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Abstract 
Even though there are many different marketing mix dimensions implemented by marketers for 

satisfying customers and achieve their marketing objectives; the main objective of this study was 

to explore the effect of marketing mix elements (product, price, promotion and 

place/distribution) on customer satisfaction of Habesha breweries s.c. product consumers at 

Debrebrehan city. The researcher was employed explanatory research design through cross-

sectional/one shot study and quantitative method with deductive approach, and also data was 

collected by using Habesha breweries s.c. product consumers/end users with sample size of 385 

respondents through close ended questionnaire carrying on convenience sampling. The survey 

achieved 100% response rate since 385 questionnaires were distributed and returned. In 

addition the researcher used SPSS software version 25 to process the collected data. 

Furthermore, the researcher used descriptive statistics, Pearson correlation test & multiple 

linear regression models to analyze the collected data. The descriptive statistics analysis result 

showed that of Habesha breweries product consumers are highly satisfied by the product 

attributes of the company, satisfied with the promotional attributes and placement/distribution 

system of the company, neither satisfied nor dissatisfied, they are indifferent with the price 

dimension of Habesha breweries products. The result of the Pearson correlation indicates that 

all included independent variables have positive significant relationship with customer 

satisfaction of Habesha breweries product consumers. The multiple regression analysis result 

revealed that all the four included independent variables have a positive significant effect in 

explaining customer satisfaction of Habesha breweries product consumers. Among the four 

independent variables product attributes has strong positive significant relationship and holds 

the highest of all the independent variables in explaining or determining the dependent variable 

which is customer satisfaction. Thus, the company is expected to invest more and work strongly 

on marketing mix dimensions; Particularly the company is expected to assure strongly product 

attributes of its products, consider fair and reasonable price, use strongly promotional mix tools 

that are not prohibited by government and distribute products in consistence as consumers 

demand to satisfy & retain the existing consumers/end users and attract more consumers.  

 

Keywords: marketing mix, product, price, place/distribution, promotion and customer 

satisfaction
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CHAPTER ONE  

1. INTRODUCTION 

1.1. Background of the Study 

Today’s companies are facing toughest competition than ever. Companies can win the 

Competition by doing a better job in order to satisfy the customers’ needs and wants, and 

customer-centered companies are proficient at building customers not just building a product 

(Johansson, 2000). In justifying this fact, McCullough et al. (2000), findings suggested that 

businesses are becoming more customer-oriented owing to the realization that customer retention 

and loyalty are fundamental aspects of business survival. Marketing concepts have placed an 

emphasis on the delivering of satisfaction to customers and the realization of profits through 

enhanced customer acquisition and retention. Marketers use various tools to set appropriate 

strategies so as to get the desired responses from their target markets. One of such tools 

marketing mix is the pioneer one.  

The term marketing mix was first developed when Neil Borden (1949), identified the 

controllable marketing mix elements that properly managed would result to a profitable business 

operation. But McCarthy reduced Borden's factors to a simple four-element framework 

commonly known as the 4Ps of marketing, i.e., Product, Price, Promotion and Place (McCarthy, 

1960).  Dacko (2008), pinpointed that marketing mix is all the key activities which are used in 

marketing business products. Generally speaking, marketing mix is a framework that firms use to 

pursue their marketing goals in the target markets. The ultimate goal of any business 

establishment is to remain in business profitably through production and sales of products or 

services, but without customer satisfaction, a business firm cannot survive (Dereje , et al. 2014). 

Therefore the survival of organizations depends on its customers. Customers are the source of 

profits to be earned by a profit making organization and the primary reason for being in the 

operation for not- for-profit organizations. Thus, customers are the backbone and lifeline of 

organizations. Often it is said that ʽ without customers there is no business ʼ (Dwyer and F.R., 

1987). As Harker(2009), Kotler and Armstrong( 2010),indicated  Customer satisfaction is a 

person’s feeling of pleasure or disappointment resulting from comparing a product’s perceived 

performance or outcome in relation to his or her expectations. It may be clear from the above 
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definition customers’ satisfaction is a function of perceived performance and expectations. If the 

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

the expectations, the customer is satisfied, and if the performance exceeds expectations, the 

customer is highly satisfied or delighted. 

In today’s fast-paced and increasingly competitive market, organizations strive to sharpen their 

marketing tactics and strategies in order to satisfy their consumers. In a global marketplace 

where businesses compete aggressively, customer satisfaction has been identified as a key 

differentiator and is increasingly becoming a key element of every marketing strategy. 

Thus, Customer satisfaction is one of the most important parameters that is essential for long-

term business success and affects all organizations, large or small, profit or non-profit, global or 

local. According to Dimitriades (2006), satisfied consumers are less price sensitive, less 

influenced by competitors’ attacks and remain loyal to the firm longer as compared to 

dissatisfied customers.  Thus customer satisfaction, within its process, is affected by the 

performance of marketing mix elements. i.e., the performance of marketing mix is a reflection of 

the Performance of the company. The marketing mix that is able to satisfy the customers has the 

potential to lead to long term and short term sales growth, as well as repurchasing (kotler and 

Keller, 2009). This indicates that as there have been Strong linkages apparent between marketing 

mix elements and customer satisfaction, Victor Lusala Aliata (2017), conducted research to 

analyze the effect of marketing mix strategy on customer satisfaction, the study reveals that as 

marketing mix strategy had a very strong effect on customer satisfaction, and concludes that 

marketing mix strategy is a very important determinant of customer satisfaction and recommends 

that as companies should prioritize marketing mix strategy and its effect on customer satisfaction 

due to its high relationship with customer satisfaction, and as the company’s management should 

invest more on marketing mix strategy programs and should continuously execute the strategies 

to ensure a high level of customer satisfaction is maintained. 

On the same way, research conducted by Ms Mujun (2016), finding noted that as the marketing 

mix (4P) model has positive relationship with customer satisfaction.  Therefore, a company must 

be able to manage the elements of the marketing mix through strategy steps and evaluate the 

performance of marketing mix in order to satisfy and maintain the customers from switching to 

other competitor companies. Market researchers and organizations spent billions of dollars on 

customer research to identify important factors that influence customer decisions.  
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Dereje Alelign, et al (2014), indicated as marketing managers (marketers) must conceive about 

the methods of winning, retaining, in general, satisfying customers from various ways which will 

lead to organizational success. To do so, the elements of marketing mix (product, price, 

promotion and place) serve as the most crucial tools for meeting the company’s objective 

together with satisfying customers through effective utilization of them. The main reason that 

makes marketing mix a powerful concept is, it makes marketing easy to handle and allow the 

separation of marketing activities from other activities of the firm and the delegation of 

marketing tasks to specialists (Goi, 2009). 

Thus With today’s competitive business environment every business should examine its 

marketing mix strategies to answer the basic questions, i.e. what the customer needs, what kind 

of service, ideas or products should be rendered and what type of strategies should be used to 

win the minds of the customers. The researcher has chosen this topic because marketing mix 

elements and customer satisfaction plays the most vital role among other marketing activities in 

achieving for an organization’s objective; especially in any business organization all other 

activities will be meaningless if the customers are not satsfisfied. This means when Customers 

are happy the company will able to sell more, will develop its good will more than ever and 

finally will achieve its main objective, i.e., maximizing profit.  Therefore the aim of this study is 

specifically to explore the actual performance of the key marketing mix elements’'- four Ps 

(product, price, promotion and place) in enhancing customer satisfaction of Habesha Breweries 

Share Company by considering the consumers (end-users) of the company’s product located at 

Debreberhan city. 

1.2.  Back Ground of the Organization 

Brewing has been mentioned in history as early as Egyptian times and has continued on to the 

present day with relatively few changes to the basic recipe. Beer is the world most widely 

consumed alcoholic beverage; it is the third-most popular drink overall after water and tea. For 

instance, according to the Brewing Industry Report (2011), in Europe beer became one of the 

most favorite drinks, best enjoyed and valued in a social atmosphere. And also in Ethiopia beer 

become the most popular alcoholic beverage with lager being the most consumed type of beer. 

 The beer industry introduced in Ethiopia in 1922 when St. George brewery established by Mr. 

Hall a German national with Ethiopian descent after concluding an agreement with the monarchy 



4 

 

(www.bgiethiopia.com) and has gone through tremendous growth in the last two decades. The 

impressive growth that has been shown in Ethiopia during the recent years makes the beer 

market of Ethiopia exposing an amazing increasing trend. Since because of this attractive beer 

industrial growth many new domestic, large & well known foreign brewery companies are 

entering and investing in this industry. Among the new domestic brewery companies who are 

entering in to the Ethiopian beer market, Habesha Brewery S.Co. is the pioneer one.      

Habesha Brewery Share Company, the authentic, golden beer manufacturer, was established in 

the year of September 2013 and owned by 8,000 proud Ethiopian shareholders including 

traditional associations like equbs, idirs and Ethiopians in the Diaspora who contributed 4,000 

birr to 5 million birr with planning an initial production capacity of 300,000 hl (hectoliters).  Its 

headquarter office is based in Addis Ababa, Ethiopia, and  its brewery plant is located in the  

historical town of Debre Birhan on 7.5 ha plot of land, North shoa zone of Amhara Region, 120 

km northeast of Addis Ababa .  

Habesha stands for gratitude, and the celebration of togetherness. It defines the shared pride and 

culture of all Ethiopians,and encourages those who dare to be authentic. Its striking natural 

beauty, generous people and truly authentic culture are unique. Its ancient civilization, with 

colorful traditions and rich diversity, never ceases to amaze. Habesha is the reflection of the 

“Ethiopian pride grounded on past achievements, and a bright outlook into the future” 

(www.habeshabreweries.com). Habesha Brewery Share Company engages in the production, 

sales, and distribution of beer in Ethiopia and it becomes a major player in the rapidly 

developing Ethiopian beer market. 

Habesha Brewery Share Company plant started supplying its products (Habesha Bottled Beer  to 

the market since July 11, 2015, with a production capacity of 650,000 hl (hectoliters)  which has 

later increased from its plan production capacity when the second largest brewery company in 

the Netherlands, the so called Bavaria joined and holds 40 percent share. its market coverage was 

limited in Debreberhan, Addis Abeba and Adama, however  since its establishment within five 

years its flagship brand, Habesha Beer, is renowned for its great taste & quality has made it  a 

popular beer brand , a beer tycoon and a pioneer in customer satisfaction ,which is in process of 

evaluation to be confirmed by getting internationally recognized food safety ISO certification & 

national quality awards . 
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This progress is anticipated to consistent within the next years as the company aggressively 

fulfilled the headcounts on the past few years. In line with this modern technology diffusion and 

vigorous human resource capacity development have even under taken at all levels. Moreover, 

even if the company gets the malt for the production of its beer from the Netherlands Holland 

malt company, it has made negotiation with three cooperatives found in the South Regional State 

for the supply of barly, which it will use for malt making at local malt factories. In addition 

Habesha benefits from having both Ethiopian and international shareholders that brings both 

foreign investment and professional expertise. Currently the company produces two types of 

products (Habesha Beer & non alcolic/soft drink –Nigus) and creates job opportunity with eight 

department grand totals for 233 permanent and 110 temporary employees.  

Vision of Habesha Brewery Share Company 

� To reach and connect with every Ethiopian. 

Mission of Habesha Brewery Share Company 

� To build and run an efficient customer-oriented business that will deliver the most sought 

–after beverage brands to Ethiopians. 

1.3. Statement of the problem   

Whether the organization is domestic or international, new or existing, small or large, and private 

or government owned all operate in a turbulent and uncertain environment. When the 

competitive environment becomes more turbulent, it is necessary and critically important, for 

brewery companies to profile customer-specific factors that relate satisfaction. There is the 

traditional thinking to get profit through increasing volume of sales should be changed to the 

thinking that profit should be made from customer satisfaction. So in today’s competitive 

business world customer satisfaction has become a decisive factor for the success or failure of 

business objectives. For this reason companies meeting their customers’ needs and wants are 

enjoying the market with the customer retention and will get positive response for their product. 

But without satisfying customers the above mentioned marketing success could be unthinkable.  

