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Abstract

ThisstudyintendedtoexaminetheeffectsofDigitalMarketingPractices(DMP)onPerformanc
eofEthiopianAirlines(EAL)andidentifywhichdigitalmarketingpracticessignificantly
predict EAL performance.This study employs both descriptive and explanatoryresearch
designs, as well as a mixed research methodology. Interview and questionnairewere
employed for qualitative and quantitative data respectively.From the total
populationof250,149werepickedusingsimplerandomsampleforthequestionnaire,and5
were chosen using purposive sampling for the interview, a sample size of 154
total,which achieved a response rate of 94.8 percent. The result from interview,
descriptive aswell as inferential analysis made by SPSS software version 26, indicates
that EAL performance is significantly impacted by digital marketing activities of the
company.Thestudy reveals that the R-square value is 0.523, which explains 52.3% of the
variation inEAL performance is explained by DMP. From the total of five study
variables, the mobile applications, e-mail marketing and social media marketing had a
greatest
significanteffectonperformance.Furthermore,searchengineadsandwebpagemarketingals
opositively affect EAL performance.Based on the findings, it is recommended that the
industryshould consider prioritizing the above mentioned four significant digital
marketing

practiceswhileconductingandimplementingmarkets.However furtherresearchisnecessarytoco
nsiderotherfactorsinpredictingEALperformance.

Keywords:DigitalMarketingPractices,E-
mailmarketing,MobileApplications,SearchEngineAds,SocialMediaMarketing, WebPage
Marketing,EALPerformance



ChapterlINTRODUCTI

ON

1.1 BackgroundoftheStudy

The digital system is enabling enterprises implement digital marketing on a grand
scale,because it presents no obvious negative externalities and likely continue to reshape
allaspectsofbusiness. Theinternethasgonefrombeingastaticmediumtowardsamoredynamic
Jinteractivemedium.Thisdynamicmediumisallaboutthesharingofthoughtsandinformationt
hroughself-publishingandharnessingthecollectiveintelligenceofallusersto generate
information and solve problems.This medium is at the heart of electronic marketing which,
permits the rapid exchange of innovative ideas between customers and
theorganization,allowstohearthevoiceofthecustomerclearlyandimmediately.Moreover, ital
lowstheorganizationtohaveaconversationwiththevoiceofthecustomer,almostinrealtime(H
airetal.,2010).

In doing so, increased technological breakthroughs, improvements in electronic
devicessuch as tablets and smart phones, and the emergence of multiple social media
platformshave fundamentally altered the old way of doing business and the manner in
which business owners and customers communicate.As is always the case, digital
marketing isinextricablylinkedtotechnologicaladvancements(Puthussery,2020).

Digital marketing encompasses all marketing efforts that use an electronic device or
theinternet.Businessesleveragedigitalchannelssuchassearchengines,socialmedia,email,an
dotherwebsitestoconnectwithcurrentandprospectivecustomers.DigitalMarketingis
defined by the use of numerous digital tactics and channels to connect with
customerswhere they spend much of their time online.lt could be said that the Internet
has beenthe factor that has most influenced the cultural, economic and social changes
seen at
thebeginningofthe21stcentury.Now,theconsumeristhefocalpointofbusinessactivitiesandt
hetargetofinternetstrategies(Hennig-Thurauetal.,2010).



Searchenginemarketing,productmanagement,searchengineoptimization,projectmarketing
, Information-driven marketing, e-business, social media, electronic mail marketing,
interactive ads, digital books, influencer marketing, spinning disks, and gammingare
among the most popular digital marketing techniques in today’s world, according
to(Puthussery,2020).Althoughtraditionalmarketingandadvertisingstrategiesarestillfreque
ntly used, there are some substantial benefits to employing digital marketing and allof
the currently accessible and correctly applied digital channels. The Internet’s
impactonbusinessesandpeople’sdailyliveshasresultedinsignificantchangesinmarketing, its
tools,andstrategies(Pifieiro-OteroandMartinez-Rolan,2016).

Digitalmarketinghasbeenveryimportantinordertomeetcustomerneedsandstrengthenintera
ction with customers in the airline sector. Would you like to get rid of the narrowlenses
of the survey and focus groups and hear the voice of your final customer?
Socialmediagivesthispossibility.Wouldyoulikeyourcustomerstoremaincommittedtoyour
developing brand? Mobile computing allows this. Would you like to make better
predictions to deliver a truly personalized experience? Customer analysis gives this
possibility(Westermanetal.,2014).

According to (Tsai et al., 2011), internet and information technology have become
common practice of the air transportation industry and helped sharpen airlines’
competitiveedge through operation efficiency improvements where the use of own
website to selllow-fareticketsandtofacilitateboardingprocessviae-
ticketingandonlinecheck-incanbe one valid solution to enhance business values and
attract more customers. They alsonoted that the popularity of the internet and e-
commerce technologies have provided air-lines a platform to bypass intermediaries and
transact business with their customers directly which render the web not only a useful
tool to provide information for
advertisingandpromotionbutalsoasacommercialchanneltoproduceadditionalrevenues.

In airlines digital marketing is used by customer for booking, at boarding process
withthe smartphone application of the airline company, flight process, baggage delivery,
andeven at accessing to hotel, car rental and at many more services of arrival, from
whereEthiopianAirlines(EAL)isnoexception.

Ethiopian Airlines, the national flag carrier of Ethiopia, has been in business for the
last75 years. It is one of Ethiopia’s major industries serving more than 100 international
and21 domestic destinations. It has established hubs in Lome, Togo; Lilongwe, Malawi

andacargohubinLeige,Belgium.



Ithassignedstrategicpartnershipswithanumberof Africancarriersandisalsoamemberofthest
aralliance,aglobalnetworkof28airlines.EthiopianAirline’smajoractivityandsource of
revenue is transportation of people and cargo both within and across countriesand
continents. The other sources of revenue are aircraft maintenance; aviation

training;groundhandlingandlogisticsservices,andhotelservices.

The Group is one of the largest Airline in Africa and investing a lot to advance
digitaldistribution.Currently,theairlinelargelydependsonindirectdistributionchannel (Trad
itionalMarketing)whichcosttheairlinesignificantamountofcashforglobaldistributionsyste
m (GDS). To overcome this, EAL Group implement several digital marketing strategies
including; email, social media marketing and social seating, web page marketing,and
other e-marketing strategies. The services include; implementation of e-ticketing asof
February 2006, social media and display advertising among others.In addition
theCOVID-19pandemichasforcedEAL.intodigitalmarketing,asaresulttheyrecentlyun-
veilednewdigitaloptiondubbed’MyShebaSpace’thatenableseconomyclasstravelerstopurc

haseoneormoreemptyseatsonboardtogetextraspaceandrelax.

The immense benefit of Digital Marketing to an airlines industry, implementation of
thisstrategies by Ethiopian Airlines, and significance of Digital Marketing to the airlines
hasmotivated the researcher to carry out this study.In addition, EAL’s digital
Marketingpracticesmadeittheidealcasecompany.

1.2 ProblemStatement

The domain of digital marketing is rapidly increasing in almost all sectors. There
existsevidences given by many researchers that proves the positive effect of digital
marketingpracticesoncorporate’sperformance,asdigitalmarketinghaveahugebenefittoanor

ganization.

(Puthussery, 2020), (Hennig-Thurau et al., 2010) and (Hair et al., 2010) has studied
theroleofdigitalmarketingonorganisationalperformance.

(Pifieiro-OteroandMartinez-
Roléan,2016)explorestherelationshipbetweendigitalmarketingandbusinessperformance.

On the other hand, several authors (Tsai et al., 2011), (Karaagaoglu and Cigek,
2019),(Warnock-

Smithetal.,2017),conveyedthatdigitalmarketinghasbeeninpracticebyanairlinesindustries.



(Warnock-Smithetal.,2017) observed that the Airlines industry has only returned
marginalprofitabilitythroughthedecadeswhichisattributedmainlytoitshighfixedcoststructure,
over leveraged balance sheets, network fragmentation, low barriers to entry, high
barriersto exit,strong unions,cyclical macroeconomics,fluctuating fuel price,a unique
regulatoryenvironment,andmonopolistic/oligopolisticsuppliers.

Ethiopian Airlines has indeed joined the digital marketing league in recent years.
Thus,thereisapositiveperceptiontodigitalmarketingpracticeinEAL.EthiopianAirlines,bein
g aware of the potential of electronic commerce, has established Integrated
Marketingand Communication Division which among others is responsible for
transforming dig-ital member experiences across the entire enterprise and its operations
and directing theplanning and implementation of company IT and digital systems in support
of business op-
erationsinordertoimprovecosteffectiveness,servicequalityandbusinessdevelopment.Curre
ntly Ethiopian Airlines has made available onboard wifi, preferred seat, in-flightduty
free shopping, flight pass (guaranteed ticket fare), class upgrading, tickets and
excessbaggage, medical and holiday travel packages, and meeting package in its digital
platform.EthiopianAirlines’revenueearnedfromdigitalsourcesaccountonlyto21percentoft
hetotalpassengerrevenueduringthefiscalyear2019/20(G/Y ohannesandMesfin,2021).

EAL has been implementing various digital marketing strategies.However, the
digitalmarketing by the industry is not enjoying the maximum benefit that would have
beengainedfromsuchroles.

Theperformanceoftheexistingdigitalmarketingdoesseemtohaveanoticeableimpacton
EAL’s performance, but the existing practice is not enabling the airlines to get

immensepublicityandbuilditsbrandimage.

Inaddition,evenifdigitalmarketinghaveahugeimpactontheperformanceofEthiopianAirline
s, there is not enough empirical evidence that proves which digital marketing has
aneffectontheairlinesperformance,rathertherearetheoreticalapproacheswhichindicatesthat
digitalmarketinghasbeensystematicallyinpracticebyEAL.Thisclearlyshowsthe need for

an empirical evidence that proves the effect of digital marketing on EAL’sperformance.

Therefore,thisresearchisinvestigatetheeffectofdigitalmarketingstrategiesontheperforman
ce of EAL, because the effect of digital marketing strategies on EAL has
beendilatorybasedontheresearcherobservationinthestudyarea.



1.3 Researchquestions

1. WhatcurrentdigitalmarketingstrategiesareinusebyEthiopianAirlines?
2. WhatistheperformancelevelofEthiopianAirlines?
3. WhatfactorsarehighlyaffectingDigitalMarketingpracticesinEthiopianAirlines?

4. Whataretheeffectsofdigitalmarketingpractices(E-
mailMarketing,SocialMediaMarketing, WebPageMarketing,SearchEngineAds,and
MobileApplications)onEthiopianAirlinesperformance?

1.4 ObjectivesoftheStudy

1.4.1 GeneralObjective

The general objective of this research is to study the effect of digital marketing
practicesonEthiopianAirlinesperformance.

1.4.2 SpecificObjectives

» ToexaminethecurrentdigitalmarketingstrategiesusedbyEthiopianAirlines;

ToidentifytheperformancelevelofEthiopianAirlines;

» To examine the factors that are highly affecting digital marketing practices of
EthiopianAirlines;

To determine the effects of digital marketing practices (E-mail Marketing,
SocialMedia Marketing, Web Page Marketing, Search Engine Ads, and Mobile
Applications)onEthiopianAirlinesperformance.

1.5 Significanceofthestudy

Nowadays, airlines industries specifically Ethiopian Airlines is providing services
thatare demanding than the services they are currently running, because of the

advancementintechnologyandtheincreaseinpeoples’needforbetterservices.
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Digital marketing has become very important to organisations, as it enhances their
performance. As a result, it is necessary to apply the practice of digital marketing to
everybusiness sector to maximize its performance and thus help the business grow in the

process.

