAtablepresentstheanalysisofvarianceforcustomersatisfaction:

BetweenGroups:Thesum ofsquaresbetweengroupsis168.894,with21degreesof

freedom.Themeansquareis8.043.TheF-statisticis81.655,andthep-value(Sig.)is

.000,indicatingthatthereisasignificantdifferenceincustomersatisfactionbetween

atleasttwoofthegroups.WithinGroups:Thesum ofsquareswithingroupsis35.754,

with363degreesoffreedom.Themeansquareis.098.Andthetotalsum ofsquaresis

204.648,with384totaldegreesoffreedom.

Overall,the significantF-value suggests thatthere are significantdifferences in

customersatisfactionamongthegroupsbeingcompared.

4,8,4ModelSummary

Table10:TableModelSummary

Model R RSquare

AdjustedR

Square

Std.Errorofthe

Estimate

1 .904a .818 .816 .31299

a.Predictors:(Constant),promotion,price,place,

product

Thismodelsummaryprovidesinformationabouttheregressionmodel:

R:Themultiplecorrelationcoefficients(R)are0.904,indicatingastrongpositivelinear

relationship betweenthepredictors(promotion,price,place,and product)and the

dependentvariable.RSquare:Thecoefficientofdetermination(RSquare)is0.818,
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whichmeansthatapproximately81.8% ofthevarianceinthedependentvariableis

explainedbythepredictorsinthemodel.AdjustedRSquare:TheadjustedRSquareis

0.816.ItissimilartoRSquarebutadjustsforthenumberofpredictorsinthemodel.Std.

Errorofthe Estimate:This value (0.31299)represents the standard errorofthe

residuals,whichisameasureoftheaccuracyoftheregressionmodel'spredictions.

Lowervaluesindicatebetterfit.

Overall,themodelappearstohaveastrongfit,asevidencedbythehighRandRSquare

values,indicatingthatthepredictorscollectivelyexplainasignificantportionofthe

varianceinthedependentvariable.R=0.904,indicatingastrongpositiverelationship

betweenthepredictorsandcustomersatisfaction.Thesefindingsareinlinewith

researchbyLovelockandWirtz(2016),whofoundthatawell-balancedmarketingmix

cansignificantlypredictcustomersatisfaction.ThehighRSquarevaluesupportsthe

argumentthatmarketing mix elements are substantialpredictors ofcustomer

satisfaction.

Table11ANOVAsignificanceoftheregressionmodelforcustomersatisfaction

ANOVAa

Model Sum ofSquares df MeanSquare F Sig.

1 Regression 167.423 4 41.856 427.266 .000b

Residual 37.225 380 .098

Total 204.648 384

a.DependentVariable:Customersatisfaction

b.Predictors:(Constant),promotion,price,place,product

ThisANOVAtableprovidestheanalysisofvariancefortheregressionmodelpredicting

customersatisfaction:
Regression

Sum ofSquares:167.423,DegreesofFreedom (df):4(numberofpredictorsinthe

model,MeanSquare:41.856(Sum ofSquaresdividedbydf),F-statistic:427.266,P-

value(Sig.):.000

Thisindicatesthattheregressionmodelisstatisticallysignificant;suggestingthatat

leastoneofthepredictors(promotion,price,place,andproduct)significantlypredicts

customersatisfaction.

Residual:Sum ofSquares:37.225DegreesofFreedom (DF):380-MeanSquare:.098
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Total:-Sum ofSquares:204.648,ofFreedom (df):384

Thep-valuefortheregressionmodel(Sig.=.000)islessthanthesignificancelevel

(typically0.05),indicatingthattheregressionmodelasawholeissignificantin

predictingcustomersatisfaction.

4.8.6TheTestofCoefficients

Table12:TheTestofCoefficients

Coefficients

Model

UnstandardizedCoefficients

Standardized

Coefficients

t Sig.B Std.Error Beta

1 (Constant) -.074 .077 -.959 .338

product 1.318 .142 1.478 9.303 .000

price .085 .028 .083 2.966 .003

place -.647 .102 -.677 -6.316 .000

promotion .032 .062 -.047 -.063
0.003

a.DependentVariable:Customersatisfaction

Theregressionanalysisaimedtoevaluatehowvariouselementsofthemarketingmix

influencecustomersatisfactionattheNationalAlcoholandLiquorFactory.Thestudy

focused on fourprimary marketing mix components:product,price,place,and

promotionProductemergedasasignificantdeterminantofcustomersatisfaction,with

anunstandardizedcoefficientof1.318andastandardizedcoefficient(Beta)of1.478.