That is why companies try to feel their customers satisfied. Therefore customer satisfaction has 

become a major preoccupation for executives and marketing managers (Conkiln, et al., 2004).  
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As a result of the country continuous economic development, the beer market of Ethiopia is 

flooded with many beer brands, from different breweries, some of them are BGI groups, Meta 

Breweries, Bedele Breweries, Harar Breweries, Dashen Breweries, Raya Breweries, Zebidar 

Breweries, Habesha Breweries, waliya Breweries, in addition they expanding their production 

capacity and also joined by large and well known international giants such as Heineken, Diageo 

and Bavaria Breweries and the consumer is spoilt for choice with the abundance of different 

brands of beers in the market. Due to the plenty choice of beers and as the beer industry being 

very homogeneous & competitive, especially products of BGI Ethiopia enjoys with a 37% share 

of the Ethiopian beer market (cited in Eden,2019) who is a major competitor of Ethiopian 

breweries, available in the market, makes the competition stiff and creates a high threat to the 

local beer companies like Habesha breweries to exist in the stiff market, and  management of 

Habesha breweries will also face the problem of ensuring sustained customer satisfaction with 

brand preference to achieve retention which impacts the financial performance of the company.   

In addition, even though as so many new brewery companies are entering in to the market, still 

the demand for the Beer market is not meet.  Hence, in order to compete with this swarming and 

interactive marketplace, marketing managers of Habesha breweries will obligate to have sound 

marketing mix strategy to exist in the stiff market by satisfying their customers. As Ibidunnie 

(2011), pinpointed that in order to make a successful marketing mix strategy, companies must 

realize desires of the consumers in the target market. In this regard, a research should be carried 

out for this growing and stiff competitive market environment to explore the effect of marketing 

mix elements (product, price, promotion and place/Distribution) on customer satisfaction level of 

Habesha beer. 

For the past years, even though there have been several studies conducted in relating to the effect 

of marketing mix elements with customer satisfaction on various companies, studies which 

related to the subject the effect of marketing mix elements on customer satisfaction of the 

breweries in Ethiopia are little, and most of them are simple assessment- they simply describe the 

behavior of the subject without explaining to what extent the independent variable(marketing 

mix elements) affect customer satisfaction, not concluded the significant relationship of variables 

, focus only on how pricing enhance the company’s profitability , in addition the scope of the 

study area coverage was delimited. “The Assessment of marketing mix in prompting Customer 



7 

 

Satisfaction by Zelalem (2011), concluded that customers are satisfied with the quality of the 

products and the distribution (place) systems of the factory yet they are not satisfied with the 

price and that of the promotional practices of the factory.”And also Hassen(2014), conducted 

research on “The assessment of the marketing mix strategy, concluded that “when price of the 

product is reduced, the company should consider its impact on the consumers' perception on 

quality”. Similarly the assessment done by Yohannes (2018), indicated that customers are 

satisfied with the promotion and place attributes more than price and product attributes, and 

recommended the company to improve especially its price related issues and because as the 

study was confined in one organization, suggested future researches to conduct a survey on all 

other brewery industry. And finally even though the study conducted by Eden (2019), finding  

concluded  that marketing mix strategy have linear relationship with operational as well as customer 

satisfaction,  the study was confined only in one organization, the scope of the study area coverage 

was geographically delimited  only at Addis Abeba city, and the target population  of the study were 

limited only on outlets( wholesalers and retailers) not included  the consumers(end-users ) of the 

product. 

Thus, the main reason that initiates the researcher to conduct this study is that being the subject 

neglected area, there are little researches which are done on this topic independently and in detail 

before to indicate the effect of marketing mix elements (4Ps') on customer satisfaction in beer 

industry, specifically on Habesha berewery s.c. So this study will help to fill the gap related to 

the highly growing market competition and competitors and the level of customer satisfaction 

with regard to the marketing mix elements (4Ps') utilized by the company and also it will helps 

the company to be aware of its customer’s satisfaction level that will move in parallel with the 

changing customers need and want, with regard to the product, the price charged, the promotion 

and available placement (distribution channel) utilized. Therefore, the main objective of this 

study is to explore the effects of marketing mix elements (4Ps') on customer satisfaction using 

Habesha Beer at Debre Behan City as a case study.  

1.4. Research Questions  
• To what extent product quality will affect customer satisfaction of Habessha beer at 

Debreberhan city? 

• To what extent price of the product will affect customer satisfaction of Habessha beer at 

Debreberhan city? 
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• What will be the effect of promotions on customer satisfaction of Habessha beer at 

Debreberhan city? 

• To what extent product distribution will affect customer satisfaction of Habessha beer at 

Debreberhan city? 

1.5. Objectives of the study 

1.5.1. General Objectives of the Study  

• The general objective of this study is to examine the effect of marketing mix 

elements on the level of customer satisfaction a case of Habesha Beer. 

1.5.2. Specific Objectives of the Study  

While exploring the effect of marketing mix elements on customer satisfaction of 

Habesha Beer, there will few specific objectives the researcher will focus on. These 

specific objectives will be the following:- 

� To determine the effect of product quality on customer satisfaction of Habesha 

Beer. 

� To indicate the effect of price on customer satisfaction of Habesha Beer. 

� To show the significance of promotion on customer satisfaction of Habesha Beer.  

� To identify the effect of product distribution on customer satisfaction of Habesha 

Beer.  

1.6. Significance of the Study  

The ultimate goal of any marketing activities of an organization is to remain in business 

profitably through production and sales of products or services by developing, maintaining and 

enhancing customer satisfaction towards its products or services; otherwise a business firm 

cannot survive. So, without customers it is impossible for an organization to enhance or grow 

their business. Therefore marketing managers must think about the methods of winning, 

retaining, in general, satisfying customers from various ways which will lead to organizational 

success by taking in-depth research which will measure about the effect of marketing mix 

elements on their customer satisfaction; and developing competitive marketing mix strategies 

that can help them exist sustainably and achieve long term objectives. 
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The aim this study is to explore the effect of marketing mix elements on customer satisfaction of 

Habesha Breweries S.C. So the result of this study will help the company   to know its customer 

satisfaction level with regard to the product quality, setting price, promotional and distribution 

aspects that will move it in parallel with the changing customers’ need and wants .Because in 

today’s competitive business world effective manipulation of these marketing mix elements 

strongly determines the long run survival of the company. Besides, the findings of the study will 

use for other similar studies in the future .The study will also being believed to benefit both 

academicians and other practitioners as a source of documented study in this area. Therefore it is 

expected that the finding of this research can contribute a lot to the efforts made by the brewing 

company for the fulfillment of customer satisfaction through provision of competitive product 

and service to the respected customers. And furthermore, the researcher will acquire knowledge 

about the way of conducting a research with identified problems. 

 

1.7. Limitations of the Study 

 While conducting this study, the researcher has faced several critical issues that limit the 

scope of the research to some extent. Some of the short comings the researcher has faced 

in conducting this study were presented as follows:  

� As this study was limited only in one organization of Habesha Breweries S.C.; 

cannot represent the whole market of other breweries company. This makes it 

difficult to give general conclusion about the beer industry market of the country 

(problem of generalizability issue). 

� As it was better to include all consumers of Habessha beer located throughout the 

country to get representative sample and to know the customer satisfaction level 

of the company; but this study was limited to take the consumers of Habessha 

beer as the target population of the study found only in Debreberhan city. 

� Even though there were a number of factors which affect customer satisfaction of 

Habessha beer at Debreberhan city, but in this study only four selected 

dimensions of marketing mix (product, price, promotion and place/distribution) 

were included and their effect on customer satisfaction was focus on.  
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1.8. Scope of the Study 

This study was focus on, “The effect of marketing mix elements on customer satisfaction” of 

Habesha breweries share company end users found in Debrebrehan city administration.  The 

consideration when selecting the city is because Habesha breweries share company plant is 

indeed located in Debrebrhan city. Thus it means only those who have strong relation with the 

Habesha brewery plant are considered in this study. Hence, the study is confined to Habesha 

brewery S.C which is geographically limited at Debrebrehan City. The study was also consider 

only in areas of the four commonly known marketing mix elements (product, price, promotion 

and place/distribution) effects on customer satisfaction and hence, it was not include other areas 

of marketing mix elements even though they have power in influencing customer satisfaction.  

The reason that the study was not analyze the rest marketing mix elements because in this 

research, Habessha beer does not refer to companies which engage in services.  

Mahendraswari(2014 ), and Farida et al (2016) , uses 7p’s in analyzing the marketing mix  on 

customer satisfaction & loyality; because the business analyzed  is  engaged in services where as  

Habessha brewery s.co focused on its products.  In addition Lin (2011), noted that the marketing 

of services requires different decisions than goods marketing requires and present services 

marketing as a unique and distinct type of marketing. As Lovelock(1996), and Gold 

Smith(1999), indicated that service marketing theorists staked out  a new field of management 

theory and practice separate from the marketing of tangible goods  by introducing three new 

elements (people, physical assets and process )to the  marketing mix forming the 7Ps  to suite the 

nature of service activity.  

1.9. Definition of Key Terms  

The researcher used the following conceptual definitions throughout this study. 

Marketing: - is the social process by which individuals and groups obtain what they need and 

want through creating and exchanging products and value to each other’s.  

Marketing mix :-is the means by which marketing objectives of the organization will be 

achieved and comprises of product, price, promotion and place of the marketing activities. 

Product: - is anything that can be offered to a market for attention, acquisition, use or 

consumption that satisfies a want or need.  
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Price: - is the amount of money charged for a product or service, or the sum of the values that 

consumers exchange for the benefits of having or using the product or service. 

Promotion: - is a marketing activity that disseminating information about a product, Products 

line, brand, or the company.  

Place/Distribution: - is marketing channel or distribution channel as the set of firms and 

individuals that take title or assist in transferring title to a good or service as it moves from the 

producer to the consumer. 

Customer Satisfaction: - is a person’s feeling of pleasure or disappointment resulting from 

comparing a product’s perceived performance or outcome in relation to his or her expectations 

(Harker, 2009, Kotler and Armstrong, 2010). 

Hictolitre : - is a unit of measurement used in the beer market. 

1.10. Organization of the Study 

The study is organized into five chapters. Chapter one deals with background of the study, 

statement of the problem, research questions, objectives of the study, significant of the study, 

Limitation of the study, Scope of the study, definition of key terms and organization of the study. 

Chapter two discusses about review of related literature of the study. Chapter three deals with the 

methodology of the study, chapter four presents about data analysis, findings and discussion of 

the gathered data, and finally chapter five focuses on the summary, conclusion and 

recommendation of the study. 
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CHAPTER TWO  
2. REVIEW OF RELATED LITERATURE  

Under this part of the study the researcher has attempted to review different related literatures on 

marketing mix elements & customer satisfaction with regard to brewery industries and various 

related studies made to the subject area of this study; specifically the theoretical and empirical 

reviews of the research topic . 

2.1.2.1.2.1.2.1. Theoretical Literature Theoretical Literature Theoretical Literature Theoretical Literature     

2.1.1.2.1.1.2.1.1.2.1.1. Marketing Marketing Marketing Marketing     

The term marketing is defined differently by different authors and institutions at different time. 

In the word of Kotler and Armstrong (2005), Marketing is defined as the process by which 

companies create value for customers and build strong customer relationship in order to capture 

value from customers in return.  According to Walker (2010), explanation marketing is a 

function of an organization with distinct process that creates, communicate and also ensure that 

they deliver value for the customers and to manage the customer relationship in a way which is 

vital for the organization as well as the stakeholders. 

As Kasper, et al (2012), explanation the idea of marketing today is associated to a number of 

developments in history of Past scholars have examined the concept of marketing, the results 

indicate that the concept is not on finding of customers that are willing to buy the products or 

services but rather to provide products and services to customers based on their needs and wants. 

The initial concepts is the production concept where managers in production placed more focus 

on increased efficiency in production, the low costs and also mass distribution (Palmer, 2011). 

Then came the product concept, which states that the consumers often favor the product offering 

that is highly innovative (Lovelock, 2011). Then there was the selling concept period. Due to 

entrance of competition, organization emphasized on selling their products to customers. 

Communications, advertising and also branding got more vital since firms required selling more 

than competitors. Further the marketing concept came into place which is customer centered. Its 

aims at identifying customer needs and producing products which meet those needs, hence the 
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market became customer oriented. According to Kotler (2013), explanation in the 21st century, a 

holistic marketing concept came into play, which is based on development, design, and 

implementation of marketing programs, processes and activities that recognize their breadth and 

interdependencies. 

As of Chartered Institute of Marketing (2009), explanation the concept marketing is the 

management process for identifying, anticipating and satisfying customer requirements 

profitably. A slightly longer but conceptually similar definition of Marketing was put forward by 

the American Marketing Association (AMA), marketing is the process of planning and executing 

the conception, pricing, promotion and distribution of ideas, goods and services to create 

exchanges that satisfy individual and organizational objectives.  