ThisresearchprovidedanevidencethatdigitalmarketinghasaneffectonE AL’ sperformance.
The main beneficiary of this study is EAL, specifically marketing managers
andteamsunderthem.Besides,thestudyissignificantforanyairlinesindustry,insuchawaythat,
by giving an insight on the benefit of digital marketing on its
performance.Moreover,thestudywilladdknowledgetotheexistingliteratureontheeffectiveim
plementationofdigitalmarketing.

Finally, The researcher hopes that, the findings of this study will initiate further
researchtobeconductedindepthandcomeupwithbetterunderstandingontheissues.

1.6 ScopeandLimitationofthestudy

Thedigitalmarketinghasmanyaspectsthatcanbenefitorganisation’sperformancebasedon
their specific setup. In this research the researcher, specifically focus on
independentvariables; E-mail Marketing, Social Media Marketing and Social Seating, Web
Page
Marketing,SearchEngineAds,andMobileApplicationswhicharerelevantdigitalmarketingp
ractices and dependent variable; EAL performance.Geographically, the study is
delimited to the head office of EAL found in Bole, Addis Ababa. Methodologically,
bothqualitative and quantitative approaches are be employed for collecting and
analyzing thedata.

1.7 Organizationofthestudy

Thispaperisstructuredasfollows.Chapteronepresentsanintroductionwhichcontains;backgr
ound of the study, problem statement, research questions, objectives of the
study,rationaleforthestudy,scopeofthestudy,andsignificanceofthestudy.



Chaptertwoportraysaliteraturereview,whichincludes;theoreticalliteraturereview,empirical
literature review, and conceptual framework of the study. Chapter three
elaborateresearch methodologies. It contains; research design, the study population and
samplingstrategy, data sources and collection techniques, data analysis technique,
validity and reliability analysis, and ethical consideration. The findings of the study and
discussion arepresented in Chapter four, whereas Chapter five is about summary of findings,
conclusionsandrecommendation.



Chapter2

REVIEWOFRELATEDLITERATURE

2.1 Theoreticalliteraturereviews

There are different theoretical approaches towards the concept of digital marketing
andfirm’s performance. There are three theories to this approach. digital marketing,

organizationalperformance,andtheirrelationship.

2.1.1 DigitalMarketing

Different researchers have proposed theoretical approaches towards digital marketing
practicies.Digitalmarketing,accordingto(ChaffeyandSmith,2017),ismarketingthattakespla
ce online, such as through websites, online ads, opt-in email, mobile apps, and
developing platforms. It entails becoming close to customers; it is more comprehensive
thanecommerce since it encompasses all marketing, sales, and customer service
operations.Digitalmarketingis(orshouldbe)acomponentofpracticallyeverycriticalbusiness
decision, according to Kingsnorth (2019), from product creation and pricing to public
relations(PR)andevenrecruitment.

Theactivityofachievingmarketingobjectivesthroughtheuseofdigitaltechnologiesandmedia
is known as digital marketing (Chaffey and Ellis-Chadwick, 2019).The
practiceofpromotingproductsandservicesinaninnovativeway,usingprimarilydatabase-
drivendistribution channels to reach consumers and customers in a timely, relevant,
personal,andcost-effectivemannerisknowninthetheoryandpracticeasdigitalmarketing.

It is also thought of as a term that has evolved over time from a specific term
describingthe marketing of products and services through digital channels to an
umbrella term
describingtheprocessofusingdigitaltechnologiestoacquirecustomersandbuildcustomerpre
ferences,promotebrands,retaincustomers,andincreasesales(Kannanetal.,2017).



Digital marketing includes both direct marketing, which treats customers as
individualsanddefinesthemnotonlybytheirindividualcharacteristicsbutalsobyhowtheybeh
aveandinteract.Digitalmarketingtoolhastheabilitytoaddressanindividualandtheabilitytoga
therandremembertheresponseofthatindividual(DeightonandSorrell,1996).

Technology advancements and the growth of marketing are inextricably connected.
According to Chaffey (Chaffey and Ellis-Chadwick, 2019), the Internet, World Wide
Web,and other digital technologies have transformed marketing in such a way that
consumersnow have access to a much broader range of products, services, and prices
from a variety of suppliers, as well as a more convenient way to select and purchase
items basedon their preferences.Since its inception, technology has been at the heart of

importantaccomplishmentsinmarketing’shistory(Ryan,2009).

Companieshaveundergoneagreatdealofchangeinashortamountoftimesincethebeginning
of the twenty-first century, thanks to the opportunities afforded by
technologicaladvancements (Durmaz and Efendioglu, 2016), the printing press, radio,
television, and,most recently, the internet are all examples of big technological
innovations that
irrevocablychangedtheconnectionbetweenmarketersandconsumersonaworldwidescale.

DigitalMarketingElements

There are various elements by which digital marketing is formed and operated
throughelectronicdevices.Accordingtotheseauthors,themostimportantelementsarediscuss
edasfollows.

EmailMarketing

Acording to (Ponde and Jain, 2019) Email marketing is one of the primogenital and
easiest types of Digital Marketing .Being highly modern and productive.Marketers
useemails for developing relationships with their likely and existing customers to help
themproduceleadsandensuretheiradaptations.72%ofmarketersfeltthatemailwasgreatforde

velopingloyalandactivecustomers.

Emailmarketingisdescribedassendingamessageaboutaproductorservicetoacurrentor
potential customer via email.Direct digital marketing is used to convey
advertisements,increase brand and consumer loyalty, increase customer trust, and raise
brand exposure.This part of digital marketing allows a company to quickly promote its
products and services.



Companies can automate their email strategy to email customers when they
subscribe,after they purchase, or when they take a specific action on their site. This is a
great waytomakemarketingworksmarterandallowthemtofocusonrunningtheirbusiness.

SocialMediaMarketing

Today,oneofthemostessentialdigitalmarketingchannelsissocialmediamarketing.It’sacomputer
-basedapplicationthatletsindividualscreate,share,andexchangeinformationand images
about a company’s products and services.Internet wusers continue to
spendmoretimeonsocialnetworkingsitesthananyothercategory,accordingtoNielsen.Faceb
ook, Twitter,LinkedIn,andGoogle+areexamplesofsocialmediamarketingnetworks.Compa
niescanuseFacebooktopromoteproductandserviceevents,runpromotionsthatadheretoFace
bookguidelines,andexplorenewprospects.

Social Media Marketing is the most admired and newest types of Digital Marketing
branchthathelpmarketerspressfrontwardtheirbrandimageinthemaximumpowerfulandfashi
onable  manner.As social media marketing includes reassuring  customer
communicationsthroughitssocialpresence(ChaffeyandPatron,2012).

SMMisnowadayspreferredbydifferentbusinessesforoptimizingtheimageofabrand,busines
s, product, or an individual.Facebook, Google+, Twitter, Instagram, YouTube,LinkedIn,
SnapchatPinterest, etc. are the most well-known Social networks. Variety ofresources
stated that Social Media Marketing is an influential marketing instrument al-lowing
users to communicate with each other(Kingsnorth, 2022). The social interactingplatform
allows marketing amid individuals or governments to be facilitated through on-
lineinformationpostandmessaging.

AffiliateMarketing

Affiliate marketing is a type of pay-per-click advertising. A company rewards
affiliatesfor each visitor or customer they bring to the company through marketing
efforts

theycreateonbehalfofthecompanyinthistypeofmarketing. Themerchant(alsoknownas
“retailer” or “brand”), the network, the publisher (also known as “affiliate”), and
thecustomer are the four main players in the industry. Because the business has become
sosophisticated, a secondary tier of players has emerged, including affiliate
managementagencies,super-affiliates,andspecializedthird-partyvendors.
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Affiliate marketing is a type of performance-based marketing.In this type of marketing,
a company rewards affiliates for each visitor or customer they bring by marketingefforts
they create on behalf of company.Affiliate marketing at times called lead generators
ensues when advertisers organize third parties to generate potential customersamong
them.Third-party  affiliates receive payment based on sales generated
throughtheirpromotion(ReenaandUdita,2020).

Affiliate marketing can be approached in two ways: A company can either offer an
affiliateprogramtoothersorjoinuptobeanaffiliateforanothercompany. Ifabusinesswishestor
unanaffiliateprogram,theownermustpayaffiliatesacommissionforeachleadorsalethey
bring to the business’s website. The main goal of the company is to find affiliates
whocanhelpthemreachuntappedmarkets. Acompanythatpublishesane-
zine,forexample,would make a good affiliate because its readers are hungry for
information. As a
result,introducingone’sofferthrougha”trusted”’companycanattractprospectswhomightnot
haveotherwisebeenreached(ChaffeyandEllis-Chadwick,2019).

Onlineadvertising

Theimportanceofonlineadvertisingindigitalmarketingcannotbeoverstated.It’ sawayfor a
firm to spread the word about its products or services. Consumer interests are
bestservedbyinternet-
basedadvertising,whichgivesthemostrelevantcontentandadvertisements. Publishers post
information about their products or services on their websites sothat customers or users
can learn more about them for free.The organization is able to keepa tight grip on its budget
and schedule by using online advertising (Yasmin et al.,
2015).Qualitycontentisakeycomponentofonlineadvertising.Qualitycontentallowscompan
ies to target keywords related to their business and address searchers® questions,
whichinturnhelpsthemachievehigherrankings.

TextMessaging

It is a method of sending product and service information from cellular and smart
phonedevices. The company can communicate information in the form of text (SMS),
photos,video, or voice utilizing phone devices (MMS). Using cell phones for marketing
In theearly 2000s, SMS (Short Message Service) became extremely popular in Europe and
someareas of Asia.Text messages can be used to convey order confirmations and
shippingalerts.
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SMS campaigns yield faster and more significant results. Companies can use this
technology to deliver marketing messages to their customers in real time, at any
moment,and be confident that they will be noticed. Company can create a questionnaire
and obtain valuable customer feedback essential to develop their products or services in
future(Yasminetal.,2015).

SearchEngineOptimization(SEO)

The technique of altering the appearance of a website or a web page in a search
engine’s”’natural” or unpaid (“organic”) search results is known as search engine
optimization(SEQO).Thesooner(orhigherplacedonthesearchresultspage)andmoreoftenawe
bsiteappearsinthesearchresultlist,themoretrafficitwillreceivefromsearchengineusers.

Customersandmanufacturersprofitfromdigitalmarketinginavarietyofways. Theabilitytoco
ntactthetargetaudiencethroughinteractivemediaisthemostsignificantbenefitof digital
marketing (Efendioglu and Durmaz, 2016). Furthermore, (Filipov et al., 2021)argue that
the development of digital marketing strategies offers significant potential forbrands and
organizations, citing branding, completeness, usability, interactivity,
visualcommunication, relevant advertising, community connections, virility, and output
measurement as examples.In addition, authors emphasized the different benefits that
digital marketing provides to clients. Customers benefit from digital marketing,
according tothese authors, because it allows them to stay up to date with products or
services, have clearinformation about the products or services, make easy comparisons with
others, shop
24/7 shareproductorservicecontents,seeclearpricingschemes,andhaveinstantpurchasingop
tions.

PayPerClick(PPC)

Pay-per-click marketing is a method of generating clicks to your website by paying
forthem rather than —earning them naturally.Pay-per-click advertising is beneficial to
bothsearchersandadvertisers. Itisthemostcost-

effectivemethodforadvertisingacompany’sproductsandservicessinceitprovidesahigherlev

elofengagementwiththeproductsandservices(Yasminetal.,2015).