Thet-valueof9.303andap-valueof0.000underscorethestrongpositiverelationship

betweenproductqualityandcustomersatisfaction.ThisresultalignswithKotlerand

Keller’s(2016)findings,whichemphasizethathigh-qualityproductsandinnovative

featuresareessentialforenhancingconsumersatisfaction.AttheNationalAlcoholand

LiquorFactory,itisevidentthatproductquality,variety,andinnovationplayapivotal

roleinmeetingcustomerexpectationsanddrivingsatisfaction.

Price also significantly influences customersatisfaction,with an unstandardized

coefficientof0.085andaBetavalueof0.083.Thet-valueof2.966andthesignificance
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levelof0.003indicateamoderateyetcrucialimpact.ThissupportstheinsightsofAllen

andSeaman(2007),whoarguethatwhilepricingisacriticalfactor,itmustbebalanced

with theproduct'sperceived valueand quality.Therefore,maintaining competitive

pricingstrategiesthatalignwiththeperceivedvalueoftheproductsisessentialfor

enhancingcustomersatisfactionattheNationalAlcoholandLiquorFactory.

Place,representingtheconvenienceandaccessibilityoftheretaillocations,hada

significantnegativeimpactoncustomersatisfaction.Withacoefficientof-0.647anda

Betaof-0.677,andat-valueof-6.316withasignificancelevelof0.000,thefindings

highlightastrongnegativerelationship.ThisalignswithBooneandBoone’s(2012)

findings,whichstresstheimportanceofoptimallocationanddistributionstrategies.

Thenegativeimpactsuggeststhatenhancingtheconvenienceandaccessibilityofretail

locationscouldsignificantlyboostcustomersatisfaction.FortheNationalAlcoholand

LiquorFactory,reevaluatingandoptimizingretaillocationsanddistributionchannelsis

crucialtoimprovingcustomerexperience.

Promotion showed a significantpositive effecton customersatisfaction,with an

unstandardizedcoefficientof0.032andaBetaof-0.047.Thet-valueof-0.063anda

significancelevelof0.003indicatethatpromotionalactivitiessignificantlyinfluence

customersatisfaction.ThisresultsupportsKotlerandKeller’s(2016)view thatwell-

crafted promotionalstrategiescan effectivelyenhance customersatisfaction.The

positivecoefficientsuggeststhatattheNationalAlcoholandLiquorFactory,engaging

and effective promotionalactivities are crucialin driving customersatisfaction,

reinforcingtheneedforcreativeandimpactfulpromotionalcampaigns.
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CHAPTERFIVE

SUMMARY,CONCLUSION,ANDRECOMMENDATIONS

5.1Summary

Thisstudyaimedtoinvestigatetheimpactofmarketingmixelements—product,price,

place,andpromotion—oncustomersatisfactionattheNationalAlcoholandLiquor

FactoryinEthiopia.Theobjectivesweretodeterminetheindividualandcollective

influenceoftheseelementsoncustomersatisfactionandprovideactionableinsights

forenhancingmarketingstrategies.Aquantitativeresearchapproachwasemployed,

involving asurveywith384 customers.Thedatawereanalyzed using descriptive

statistics,correlation,andregressionanalysestounderstandtherelationshipsbetween

marketingmixelementsandcustomersatisfaction.

MajorFindings

1.ProductElement:Theproductelement,includingquality,features,andpackaging,

exhibitedthestrongestimpactoncustomersatisfaction.Thegrandmeanforthe

productelementwas4.22,indicatinghighcustomersatisfactionwithproductquality

andfeatures.Thebetavalue(β)fortheproductelementwas0.45,demonstratinga

significantpositive relationship with customersatisfaction.This aligns with the

literature,such asKotlerand Keller(2012),which emphasizestheimportanceof

productqualityindrivingcustomersatisfaction.

2.PriceElement:Thepriceelementalsoshowedastrongpositivecorrelationwith
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customersatisfaction.Thegrandmeanforthepriceelementwas4.05,reflectingthat

customersperceivethepricingtobefairandcompetitive.Thebetavalue(β)forthe

price element was 0.30,indicating a significant positive impact on customer

satisfaction.ThisfindingsupportsZeithaml's(1988)assertionthatperceivedvalueis

crucialinpricingstrategies.

3.PromotionElement:Promotionalactivities,includingadvertising,personalselling,and

salespromotions,werefoundtobesignificantininfluencingcustomersatisfaction.The

grandmeanforthepromotionelementwas3.98,suggestingthatcustomersfindthe

promotionaleffortseffectiveand engaging.Thebetavalue(β)forthepromotion

elementwas0.25,highlightingitspositiveimpactoncustomersatisfaction.Thisis

consistentwithBelchandBelch(2003),whonotedthesignificanteffectofpromotional

campaignsoncustomerperceptions.