Marketing is a management process whereby the resources of the whole organization are utilized 

to satisfy the needs of selected customer groups in order to achieve the objectives of both parties.  

Drucker (1973), put in mind a definition of marketing orientation, marketing is so basic that it 

cannot be considered a separate function on a par with others such as manufacturing or 

personnel. It is key a central dimension of the entire business, it is the whole business seen from 

the point of view of its final result, that is, from the customer‘s point of view.  

A significant shift in emphasis since Drucker(1973), wrote this is to be found in the importance 

that is now attached to competitive position in a changing world. Thus, the marketing concept is 

that managerial orientation which recognizes that success primarily depends upon identifying 

changing customer wants and developing products and services which match these better than 

those of competitors. It is concerned with the idea of satisfying a consumer‘s requirements by 

means of the product as well as by providing the customer with value satisfaction. A marketing 

oriented firm tries to create value-satisfying products and services, which the consumer will 

desire to purchase by which the profitability of the organization‘s activities is insured. Thus 

marketing is a view of the entire business, with profitability and consumer satisfaction (Davar, 

1996).   

The term marketing explained by Anderson and Vincze (2000), as a process of planning and 

executing the conception, pricing, promotion and place/distribution of ideas, goods and services 

to create exchange that satisfy individual and organizational objectives. The primary objective of 

a business is to create customer satisfaction with profit as a reward rather than an objective. In 
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other words, when the customer is satisfied, every stakeholders of the company will benefit, 

therefore, while customers have a major influence on marketing decisions, companies are 

required to give over more attention than ever before to customers’ wants and needs (Anderson 

and Vince, 2004). Based on the above explanation, we can understand that the goal of marketing 

is to attract new customers by promising superior value and to retrain the existing customers by 

delivering satisfaction which ultimately will bring profit for the company.   

2.1.2.2.1.2.2.1.2.2.1.2. Marketing Mix  Marketing Mix  Marketing Mix  Marketing Mix      

The term marketing mix was first developed when Neil Borden (1949), identified the 

controllable marketing mix elements that properly managed would result to a profitable business 

operation. But McCarthy reduced Borden's factors to a simple four-element framework 

commonly known as the 4Ps of marketing, i.e., Product, Price, Promotion and Place as a means 

of translating marketing planning into practice (McCarthy, 1960). The elements of it are known 

as the marketing tactics & noted that as they are the pillar of business organizations. The 

marketing mix is a model of creating and implementing marketing strategies. It stresses the 

blending of various factors in such a way that both organizational and consumer objectives are 

attained. Beckwith (2001), finding indicated that when blending the mix elements, firstly 

marketers must know their target consumers, they must understand the wants and preferences of 

the market customer and then construct the mix elements in the appropriate way & use these mix 

elements in constructing and formulating appropriate marketing strategies and plans that will 

satisfy these wants. These four P's are the parameters that the marketing manager can control, 

subject to the internal and external constraints of the marketing environment, the goal is to make 

decisions that center the four P's on the customers in the target market in order to create 

perceived value and generate a positive response (Alba et al, 1997).  

Similarly, Kotler (2005), define marketing mix as the set of controllable tactical marketing tools-

product, price, place and promotion-that the firm blends to produce the response it wants in the 

target market. The marketing mixes consist of everything the firm can do to influence the 

demand for its product.  While according to Kotler and Keller (2015), explanation marketing mix 

is a marketing tool used by the company to reach marketing objectives in fulfilling the target 

market. On the other hand customers described 4P‘s as the marketing tools used by companies to 

create profit. 
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In short, Marketers have commonly four decisive tools to use to develop an offering to meet the 

needs of their targeted customers; collectively they are called as the marketing mix elements 

(Product, Price, placement and promotion). The basic idea is first the product of the factory 

produced, then setting the affordable price, and then promoting that product on the basis of 

customer’s media habit and finally distributes the product on the targeted customers.  McGraw 

(2004), express that marketing mix is the tools organizations uses to develop offerings to satisfy 

their target market(s). If your marketing mix doesn’t meet their needs, they won’t be satisfied-

and if they aren’t satisfied, you are unlikely to meet your objectives. Thus, the more the marketer 

is effective in combining the four elements of the marketing mix, the more the customers are 

satisfied and stay loyal, and as a result, the more the profitable sales of the product should result.  

Generally, there are four marketing mix elements which impact on the sale rate and producer 

success in competitive markets (Hakkak & Ghodsi, 2015). These four elements of the marketing 

mix elements (product, price, promotion and place) are presented as follows: 

1) Product   

 Product is everything that is usually offered to the market to provide satisfaction to the wants or 

needs of consumers. Products are usually divided into sub sections namely goods and services 

produced to the target market to meet the needs and desires (Kotler, 2012).  

In addition, Kotler and Armstrong (2012), they indicate that the product in question is related to 

quality products, which are offered to the market at affordable prices. It was also indicated that 

the product brand was important because several segments in the market used the brand as a 

reference in determining the product to be purchased. Similarly Kotler ( 2005), Kotler and 

Armstrong (1996), also provides a product definition  as  a product is anything that can be 

offered to market for attention, acquisition, use or consumption and that might satisfy a want or 

need. 

Product is the first element in the marketing mix of the company, According to Keegan (1989), 

definition product is the most significant element of marketing mix as firms’ celebrity is based 

on their products. In addition Ferrell (2005), pinpointed that the product is the core of the 

marketing mix strategy in which retailers can offer consumers symbolic and experiential 

attributes to differentiate products from competitors. However, it is also concerned with what the 

product means to the consumer. Attributes of a company’s products, including brand name, 
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quality, newness, and complexity, can affect consumer behavior, and also the physical 

appearance of the product, packaging, and labeling information can influence whether consumers 

notice a product in store, examine it, and purchase it. Similarly Hart et al. (2004), they define   

product   as: “a set of tangible and intangible attributes, including packaging, color, price, quality 

and brand plus the reputation of the seller”. Since one of the basic functions of marketing is that 

developing products and services that will meet legitimate customer (consumer) needs, then, 

consumers are buying more than a set of tangible attributes, they are buying want satisfaction in 

the form of product benefit.     

Therefore product is everything that potentially has value to the target market that can give 

benefits and satisfaction that include products and services (Cravens 2000). 

Generally, a product is more than a simple set of tangible features. Consumers tend to see 

products as complex bundles of benefits that satisfy their needs. The findings of Niharika (2015), 

pinpointed that there are four types of products: formal product, core product, augmented product 

and system product.  

a. Formal Product: is the physical product which is bought by customers for their own benefits 

like computers, mobiles etc. 

b. Core product: represents what is the core benefit associated with the physical product which 

is bought by customer from company like status and knowledge. 

c. Augmented Product: includes the sum total of the benefit which is received by the customer 

by using formal product like time saving and quick assessing of information. 

d. System Product: This product is the expansion of augmented product like training support 

and manuals (Kotler et al., 2009). 

According to Uznienė (2011), all products on the market have a life cycle - selling of goods or 

services, and making profit during its life time, these product life cycle phases are:  

1) Product development: - it begins when a business finds a new product idea and begins to 

implement it, the sales revenue of which in the course of its development is zero, and investment 

costs are high;  

2) Placing on the market: - this indicates the sales revenue begins to rise slowly, but it lacks 

profitability, because the product marketing costs are still high;  

3) Growth stage:- during this period the market is encouraged by the product and the profits start 

to rise;  
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4) Maturity stage:- in this period, sales revenue growth decreases, because the majority of 

potential buyers choose alternative products or due to the increasing marketing expenses in order 

to protect the product from its competitors;  

5) Decline stage:-the stage when sales revenues and profits begin to decrease.  

 

Product Mix Decision 

Kotler and Armstrong (2005), they indicated that Product mix is the set of all product lines and 

items that a particular seller offers for sale. Determining product mix is top management‘s 

decision because the more varied product lines are the greater the need to coordinate.  Instead of 

launching single product, preparing different product lines for market are essential to reduce risk 

to satisfy and broaden the buying habit of customers. In addition to this as kotler and Armstrong 

(2014), explanation due to the product life cycle patterns and possibility of mishap with a 

product, the requirement of creating more types of product is apparent. 

Keegan, et al. (1992), finding pinpointed that product mix is the assortment of products and 

product lines available from a manufacture. It is also necessary to determine about the branding, 

packaging and labeling of a product parallel with product mix decisions when companies offer 

their products to market.   

Individual Product Decision elements 

The findings of Kotler, et al. (1999), indicate that in the development and marketing of 

individual products or services, the consumers consider product decision elements. Product 

decisions about attributes are particularly important as they greatly affect consumer reactions to a 

product.  Accordingly, Product purchase decision focusing on the major elements of tangible 

product attributes, such as Product quality, Product features, Product design etc.  

i. Product   quality: -  is the overall characteristics of a product that allow it to perform as 

expected in satisfying customer needs (Jean, 2004), it includes the product's overall 

durability, reliability, precision, ease of operation and repair, and other valued attributes. 

The two most important dimensions within the product quality attributes are level of 

quality, is the amount of quality possessed by a product and consistency of quality, is the 

degree to which a product is the same level of quality overtime, it can also be compared 
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across competing products. From a marketing point of view, quality should be measured 

in terms of buyers' perceptions. Poor product quality can destroy the reputation of your 

company’s products, and imply a poor quality company. The Ethiopian Quality and 

Standards Authority (2003), stated that a company that attains good reputation for the 

quality of its products able to build the confidence of its customers and attracts them not 

only earns personal satisfaction and benefit but also contributes to the country’s 

economic development”. 

ii. Product feature: - it is a competitive tool for differentiating the company's product 

from competitors' products by adding higher-level models or features which add value 

for customer.  

iii.  Product design and style: - it contributes to a product's usefulness as well as to its 

looks.  And  also  creates  products  that  are  easy,  safe,  inexpensive  to  use  and 

service, and simple and economical to produce and distribute.  

iv. Branding: - a brand is a name, term, sign, symbol, design or a combination of these 

elements that identifies the product or services of one seller and differentiates them from 

those of competitors (Armstrong, 2009). Now a day, people do not buy a product- they 

buy a brand. Marketers should realize that the more customers equate quality with their 

brands, the more they will buy. Engle (2004), noted that Consumers simply do not 

purchase brands that they either do not recognize or do not trust, no matter how much 

promotional activity is put behind them. Therefore, managers need to brand their 

products in the best way possible to gain brand awareness by uses in a better way than 

competitors. 

v. Packaging: - As McDonald (2004), explanation packaging is the activity of designing 

and producing the container or wrapper for a product. Packaging performs a vital 

function for most products; since in recent times, many companies have made packaging 

as an important marketing tool, an increase in self-service means that packages must now 

perform many sales tasks - from attracting attention, to describing the product, to making 

the sale. 

vi. Labeling: - According to McDonald (2004), definition a label is a tag or sticker 

attached to a container or package that provides information about the seller or the 
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manufacture. The label describe who made it, where and when was it made, the contents, 

how it is to be used etc. and its most straight- forward function is to identify the product 

or the brand. 

vii. Product Support Service 

 Now a day’s in the competitive market product support service being the most important 

element in individual product decisions as it relates to customer services. It is clear that creating 

smooth relationship with customers is the essential part of every business; therefore giving much 

respect to customers is highly recommended. Kotler & Armstrong (2014), findings pinpointed 

that designing and building effective product support services can help companies to differentiate 

themselves from competitors and gain satisfaction & loyalty from customers after sale. Currently 

with the development of high technology marketers can use many ways to interact effectively 

with customers; such as via phone, e-mail, internet, etc. 

2) Price    

Hawkins (2010), defined Price is the amount of  money that is imposed on a product  or  service,  

or  the  value  of the  exchange  by  the consumer with the benefits due to the ownership or usage 

of the  product  or  service  or  simply  the  amount  of  money  a buyer must pay to obtain the 

right to use or own the product . A slightly shorter but conceptually similar definition of price 

was given by Kotler and Armstrong (2005), Price as the amount of money charged for a product 

or service, or the sum of the values that consumers exchange for the benefit of having or using 

the product or service.  Similarly Kotler & Keller (2009), define Price as the amount of money 

that buyer have to sacrifice or pay in order to acquire the right and use of the product. 