With PPC, companies can target people based on demographics, location, and even
thetype of device they use. These targeting options, coupled with the budget-friendliness
ofPPC,makePPCavaluablecomponentofsuccessfuldigitalmarketing.
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2.1.2 Organizationalperformance

Most practitioners seemed to use the term performance to describe a range of
measurements including input efficiency, output efficiency and in some cases
transactions efficiency (Stannack, 1996). According to (Zhou et al., 1994), there was no
single measureor best measure of organizational performance. Organization adopts
different objectivesandmeasurementsfororganizationalperformance.

The degree to which an organisation accomplishes its goals and completes its
everydaytasks is referred to as organisational performance (FeldmanandPentland,2003).1t
checkstoseeifacompany’sexpectedresultsoroutputsmatchitsactualresultsoroutputs.Busine
ss owners, managers, and strategic planners are frequently the experts who carry
outorganisationalperformancemanagement,theprocessofidentifying,puttingintopractise,a
ndoptimisingorganisationalperformance.Althoughorganisationalperformancecanbeinterp
reted in a variety of ways and is primarily determined by the goals of the
organisation(CarmeliandTishler,2004).

Organizational performance measurements involve establishing a goal, monitoring
progressandmakingimprovements.Itenablesabusinesstointegrateitscomponentstoachievethe
desiredresult,promoteitsmissionanduseresourceseffectively(HalachmiandBouckaert,1996).

2.1.3 DigitalMarketingandOrganizationalPerformance

There are a few theoretical literature that covers concept of Digital Marketing and
OrganizationalPerformance.

By enabling businesses to reach larger audiences, increase consumer engagement,
andcollectimportantdatafortargetedadvertising,digitalmarketinginnovationhasthepotentia
| to favourably improve company performance (Yasmin et al.,, 2015). Companies
mayboost sales, improve customer satisfaction, and raise brand exposure by adopting
newtechnology.Improved customer acquisition, retention, and loyalty can result in
highersales and better overall company performance with effective digital marketing
innovation.
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Furthermore, the majority of experts concur that digital innovation can be a potent
andusefultoolforfosteringandestablishingsustainability(Paskaleva,2011).Companiescane
nsure sustainable development (better customer service, customer attention,
etc.)andachieveexcellentfinancialperformancebyimplementingcontemporarydigitalmarke
tingtechniques(BarauskaiteandStreimikiene,2021).

Traditional and digital marketing are the two types of marketing used nowadays (Salehi
et al.,, 2012). The term “traditional marketing” describes the older, more established
forms of advertising that have been around for a while, such as radio and television
advertisements, print ads, billboards, and billboards (Mustafa and Al-Abdallah, 2020).
These techniques often require addressing a large audience in a particular region or
demographic group. On the other side, digital marketing refers to marketing strategies
that rely on digital technology, including paid internet advertising, email marketing,
social media, and search engine optimisation (SEO). These techniques can target
particular audiences based on their interests, behaviours, or geographic areas and are
frequently more focused (IStvanic et al., 2017).

2.2 Empiricalliteraturereviews

Several Researchers, in Ethiopia as well as in the rest of the world, have placed
theirempiricalevidencesdigitalmarketingandrelevantfactors.

In Ethiopia, (G/Yohannes and Mesfin, 2021) determines the effect of digital sales on
maximizing revenue of Ethiopian Airlines with the specific objectives being to identify
theeffect that determinants of digital sales, namely, digitally connected customers,
digitalcustomer relationship management, product/service offering digitally, and digital
delivery of products/services had on maximizing revenue of the airline.A survey was
con-

ductedwithatotalof70employeesoftheairlineworkingunderthedivisionofintegratedMarket
ing Communications. The results showed that all of the determinants had a
positiveandsignificanteffectontheairlines’revenuemaximizationexceptdigitaldeliveryofpr

oducts/serviceswhoseinfluencewasfoundtobeinsignificant

On the other hand (Tadesse and Anteneh, 2021),explores the role of digital marketingin
manufacturing Industries.A total of 170 questionnaires were distributed and 160
ofthemwerereturnedback.
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ThefindingofthestudyrevealedthatSearchenginemarketingin selected textile and garment
factories were low but the companies use social mediaadvertisement intensively and the
customers were familiarized with firm’s social
media. Thepracticeofemailmarketingintextileandgarmentindustriesisnotcommonandmost
customers have not email connection with the companies.Pay per click in the
garmentand textile factories were low and the companies have not alternative search
engines
forPayperclick,eventhePayperclickfeeisnotreasonable.Searchengineoptimizationortheco
mpaniessearchenginesitewerenotvisibletousersandwerenotthatmuchrelevantto users. The
companies have no Search engine optimization expert which improves
thequalityofthecompanieswebsite.

Internationally,(KaraagaogluandCigek,2019)hasinvestigatedthedigitalmarketingstrategiesofanu
mberofnationalandinternationalairwaycompaniessuchase-mailmarketing,web
marketing,socialmediamarketingandmobileapplicationsandtoanalyzetheposi-
tioningofdigitalmarketingapplications.Becausedigitalmarketingistheleadingactorofmarketi
nganditispresentedastherealthroneofvirtualworldintheairwaysector.The findings of the
research shows that, by the changes in the customer expectations
anddemands,theairwaycompaniestrytousethedigitalmarketingtoolseffectively.How-
ever,theusageofrightstrategyfordigitalmanagementisimportanttomakedifferenceandcompet
eintheairwaysector.

Furthermore (Tsai et al., 2011) proposed an integrated model for evaluating airlines’
websites effectiveness.The proposed model is applied to analyze the websites of five
airtransportation companies in Taiwan.lts result show that the Taiwanese airlines do
notfully capitalize on the Web’s marketing potential, and the weight-variance analysis
suggestsseveralmanagerialactionsforachievinganidealweb-basedmarketing.

There are also studies that put their empirical evidences on marketing mix in
general.(Yasmin et al., 2015) focuses on the importance of digital marketing for both
marketersand consumers. They examined the effect of digital marketing on the firms’
sales. Additionally the differences between traditional marketing and digital marketing
in this paperwere presented. This study has described various forms of digital marketing,
effectiveness of it and the impact it has on firm’s sales.The examined sample consists of
onehundred fifty firms and fifty executives which have been randomly selected to prove
theeffectivenessofdigitalmarketing.

Despitetheabovementionedempiricalapproaches,noresearcherhasgivenempiricalevidence
ontheeffectscorporatesocialresponsibilityonprojectperformance.
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2.3 ConceptualFrameworkoftheStudy

Depending on the overall related literature and the theoretical framework, the
followingconceptual model is formulated. This model measures the effect of digital
marketing practicesonEALperformance.

The conceptual framework for this study incorporated independent and dependent
variables.Thevariablescanbeshowninthefigure.

Fromvariousdigitalmarketingactivitiesstatedonliteraturereview,theresearcherfounditconv
enienttousefivedigitalmarketingpractices. Thecorrespondingdigitalmarketingpractices are
E-mail  Marketing, Social Media Marketing, Web Page Marketing,
SearchEngineAds,andMobileApplications.

The dependent variable is EAL performance, which is measured by key performance
indicators(KPI).

Independent Variables Dependent Variable

{Digital Marketing Practices)

E-MAIL MARKETING

MOBILE APPLICATIONS

SEARCH ENGINE ADS EAL PERFORMANCE

SOCIAL MEDIA MARKETING

WEB PAGE MARKETING

Figure 2.1: Conceptual
Framework.Source:DevelopedbytheResearc

her
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Chapter3

RESEARCHMETHODOLOGY

3.1 Researchapproachanddesign

The study are employed a mixed method approach,i.e,it made use of both quantitative
and qualitative methods, because mixed method explores a research problem
better.Mixedresearchmethodsrepresentresearchthatinvolvescollecting,analysing,andinter
preting quantitative and qualitative data in a study that investigate the same
underlyingphenomenon(Creswell,2014).Inordertoacquireanindepthunderstandingoffacts
andreasons of the occurrence, this research adopted qualitative approach and for the
reasonofexplainingandpredictingthephenomenaonlargersamplesize,itadoptedquantitative

approach.

Due to limitation of time, quantitative data and qualitative data was collected and
usedconcurrently. To this effect, the main data for the study was the quantitative data
collectionmethod through questionnaire.Furthermore, qualitative data, which has been
collectedthroughlin-depthinterviews,wasusedtosupplementdataobtainedthroughquestionnaire.

Research design addresses important issues relating to a research project such as
purpose of study, location of study, type of investigation, extent of researcher
interference,time horizon and the unit of analysis (Sekaran and Bougie, 2016). Both
descriptive andexplanatory research design was employed.Descriptive research design
was used to
toanswerthefirstandsecondquestions,alongwithexplanatoryresearchdesignwhichemphasi
zesondiscoveringrelationshipbetweendigitalmarketingandEALperformance,toanswerthet
hirdandfourthresearchquestions.
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3.2 TheStudyPopulationandSamplingStrategy

3.2.1 StudyPopulation

Thetargetpopulationofthisresearchareemployees,andmanagementstaffofEthiopianAirline
s who are working under the Integrated Marketing and Communication
Divisionmarketing. Thenumberofstudypopulationconsideredinthisresearchwas250.

3.2.2 SampleSize

Thesamplesizeisdeterminedusingsamplesizedeterminationmethodprovidedby(Yamane,1967).

N
1 + N(e)

Figure3.1:Samplesizedetermination.

Source:(Yamane,1967)

Where;

« nisthesamplesizetobecalculated.
« Nisthepopulationsize,whichis250.

» eisthelevelofprecision,thedesiredprecisionis5%,thuse=0.05.

Therefore,usingtheaboveformula,thesamplesizeofthestudywas154,becausethetotalstudypop
ulationis250,with5%acceptableerrorintheestimate.
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3.2.3 SamplingStrategy

This research employed purposive sampling method for qualitative data collection
becausetheresearchwasconducteddirectlywithmarketingmanagers.

According to (Morse and M, 1991) purposive sampling helps to find those
interviewees(informants)whohaveavailableknowledgeandexperiencethattheresearchersn
eed,arecapableofreflection,arearticulate,havetimetobeinterviewedandarewillingtotakepartin
the research. The researcher interviewed 5 marketing managers. Simple random
sampling technique was used for quantitative data. 149 samples were selected using
simplerandomsamplingfromthetotalpopulationof250.

3.3 Datasourcesandcollectiontechniques

3.3.1 Datasource

Inordertoachievethestatedobjectives,thisstudyusedappropriatedatacollectiontechniques. T
hedatawascollectedfrombothprimaryandsecondarysources.

a) Primarydatasources

AqualitativedatawascollectedfromIn-depthinterviewswithmarketingmanagersto
answer research question 1 and 2.In-depth interview is a qualitative data
collection instrument which allows the researcher to collect rich information in
muchmore depth (Kothari, 2004).Quantitative data was collected questionnaires
distributed to employees and management staff of EAL who are working under
thelntegrated Marketing and Communication Division to answer research
question
3and4.Theresearcherusedthismethodbecauseitisthemosteconomicalwayofdatacolle
ctioncomparedtoothersinthesensethatitisusedtocollectdatafrom a big population
within @ small period of time that the researcher has
chosen(MugendaandMugenda,2003).

b) SecondarydatasourcesThesecondarydatawascollectedfrompublishedandunpublis
hed materials like; books, research papers, literature, written document,
internet,websites,journalarticles,reportsandthesispapers. Thishelpstocrosscheckand
validatetheresultoftheprimarydata.
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3.3.2 Datacollectiontechniques

The Data collection was performed after the confirmation of the sampling criteria.Anin-
depthinterview,whichhelpstoexploretheunderlyingtheoryfurther,wasemployedtomarketi
ng managers, which was selected by purposive sampling. Most of the
interviewquestionswereconstructedasopen-endedquestions.