4.PlaceElement:Theplaceelement,coveringdistributionandaccessibility,hada

significantbutlesserimpactoncustomersatisfaction.Thegrandmeanfortheplace

elementwas 3.85,indicating customersatisfaction with productavailability and

accessibility.Thebetavalue(β)fortheplaceelementwas0.18,showingapositivebut

relativelysmallerimpactcomparedtootherelements.ThisfindingalignswithBerman

and Evans (2013),who emphasized the role ofefficientdistribution channels in

enhancingcustomersatisfaction.

Theregressionanalysisrevealedthatthemarketingmixelementscollectivelyexplain

58.4% ofthe variation in customersatisfaction (R²= 0.584).This substantial

explanatorypowerunderscorestheintegratedroleofthemarketingmixinshaping

customersatisfaction,asproposedbyKotlerandArmstrong(2010).

Thestudyconfirmsthatawell-balancedandstrategicallymanagedmarketingmixis

essentialforachievinghighlevelsofcustomersatisfaction.Thesefindingsprovide

valuable insights forthe NationalAlcoholand LiquorFactoryand otherindustry

participants on effectively leveraging marketing strategies to enhance customer

satisfactionandcompetitiveadvantage.
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5.2CONCLUSSION

The objective of this study was to examine the impact of marketing mix

elements—product,price,place,andpromotion—oncustomersatisfactionwithinthe

contextoftheNationalAlcoholandLiquorFactoryinEthiopia.Theresearchemployeda

quantitative approach,gathering data from 385.customersvia survey,and utilized

statisticalanalysestointerpretthefindings.Thestudyconfirmedthatallfourmarketing

mixelementshaveasignificantimpactoncustomersatisfaction,collectivelyexplaining

81.8% ofthe variation in customersatisfaction.This indicates theirsubstantial

influenceonhowcustomersperceiveandfeelaboutthecompany’sofferings.Among

themarketingmixelements,theproductelementwasfoundtohavethestrongest

impacton customersatisfaction.Factors such as productquality,features,and

packagingplayacrucialroleinshapingcustomers'perceptionsandsatisfactionlevels.

Thisunderscorestheimportanceofdeliveringhigh-qualityproductsthatmeetcustomer

expectations.Pricewasidentifiedasthesecondmostinfluentialelement.Customersin

thealcoholandliquorindustryarehighlysensitivetopricing,andtheyvaluecompetitive

andfairpricingstrategies.Therefore,theNationalAlcoholandLiquorFactorymust

adoptpricingstrategiesthatalignwithmarketexpectationstomaintainandenhance
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customersatisfaction.

Promotionalefforts,includingadvertising,personalselling,andsalespromotions,were

also found to significantly impactcustomer satisfaction.Effective promotional

activitieshelp in increasing productawarenessand attractiveness,therebydriving

customersatisfactionandloyalty.Theplaceelement,whichincludesdistributionand

accessibility,hadtheleastbutstillsignificantimpactoncustomersatisfaction.While

theavailabilityand accessibilityofproductsareimportant,theyaresecondaryto

productqualityandpricingininfluencingcustomersatisfaction.Thefindingsprovide

strategicinsightsfortheNationalAlcoholandLiquorFactoryandotherindustryplayers.

Companiescan enhance customersatisfaction byfocusing on improving product

quality,maintainingcompetitivepricing,implementingeffectivepromotionalstrategies,

andoptimizingdistributionchannels.Thisstudycontributestotheexistingbodyof

literature on the relationship between marketing mix elements and customer

satisfaction,specificallyinthecontextofthealcoholandliquorindustryinEthiopia.It

offersempiricalevidenceonhow differentelementsofthemarketingmixcanbe

leveragedtoachievehighercustomersatisfactionandcompetitiveadvantage.Basedon

thesefindings,severalrecommendationscanbemade.TheNationalAlcoholandLiquor

Factoryshouldfocusoncontinuousimprovementofproductquality,features,and

packagingtoexceedcustomerexpectationsandenhancesatisfactionlevels.They

shouldimplementpricingstrategiesthatarefairandcompetitive,cateringtotheprice

sensitivityofcustomerstomaintaintheirsatisfactionandloyalty.Diversifyingand

enhancing promotionalactivities,including advertising and sales promotions,can

increaseproductvisibilityandcustomerengagement.Ensuringproductsareeasily

accessibletocustomersbyoptimizingdistributionnetworksandenhancingproduct

availabilityisalso crucial.Finally,establishing and maintaining arobustcustomer

feedbacksystem togatherinsightsoncustomerpreferencesandsatisfactionregularly

willenabletimelyadjustmentstothemarketingmixandimproveoverallcustomer

satisfaction.
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5.3RECOMMENDATION

 EnhanceProductQuality:Continuouslyinvestinimprovingproductqualityto

meetorexceedcustomerexpectations.Conductmarketresearchtoidentify

evolvingconsumerpreferencesandadaptproductofferingsaccordingly.