Price is the only element in the marketing mix that creates revenue; where as all other elements 

represent costs (Haghighi, 2009); price is also the most sensitive and flexible elements of 

marketing mix. kotler and Armstrong( 2005), findings indicated that  unlike product feature and 

channel commitments, price can be changed quickly and it has to be taking in to account 

customers value and the rest of marketing mix activities .  

According to Peter (1997), findings’ pricing products or services is one of the most important 

and complex decision a firm has to make; if buyers perceive a price to be too high, they may 

purchase competitive brands or substitute products, leading to a loss of sales and profits for the 
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firm. If the price is too low, sales might increase, but profitability may suffer and also there may 

be threat for loosing young group consumer’s because of psychological impact by other high 

price competitor product consumer’s; so pricing decision must be given careful consideration.  

  Kotler & Armstrong (2010), suggested that you need to balance the costs of producing a 

product with competition and the perception of your target customers to select the right product 

price; that is the reason why pricing takes creativity, time, research, good record keeping and 

flexibility. This Price consists of themes such as Trade Discount, Quantity Discount, Cash 

Discount, Seasonal Discount and Trade Allowances. 

• Trade Discount- Members of supplier’s distribution chain (for example retailers and 

wholesalers) will demand and payment for their services (Kotler and Armstrong, 2010).  

• Quantity Discount-these who allow tobuy larger quantities of the product or service are 

frequently given incentives). Sellers use the quantity discount to encourage buyers to buy 

more. This in turn can help the seller to reduce their own production costs, which can 

help reduce price for the buyers (Kotler and Armstrong, 2010).  

•  Cash Discount- Where credit is offered, it is sometimes decided to offer an incentive 

for cash payment or for prompt payment (Kotler and Armstrong, 2010).  

• Seasonal Discount- Suppliers to markets which are highly seasonal (such as holiday 

market) will often price their product or service to match the day and with the highest 

prices at peak demand (Kotler and Armstrong, 2010).  

• Trade Allowances -In the durable goods market suppliers often attempt to persuade 

consumers to buy a new pieces of equipment by offering allowance against trade-in of 

their old one(Kotler and Armstrong, 2010). Generally speaking, these are simply hidden 

discounts targeted at a group of existing competitive users.  

• During Holiday seasons-simply the holidays are an annual festive period that surrounds 

Christmas and various other holidays (Kotler and Armstrong, 2010).  

• Defective products are among those purchased products- are also one of the seasons that 

price discount takes place. 

Pricing Objectives 

The organization’s objectives of pricing should be taken in to consideration before 

determining price setting strategies. As Perreault & McCharthy (2002), findings suggest 
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that there are three main pricing objectives; profit- oriented objective, sales- oriented 

objectives and status quo objectives. 

� Profit- oriented objectives: - Perreault & McCharthy (2002), indicated that 

under this objective there are two subordinate objectives; target return & 

maximize profits. The aim of target return objective is to set satisfactory profit, 

while the aim of maximize profits is setting price to get as much as possible 

profit. 

� Sales -oriented objectives:- The findings of Perreault & McCharthy (2002), 

showed that some managers believe that sales growth will lead to high profit; for 

that reason , they have tendency to set prices at levels which minimum profit and 

focus on increasing market share in the market. 

� status quo objectives:- similarly Perreault & McCharthy (2002), findings 

indicate that when the profit  and market levels of an organization is achieved as 

expected managers will adopt status quo objectives; now the price tend to be 

stabilized, in addition managers might want to avoid competition. 

Price setting strategies  

In order to achieve the stated pricing objectives an organization must set proper price strategy. 

Even though there are different price setting methods most of scholars are agreed on three 

common pricing approaches that are available to the marketer include: cost-based pricing, 

demand-based pricing and competition oriented pricing;  

Cost -Based Pricing  

In setting price normally it is advisable to cover all relevant costs. Costs for this purpose may be 

divided into two categories, fixed and variable costs. Taken together with price, these may be 

used to calculate the break-even quantity (fixed costs divided by price less variable cost per unit).   

Demand -Based pricing  

Demand-based pricing looks outwards from the production line and focuses on customers and 

their responsiveness to different price levels. Demand-based pricing allows the price to go up 

when demand is strong and, vice versa, for the price to go down when demand is weak. 
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Competition - Based pricing  

This method involves setting prices on the basis of what competitors are charging. Once the firm 

identifies its competitors, it conducts a competitive evaluation of its product. Competitive factors 

that must be considered include:- 

• The ‘market price’ charged by the market leader.  

• Price sensitivity.  

• Market position.  

• Product differentiation.  

• The type of competition, i.e. whether this is monopoly or oligopoly. Trade becomes 

more sophisticated, the services of various intermediaries along the supply chain may 

need to be used to ensure that the goods or services reach the consumer in the right 

manner at the right place, time and price.  It is  the  process  of  moving  goods  and  

services  through  these intermediaries to reach the end user . 

Price Adjustment Strategies 

As Kotler & Armstrong (2014), stated that price adjustment strategies are usually applied when 

an organization need to adjust their basic prices, they also indicated that the aim is to take in to 

consideration various customer differences and changing situations. Accordingly the main Price 

Adjustment Strategies are:- 

� Discount and allowance pricing:- companies need to adjust their basic prices to 

reward  their customers for certain responses under a variety of forms(such as for off 

season buying, paying bills early, volume purchase,  etc.) 

� Segment pricing: - in this case companies will sell their products at two or more 

prices; the main aim is to allow for differences in customers, products or locations. 

� Psychological pricing: - consumers usually hear in mind a psychology in terms of 

products price, that higher- priced products have higher quality, based on that 

companies use Psychological strategy to adjust their products price. 
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� Promotional pricing: - it will be done with the aim of increasing short –run sales; in 

this case companies temporarily will set their products prices below the list price, even 

below cost. 

� Geographical pricing: - companies set their different prices based on geographic 

location of customers, due to the particular geographic location, companies will applied 

more specific strategies within geographic pricing for customers such as: origin pricing, 

uniform-delivered pricing, zone pricing, basing point pricing, and freight-absorption 

pricing. 

� Dynamic and internet pricing: - this strategy will applied when companies adjust 

their product prices frequently to meet the characteristics and needs of individual 

customers and situations. 

� International pricing: - Kotler & Armstrong (2014), pinpointed that now a day’s many 

companies run their businesses not only in domestic markets, but also in international 

markets depending on the conditions of countries that the companies aim to take 

advantages, the price will be adjusted accordingly. 

3) Place/Distribution   

 Hawkins (2010), pinpointed that Place is a channels used to get the products to the target 

customers inside and outside the company, where target customers usually makes the purchase. 

In addition, Anderson and Vince( 2004), Kotler and Armstrong (2006), they described 

Place/Distribution  as a set of interdependent organizations involved in the process of making a 

product or service available for use or consumption by consumers . Place is any way that the 

customer can obtain a product or receive a service (Jones, 2007, Owomoyela and Oyeniyi, 2013).  

According to Martin (2014), definition place is the process and methods by which products or 

services reach to customers. Similarly, Kotler (2012) stated that place is an action taken by a 

company to make its products easily available and available to consumers/customers. In addition, 

place is related to product access and product distribution, Location becomes an important role in 

marketing because it is related to after-sales satisfaction and before-sales customer satisfaction 

(Kotler and Armstrong, 2012).  

 “Distribution’’ is another name for place given by Bowersox and Closs (1996), in which as 

product moves from producer part to the consumer part. They also indicated that, as it is the third 
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element of the marketing mix, and it encompasses all decisions and tools which relate to making 

products and services available to customers. Generally Engle (2009), suggested that the 

marketer must choose distributors that reach its customers most effectively and other 

intermediaries that add value to the distributive process.  To support the above-concepts, it is the 

fact that the objectives of distribution channel is to make the products effectively available to the 

greatest possible number of users at the lowest possible distribution and selling cost. The field of 

distribution is made up of two distinct branches: channel of distribution and physical distribution 

that are presented as follows:  

 

Channel of Distribution   

According to Keegan, et al (1992), explanation channel distribution means a coordinated group 

of individuals or firms that direct the flow of products to customers. In addition , Kottler and 

Armstrong( 2005), pinpointed that channel of distribution is a set of interdependent organizations 

involved in the process of making a product or service available for use or consumption by the 

consumer or business user. Channel members buy large quantities from many producers and 

break them down in to the smaller quantities wanted by consumers. Marketing channel limits the 

number of contacts producers have to make, in order to move products from their plant in to the 

market place to satisfy customer need, and it enables customers to limit the number of contacts 

necessary to obtain the goods and services they need. Kotler and Armstrong (2010), pinpointed 

that the idea that marketing system uses channels that maximizes efficiency and effectiveness, 

minimizes costs, and delivers the greatest customer satisfaction. However, Keegan, et al (1992), 

suggested that as channels of distribution must be evaluated and carefully considered.  

Anderson and Vincze, indicated that the distribution decision must interact with product, 

promotion, and pricing decision in order to achieve organization objectives (Anderson &Vincze, 

2000).  For achieving goal, the marketer should control over these marketing mix elements to 

work in the changing environment i.e., internal and external. Marketing mix elements (4P’s) 

should arranged in such a manner which create perceived value and generate a positive response 

Alba,et al.(1997). Thus, no matter how the product is good, how the promotion is effective, and 

how the price is appropriate; a firm cannot succeed unless it can reach effectively its product in 

to the hands of its target market. Channel managers must able to infer the functions performed 
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within the channel in order to develop the correct possible channel distribution and coordinate 

channel operations. 

Physical Distribution   

The findings of Keegan, Moriarty and Duncan (1992), indicated that physical distribution is the 

storage, handling and movement of goods to make them available when and where customers 

want them. And also as Engle (2009), stated that physical distribution involves planning, 

implementing and controlling the physical flows of materials and final goods from points of 

origin to points of use to meet customer needs at a profit. Keegan, et al. (1992), and Palmer 

(2004), their deeper look in to physical distribution revealed that the starting point for designing 

the physical distribution system is to study what customers want and what competitors are 

offering. They also pinpointed that as there are a number of decisions that should be undertaken 

by the marketing executives of an organizations concerning physical distribution that affect 

customer satisfaction.  

Accordingly, these physical distribution activities are presented as follows:  - 

� Order Processing: - means the receipt and transmission of sales order information. 

When orders are efficiently processed; requires less time for delivery and create greater 

satisfaction for customers.   

� Warehousing: - includes the physical facilities used primarily for storage of goods held 

in anticipation of sales and transfers with in a distribution channel.  Warehousing 

facilities are necessary, because production and consumption cycles may match rarely. 

Markets must decide on the faster-service advantage of a desirable number of stocking 

locations via the increased warehousing costs of multiple locations. 

� Inventory management: As Kotler and Armstrong (2005), findings indicated that 

inventory management represents the control of inventory levels, they also pointed out 

that inventory level is another physical-distribution decision affecting customer 

satisfaction. Therefore, mangers must maintain the delicate balance between carrying too 

little inventory and carrying too much. With having too little stock the firm will gets risks 

not having sufficient products when customers want to buy, this leads the firm to suffer 

costly emergency shipment or production. Stocking as too much inventory results in for 

unnecessary inventory carrying costs and stock obsolescence. So, in managing inventory 
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level firms must balance the costs of carrying larger inventories against resulting sales 

and profit.  

� Transportation:  - is the physical means by which products are transferred from 

manufacturer to wholesaler, from wholesaler to retailer and from retailer to customers; 

and also it involves shipping products to warehouse.   

According to Kotler and Armstrong (2009), findings the goal of physical distribution system is to 

provide a targeted level of service at the cost. Furthermore, Palmer (2000), explanation noted 

that the choice of transportation carrier will affect the pricing of the products, on-time delivery 

performance and the conditions of the goods when they arrive; all of which will affect customer 

satisfaction. So, managers should have to choose cost effective and fastest mode of 

transportation and the shortest distance to reduce costs of transportation.  

4) Promotion 

    As of Kotler & Armstrong (2014), explanation after companies develop good product, setting 

affordable product price and determine ways of making available products to customers; 

companies need to communicate their value propositions to customers. Promotion according to 

Hawkins (2010) is basically the signal or information that the firm provides about itself and its 

products to different parties or target customer, in order for customer to be loyal first the product 

needs to grab the potential customer‘s attention . 

In addition, Evans and Berman (1997), define Promotion as any form of communication used to 

inform, persuade, and/or remind people about an organization‘s or individual products, services, 

image, ideas, community involvement or impact on society. Similarly, according to Kotler 

(2012), Promotion is all activities carried out by companies to communicate and promote their 

products to the target market.  And also as Jones (2007), stated Promotion can be viewed as a 

way of closing the information gap between would-be sellers and would-be buyers. 