A questionnaires were distributed for employees to complete quantitative
data.questionnaires were close-ended questions using 5-Point Likert scale. The
questionnaire incorporated demographic information, with the specific purpose of
drawing comparisonsbetween digital marketing and EAL performance.The
questionnaire was prepared inEnglish through Google Forms.Google Forms is a cloud-
based data management toolused for designing and developing web-based
questionnaires; it is provided by Googleand freely available on the web to anyone to use
and create web-based questionnaires(VasanthaRaju and Harinarayana, 2016).The
researcher then distributed the questionnaires that are prepared through Google forms to
the target population using their email. The emails are collected directly in person from
respondents. The researcher finally collectedtheresponsesfromtheGoogleform.

3.4 Dataanalysistechnique

Once the data is collected, it is necessary to employ statistical techniques to
quantitativedata to analyze the information.Data was analyzed using Statistical Package for
the SocialSciences(SPSS)softwareversion26.

Descriptivestatisticsareusedtodescribethedatacollectedinresearchstudiesandtoac-curately
characterize the variables under observation within  definite  sample.
Descriptivestatisticssuchas,frequenciesandpercentagewereusedtoexamineeffectivenessof
digitalmarketingactivitiesandEALperformance. Anattemptwasmadetoemployinterpretive
analysisforthequalitativedataobtainedthroughinterviews.Furthermore,inferentialstatistics
such as correlation and regression statistic were wused to show the
relationshipbetweenthevariables.

Specifically,PearsonCoefficientofCorrelationwasusedasameasureoffindingcorrelation
between the two variables. Multiple Linear Regression model was conducted in
thisstudyinordertopredictthevalueofdependentvariable(EALperformance)basedontheval
ueofindependentvariable(digitalmarketing).

20



3.5 ValidityandReliabilityanalysis

Thevalidityandreliabilityofthedatawascheckedcarefully.

3.5.1  Validity

Thisresearchusedquestionnairesthattheirvalidityarechecked.Anapprovalfromadvisorando
therconsultantswerealsoappliedinordertoincreasetheface/contentvalidity.

3.5.2 Reliability

To ensure the reliability of the instrument this research tested the reliability using
Cronbach‘sAlpha.CronbachsCoefficientiscalculatedtoestimatetheinternalconsistencyofre
liabilityofameasurementscale. TheacceptablevalueforCronbachsalphacoefficient
fallwithinarangeof0.70to1.00(Sunetal.,2007).

3.6 Ethicalconsideration

Thisstudyobtainedethicalclearanceandpermissionfromtheinstitution.Permissionwasalso
obtained from Ethiopian Airlines through formal letter.Before the data
collectionprocess, all the necessary information about the study, like who is conducting
the studyand for what purpose it was conducted and other necessary information that
respondentslike to know was provided to all respondents, to help them decide whether
to
participateinthestudyornot.Nameandotheridentifyinginformationwasnotused. Theresearc
herwasalsosafeguardedallinformationrelatedtotheparticipants.

21



Chapter4INTRODUCTI

ON

4.1 DataAnalysisandPresentation

Thischaptercoversanalysis,interpretationandpresentationofthedatausedforthestudy.lt  is
examined in light of the study‘s overall research objectives.To achieve the
statedaims,bothqualitativeandquantitativeresearchmethodswerechosen.Threekeyresearch
topics were identified.Survey-questionnaire and in-depth interview were employed
underthemixedapproachesasresearchmethodstocollectthenecessarydataandinformationin
accordancewiththementionedresearchquestions.SPSSversion26isusedforstatisticaltesting

andresultinterpretation.

Qualitative data is presented first to explore the underlying theory further, then
quantitativedataisanalysedandpresentednext.Qualitativedataisanalysednearlybasedonthe
maticanalysis.Thischapterofthepaperpresentsdescriptiveandinferentialanalysisfollowing

qualitativedatapresentation.

4.1.1 ResponseRates

Based on the methodologies specified in chapter three (simple random and purposive
sampling),togetresponsefromsamplesizeof154,5interviewsand149questionnairesweredist
ributed.From the total of 154, 146 questionnaires were returned and all of 5

interviewswereconducted,totaling151responses,whichyielded94.8%responserate.

4.1.2 ReliabilityTest

TotestreliabilitythisstudyusedCronbach‘salphasoastoassesstheinternalconsistencyofvariables

intheresearchinstrument.
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Cronbach alpha measures the extent to which item responses obtained at the same
timecorrelate highly with each other and the widely accepted for social science cut off is
thatalpha should be 0.70 or higher for a set of items to be considered a scale (Field,
2009).Cronbach alpha is represented as a number between 0 and 1. Basing this, the
researchercarried out the reliability analysis by measuring Cronbach‘s alpha for all

variables as awholeandforeachvariablesindependently.

If alpha is high (.70 or higher) (Sun et al., 2007)., 2007), then this suggests that all of
theitemsare reliable and the entire test is internally consistent.The overall result
showedthat 0.805 value of Cronbach’s alpha, which is above the minimum cut off alpha
of
0.7.ThecalculatedCronbach’salphacoefficientforeachstudyvariableisshowninthetablebel

ow.
Table4.1:Reliabilitytestresult.
Reliability Statistics
Ttems Cronbach's Alpha N of Items

Cases Digital Marketing 721 20
E-mail Marketing 730 4

Mobile Applications . 798 4

Search Engine Ads 785 4

Social Media Marketing 798 4

Web Page Marketing 764 4

EAL Performance .758 10

Overall 805 30

Source:SurveyData,2023.

4.2 DescriptiveAnalysis

The descriptive analysis is to summarize the data to be more manageable without losing
any important information therefore making it easier to have a better understandingon
variables (Field, 2009).This section presents, after qualitative analysis, the descriptive
statistics of dependent and independent variables used in this study. The
dependentvariable used in this study is EAL performance and the independent variable
is DigitalMarketing Practices. The result of the descriptive statistics which includes
mean, maxi-mum, minimum, standard deviation and others statistics value and its
interpretations arepresentedbelowfollowingrespondentsprofile.

23



4.2.1 RespondentsProfile

Demographiccharacteristicsofrespondentsofthisstudyaresummarizedandmajorfindingsofea
chofdemographicvariablesarepresentedbelow.

Table4.2:Genderofrespondents.

Gender
Frequency Percent Walid Percent Cumulative Percent
Walid Male 81 355 555 355
Female a5 44.5 445 100.0
Total 146 100.0 100.0

Source:SurveyData,2023.

Fromtotalof146respondents,81(55.5%)werefoundtobeMalesandtheremaining65(44.5%)oft
herespondentswereFemalesbasingthefindings.

Table4.3: Ageofrespondents.

Age Group
Frequency Percent Valid Percent Cumulative Percent
Valid 18 -29 55 377 377 377
30-49 75 314 514 83.0
50-70 16 11.0 11.0 100.0
Total 146 100.0 100.0
Source:SurveyData,2023.

Thehighestpercentageofrespondentsthataccountsfor75(51.4%)constitutespeopleof30-
49yearsofage. Thenexthighergroupsof37.7%ofrespondentswerewithintheageof 18-29 and
11. % of respondents were within the age of 50-70. No respondents

abovetheageof70arepresent. Themajorityofrespondentswereyoung,asseenbytheirages.
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Table4.4:Educationlevelofrespondents.

Education
Frequency Percent Valid Percent Cumulative Percent
Valid Diploma 3 21 21 21
Bachelor Degree 104 712 712 733
Master's Degree 39 26.7 26.7 100.0
Total 146 100.0 100.0

Source:SurveyData,2023.

With regard to educational background, B.A/B.Sc. Degree holder respondents
constitutethehighestnumber71.2%(101),followedbymaster’sdegree26.7%(39)andtherem
aining2.1%or3respondentsareDiplomaholders.

Table4.5:Experienceofrespondents

For how long have you been working in your organization?

Frequency Percent Valid Percent Cumulative Percent
Valid Less than 1 year 38 26.0 26.0 26.0
1-2 37 253 253 514
More than 2 years 71 48.6 48.6 100.0
Total 146 100.0 100.0

Source:SurveyData,2023.

Inthefinalpartoftherespondent’sprofile,thestudyshowstheworkingexperienceoftherespon
dents in the organization. Accordingly, 71 (8.6. %) of the total respondents
havemorethan2yearsofworkingexperiencewithEALcompany,followedbylessthanlyearof
working experience 38 (26 %). The remaining 37 (25.3 %) has between 1 and 2
yearsofworkingexperiencewiththecompany.
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4.2.2 Frequencystatistics

ThefrequencyoffivepointlikertscaleresponsesforthefiveDMactivitiesaswellasE ALPerfor
mancearepresentedbelow.

Table4.6:FrequencyTable

Mean Frequency and Percentage

Strongly Agree Agree Neutral Disagree Strongly Disagree

E-mail Marketing 127 21.75% 410 70.2% 38 8.5% 9 1.5%
Mobile Applications 144 24 6% 401 68.9% 37 6.3% 2 0.33%
Search Engine Ads 145 25.5% 400 68.5% 27 4.6% 7 1.2%
Social Media 114 19.5% 412 70.5% a1 8.7% 7 1.2%
Marketing

Web Page Marketing 118 20.2% 357 68% 67| 1145% 2 0.35%
EAL Performance 472 3232% 965 66.1% 11 0.77% 11 0.77%

Source:SurveyData,2023.

Majority of the respondents are affirmative about the company DM practices and EAL
Performanceasitcanbeseenfromtable4.6above.Morethan70percentoftherespondentsagree
dand21.75percentofthemstronglyagreedwithemailmarketingofEthiopianAir-
lines.However,amongthefourquestionspresentedinthiscategory,only6.5percentfallunder
neutral followed by 1.5 percent of respondents disagreed. In the case of legal
mobileapplicationsofthecompany,68.9percentoftherespondentsagreedand24.6percentof
them strongly agreed. However, among the four questions presented in this
category,only6.3percentfallunderneutralfollowedby0.35percentofrespondentsdisagreeda
ndnorespondentsarestronglydisagreed.

Next, 68.5 percent of the respondents agreed and 25.5 percent of them strongly agreed
withsearch engine ads Ethiopian Airlines.However, among the four questions presented in
thiscategory,only4.6%fallunderneutralfollowedbyl.2percentofrespondentsdisagreed.

70.5 percent of the respondents agreed and 19.5 percent of them strongly agreed with
socialmediamarketingofEAL.However,amongthefourquestionspresentedinthiscategory,o
nly8.7percentfallunderneutralfollowedbyl.2percentofrespondentsdisagreed.

Itcanbeseenfromwebpagemarketingthat68percentoftherespondentsagreedand

20.2 percent of them strongly agreed.However, among the four questions presented
inthis category, 11.45 percent fall under neutral followed by 0.35 percent of
respondentsdisagreed.
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Finally,inthecaseofEALperformance,66.1percentoftherespondentsagreedand32.3percent
of them strongly agreed.However, among the four questions presented in thiscategory,
0.77 percent fall under neutral also 0.77 percent of respondents disagreed
andnopercentofrespondentsarestronglydisagreedwithEthiopianAirlines.