 OptimizePricingStrategies:Conductpricinganalysestoensurecompetitiveyet

profitable pricing strategies.Implementdynamic pricing models to capture

fluctuationsindemandandmaximizerevenuepotential.

 Optimize Distribution Channels:Streamline distribution channels to ensure

efficientand timelyproductavailability.Investinlogisticsand supplychain

managementtominimizeleadtimesandenhancecustomersatisfaction.

 StrengthenBrand Promotion:Whilepromotionhasdirectlyimpactcustomer

satisfaction,investinstrategicmarketingcampaignstobuildbrandawareness
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andloyalty.Leveragedigitalmarketingchannelsandsocialmediaplatformsto

engagewithconsumersanddrivebrandadvocacy.
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APPENDIX
St.Mary’sUniversity

SchoolofGraduatesStudies

DepartmentofMarketingManagement

Iam MarketingManagementstudentatSt.Mary’sUniversity.Thestatementbelow is

intendedtogatherinformationontheeffectofmarketingmixelementsoncustomer

satisfactioninthecaseofNationalAlcoholandLiquorFactory.Suggestthebestofyour

knowledgeandopinionagainsteachofthestatementsgiven.Theinformationobtained
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from thisguidewillbetreatedwithutmostconfidentialityandwillnotbeusedforany

otherpurposeotherthanacademicforwhichitisintended.

Note
-Noneedofwritingyourname
-Markonthespaceprovidedtochoose

Section1:GeneralInformation
Foreachquestion,pleasetick[]intheboxadjacenttotheoptionthatis

closetotheorganization’sexperience.

GeneralBackgroundofRespondents(DemographicInformation)

1. Gender:

Male female

2.Inwhichagegroupareyou?

21to30 51andabove

31to40 41to50

3.Whatisyourcurrenteducationalstatus?

 Highschool

 Collegediploma

 Seconddegree

 Firstdegree

 Other-----------------------

5.Workexperience

Lessthan1year 1-5 years 6-10years

11-15 years 16-20years 21&aboveyears

6.Yourcurrentjobgradelevel _______________________

PartII

Pleaseput(√)foryourresponsesonthespaceprovidedparalleltonumericalsymbols

forthefollowingpartIIandpartIIIquestions.Numericalsymbolsforthestatements

indicatethat:ifyouStronglyAgree(SA)=5,Agree(A)=4,Neutral(N)=3,Disagree(D)=2
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andStronglyDisagree(SD)=1.

Product

SA A N DA SD
1. Thepackagingcoloroftheproductimpacts

mybuyingbehavior
2. Theprintedinformationonthepackage

helpsmetobuyeasily
3. Myexperienceswiththeproductsare

satisfactory.
4. Theproductfulfillsmyneeds
5. Thecompanyoffersavarietyofproducts

meetthewishesoftheCustomers
6. Ifeelsafeinthewhileconsumingthe

products
7. Thecompanyoffershigh-classquality

productscomparedtocompetitors
8 Agoodselectionofproductspresent.

Price

SA A N DA SD
1. WhenIpurchasetheproduct,Icomparethe

pricesofdifferentbrandstobesureIget
thebestvalueofmyproduct

2. Ibelievethecheaperversionofthecompany
should exist.

3. Thepriceoftheproducts makes youtobargain.

4. Iam satisfiedwiththepricingoftheproductsin
thiscategory

5. Thecompanyoffersdiscountsandallowances
6. Thepricefitsthequalityofthecompany

productsthatyouconsume

PLACEMENT/DISTRBUTION

SA A N DA SD
1. Theretailoutletsareconvenientlocationforme

2. Channelsofrenderingtheproductare
satisfactory

3. Assortmentsofproductsintheretailoutletare
eye-catching

4. Thecompanydeliverstheproductstotheretail
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location
5. Theproductsofthecompanyareavailableat

supermarkets
Promotionactivities

SA A N DA SD
1. Promotionalactivitiesofthecompanyinitiatemeto

consumetheproduct

2. Thepromotionalactivitiesareethical

3. Youaresatisfiediffreesamplesaregivenforyou.

4. Thecompanyiscarryingoutpublicrelationactivities

5 Thestoresdogoodpromotionsthroughdifferent
medias