 No matter the product is available or where it can be purchased, customers will not usually 

know what the product does or how it is performing than other products they are currently using; 

Thus, particularly marketers uses a product promotion in order to convince prospects to select 

their products or services instead of competitors. Thus, like other marketing mix tools promotion 

activities will also affect the buying decision of customers (kotler & Armstrong,2014). 
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Furthermore, Zeithaml, et al. (1995), and Owomoyela and Oyeniyi, 2013), they pinpointed 

promotion as part of a specific effort to encourage customers to tell others about their productss. 

As Wilmshurst (1995), generalized that Promotion is mainly all embracing term to describe an 

important part of the marketing mix. It refers to all promotional activities and programs that add 

value to the brand-an incentive to buy beyond the products inherent benefits (Keegan, et al, 

1992).  

The promotional mix tools 

Recently the marketing communications mix consists of eight major modes of communication 

(Kotler and Keller, 2016). Each element of the mix is useful in different ways and for different 

purposes. Thus, if properly combined and managed, these tools can help anorganizations to 

achieve their communication objectives. 

Advertising: - As Cannon,et al.(2008), explanation advertising is any paid form of non-personal 

presentation and promotion of ideas, goods, or services by an identified sponsor through 

broadcast media (radio and television), print media (newspapers and magazines),  electronic 

media (audiotape, videotape, videodisk, CD-ROM, Web page), network media (telephone, cable, 

satellite, wireless), and display media (billboards, signs, posters). 

Personal selling: - Face-to-face interaction in a conversation with one or more prospective 

purchasers for the purpose of making sales. It includes several different forms, such as sales calls 

by a field representative (field selling), assistance by a sales clerk (retail selling), having an Avon 

representative call at your home (door-to door selling), and so forth.  

Public relations and publicity: - A variety of programs directed internally to employees of the 

company or externally to consumers, other firms, the government, and media to promote or 

protect a company’s image or its individual product communications.  

Sales promotion: - Those marketing activities that adds to the basic value of the product for a 

limited time period and thus directly stimulates consumer purchasing and dealer effectiveness. 

These activities include displays, shows and exhibitions, demonstrations, and various 

nonrecurring   selling   efforts   not   in   the   ordinary   routine.    
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Online and social media marketing:-online activities and programs designed to engage 

customers or prospects directly or indirectly raise awareness, improve image, or elicit sales of 

products and services.  

Mobile marketing:-A special form of online marketing that places communications on 

consumer’s cell phones, smart phones, or tablets.  

Direct and database marketing:-Use of mail, telephone, fax, e-mail, or internet to 

communicate directly with or solicit response or dialogue from specific customers and prospects.  

Online and social media marketing: - online activities and programs designed to engage 

customers or prospects and directly or indirectly raise awareness, improve image, or elicit sales 

of products and services.   

2.1.3.2.1.3.2.1.3.2.1.3. Customer Satisfaction Customer Satisfaction Customer Satisfaction Customer Satisfaction     

According to Tjiptono (2012), explanation customer satisfaction is someone's happy or 

disappointed feelings that arise after comparing perceptions of the performance of a product with 

its expectations. In addition, Daryanto and Setyobudi (2014), indicated that customer satisfaction 

is an emotional assessment of the customer after the customer uses a product where the 

expectations and needs of customers who use it are met. Similarly, Oliver (2014), stated that 

customer satisfaction as a buyer's evaluation where the alternative is approximately equal to or 

exceeds customer expectations, while customer dissatisfaction arises when the results do not 

meet expectations. 

As pinpointed by Lovelock (2004), many researchers conceptualize customer satisfaction as “an 

individual’s feeling of pleasure (or disappointment) resulting from comparing the perceived 

performance or outcome in relation to the expectation.” The findings of Tam ( 2004), indicated 

that the concept of customer satisfaction has drawn the attention of practitioners and academics 

from last several years based on the fact that customers are the primary source of Profit for most 

of the firms operating in the market . So, customer satisfaction facilitates the measure of how 

products & services provided by company meet customer expectation. Thus, customer 

satisfaction is a key performance indicator in business firms.  
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As Peterson and Wilson (1992), findings indicated that service firms generally monitor and 

examine the satisfaction level of customers on an on-going base by using different scales like 

Likert, to measure the level of customer satisfaction which is mainly based on service encounter 

experienced on their last visit. Thus, quality and customer satisfaction both have been long 

recognized as crucial role for success and survival of business firms in today’s competitive 

market. While as Kotler, et al. (1999), explanation customer satisfaction with a purchase depends 

upon the product's performance relative to a buyer's expectations; a customer might experience 

various degrees of satisfaction. If the product's performance falls short of expectations, the 

customer is dissatisfied; if performance matches expectations, the customer is satisfie; if 

performance exceeds expectations, the customer is highly satisfied or delighted .In addition to 

this, they also showed that expectations might be based up on the customer's past buying 

experiences, the opinions of friends and associates, and marketer & competitor information and 

promises. Even though there are many factors that affect customer satisfaction; Matzler, et al. 

(2002), in his study identify factors that affect customer satisfaction in to three structures:-  

1. Basic factors: - these are the minimum requirements that are required in a product to 

prevent the customer from being dissatisfied. They do not necessarily cause satisfaction but lead 

to dissatisfaction if absent. These are those factors that lead to the fulfillment of the basic 

requirement for which the product is produced. They constitute the basic attributes of the product 

or service. Thus they have a low impact on satisfaction even though they are a prerequisite for 

satisfaction in a nutshell competence and accessibility. 

2. Performance factors: - these are factors that lead to satisfaction if fulfilled and can lead 

to dissatisfaction if not fulfilled; these include reliability and friendliness.  

3. Excitement factors: - these are factors that increase customers’ satisfaction if fulfilled but 

does not cause dissatisfaction if not fulfilled which include project management. However, as 

indicated on www.qualitygurus.com sometimes customers become dissatisfied, some of the 

reasons for customers’ dissatisfaction are:-  

� Not knowing the expectations, customer remains dissatisfied unless the company knows 

what the customer actually expects out of their product.  
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� Not meeting the Expectations, a customer may become dissatisfied because the service 

does not live up to expectations. In addition to that as a result of the rapid improvement in 

the technology, customer may compare the services provided by a company with those of 

the competitors, customers over expectations and their changing needs may lead them for 

dissatisfaction. Relating to customer satisfaction theoretical reviews three general 

elements are identified:  

1. Customer satisfaction is a response (emotional or cognitive)  

2. The response pertains to a particular focus (expectations, product, consumption experience, 

etc.) and  

3. The response occurs at a particular time (after consumption, after choice, based on 

accumulated experience, etc.) (Joan& Joseph, 2002).  

According to Leon and Lesile(2007), findings customer satisfaction measurement includes 

qualitative and quantitative measures, as well as a variety of contact methods with the customers. 

Customer satisfaction studies measure how satisfied the customers are with relevant attributes of 

the product or service, and relative significance of these attributes (using attribute scale). 

Generally, this study use 5–point semantic differential scales ranging from “very dissatisfied” to 

“very satisfy”. Study shows that customers who indicate they are very satisfied (typically a score 

of 5 on the satisfaction scale) are much more profitable and loyal than customers who indicate 

that they are satisfied (a score of 4).  

 Elliott & Shin (2001), suggested that through satisfying customers, organizations could 

consecutively improve profitability by expanding their business and gaining a higher market 

share as well as repeat and referral business.  As Naik( 2010), stated that  good customer 

satisfaction has an effect on the profitability of nearly every business; for example, when 

customers receive good service, each will commonly tell nine to ten people. However, when 

customers who receive poor service will typically relate their dissatisfaction to between fifteen 

and twenty others. Based on this, Anderson and Zemk (1998) concluded that “Satisfied 

customers improve business and dissatisfied customers impair business”. Thus, customer 

satisfaction is an important asset that should be monitored and managed just like any other 

physical asset.  
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2.2.2.2.2.2.2.2.     Empirical Literature Empirical Literature Empirical Literature Empirical Literature     

Empirically many research papers are computed and different outcomes are demonstrated by 

different researchers. The following are some of illustrations which support such a statement. 

Study conducted by Ismail et al.(2015), attempts to identify the impact of marketing mix on 

customer satisfaction towards laptop industry. The Study concluded that results of the correlation 

showed that product, price, place, and promotion have relationship with customer satisfaction. 

Hypothesis result disclosed that there is relationship between marketing mix and customer 

satisfaction; and results of the regression exposed those marketing mix elements such as product, 

price, place and promotion explain 50% of the variation on customer satisfaction. The study 

conducted by Dereje et al.(2014), aimed to explore the impact of marketing mix elements 

(product, price, promotion, and place) on customer satisfaction. The findings of the study have 

shown that marketing mix elements have impact on customer satisfaction. All the independent 

variables are positively and directly related to customer satisfaction. The relationship between 

marketing mix and customer satisfaction is significant. The study recommended the company to 

revisit the controllable marketing mix elements to satisfy the customer. And also  to invest more 

on attracting new customers and retaining the existed ones with regard to marketing mix to 

increase customer satisfaction. Idris et al, (2020), had undertaken research on the effect of 

marketing mix on customer satisfaction. The aim of this study was to analyze the effect of the 

marketing mix (service, quality, location, promotion) on the customer satisfaction. The data 

collection methods used in the research was Interview and questionnaire. The data was analyzed 

by using simple regression analysis. Research findings have shown that the marketing mix 

(service, price, place, promotion) has an effect on customer satisfaction.  

The main objective of the study conducted by Nabi et al. (2018) was to review the present 

marketing mix applies particularly to the marketing. The research conclusion indicated that a 

number of companies that compete in the same industry may have similar 

resources/competencies and develop similar strategic perspectives, therefore it is expected that 

these companies may show similar performance, but this may not always hold true depending on 

the competitive rules prevailing in a market. To analysis the impact of marketing mix on 

customer satisfaction is one of the methods for revealing the competitive structure. The study 
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recommended the company to continue produce superior products; charge competitive prices, 

position appropriately, promote widely, and provide other distinctive functional benefits to 

customers. Mustagimah et al.(2019),conducted research on marketing mix effect towards 

customer satisfaction & loyalty. The main purpose of this study was to explore the factors 

marketing mix that influence satisfaction and customer loyalty. The SEM model was used to see 

the effect of relationships between the variables studied. The results of the analysis suggest that 

marketing mix variable such as products, prices, and promotions are affecting consumer 

satisfaction and loyalty.  

The aim of the study conducted by Rediat (2019) was to assess the effect of marketing mix 

elements on customer satisfaction. The study used both primary and secondary data. Descriptive 

and inferential statistical tools were used to analyze the data. The descriptive analysis result 

showed that customers are neither satisfied nor dissatisfied, they are indifferent in product, price 

and promotion strategies of the factory and dissatisfied in place/distribution system of the 

factory. Thus, the findings of the study showed that the factory needs to assure the applicability 

of its marketing mix strategies in order to win customers’ satisfaction and consequently achieve a 

competitive advantage. 

 

 Ikram et al.(2019), they undertaken research on the effect of marketing mix on customer 

satisfaction in Belawan port. The main objective of the research was to determine the effect of 

marketing mix elements (product, price, promotion, distribution, people, process, and physical 

evidence) on customer satisfaction of product at the Belawan port. The study was used 

quantitative research methods to analyze the data. The results of the study showed that the 

marketing mix elements (product, price, place, promotion, people, process and physical 

evidence) together have a positive and significant effect on customer satisfaction at the Belawan 

port. Lusala(2017),conducted study on the effect of marketing mix strategy on customer 

satisfaction of customers of commercial banks. The main purpose of this study was to analyze 

the effect of marketing mix strategy on customer satisfaction of commercial banks customers.  

Correlational research design was employed through cross sectional survey. To determine the 

sample size the study used stratified sampling technique, and cronbach’s alpha reliability 

coefficient. The study results revealed that marketing mix strategy significantly contributed to 

customer satisfaction; implied that marketing mix strategy initiatives increases levels of 
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customer satisfaction. The Study concluded that marketing mix strategy contributes positively to 

customer satisfaction and recommended bank management to maintain a good blend of 

marketing mix strategies that will lead to high customer satisfaction levels. 