4.2.3 DigitalMarketingpractices

FollowingaqualitativeexaminationofthefiveDMactivities,descriptiveanalysisofDMpracti
cesisofferedinthissection.

Regarding Digital Marketing Practices of Ethiopian Airlines, different interview
questionswereemployedwith5selectedmarketingmanagersoftheindustry.

Accordingtotherespondentsthecompanyhaspracticedadigitalchannelsandplatformslikeso
cialmedia,email,websites,googleads,Facebookads,andanynewemergingdigitalplatformst
hatusedfordigitalmarketingandorganizationalperformancesofthecompany.  The  key
informants also  presented that the company has its own digital
informationcommunicationtechnologyplatformforinternalstaffcommunications.
Thecompanywebsiteandsocialmediaplatformsareresponsiveandsuitableforendusers.

Accordingtotheresponses,thecompanymaintainsregularandactiveemaildialogcommunicat
ion practices with its stakeholders and customers. the respondents argue that
thecompany social media marketing practices are appreciated by customers and
effectivefor the company’s overall performance.respondent stated that the company is
practiceconstructive and meaningful activities in creating digital marketing environment
for itscustomers and marketing staffs. Furthermore, the company primarily engages in e-
mailmarketing, modern mobile application for all types of operating systems, and search
engine optimisation activities for its website. The respondent argue that the company
haveits own software developer team for implementing updated and competitive digital
marketingactivitiesinthewideaviationmarket.

In conclusion, the company engages in all of the DM activities mentioned by the
researcherbasedontheinterview. Themajorityofrespondentssaidthatthecompanymostlyengages
in e-mail marketing and social media marketing digital marketing activities.
Accordingto the key informants, search engine ads and mobile applications are the next
most

frequentlypracticedactions.Asaccordinginterviewparticipants,webpagemarketingistheco

mpany’sleastfrequentactivity.
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On the other hand, for quantitative analysis of each activities of DM, a set of
questionshas been presented to the respondents to rate their perception, knowledge,
feelings
andattitudesaboutdifferentdigitalmarketingactivitiesofthecompanyonafivepointLikertsca
le ranging from one (strongly agree) to five (strongly disagree).Thus the five
CSRvariablesareordinalvariables.

Under this analysis the mean scores of each practices of digital marketing as well as
themean scores of each item under each dimension were calculated and presented below
alongwiththeirrespectivestandarddeviation.

Table4.7:DescriptiveStatisticsofdigitalmarketing.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
E-mail Marketing 146 3 5 4.12 335
Mobile Applications 146 4 ) 418 314
Search Engine Ads 146 4 5 418 282
Social Media Marketing 146 3 5 4.08 274
Web Page Marketing 146 4 5 4.08 302
Walid N (listwise) 146

Source:SurveyData,2023.

ThemeanscorevaluesofdigitalmarketingpracticesofEthiopianAirlinesfoundtobeintherang
e4.18to4.08withstandarddeviationrangingfrom0.274t00.335.

Accordingly,mobileapplicationsisthehighestbecauseithasthemeanvalueof4.18andstandar
d deviation of 0.314 followed by search engine ads which also has mean of 4.18
andstandarddeviationof0.282,thenexthighestmeanvalueis4.12andstandarddeviationof
0.335bye-
mailmarketing,thensocialmediamarketingandwebpagemarketingfollowswiththesamemea
nvalueof4.08andstandarddeviation0.274and0.302respectively.

All of the responsibilities have maximum value of 5 but varied minimum
values. Theminimumvalue;fore-
mailmarketingandsocialmediamarketingpracticesare3andfortherestofthethreeactivities(m
obileapplication,searchengineads,webpagemarketing)are4.

Theoverallresultshowsthatthereisagoodpracticeofdigitalmarketingactivitiesbythecompan
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yinanefforttoboosttheoverallperformance.
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DescriptivestatisticsforeachelementofDigitalMarketingPracticesarepresentedbelow.

a) DescriptiveanalysisofE-mailmarketing

Table4.8:DescriptiveStatisticsofE-mailmarketing.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

The company employees and 146 2 5 4.18 743
managers use their email
effectively for advertisement
purpose
The E-mail Marketing 1s an 146 2 5 427 492
effective tool for engaging with
customers
The E-mail Marketing enables to 146 2 5 3.88 497
effectively connect with the
customer
Most customers have email 146 2 5 4.15 445
connection with the company
Valid N (listwise) 146

Source:SurveyData,2023.

Thetable4.8aboveshowsthat,thestatement, TheE-

mailMarketingisaneffectivetoolforengagingwithcustomers,isperceivedwellbecause

ithasthehighestmeanvalueof4.27.

The first statement takes the second rank has 4.18 mean value and the statement

isthe company employees and managers use their email effectively for

advertisementpurpose.The fourth statement, Most customers have email

connection with thecompany,tookthethirdrankwithmeanvalueof4.25.

Finally, the third statement, The E-mail Marketing enables to effectively

connectwiththecustomer,hasthemeanvalueof3.88.

The above result shows that EAL E-mail Marketing practice is an effective

toolfor engaging with customers and EAL employees and managers use their

emaileffectivelyforadvertisementpurpose.

b) Descriptiveanalysisofsocialmediamarketing
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Table4.9:DescriptiveSocialMediaMarketing.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
The company uses social media 146 3 5 421 578
advertisement well
The most of our customers are 146 3 5 412 557
familiarize with our social media.
Our social media has many 146 2 5 3.92 557
followers
The company social media 146 2 5 4.09 .550
interaction is in handling customers
complains on time.
Valid N (listwise) 146

Source:SurveyData,2023.

The table 4.9 above shows that, the statement with highest mean value is the
firststatement with 4.21 mean value. The statement is; the company uses social
mediaadvertisement well, and the second ranked statement is second ordered
statement;themostofourcustomersarefamiliarizewithoursocialmedia,thestandardde
viation is 0.578 and 0.557 respectively.The third ranked statement, the company
socialmediainteractionisinhandlingcustomerscomplainsontime,hasmeanvalueof
4.09andstandarddeviationof0.55.

Thefinalrankedstatement,oursocialmediahasmanyfollowers,hasmeanof3.92.Ithasth
elowestvalueandleastconvenientcomparedtotheotherthreestatements.

Descriptive statistics of social media digital marketing of the company
indicatesthat EAL uses social media advertisement well and most of EAL

customers arefamiliarizewiththecompany’ssocialmedia.

Descriptiveanalysisofmobileapplications

The table 4.10 above shows that, the statement with highest mean value is the
secondstatement; the Mobile Application provide customers with easy payment
options,with mean value of 4.30 and standard deviation of 0.46. Second ranked
statement;the company implemented mobile application that accessible for all
operating systems, has mean value of 4.25 and standard deviation of 0.65.The
third

rankedstatementis; TheMobileApplicationallowseffectivelysegmentingpassengersa

ndidentifying their spending profiles and preferences, which has mean value of
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4.16andstandarddeviationof(0.455.
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Table4.10:DescriptiveStatisticsofMobileApplications.

Descriptive Statistics
N Minimum Maximum Mean Std. Deviation

The company implemented mobile 146 3 5 425 652

application that accessible for all
operating systems.

The Mobile Application provide 146 4 5 430 460
customers with easy payment
options.

The Mobile Application allows 146

399 525

o8]
w

offering customized services to

customers.

The Mobile Application allows 146

4.16 455

3]
w

effectively segmenting passengers
and identifying their spending
profiles and preferences.

Valid N (listwise) 146

d)

Source:SurveyData,2023.

The next and last ranked statement is the third listed statement; The Mobile
Application allows offering customized services to customers, has mean of 3.99
andstandard deviation of 0.525.t has the lowest mean value and more
convenientcomparedtolaststatementsoftheotherresponsibilities.

TheresultshowsthatEthiopianAirlinestheMobileApplicationprovidecustomerswith
easy payment options and the company implemented mobile application
systemsthataccessibleresponsiveforalloperatingsystems.

Descriptiveanalysisofsearchengineads

The table 4.11 above shows that, the statement with highest mean value is the
firststatement; The company uses search engine marketing, with mean value of
4.30and standard deviation of 0.46. Second ranked statement is the statement
listed

onthelast, Thesearchenginemarketingisaccessibletocustomers,hasmeanvalueof
4.29Andstandarddeviationof0.71.

The third ranked statement is; Ethiopian Airlines search engine Ads are
increasesthebrandvisibility,whichhasmeanvalueof4.16andstandarddeviationof0.45
5.Thelastrankedstatement;Ourcustomersareawareaboutsearchenginemarketing, wit
hmeanof3.99andstandarddeviationof0.525. Ithasthelowestvalueandleastconvenient

comparedtotheotherfourstatements.
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Table4.11:DescriptiveStatisticsofSearchEngineAds.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
The company uses search engine 146 4 5 430 460
marketing
Our customers are aware about 146 2 5 3.99 525
search engine marketing
The company's search engine Ads 146 2 5 416 455
are increases the brand visibility
The search engine marketing 1s 145 2 5 429 716
accessible to customers
Valid N (listwise) 145

Source:SurveyData,2023.

Descriptive statistics of search engine ads indicates that Ethiopian Airlines
usessearch engine ads digital marketing techniques that accessible for customers
andsearchengineadsareincreasesitsvisibilityandbrandequity.

Descriptiveanalysisofwebpagemarketing

The table 4.12 above shows that, the statement with highest mean value is the
firststatement; The company uses its website for advertisement purpose, with
meanvalue of 4.16 and standard deviation of 6.22. Second ranked statement;
EthiopianAirlineswebsiteisattractiveandeasytocustomers(Userfriendly),hasmeanv
alueof4.11andstandarddeviationof0.50.

The third ranked statement; The customers can get immediate response online
orfrom offline FAQ (frequently asked questions) from the website, has mean
valueof 4.10 and standard deviation of 0.662.The last ranked statement; The
websiteprovide information in different languages,has mean of 3.95 and standard
deviationof 0.452. It has the lowest mean value and thus it’s the least convenient

comparedtoanystatementinthecategory.

DescriptivestatisticsofwebpagemarketingactivitiesindicatesthatEthiopianAir-lines
uses its website for advertisement purpose and the company have web

siteplatformthatisattractiveandeasytocustomers(Userfriendly).
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Table4.12:DescriptiveStatisticsofWWebPageMarketing.

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

The company uses its website for 146 3 5 4.16 622
advertisement purpose
The web site 1s attractive and easy to 146 3 5 411 500
customers (User friendly).
The website provide information in 146 3 5 3.95 452
different languages.
The customers can get immediate 146 2 5 4.10 662
response online or from offline FAQ
(frequently asked questions) from
the website.
Valid N (listwise) 146

Source:SurveyData,2023.

4.2.4 EthiopianAirlinesPerformance

In this part, descriptive analysis of Ethiopian Airlines Performance is presented the
followingqualitativeanalysisofperformanceandperformancelevelofEAL.

Regarding EAL performance of Ethiopian Airlines, different interview questions
werealsoemployedwith5selecteddigitalmarketingmanagersofthecompany.

Keyinformantspresentedthatdigitalmarketingactivitiesbythecompanyisimplementedtosupport
activities,gapsandneedsofthecompany,thusadigitalmarketinghaveahugeimportance to the
industry.According to most of the respondents, performance of thecompany is
determined by employees perceptions and experiences with the digital
marketingactivities.itisalsoexpressedbytheextentthatpeoplethinkhighlyofabrand.

According to the respondents, a lot of Digital Marketing Practices has been done
byEthiopian Airlines in the last years and many of these works are directly related to

thecompany’soverallperformances.
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Above all, according to the respondents the factor that impact performance level of
thecompanyisthedigitalmarketingperformanceofthecompanycomparedtoanothercompete
nt.To improve EAL performance, continuous meetings, training and engagement
withmarketingandotheroperationalstaffsareheldtomakesurewhatisdefinedonmarketingact
ivitiesaremetperacustomersatisfactionandperformanceofthecompany.

The descriptive assessment of EAL performance, on the other hand, a set of
questionshave been presented to the respondents to rate their perception, knowledge,
feelings
andattitudesaboutperformanceofthecompanyonafivepointLikertscalerangingfromone(str
ongly disagree) to five (strongly agree), same as in Digital Marketing Practices
section.Under this analysis the mean scores of each items of EAL performance were
calculatedandpresentedbelow. Theresearcherwantstomakeclearthatthereisonlyonedepend
entvariable,EALperformance.

ThemeanscorevaluesofEALperformanceofEthiopianAirlinesfoundtobeintherange
4.5 to 4.51 with standard deviation ranging from 0.348 to 0.612. The minimum value
ofindicatoritemshaveminimumvalueoflandallofitemshave5Smaximumvalues.

Table4.13:DescriptiveStatisticsofEALPerformance.

Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
We periodically review our services 146 4 5 441 494
development efforts to ensure that they are
in line with what customers want.

Our business plans are driven more by 146 3 5 434 502
information technological advances than

by market research.

We are quick to respond to significant 146 4 5 430 460
changes in our competitors” pricing and

package structures.

Customers are satisfied with the 146 2 5 437 .563
organizations’ service quality

We are committed to on-time performance 146 2 5 432 S11
and meeting customer needs.

‘When our customers are unhappy with the 146 2 5 451 613
quality of our service, we take corrective

action immediately.

The organization has recognizable image 146 1 5 412 519
and favorable reputation by its customers.

I believe that my service to the company 146 2 5 4.50 578
and the contributions that I have made are
appreciated.

")
wn

s
o
&

Customers has overall interest to take your 146 393
service packages.

Individuals from our marketing 146
department interact directly with

customers to learn how to serve them

better.

Valid N (listwise) 146

(3%
w
by
[=1
v

348

Source:SurveyData,2023.
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Thetable4.14aboveshowsthat,thestatementwithhighestmeanvalueisthesixthstatement; Wh
enourcustomersareunhappywiththequalityofourservice,wetakecorrectiveaction
immediately, with mean value of 4.51 and standard deviation of 0.613.Secondranked
statement; I believe that my service to the company and the contributions that Thave
made are appreciated, has mean value of 4.5 and standard deviation of 0.578. Thethird
ranked statement is the first listed statement; We periodically review our
servicesdevelopmenteffortstoensurethattheyareinlinewithwhatcustomerswant,hasmeanof
4.41andstandarddeviationvalue0.494.

Thenextforthrankedstatementis;Customersaresatisfiedwiththeorganizations’servicequalit
y,whichlistedonthefirstlisthasmeanof4.37andstandarddeviationvalue0.563. Thenextranke
dstatementsarethesecondstatements;Ourbusinessplansaredrivenmoreby information
technological advances than by market research, has mean of 4.34
andstandarddeviationvalue0.502.Thestatementrankedonsixthisthefifthlistedstatement; W
e are committed to on-time performance and meeting customer needs, has mean valueof
4.32 and standard deviation value 0.511. The seventh ranked statement; We are quickto
respond to significant changes in our competitors’ pricing and package structures,

hasmeanvalueof4.30andstandarddeviationvalue0.46.

The statement listed on seventh list position; The organization has recognizable
imageandfavorablereputationbyitscustomers,hasmeanvalueof4.12andstandarddeviationv
alue 0.519 is ranked on the eighth position. The ninth ranked statement is; Customershas
overall interest to take your service packages, with mean value of 4.06 and
standarddeviation value of 0.393. The tenth listed statement; Individuals from our
marketing
departmentinteractdirectlywithcustomerstolearnhowtoservethembetter,hasthelowestvalu
eandmoreconvenientcomparedtolaststatementsoftheotherindicatorswithmeanvalue  of
4.05 and standard deviation value 0.348. The result shows that brand loyalty
ofEALarewellachieved.

The overall result shows that the performance improvement activities of the
EthiopianAirlines is well achieved.The results also confirm positive association between
digitalmarketingactivitiesandperformance.

Finally, the researcher thought it would be useful to offer a qualitative study of the
sectors’EALperformanceanddigitalmarketingfromtheviewpointofrelevantinformantdigita
Imarketingmanagersbeforecontinuingintoreferentialanalysis.

37



WhenaskedhowDMPbenefitsacompanyperformance,themajorityoftherespondentssaid
that DMP benefits a company performance greatly both directly and indirectly. Directly;
DMP will help increase the implementation of the marketing by building
brandreputation, positive feelings and overall performance. According to the research a
strongperformancecanbebuiltwithDMPactivitiesandusesaconsistentcommunicationstrate
gy. Consistent DMP activities prevents confusion, reinforces the brand over time
withconsumers,andincreasesoverallperformancesofthecompany.

In contrast, the majority of respondents concurred that DMPs have a significant
positiveimpactonperformanceinadirectwaythatencouragescompaniestofocusmoreontheir
overallperformanceaswellasonimplementingmoredigitalmarketing.

4.3 InferentialAnalysis

Thissectionpresentsinferentialstatisticsofdependentandindependentvariablesusedinthis
study. The result of correlation analysis and multiple regression analysis along
withitsassumptiontestsarepresented.

Both correlation and regression analysis are applied to find out the association and
relationshipbetweenDMPandEALperformance.

4.3.1 CorrelationAnalysis

Thequickestandmostefficientmethodtodeterminehowtwoormorevariablesarerelatedis to
employ correlation. (Marczyk et al.,, 2010). In this part, the researcher has tried
toanalysethecorrelationbetweenthedependentandtheindependentvariablesbyapplyingPear
son’s correlation, which is the most widely used method of measuring the degree

ofrelationshipbetweenvariables.

Correlation between DMP components; e-mail marketing, mobile applications, search
engineads,socialmediaandwebpagemarketing,andEALperformanceispresented. Table
4.19 below illustrates the correlation between EAL performance and all the
independentvariables.Correlationcoefficient(r)closerto-
lor+1meansthatvariablesarenegativelyand positively strongly related respectively;in
contrast, when r is close to 0, it meansthe two variables are weakly correlated (Sheridan,
2005). Therefore, the correlation coefficient (r) was examined to see if there is a strong
or weak relationship between thevariables.
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Table4.14:CorrelationAnalysis.

Correlations
E-mail Mobile Search Social Media  Web Page EAL
Marketing Applications  Engine Ads Marketing Marketing  Performance
E-mail Marketing Pearson Correlation 1 55T 427 418™ 324 4807
Sig. (2-tailed) 000 000 000 000 000
N 146 146 146 146 146 146
Mobile Applications Pearson Correlation 557 1 716" 493* 368" 606"
Sig. (2-tailed) 000 2000 2000 000 000
N 146 146 146 146 146 146
Search Engine Ads Pearson Correlation 427 716" 1 255% 138 347
S1g. (2-tailed) .000 .000 002 097 000
N 146 146 148 146 146 146
Social Media Pearson Correlation 418~ 4937 2557 1 438 4127
Marketing S1g. (2-tailed) .000 .000 002 .000 .000
N 146 146 146 146 146 146
Web Page Marketing Pearson Correlation 324 368" 138 438" 1 337
Sig. (2-tailed) 000 000 097 2000 000
N 146 146 146 146 146 146
EAL Performance Pearson Correlation 480 606 347 412* 337 1
S1g_ (2-tailed) .000 .000 000 000 .000
N 146 146 146 146 146 146

**_Correlation is significant at the 0.01 level (2-tailed).

Source:SurveyData,2023.

Aswecanobservefromtheabovetable,thereisapositiverelationshipbetweenthestudyvariable
s.Accordingly,mobileapplicationswasthemostcorrelatedvariablewiththedependent
variable (EAL performance) with a coefficient value of (R=0.606, p <= 0.01).Theresult of
the Pearson correlation analysis also showed that there is a positive
correlationbetweenEALperformanceande-
mailmarketing(R=0.48,p<=0.01)andalsowithsocialmediamarketing(R=0.412,p<=0.01),
whichindicatesastrongrelationshipbetweenthementionedvariables.

EAL performance is also found to be positively correlated with search engine ads
andweb page marketing activities with a Pearson correlation coefficient of (R=0.347, p
<=0.01) and (R=0.337, p <=0.01), respectively. Therefore there is a moderate
relationshipbetweenE AL performanceandthetwoindependentvariablessearchengineadsan
dwebpagemarketinghavingthelowestcorrelations.
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4.3.2 AssumptionsofClassicalLinearRegressionModel

Before performing regression analysis, a number of presumptions must be verified to
makesure the data satisfies the requirements for validity and reliability. Accordingly,
five diagnostic tests of assumptions of classical linear regression model (CLRM) (Zeng,
2019)were presented and discussed below. The five assumptions are Linearity,

Homoscedasticity,Auto-correlation,MulticollinearityandNormality.

i) Linearity Test:Linear is an assumption that there must be a linear
relationshipbetween the dependent variable and the independent variables.Since
multiple
linearregressionsrequireatleasttwoindependentvariables,therelationshipbetweenthe

predictorsandthedependentvariableshouldbelinear.

The following plot shows linearity assumption between variables.It can be
seenthattherelationshipbetweentheindependentvariablesandthedependentvariableis
moldedbyastraightlinesuggestingthattherelationshipbetweenthesevariablesarelinea

r.

Scatterplot
Dependent Variable: EAL Performance

R? Linear = 0.677
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Figured.l:Linearitytestresult.So

urce:SurveyData,2023.

i) HomoscedasticityTest:

Homaoscedasticityistheassumptionthatthevariationintheresiduals(oramountoferrori
nthemodel)issimilarateachpointacrossthemodel.
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A plot of standardized residuals versus predicted values can show whether
pointsare equally distributed across all values of the independent variables.It
assumesthat different samples have the same variance, even if they came from
differentpopulationssoithasameanofresidualzero.

A plot of standardized residuals versus predicted values can show whether
pointsare equally distributed across all values of the independent variables.It
assumesthat different samples have the same variance, even if they came from

differentpopulationssoithasameanofresidualzero.

The following graph shows a plot of regression standardized residuals and standard-
izedpredictedvalues.ltcanbeconcludedthattheassumptionofhomoscedasticityhas
been met, since there is no sign of a funnel shape on the graph which is
anindicationthattheassumptionwasviolated(Hetroscedasticity).

Scatterplot
Dependent Variable: EAL Performance
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Figure4.2:Homoscedasticitytestresult.

Source:SurveyData,2023.
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i)

Autocorrelation Test: Autocorrelation is a test for whether the errors of
adjacentobservations are highly correlated which may underestimate the standard
error of
thecoefficient;multiplelinearregressionmodelsassumetheresidualsareindependento
f one another.The Durbin-Watson statistic is the common method used to testfor
the presence of serial correlation among the residuals. The test statistic
variesfromOto4,avalueof2indicatesthatthereisnoautocorrelation.However,avaluebe
low2i.e.nearingzeroindicatesapositiveautocorrelationandvalueabove2i.e.nearing
four indicates negative autocorrelation. (Field, 2013) suggests that
valueslessthanlormorethan3isacauseofconcern.