Similarly, Abdullah et al. (2016), studied the effects of marketing mix on customer satisfaction 

empirical study on tourism industry. The study was aimed to find out the relation between the 

marketing mix components and customer satisfaction in the tourism industry. The finding of the 

study showed that there is a significant positive relationship among the marketing mix elements 

and customer satisfaction of customers of tourism industry. Furthermore the results suggested 

that tourism industry should consider the importance of marketing mix elements while designing 

their marketing strategy. The study conducted by Zelalem (2011 ), focused on the assessments of 

marketing mix elements in prompting customer satisfaction; and the main objective of the study 

was that to find out whether customers are satisfied with regard to the four controllable variable 

marketing mix factors (product, price promotion and distribution). The researcher used purposive 

sampling to select the respondents. The results of the study concluded that customers are 

satisfied with the quality of the products and the distribution (place) systems of the factory yet 

they are not satisfied with the price and that of the promotional practices of the factory. The 

researcher recommended that, the factory should effectively manipulate these marketing mix 

elements for they strongly determine the long run survival of the factories.  

Similarly, the study done by Yohannes (2018), focused on the assessments of marketing mix 

elements in prompting customer satisfaction of the Habesha Brewery Share Company. the main 

objective of the study was that to find out whether consumers are satisfied with regard to the four 

controllable variable marketing mix factors (product, price, promotion and place/distribution). 

The necessary data had been collected using primary sources of data collection (Questionnaires) 

.The researcher was used  descriptive statistics (mean and st. deviation) for processing, analyzing 

and interpreting the data .The study concluded that customers are satisfied with the promotion 

and place attributes more than price and product attributes and the researcher recommended that 

as the factory must assure the quality of its products and other product related attributes (like 

packaging & labeling) in order to win customers’ satisfaction and consequently achieve a 

competitive advantage and long run survival. 
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Inaddition, the study undertaken by Hassen (2014), focused on assessing the marketing mix 

strategy practices of Dashen brewery s.c. The study was used descriptive method of research 

design; both primary and secondary data collection instruments were used to collect data. The 

response .from the consumers show that the company provides quality products. The quality of 

the beer is the main reason for the consumers to prefer the Dashen products. In addition to this, 

participating in the different developmental activities also benefit the company in building good 

public relation. When the price of Dashen brewery products is increase, many of the consumers 

reduced their amount of consumption. Finally, the researcher recommended that when price of 

the product is reduced, the company should consider its impact on the consumers' perception on 

quality. The research undertaken by Eden (2019), was to determine the effect of marketing mix 

on customer satisfaction in the breweries industry a case study of Dashen brewery S.C. The 

study was used both primary and secondary data that were collected through a semi-structured 

questionnaire. The researcher was analyzed data by using descriptive and inferential statistics. 

The findings of the study showed that there is consistence and compatibility in the quality of the 

product, the price charged for the product is good, however, the products are not delivered on 

time and with the specified requested quantity, the company does not have good promotion 

activity, and the company remained from using most of promotion tools like advertising, 

personal selling, sales promotion, public relation effectively. Based on these findings, the study 

recommended that as the company must choose distributors that reach its customers most 

effectively; to work more on promotions and expand their branch or distribution centers and 

warehouse. 

2.3.2.3.2.3.2.3. Conceptual Framework Conceptual Framework Conceptual Framework Conceptual Framework     

Conceptual Framework is a theoretical structure of assumptions, principles, and rules that holds 

together the ideas comprising a broad concept. Jabareen (2009) explain Conceptual framework 

as a network or a plane of interlinked concepts that together provide a comprehensive 

understanding of a phenomenon or phenomena. Conceptual framework provides the link 

between variables such as independent variables and dependent variables that form a topic of the 

research title, the objectives, the study methodology and the literature review. The major 

variables of this study will market mix elements (product, price, promotion & place/distribution) 

independent variable and customer satisfaction (dependent variable). Thus, this study includes 
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the four major marketing mix elements in terms of product, price, place and promotion. As a 

result, the researcher adapted a conceptual framework from (Yohannes, 2018), to show the key 

variables and their relationship with customer satisfaction.    

 

   Independent variable                                                                                  Dependent variable  

Marketing mix elements (4P’s) 

 

 

 

 

 

 

  

Fig 2.1  Conceptual framework of the study 

 Source (Yohannes, 2018 )  
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CHAPTER THREE 

3. RESEARCH METHODOLOGY 

3.1. Research design  

The findings of Cooper & Schindler (1998), indicated that research design specifies the methods 

and procedures for collecting and analyzing the needed information. They also explained that 

research design indicates a framework or blueprint for the research as well as the research 

methods chosen to determine the information needed. In addition they pinpointed that research 

design defines the sampling method, sample size, measurement and data analysis processes. 

Cooper, et al. (2003), their deeper look in to research design showed that explanatory studies 

unlike descriptive studies, go beyond observing and describing the condition and tries to explain 

the reasons of the phenomenon. Similarly, Malhotra (2004), findings suggested that explanatory 

research design is the research whose primary purpose is to explain why events occur to build, 

elaborate, extend or test theory. Therefore, in this study more of explanatory research design by 

using cross-sectional/one shot study was used – as this study was involved only one contact with 

the study population; because the study was undertaken to explore the effect of marketing mix on 

customer satisfaction in the breweries industry, which is more appropriate for the objective of 

this study. 

3.2. Research Approach 

The selection of research approach either quantitative, qualitative or mixed approach was based 

on the nature of data the researcher will use related to the topic of interest. So the researcher has 

to determine which research approach will use before starting the study. As Ghauri and 

Gronhaug (2010), findings noted that qualitative method does not contain numeric 

characteristics, it is an interpretation and rational. They also indicated that in this process 

oriented research approach/method, the analysis of the data mostly depends upon the skills and 

knowledge of the researcher. In addition, the findings of Kotler et al. (2008), showed that 

qualitative research approach is based on gathering qualitative data or information and 

understanding them on the basis of attitudes, feelings and motivations of the product users. 
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On the other hand, as Malhotra (2005), explanation revealed that quantitative research is based 

on numerical character and is aimed at qualifying the data through statistical analysis. Similarly, 

the findings of Creswell (2006), pinpointed that quantitative research is a type of research in 

which the researcher decides what to study, asks specific narrow questions, or conducts the 

inquiry in an unbiased objective manner, collects numeric or numbered data from participants 

and analyzes these numbers using statistics.  So, in this study the related data with questionnaire 

were collected & analyzed.  Therefore, this study used more of quantitative method with 

deductive approach by using Habesha breweries s.c. product consumers/end users as respondents 

of the questionnaires to explore the effect of marketing mix on customer satisfaction of the 

company.  

3.3. Target Population 

The term Population defined differently at different time by different authors accordingly. 

According to Saunders, et al.( 2014) , population is defined as the set of individuals, objects, or 

data from where a statistical sample can be drawn . Davis (2000) , also defines Population as the 

complete set of units of analysis that are under investigation. In addition, Proctor (2003) defined 

population as the total group to be studied. 

Similarly, Copper & Schindler (2014), they explained that population is the entire group of 

individuals, events or objects having a common observable characteristic. They also further 

pinpointed that a population is the total sum of collected units from which the researcher draws 

conclusions of the study.  This study was undertaken to examine the effect of marketing mix 

elements on customer satisfaction by the customers of the company. Habesha brewery s.c. make 

available its products to its consumers by rounding itself door to door and distribute to the 

outlets(retailers- hotels, restaurants, groceries, buna bet and night clubs) of the company 

products.  The target populations taken for sample for this study were limited to the geographical 

location of Debrebrhan city; is impossible to collect & analyze all the data available to the 

researcher owing to restrictions of time, money and access. Therefore, to collect the data, the 

target populations for this study were the consumers/end users/ of the Habesha beer, found in 

Debrebrehan City at different Hotels, Restaurants, Groceries and Buna bet were considered in 

the study. Whereas even though night clubs were retailers of the company, they were prohibited 
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to give service and locked down because of corona virus pandemic state of emergency. The 

number of these retailers is summarized as below. 

         Table 3. 1 summary of Hbaesha Breweries S.C. Product retailers (outlets) at Debrebirhan City 

s/no Type of Retailers(Outlets) no of Retailers(Outlets) 

1 Hotel 43 

2 Restaurant 95 

3 Grocery 118 

4 Buna bet 10 

 Total no of retailers 266 

Source: Habesha Breweries share company & Debrebrhan city administration Culture 

and Tourism office. 

3.4. Sampling Procedure   

As Parasurman (2004), stated that sampling is the selection of a fraction of the total number of 

units of interest for the ultimate purpose of being able to draw general conclusions about the 

entire body of unit. There are several decisions to be made in organizing a sample such as 

identifying target population, selecting sampling technique and determining the sample size. 

3.5. Sampling Technique  

Zikmund (2000), findings indicated that there are two main sampling methods, probability and 

non probability sampling technique. For this study the researcher used both probability (stratified 

sampling technique) was employed to obtain representative sample of outlets/retailers since the 

retailers does not comprise homogeneous group  and non-probability (convenience) sampling 

approach was applied in selecting and contacting target units(respondents) of the study, i.e., 

consumers /end users from each outlets who are willing to complete the questionnaire 

convinencely during the time when they consume Habesha breweries products at the different 

hotels, restaurants, groceries and buna bet found in  Debrebrehan city since the total number of 

consumers for the outlets of the company have homogenous characteristic in nature(end users) 

and are infinite or no frame list of respondents. In this case the researcher has taken 

representative sample from the population as for his research conveniently. To determine the 
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sample size for infinite population (Habesha breweries products consumers/end users), the 

researcher used Cochran’s (1963), sample proportion formula. 

3.6. Sample size   

As the number of consumers are infinite and is difficult to prepare source list, the researcher used 

survey from infinite population. In this case, to determine the sample size for infinite population 

of Habesha brewery products consumers/end users, the researcher used the following  sample 

proportion formula, which is developed by Cochran (1963), for calculating a sample for 

proportions to yield a representative sample for the outlets proportions as follows :- 

no =       Z2×p × q                     

                  (e) 2 

Where;   

no is the sample size of consumers of Habesha brewery products.  

Z2 is the desired confidence level & suppose its value that corresponds to 95% 

confidence interval equals 1.96 and  

 e is  the desired level of precision( margin of error/ allowable error), suppose = 0.05 

precision 

p is the estimated proportion of an attribute(here outlets) that is present in the population, 

assume p = 0.5 (maximum variability) and  

q is 1- p 

Accordingly, the sample size will be determined to be;  

                   no=         1.962   ×  0.5(1-0.5)  = 385 

                                       (0.05)2  
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             Table 3. 2  sample size distribution or proportion of outlets 

s/no Type of Retailers no of retailers Proportion of sample size of 

retailers(outlets) 

1 Hotel 43 43×385 =  62 

   266 

2 Restaurant 95 95×385 =  138 

   266 

3 Grocery 118 118×385 =  171 

   266 

4 Buna bet 10 10×385 =  14 

   266 

 Total no of 

retailers 

266 385 respondents 

Thus, the sample size of respondents of this study is 385 consumers or end users of 

Habesha breweries products. 

3.7. Data Collection Method 

The findings of Kothari (2004), suggested researchers to consider two types of data, i.e, primary 

and secondary as sources of information. Therefore the researcher used both primary and 

secondary sources of data in order to gather relevant information. Primary sources of data were 

collected using structured questionnaires directly from the aforementioned respondents. As 

Kibera and Waruinge (1998), stated that a questionnaire was used when researchers require 

information on consumer feelings and attitudes. The researcher has adapted questionnaires from 

previous related studies (Yohannes, 2018 and Eden, 2019) and design some questionnaires based 

on the conceptual framework of the study. Each question was evaluated from different aspects of 

customer satisfaction. The questionnaires were designed and adapted in a way that will clear, 

brief and understandable to the respondents as well as covers the relevant aspects of the model 

used.  Fisher (2007), suggested researchers to keep the questionnaire as short as possible and 

give it a logical and sequential structure so that the respondent can easily read and understand 

what the questionnaire is about and can follow its themes as they go through them.  
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For that reason, the researcher designed questionnaires in both English and Amharic languages 

considering that target consumers of the company’s product would be illiterate or educated, and 

based on the research objective, a questionnaire were prepared to elicit customers’ satisfaction 

level of Habesha breweries s.c. The secondary data were collected by reviewing related books, 

previous research works, articles and journals, and online information available.  