Model Summary

Std. Error of the
Model R R. Square Adjusted R Square Estimate
1 6512 423 403 193

a Predictors: (Constant), Web Page Marketing, Search Engine Ads | Social Media
Marketing, E-mail Marketing, Mobile Applications

Figure4.3:Autocorrelationtestresult.

Source:SurveyData,2023.

TheDurbin-
Watsonstatisticintheabovetableshowedthattheassumptionhasmet,becausetheobtain
edvalueofDurbin-Watsonis1.684.

Multicollinearity Test: According to (Ramadan et al., 2017), Multicollinearity
isdefined as the degree to which the independent variables used in multiple
regressionanalysisarecorrelated. Multicollinearityoccurswhenthepredictorvariablesi
ntheregression model are highly correlated with each other while measuring the
samething.Onewaytoassessmulticollinearityisbyexaminingcorrelationsbetweenthe
independentvariables.

To evaluate multicollinearity, both indicators of Variance Inflation Factor (VIF)
andtolerancewereconsidered.(MyersandMyers,1990)recommendedthatV IFvaluew
hich is greater than 10 is a cause of concern. The tolerance statistic, which is
thereciprocal of the VIF (i.e.1/VIF), is another important consideration when
testingmulticollinearity.

As suggested by (Sekaran and Bougies, 2013), to determine if the study suffers

frommulticollinearityproblemornot,theresearcherreliedonacommoncutoffvalue
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i.e.0.10fortolerance,andavalueoflessthan10forVIF.
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Coefficients®
Collinearity Statistics

Model Tolerance VIF

1 E-mail Marketing 649 1.540
Mobile Applications 338 2954
Search Engine Ads 459 2178
Social Media Marketing 6353 1.530
Web Page Marketing 750 1333

a. Dependent Variable: EAL Performance

Figure4.4:Multicollinearitytestresult.

Source:SurveyData,2023.

The table above indicates the tolerance and VIF values for the independent
variablesusedinthisstudy.Accordingly, TheVIFvalueforthepredictorsinthemultiplere
gressionwas1.540,2.954,2.178,1.530,and1.333withtolerancevalueof0.649,0.338,
0.459, 0.653 and 0.75 for e-mail marketing, mobile applications, search
engineads,socialmediamarketingandwebpagemarketingrespectively.

This indicates that the problem of multicollinearity is not a concern in the
model,becausealltheVIFvaluesarebelowl10andallthetolerancevaluesareabove0.10.

Normality Test: The normality assumption test is applied to determine if the
datais normally distributed or not. The normality assumption undertakes a critical
rolewhen a study is dealing with a small sample size, data less than 100
observation(Gujarati,2014).

Theresearcherusednormalprobabilityplot(NPP)totestthenormalityassumption. Thed
ecisionruleis,ifthefittedlineintheNPPisapproximatelyastraightline,onecanconcludet
hatthevariablesofinterestarenormallydistributed(Gujarati,2014).

In the above figure, the result of the NPP plot shows that residuals of the
modelswere normally distributed, given that the fitted line on the NPP is
approximately astraight line, which indicates a small or no deviation from
normality and there arenoextremecasesobserved.

To appropriately analyze data and provide valid results using multiple linear
regressionmodels,thisstudydiscussedfivemajorassumptions.Consequently,theresearchere
xaminedthecollecteddatausingcorrelationandmultiplelinearregressionmodelsandfoundall
ofthefiveassumptionsofclassicallinearregressionmodelvalidandappropriate.
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4.3.3 RegressionAnalysis

Regression analysis is a statistical method to deal with the formulation of
mathematicalmodeldepictingrelationshipamongstvariableswhichcanbeusedforthepurpos
eofprediction of the values of dependent variable, given the values of the independent
variable(Kothari,2004).

Inadditiontocorrelationanalysismultiplelinearregressionanalysisisappliedinthisresearchto
explainassociationbetweenDMPandEALperformance. Theresultofmultipleregressionispr
esentedbelowsincetheabovefiveassumptionsof CLRMhasbeenmet.

i) Model Summary:In model summary, EAL performance was used as the
dependentvariable while activities of digital marketing were used as the independent
variables. Thefindingsarepresentedinthetablebelow.

The table below shows that R-square value is 0.523, which shows the goodness
ofthe model. This explains, 52.3 % of the variation in the dependent variable,
EALperformance, is explained by the independent variables, the five DMP
activities.Adjusted R-square of 0.503 reveals that model has accounted for 50.3 %
of thevariance in the criterion variable.This implies that there exist other factors
andconstructs that influence EAL performance; hence further research is essential
inthisregard.Othercontrolvariablesthatcanaffectperformancearegivenbyseveralrese
archers(KawamuraandTakano,2014)and(Neamat,2017).

The variables include pricing, service quality, customer satisfaction and service

performanceamongothers.Nevertheless,thisresearchdoesnotconsideredthesecontrol

variables.
Table4.15:RegressionModelSummary.
Model Summary
Std. Error of the
Model R F. Square Adjusted B Square Estimate
1 6512 523 503 183

a. Predictors: (Constant), Web Page Marketing, Search Engine Ads | Social Media
Marketing, E-mail Marketing, Mobile Applications

Source:SurveyData,2023.

i) AnalysisofVVariance(ANOVA):
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i)

ANOVAimpliesthattheindependentvariablesinfacthaveanimpactonthedependentva

riable.
Table4.16:AnalysisofVariance.
ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 3.826 5 765 20.551 000"
Residual 5213 140 037
Total 9.040 145

a. Dependent Vanable: EAL Performance
b. Predictors: (Constant), Web Page Marketing, Search Engine Ads | Social Media Marketing,
E-mail Marketing, Mobile Applications

Source:SurveyData,2023.

The above table shows that, p-value is 0.000, which is less than p<0.05 (here
weconsidered 95 % confidence interval), which indicates the overall significance
oracceptabilityofthemodelfromastatisticalperspective.

The F value serves to test how well the regression model fits the data. If the
probability associated with the F statistics is small, the hypothesis that R-square =
0
isrejected.Forthisstudy,thecomputedFstatisticis20.55,withanobservedsignificancel
evelofP<0.001.

Thus, the assumption that there is linear relationship between the predictors
anddependent variable is verified and the independent variables significantly
affectedEAL performance. This shows the regression equation is strong enough to
explaintherelationshipbetweenthedependentandindependentvariables.

Test on Individual Regression Coefficients:It’s,so far,presented that there isa
relationship between the dependent variable and the independent variables.
Furthermore, the hypotheses test on the individual regression coefficients are
presented,because it is helpful in determining the value of each of the independent
variablesinthemodel.

It can be shown from the below table that four practices of Corporate Social
Responsibility,significantlypredictedbrandequityofEthiopianAirlines.
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Table4.17:TestonIndividualRegressionCoefficients.

Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.983 331 5.990 000
E-mail Marketing 139 059 187 2.348 020
Mobile Applications 444 .088 557 5.053 .000
Search Engine Ads 141 084 159 1.681 095
Social Media Marketing 066 072 072 912 363
Web Page Marketing 051 061 062 838 403
a. Dependent Variable: EAL Performance
Source:SurveyData,2023.

Thecontributionofthetwoindependentvariables;mobileapplications(B=0.557)and
e-mail marketing (B = 0.187) of the company respondents view have a
verystrongsignificantrelationwiththedependentvariableEAL performanceasexhibite
dinthepvalue(p=0.000andp=0.02).

Search engine ads dimension of DMP activities also significantly predicted
performance of the company with (B = 0 .159, p = 0.095).However, social
mediamarketinghasnosignificanteffectonEALperformance(B=0.072,p=0.365).

Like the other four DMP activities, web page marketing had a positive effect (B
=0.062, p = 0.403). The beta value implies a positive result, which means for
everyl-unit increase in such responsibility there is also increase in EAL
performance. Thusalldigitalmarketingvariableshassignificanteffectondependentvar
iable.
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Figure4.5:Normalitytestresult.

Source:SurveyData,2023.
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Chapterb

ConclusionsandRecommendations

5.1 SummaryofFindings

The major objective of this research was to investigate the effects of digital
marketingpractices of Ethiopian airlines on its performance. The specific objectives
were also established to analyse the effect of DMP (e-mail marketing, mobile
applications, searchengine ads, social media marketing and web page marketing) on
EAL
performance.Inaddition,theresearcheralsotriedtoanswertheresearchquestionswhichstated
aspartoftheintroduction.Hencethemajorfindingsarepresentedasfollows:

» The total reliability statistics of the scale for each variable; e-mail marketing,
mobileapplications, search engine ads, social media marketing, web page
marketing
andEA Lperformanceindicator’sresultofcronbach’salphacoefficientismorethan(.7w

hichexhibitstheexpectedstandard.

 The finding, from descriptive statistics as well as interviews shows that all five
ofthe mentioned DMP activities (e-mail marketing, mobile applications, search
engineads,socialmediamarketingandwebpagemarketing)arepracticedbythecompan
ywithtotalmeanvalueof4.12.

+ Onthesamehand,fromdescriptivestatisticstheperformanceofthecompanyasameanva
lueof4.3.

» ThePearsoncorrelationcoefficientandmultiplelinerregressionwascomputedfor  the
purpose of determining the relationship between the independent variablesand the
dependent  variable.Correlation  result  shows that there is a
statisticallysignificantrelationshipbetweenthedependentvariable(EALperformance
)andindependent variables(the five DMP activities). Regression analysis output
showedthatdigitalmarketingactivitiesofthecompanyexplained50.3%ofthevariancei
nEthiopianairlinesperformance.
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Insummary,theabovefindingsprovidetheanswertothethreeresearchquestions.
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5.2 Conclusions

ThestudyhasexaminedtheeffectofdigitalmarketingpracticesonperformanceofEthiopianAirlines
(EAL).Hence,onthebasisofthemajorfindings,thefollowingconclusionsaredrawn.

Basedontheanalysisoftheresult,EthiopianAirlinesimplementsvariousdigitalmarketing
techniques like search engine marketing, Search engine optimization, Pay-per-
clickadvertising,localsearchmarketing,socialmediamarketingandothertechnologicalmark
eting communication activities through different social medias and digital
platforms.Ethiopian Airlines implement digital markets to; support its activities, fill its
gaps, andmeet its needs. Thus, digital marketing activities has a huge significance to the
companyin supporting its plan of becoming the leading and competent aviation industry
in theplanet.

ThefindingsfromInterview,descriptiveaswellasinferentialstatisticsshowedthatthere
isasignificantrelationshipbetweendigitalmarketingpracticesandperformanceofEthiopianAirlines.
Correlation and Regression inferential  statistics are carried out.As for
correlation,therewasapositiveandstatisticallysignificantrelationshipbetweenthe
dependentvariableandindependentvariables.AccordinglythesubstantialPearsoncorrelationres
ultsarer=0.480,r=0.606,r=0.347,r=0.412,andr=0.337fore-mailmarketing,mobileapplications,
search engine ads,social media marketingand web pagemarketing
respectively. Thusfromthesefivedigitalmarketingpractices,e-
mailmarketingandmobileapplicationwasthemostcorrelatedvariableswithEALperformancefol
lowedbysocialmediamarketing,searchengineadsandwebpagemarketingactivities.