3.8. Data Analysis Method  

After collecting the data through questionnaire, the process of data analysis was beginning. In 

this study, analysis of data was done by using statistical tools like correlation and regression 

models. Correlation analysis was carried on for measuring the strength of the association 

between the marketing mix dimensions and customer satisfaction. Regression analysis was also 

employed to know by how much the independent variable i.e. marketing mix elements (product, 

price, promotion and place/distribution channel) explains or influences the dependent variable 

which is customer satisfaction. In addition descriptive statistics analysis were used for the 

demographic factors such as gender, age, education, occupation, monthly income and frequency 

of consumption of Habesha breweries products or for how long times the consumers are 

consuming the company’s products. The data analysis was carried out by using the SPSS 

software version 25.00. 

 In order to minimize the possibility of getting wrong answers, different actions were taken to 

ensure the soundness of this study.  

1. Data was collected from reliable sources, from respondents who are consumers of the 

company at the time of consuming the company’s products. 

 2. The questionnaires were based on literature review to ensure the soundness of the 

results.  

3. SPSS software latest version 25.00 was used to analyze the data and special emphasis 

was given during data coding. 

3.9.3.9.3.9.3.9. Validity and Reliability issuesValidity and Reliability issuesValidity and Reliability issuesValidity and Reliability issues    

Based on literatures’ the two major criteria that were employed to evaluate the quality of the 

research by avoiding bias and distortions on the data are validity and reliability.   
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3.9.1. Validity 

The findings of Creswell (2003), indicated that validity is the degree to which a test measures 

what it rationales to measure.  In addition, Anol (2012), findings suggested that validity can be 

evaluated using theoretical or empirical approaches. According to him theoretical evaluation of 

validity focuses on how well the idea of a theoretical construct is translated into or represented in 

an operational measure. So, the validity of this study was insured through adapting instruments 

used in previous research and the review of related literatures and in addition to that to insure the 

validity of this study instruments the researcher advisor has evaluated & commented the 

instruments. Furthermore as pinpointed by Dawson (2002), pilot testing of instruments (50 

questionnaires) were carried out before distributed to final respondents to make the data 

collecting instruments objective, relevant, suitable and reliable to the problem. The questionnaire 

were corrected and refined based on the ideas suggested by pilot tested respondents. Finally, the 

improved version of the questionnaire were printed, duplicated, dispatched and distributed to the 

final respondents. 

3.9.2.3.9.2.3.9.2.3.9.2. Reliability test Reliability test Reliability test Reliability test     

Reliability test is an important instrument to measure the degree of consistency of instruments 

which are supposed to be measured. As pinpointed by Mahon and Yarcheski (2002), the less 

variation of the instruments produces in repeated measurements of an attribute the higher its 

reliability. Reliability can be evaluated with the stability, consistency, or dependability of a 

measuring tool. Cronbach’s alpha is one of the most commonly accepted measures of reliability. 

It measures the internal consistency of the items in a scale. The test indicates that the extent to 

which the items in a questionnaire are related to each other. The normal range of Cronbach‟s 

alpha coefficient value ranges between 0-1 and the higher values reflects a higher degree of 

internal consistency. Different authors accept different values of this test in order to achieve 

internal reliability, but Hair, et al. (2003), suggested that the most commonly accepted value is 

0.70 as it should be equal to or higher than to reach internal reliability. 
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            Table 3. 3 Cronbach's Alpha (Reliability Test) 

No Variables No of items Cronbach’s alpha  level 

 Independent variable    

1 Product 6 0.823 Acceptable 

2 Price 4 0.772 Acceptable 

3 Promotion 9 0.861 Acceptable 

4 Place/Distribution 4 0.921 Acceptable 

 Dependent variable    

5 Customer satisfaction 4 0.856 Acceptable 

6 Total 27 0.893 Acceptable 

 

The Cronbach‟s alpha coefficient was calculated for each item of the questionnaire and the entire 

questionnaire. The table 3.3 above, shows that the values of Cronach‟s Alpha for each item of 

the questionnaire and the entire questionnaire. As it can be shown from the Table, for each item 

value of Cronbach's Alpha is in the range between 0.772 - 0.921 and Cronbach's Alpha equals 

0.893 for the entire questionnaire that signifies greater internal consistency between the items and 

measures the intended dimension of the variables. Thus, based on the test, the results for the items 

are reliable and acceptable.       

3.10. Variable Measurement 

In this study, all the independent variables & dependent variables were measured by using five 

point rating scale system (Likert scales). The reason why the researcher  employed more of five 

point likert rating scale ; Since these scales are easy to construct & can be administered by 

telephone or through internet survey easily it is commonly used to ask people about their 

opinion& attitude towards the subject matter(Fisher, et al., 2010). Accordingly, in this study the 

independent variables are the marketing mix elements, were measured by the four dimensions, 

i.e., product, price, place/distribution channel and promotion) and the dependent variable is the 

customer satisfaction and was measured by the feelings of customers towards the company’s 

products.   
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As Aaker et al. (2011), stated that while researchers using a likert scale, respondents are required 

to indicate the degree of their agreement or disagreement with a range of statements related to 

the subject. They also pointed out that the likert scale usually consists of two parts, i.e., the item 

part and evaluative part. In addition according to their explanation the item part is the statement 

about a certain product, event or attitude; and the evaluative part is a list of response categories 

ranging from “strongly disagree” to “strongly agree” or similar categories.  

So, except part one, in this study all the independent & dependent variables were measured by 

using five point likert scales. The response scales for each statement in the survey questionnaire 

were no 1= strongly disagree, no 2 = disagree, no 3 = no response, no 4 = agree, no 5 refers to 

strongly agree. Thus, in this study respondents were asked to show the degree to which they 

agreed or disagreed with each statement in all dimension in the questionnaire. 

3.11. Model Specification 

In this study by considering the dependent variable and independent variables, the general form 

of the model constructed looks like as follows:- 

Y= α + β1X1 + β2X2 +β3X3 + β4X4 + e 

Where, Y≈CS = Customer satisfaction (dependent variable/the variable to be predicted) 

            X1= product 

            X2 = price                                           are the independent or predictor variables/regressors 

            X3 = promotion  

           X4 = place/distribution channel  

And α is constant, β1, β2, β3, β4 are coefficient to estimate and e is margin of error. 

3.12. Ethical consideration 

While conducting this study as much as possible research ethical issues were mainly considered. 

Since the data was collected from those who have willingness respondents; before starting on the 

data collection process directly first their permission was assured from the consumers at the time 

of consuming the company’s products. And further all the necessary information about the 

purpose of the study was provided to the sample respondents, i.e., who would conduct the study, 

for what purpose this study would be conducted & the like information. In addition to keep the 

confidentiality of the information provided by the respondents they were also given clear 
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instruction not to write their names on the questionnaire and promised as of that their response 

would be used only for academic purpose and kept confidential. And also in this study other 

ethical issues would be kept. Finally respondents were also notified that their participation in the 

study would be based on their volunteerism as they are not being obligated. 
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CHAPTER FOUR 

4. DATA ANALYSIS, FINDINGS, AND DISCUSSION 

This section of the research illustrates the data analysis and presentation of the findings of the 

study with two major constituents of the data collected; that is the demographic characteristics of 

the respondents and their response towards the four marketing-mix elements with respect to their 

satisfaction through descriptive statistics analysis, correlation analysis and regression analysis. 

To indentify the major issues and to provide viable recommendations for the problems 

concerning marketing mix elements and customer satisfaction; information presented in this 

chapter is obtained through both primary and secondary sources of data. For the primary data the 

researcher has collected data through adapted questionnaires from previous related studies and 

some self designed questionnaires.  

To analyze the collected data in line with the overall objective of the research undertaking, 

statistical procedures were carried using SPSS version 25.00. During the time of the survey 

carried a total of 385 questionnaires were distributed to consumers/end users of Habesha 

breweries products at Debrebrehan city. The respondents/consumers were selected from outlets 

(retailers) of the company products who are willing to fill the questionnaire convinencely during 

the time when they consume Habesha breweries products. The questionnaire were developed in 

five scales ranging from five to one; where 5 represents strongly agree, 4 agree, 3 no opinion, 2 

disagree, and 1 strongly disagree. All the distributed 385 (100% questionnaires) were filled and 

returned to the researcher. Thus the analysis was made based on 385 responded questionnaires.  

Descriptive statistics was used to analyze demographic characteristics of respondents; 

Correlation and regression analysis were conducted for scale typed questionnaires to assess the 

relationship between marketing mix elements & customer satisfaction. The researcher used 

correlation analysis to measure the degree of relationships between marketing mix elements (the 

independent variable) & customer satisfaction (dependent variable); in addition regression 

analysis was used to test by how much the independent variable explains/ affects the dependent 

variable.  
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4.1. Descriptive analysis 

In this study descriptive statistics analysis was used to look at the collected data and to describe 

that information. More over it was used to describe the general demographic characteristics of 

respondents of the collected data for more clarification. So it was mainly used to make some 

general observations about the data gathered for general or demographics questions. The 

descriptive analysis of the demographic data gathered from the respondents was done using 

frequencies and percentages. Accordingly, the demographic factors used in this study are gender, 

age, education level, occupation, monthly income in birr, and usage / frequency of time the 

respondents consumes Habesha breweries products are summarized below in table 4.1 and 

described subsequently. 

4.1.1. Demographic characteristics of Respondents 

The descriptive analysis of demographic characteristics of the respondents is presented below in 

table 4.1  

Table 4. 1  Demographic characteristics of Respondents 
Respondents  
demographic factors 

Categories Frequency Percent (%) 

Gender Male 325 84.4 

Female 60 15.6 

Total 385 100.0 

Age 
 

 

Between 18-25 years 62 16.1 

Between 26-35 years 234 60.8 

Between 36-45 years 72 18.7 

Above 45 years 17 4.4 

Total 385 100.0 

Education level Never been to school 12 3.1 

Completed primary school 38 9.9 

Completed high school 79 20.5 

Completed diploma 88 22.9 

Obtained bachelor degree 140 36.4 
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Obtained master degree & above 28 7.3 

Total 385 100.0 

Occupation Government sector 132 34.3 

Private sector 79 20.5 

Own business 145 37.7 

Student 5 1.3 

Other 24 6.2 

total 385 100.0 

Monthly income 
 in birr/month 

Below 2000 54 14.0 

2001-4000 92 23.9 

4001-6000 111 28.8 

Above 6000 128 33.2 

Total 385 100.0 

Frequency of beer  
consumption 

Once per week 120 31.2 

2-5 days per week 142 36.9 
Every day 62 16.1 

Less than once per week 61 15.8 

total 385 100.0 

 

When we look at the gender of respondents, even though the survey was conducted during the 

time the country is under on state of emergency provisions (stay at home) because of corona 

virus pandemic; the survey result on the table shows that most of the consumers or respondents 

found in drinking Habesha brewery products at the time of the survey were male groups (84.4%), 

while female groups were15.6%. This shows that males are the dominant consumers of Habesha 

brewery products or the dominant respondents of the study. Thus, the company is expected to 

work hard more in marketing mix tools to attract female customers by designing different 

strategies. 

The age distribution of the respondents shows that 16.1 % of the respondents are between the 

ages of 18 – 25 years old, while 60.8% of the respondents are in the age group of between 26 & 

35, 18.7% of the respondents were in the age group of between 36&45 and the remaining 4.4% 

of the respondents are above the age of 46 years old. This shows that majority of the respondents 

i.e. 76.9 % of respondents were between the ages of 18 – 35 years old. This clearly indicates that 

the large proportions of respondents are at an adult age which is sensitive to the marketing mix 

elements (product attributes, price, promotional and place/distribution activities) and can make 
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their own rational decision in any of their life affairs including a decision to select the beer that 

they are willing to get and drink. So, the company is expected to work hard more in marketing 

tools to retain those consumers at productive age. 

The descriptive statistics analysis of educational qualifications of respondents indicates that 36.4 

% of them were obtained their bachelor’s Degree, 22.9 % of the respondents were completed 

diploma, 20.5 % of the respondents were completed high school, 9.9 % of the respondents were 

completed primary school, 7.3 % of the respondents were obtained master degree & above and 

the remaining 3.1 % of the respondents were never been to school. This result shows that 

majority of the people who drink Habesha brewery products are educated people, which is good 

opportunity to Habesha breweries sh.co to deliver and communicate with its end-users easily. 

The descriptive statistics analysis result of respondents’ occupation illustrates that 37.7 % of the 

respondents are having their own business, 34.3% are working in government sector, 20.5 % of 

the respondents are working in private sector, 6.2% of the respondents work in other occupation 

and the remaining 1.2% of the respondents indicated that they are students. 