In the case of multiple linear regression, the output of the regression analysis showed all
thefive DMP dimensions explained 50.3% of the variance in EAL performance
(R2=0.503,p=0.000). The fact that the five predictor variables explain 50.3% of the
variance on theoutcome variable implies that other factors and constructs could potentially
influence EAL performanceinthecompany,hencefurtherresearchisessentialinthisregard.
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From the analyzed data, we can infer that there is a significant relationship between
digital marketing practices and EAL performance (R=0.651; p<0.05). It was also found
outthat, the mobile applications and e-mail marketing activities of the company had a
greatestsignificanteffectonbrandequity(B=0.557,p<.000)and(B=0.187,p<.020)respectivel
y.searchengineads,socialmediamarketingandwebpagemarketingactivitiesofthecom-
panyalsopositivelyaffectEALperformancewiththebetavalueof(B=0.159;p<0.95),(B=0.07
2,p<.363)and(B=0.062,p<.403)respectively.

The show that all variables are has significant effect on performance and had a
positiverelationshipEALperformance.

Lookingatthebetaandpvaluesofthefirstthreerankeddigitalmarketingpractices(mobile
applications, e-mail marketing and search engine ads) proved to have a significant positive
effect on EAL performance. The fourth and fifth ranked activities social media
marketingandwebpagemarketing;whichinfersthatEALcustomersareawareaboutsearcheng
ine marketing, the search engine marketing is accessible to customers, the
companywebsite provide information in different languages and the customers can get
immediateresponse online or from offline FAQ (frequently asked questions) from the
website maynot be the key to increase the performance of company in the case of
Ethiopian Airlines.Subsequently,thefindingsaresupportedby(?).

5.3 Recommendations

According to the study, brand equity and corporate social responsibility activities have
adirect and advantageous relationship. Based on the study’s findings, the following
suggestionsaremadeaspotentialsolutions:

« The results demonstrate that there are additional factors besides digital
marketingpractices that influence performance of EAL. It is unrealistic to claim
that digitalmarketing practices alone may predict EAL performance given the
complexity
ofmarketingoperationsandthesophisticatednatureofdigitalmarketingpractices.Inord
er to progress its marketing performance level and boost its overall

performance,theindustrymustexamineandconductresearch.
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 Theresearcherwasabletofindoutfrominterviewwithdigitalmarketingmanagersthat,
following consideration of their proposal, the customers can get
immediateresponse online or from offline FAQ (frequently asked questions) from
the web-site. The company should increase immediate responding culture for its
customersasmuchaspossibleandshouldtakecontinuestraining,orientationsandaware
nesscreation for its employees to handle the customers questions, suggestions and
recommendations. This will make the company to success more in digital
marketingactivitiesandthatwillhavesignificanteffectonperformanceofthecompany.

» Three digital marketing practices are discovered to have a strong association
withperformance of the company.Based on this, the researcher recommends that
thecompany give the aforementioned key DMP obligations priority when
conductingandimplementingdigitalmarketingcampaigns.

5.4 LimitationsandFutureResearchDirection

5.4.1 Limitations

Therearealotofconstraintsthatmightbelistedforthisstudy,buttheselimitscanalsobeopportun
itiesforfutureresearch.

« Themaindrawbackisthelackofsolidempiricalevidenceandtheinsufficienttheoreticals
upportfordigitalmarketingactionsandEALperformanceasawhole.Asa result, it was
challenging to find a well-developed body of literature and a
studytopicthatadequatelyaddressedtheproblem.

« Thisstudyfocusedontheaviationsector,specificallyattheheadquartersofEthiopianAirlines.
Theresultsdonot,therefore,necessarilyapplytootherindustriesinthenationortheworldi
ngeneral.
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5.4.2 FutureResearchDirection

Thisstudymadeanefforttofilltheknowledgegapaboutdigitalmarketingpracticesandperform
ance.By using a variety of statistical techniques and carefully following to
thestudymethodology,theresearchertriedtoaddressthespecifiedresearchobjectives.Asares
ult,thisstudyaddressedtheresearchissues,cametoconclusions,andprovidedusefuladvice.

However,basedonthestudy’sfindingsandmethodology,theresearcherisoftheopinionthat
some of the problems identified in this study should be addressed in follow-up researchto
bring more comprehensive understanding to the field. Consequently, the next point
isusedtoguidefuturestudy.

*This study could be applied to other industries and organizations so that the
directimpactofDMPonperformancecanbefullymeasuredandthestatisticalpowercanb
e increased by the wvariation of the respondents in different work
environments.Aviationindustry(EAL)wereconsideredinthisresearch,focusingonlyo
ndigitalmarketing that are implemented dependently to support the operation of the
aviationindustries.
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Appendix

ResearchQuestionnaireandinterview

Questionnaire

1323 533 PN EFFECTE OF DIGITAL MARKETING ONETHIOPIAN AIRLINES PERFORMANCE (Questornuie for E

EFFECTS OF DIGITAL MARKETING ON
ETHIOPIAN AIRLINES PERFORMANCE
(Questionnaire for Employees)

Questionnaire prepared for an Employee of Ethiopian Alrlines. The questionnaire takes less
than 15 minutes to complete.

dirwtlae ramciirsmed miasting
ctlag requirec quasiior

ST. MARY'S UNIVERSITY
SCHOOL OF BUSINESS
DEPARTMENT OF MARKETING MANAGEMENT
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1323 52T P FLINES

Dear Respondents;
I

ZINABU ENDALE ) would like to express my deepest gratitude for your cooperation to express
your real feeling in this questionnaire. | am a student of Marketing Management at St. Mary's

u The obj of this Is to suppoet a research being conducted under the
title "EFFECTS OF DIGITAL MARKETING ON ETHIOPIAN AIRLINES PERFORMANCE" for partial
fulfilment of master's degree in Marketing.

Your honest and g the on time are highly appreciable and very
helpful.

You dont need to mention your name and all other information you provide will kept confidential.
Should you require any further information, please feel free to contact the researcher via; Mobile
Number: (+251) 911310978, or E-mail address: zineendu@gmail com

Part 1: General Information

Please choose an 1o the

1. Gender*
Mark only one oval.
() Female
() Male

() Prefer not 1o say

2. Age group (in years) *
Mark only one oval
ws-29
()z0-49
 Dso-70

() Above 70

1323 52T P EFFECTS OF DIGITAL AIRLINES PERF

3. Education lovel *

Mark only one oval.

() Diploma

1) Bachelor degree
() Master's degree
C)pHD
QOlhu:

4. For how long have you been working in your i =

Mark only one oval

() Less than 1 year
o2
() More than 2 years

Part 2. Employ i the y's Digital ing activity

Please indicate your opinion as per the level of disagreement or agreement with the outline
statement using 1 to 5 scale guideline. 1= strongly agree 2- Agree, 3= Undecided, 4
=Disagree, 5= strongly Disagree
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5. E-mail Marketing *

Mark anly one oval pes row.

Strongly

Disagree  DiSSOTE  Neutisl  Agree

effectively O O o O

1323 527 P DAL
6. Social Media Marketing *
Mark anly ane oval per row.

Strongly
Disagree

Disagree  Neutral  Agree oly

in handling (@) ® o @D ()




&1323 52T PN EFFECTS OF DIGITAL AfL

7. Web Page Marketing *
Mark anly ane oval per row.

Strengly

Disagree Disagree Neutral  Agree

The company
uses its o . o
website for (@) &2 O O O

The web site is
attractive and

easyto (@) o O

M
M

0
0

&N323 52T P EFFECTS OF DIGITAL AFRLINES 1

8. Search Engine Ads *

Mark anly ane oval per row.

Strongly Streagly
Disagree Disagree Neutral  Agree Agree
o O O O O

U R T g e pge

64
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9. Mobile Applications *

Mark only one oval per row

Strongly Strongly
I
Disagree Disagree  Neutral Agree Agree

Thequestionnairewascollectedusinggoogleforms,thusquestionnaireresponsescanbeseenu
singthislinkhttps://forms. gle/FSidnNz641m8d7nA9
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Interview

1. Howdoyouexpressperformancesofyourorganization?

2. Howdoyoumeasuretheperformancelevelwithinyourorganization?Whatactionsaretakent

oimproveorganisationalperformance?
3. Whataretherecentimplicationsregardingorganizationalperformance?

4. Howdoyouexplainthebenefitsofdigitalmarketingpracticestoorganizationalperforma

nce?
5. Asamarketingmanager,inwhichDMactivitiesyourteamhasparticipatedin?

6. Basedonyourexperience,whichDMactivitieshaveadirectimpactonorganiza-
tionalmarketingperformance?

7. DoyouthinkcustomerscanaffectedbyDMactivitiestochooseyourservices?

ThankyouforyourCooperation!
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ReliabilitytestOutput

Reliability Statistics

Ttems Cronbach's Alpha N of Items
Cases Digital Marketing 721 20
E-mail Marketing 730 4
Mobile Applications . 798 4
Search Engine Ads 785 4
Social Media Marketing 798 4
Web Page Marketing 764 4
EAL Performance 758 10
Overall 805 30
Mean Frequency and Percentage
Strongly Agree Agree Neutral Disagree Strongly Disagree
E-mail Marketing 127| 21.75%| 410| 702% 38 6.5% 9|  15%
Mobile Applications 144| 246%| 401| 689% 37 63% 2| 035%
Search Engine Ads 149| 255%| 400| 685% 27 4.6% 7l 12%
Sacial Media 114 195%| 412| 705% 51 8.7% 7| 12%
Marketing
Web Page Marketing 118  202%| 357 68% 67| 11.45% 2| 035%
EAL Performance 472| 3232%| 965| 66.1% 1| 077% 1 0.77%
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InferentialStatisticsOutput

Correlation
Correlations
E-mail Mobile Search Social Media  Web Page EAL
Marketing Applications  Engine Ads Marketing Marketing  Performance
E-mail Marketing Pearson Correlation 1 557 427 418" 324" 480"
Sig. (2 tailed) 000 2000 000 000 .000
N 146 146 146 146 146 146
Mobile Applications Pearson Correlation 557 1 TJ18™ 493* 368" 606"
Sig. (2-tailed) 000 2000 2000 000 000
N 146 146 146 146 146 146
Search Engine Ads Pearson Correlation 427 716%™ 1 255% 138 347
Sig. (2-tailed) .000 .000 .002 .097 .000
N 146 146 146 146 146 146
Social Media Pearson Correlation 418 493" 255" 1 438" 412
Marketing Sig. (2-tailed) .000 000 002 000 000
N 146 146 146 146 146 146
Web Page Marketing Pearson Correlation 324 368" 138 438" 1 337
Sig. (2-tailed) 000 2000 097 2000 000
N 146 146 146 146 146 146
EAL Performance Pearson Correlation 480 606" 347 412* 337 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 146 146 148 146 146 146

**_Correlation 1s sigmificant at the 0.01 level (2-tailed).
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Regression

Model Summary
Std. Error of the
Model R R Square Adjusted E_ Square Estimate
1 6512 423 403 193

a. Predictors: (Constant), Web Page Marketing_ Search Engine Ads | Social Media
Marketing, E-mail Marketing, Mobale Applications

ANOVA®?
Model Sum of Squares df Mean Square F Sig.
1 Regression 3.826 5 765 20.551 000k
Residual 5.213 140 037
Total 2040 145

a Dependent Variable: EAL Performance

b. Predictors: (Constant), Web Page Marketing, Search Engine Ads | Social Media Marketing,
E-mail Marketing, Mobile Applications

Coefficients®

Collineanty Statistics

Model Tolerance VIF
1 E-mail Marketing 849 1.540
Mobile Applications 338 2.954
Search Enpine Ads 459 2.178
Soctal Media Marketing 653 1.530
Web Page Marketing 750 1333

a_ Dependent Vanable: EAT. Performance
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