The amount of income that someone earns determines the proportion of income that he/she 

allocate for consumption and saving purpose. This is because naturally people have the tendency 

to put their money in the form of saving either at home or financial institutions only part of that 

income which is left after consumption. Therefore, the level of income earned is one factor that 

people must consider before they decide to spend or save it.  

When we see the distribution of respondents according to their monthly income level, however 

the survey was conducted during the time the country is under on state of emergency provisions 

(most consumers stayed at home) because of corona virus pandemic; the survey result on the 

table shows that most of the consumers found in drinking the Habesha brewery products at the 

time of the survey were higher income groups (more than 62 % of the respondents earn an 

average monthly income greater than Br.4, 001. But as Alazar Ahmed (n.d) a private marketing 

expert & consultant in the brewery industry pin pointed that the per capita consumption of beer 

in Ethiopia stands at 10 liters, which is lower compared with Kenya whose population is two 

times lower than Ethiopia has a per capita beer consumption of 12 litters and the beer 

competitive market environment is stiff (cited in Yohannes, 2018). Thus, Habesha breweries 

Share Company should work extra miles during the time of setting its pricing strategy. 
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Concerning to frequency of consumption of Habesha breweries products, the respondents were 

asked how often they would drink or purchase. As table 4.1 above demonstrates that 36.9 % of 

the respondents were consume Habesha breweries products 2-5 days per week, 31.2 % of the 

respondents were consume once per week, where as 15.8 % of the respondents consume Habesha 

breweries products every day and similarly the remaining 15.8 % of the respondents consume 

even less than once per week or not consume the whole days of the week. So, the company 

should aggressively work in developing the consumption rate of its consumers by applying 

various motivational tools. 

4.1.2. Descriptive statistics Analysis of Marketing Mix dimensions and 
Customer Satisfaction 

Under this part to describe the scale typed questionnaires for all independent and dependent 

variables average response of respondents (mean) was mainly considered to describe the 

feedback of the respondents.  The response of the respondents for all items of the variables 

indicated below were measured on five point Likert scale with measurement value 1= Strongly 

disagree; i.e. very much dissatisfied with the case described; 2= Disagree, i.e. not satisfied with 

the case described; 3= Neutral, i.e., uncertain with the case described; 4= Agree, i.e., feeling all 

right with the case described and considered as satisfied and 5 =strongly agree, i.e. very much 

supporting the case described and considered as highly satisfied.  To make easy interpretation of 

respondents feedback , the following ranges of values were reassigned to each scale as a bench 

mark: 1-1.8= strongly disagree; 1.81-2.6 = Disagree; 2.61-3.4= Neutral; 3.41-4.20= Agree; and 

4.21-5 = Strongly Agree or Best, (cited in yohannes, 2018). 

Table 4. 2  Descriptive Statistics result of marketing mix dimensions towards customer 
satisfaction of Habesha breweries product end users. 

Descriptive Statistics 

Item N Mean Std. 
deviation 

The quality of Habesha breweries company products keeps their own 
qualities.(prod1)  

385 4.35 .635 

Do you believe Habesha brewery products have good brand name & 
image(prod2) 

385 4.31 .741 

The leveling and packaging of Habesha brewery products are attractive 
& good.(prod3) 

385 4.53 .616 
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there is consistence and compatibility in the quality of Habesha 
brewery products.(prod4)   

385 4.10 .779 

The company product is better than other available brands in the 
market(prod5) 

385 4.22 .845 

the overall quality of the product is good (prod6) 385 4.31 .667 
PRODUCT(Variable1) 385 4.3043 .51702 
 The price charged for Habesha brewery products deserve the actual 
quality/ equivalent to the value of products(Price1) 

385 3.63 .995 

You are satisfied with Habesha brewery products price relative to other 
competitive beer brands (Price2) 

385 3.46 1.058 

 The current prices of Habesha breweries products are fair and 
reasonable. (Price3) 
 

385 2.95 1.217 

PRICE(Variable2) 385 3.3463 .90466 
The promotions made by Habesha brewery share company is attractive 
and can initiate consumers for purchasing the products. (Promotion1) 

385 4.45 .749 

Habesha brewery share company provides sales promotion (, special 
offers and bonus) to retain the existing customers and attract new 
customers. (Promotion2) 

385 3.67 1.014 

Habesha brewery share company being participates in different 
community development affairs & programs (such as infrastructure 
construction, sponsoring sport games, exhibition & bazaar) and other 
similar activities make it preferred by consumers. (Promotion3) 

385 3.68 .987 

The products of Habesha brewery company by itself communicate 
what makes it unique to consumers. (Promotion4) 

385 4.05 .887 

The Habesha breweries share company advertisements follow its 
seasonality. (Promotion5) 

385 4.04 .828 

Habesha brewery share company products are clearly and definitively 
Communicated to the consumer. (Promotion6) 

385 4.07 .781 

Habesha brewery share company use most of promotion tools like 
advertising, personal selling, sales promotion, public relation 
effectively. (Promotion7) 

385 4.19 .814 

Habesha brewery share company has good promotion activity. 
(Promotion8) 

385 4.32 .770 

Habesha brewery share company promotion activities address its 
customers effectively. (Promotion9)  

385 4.26 .828 

PROMOTION(Variable3) 385 4.0828 .58165 
 you can get the Habesha brewery products easily near to your 
neighborhood as you needed any time 

385 3.90 1.064 

 You can get Habesha brewery products as per your requested quantity 385 3.73 1.217 
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anywhere. 
do you agree that the Habesha brewery company distribute its products 
as promised with consistence product and customer demand  

385 3.74 1.054 

I am satisfied with the Habesha brewery products availability& access.  385 3.86 1.063 
PLACE/DISTRIBUTION(Variable4) 385 3.8065 .98882 

Source :( own computation from primary data source, 2020) 

Let us see in detail the descriptive statistics result of customer satisfaction of Habesha 

breweries product consumers to wards Habesha breweries marketing mix dimensions.  

With regard to product variable the respondents were asked six questions to measure the 

level of their satisfaction towards the company product attributes. The questionnaires were 

designed to collect the respondents’ attitude towards how the company products fulfilled 

their needs, want & desire; demand & preference. As shown in the above table, the scored 

mean value of the five sub-construct, i.e.(prod1, prod2, prod3, prod5 and prod6) ranges from 

4.22 - 4.53 , indicating that the respondents strongly agreed on and very much supporting the 

case described . The results of this analysis proved that respondents are highly satisfied with 

the Habesha breweries products; they get the company products keeps their own qualities as 

they expected, as the brand name & image, the leveling and packaging of Habesha brewery 

products highly attracts them, as they get the product brand is better than available brands in 

the market and as they get the overall quality of the product is good. The scored mean value 

for the fourth (prod4) sub-construct i.e. there is consistence and compatibility in the quality 

of Habesha brewery products was 4.10   indicating that the respondents agreed on and feel all 

right with the case described. The results of this analysis proved that respondent are satisfied 

with the consistence and compatibility in the quality of Habesha brewery products. The mean 

or average response of consumers of Habesha breweries products to wards product attributes 

are 4.3 which signifies that consumers are highly satisfied by the product attributes of the 

company. 

As shown above table 4.2, with regard to price dimension the respondents were asked three 

questions to measure the level of their satisfaction towards the company’s product pricing 

system.  As it is indicated in the table, the scored mean value of the first sub-construct, i.e., 

price1 was 3.63, indicating that the respondents agreed on and feel all right with the case 

described. The results of this analysis assured that consumers of Habesha brewery products 
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believe and agreed that the price charged for the product deserves its quality or equivalent to 

the value of products. The scored mean value for the second sub-construct (price2) i.e. you 

are satisfied with Habesha breweries products price relative to other competitive beer brands 

was 3.46, with this result we can understand that consumers of Habesha breweries products 

are satisfied with the price charged by the company relative to other competitor beer brands 

in the market. 

According to sub-construct three (price 3), consumers were inquired to give their feed back or 

attitude if the current price charged for the company product is fair and reasonable. As shown in 

the table the scored mean value for this item was 2.95, indicating that consumers of Habesha 

breweries products were neutral and uncertain with the fairness of the price; the results of this 

analysis shows that consumers of Habesha breweries products are neither satisfied, nor 

dissatisfied, they are indifferent with the fairness of the current price of Habesha breweries 

products. So the company is needed price adjustment in order to satisfy and retain the existing 

loyal customers and attract the new more consumers and to attain large market share. 

Generally, when we see on the above table the mean response value of consumers of 

Habesha breweries products for price dimension was 3.3463, indicating that consumers of 

Habesha breweries products were neutral and uncertain with the cases described above; the 

results of this analysis illustrates that consumers of Habesha breweries products are neither 

satisfied, nor dissatisfied, they are indifferent with the price dimension of Habesha breweries 

products. So the company is expected to assure the applicability of its price setting strategies in 

order to win its consumers satisfaction and consequently achieve a competitive advantage. 

 

With regard to promotion dimension as shown above table 4.2, respondents were asked 

nine questions to measure their level of satisfaction towards the company’s promotional 

activities. The findings of the analysis are presented in detail accordingly. As it is indicated on 

the above table, regarding the first construct (promotion1) i.e., the promotions made by Habesha 

breweries share company is attractive and can initiate consumers for purchasing the products, 

respondents were strongly agreed with the case described and highly satisfied with the scored 

mean value of 4.45, Similarly with the ninth construct (promotion9) i.e.,  Habesha brewery share 

company promotion activities address its consumers effectively, respondents were strongly 
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agreed with the case described and highly satisfied with the scored mean value of 4.32. And also 

respondents were agreed with the sub-constructs starting from promotion2 up to promotion7 i.e., 

Habesha brewery s. co, provide sales promotion (i.e. special offers and bonus) to retain the 

existing consumers and attract new consumers with the scored mean value of 3.67, being 

participates in different community development affairs & programs makes it preferred by 

consumers with the scored mean value of 3.68, use most of promotion tools like  personal 

selling, sales promotion, public relation effectively with the scored mean value of 4.19,  the 

products of Habesha brewery company by itself communicate what makes it unique to 

consumers with the scored mean value of 4.05 , in these  seven promotion attributes their scored 

mean vales ranges between 3.41up to 4.2, this proven that Habesha breweries s.co. product 

consumers are agreed and satisfied i.e., they feel all right  with these dimensions.  

 

Finally, when we look at the table, from the overall responses (385) the average response of 

consumers for promotional attributes of Habesha breweries share company was 4.0828, which 

signifies that consumers are satisfied by the promotional attributes of the company. 

 
As presented above table 4.2, with regard to place/distribution dimension   consumers were 

asked four questions to measure their level of satisfaction towards the availability & access of 

products of Habesha breweries.  The above table shows that respondents were agreed on and feel 

all right with the sub-constructs i.e.(Place1) you can get  Habesha breweries products easily near 

to your neighborhood as you needed any time with the scored mean value of 3.90, (Place2) you 

can get Habesha breweries product easily as per your requested quantity anywhere with scored 

mean value of 3.73 , (place3) do you agree that the Habesha breweries company distribute its 

product as promised with consistence product and customer demand with the scored mean value 

of 3.74  and also the respondents were agreed with the item (place4) I am satisfied with the 

Habesha brewery products availability and access with mean value of 3.86. These results assured 

that Habesha breweries product consumers/end users were satisfied with the distribution or 

placement systems that the company apply and make them satisfied. 

 Generally as shown on the above table, the scored mean value of respondents towards Habesha 

breweries placement or distribution dimension was 3.8, which indicates that consumers are 

satisfied by the placement or distribution attributes of the company. 
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4.2. Correlation Analysis       

Here like the demographic factors, the scale typed questionnaire entered to the SPSS software 

version 25, to process correlation analysis. Correlation analysis measures strength of the 

association or linear relationship between two variables. As Coetzee (2003), pinpointed that 

higher correlation value indicates stronger relationship between both sets of data, and the p- 

value shows the probability of relationship’s significant. 

 

To determine the relationship between, the independent variables (price, product, promotion & 

place) and the dependent variable (customer satisfaction), the Pearson correlation analysis is 

conducted.  To interpret the strength and direction of relationships between one dependent variable 

and one or more independent variables, the guidelines suggested by Field (2005) were followed 

mainly for their simplicity. His classification of the correlation coefficient (r) is as follows: value of r 

coefficient 0.1– 0.29 is weak association; value of r coefficient 0.3 – 0.49 is moderate association; 

and value of r coefficient > 0.5 is strong association. Therefore based on the questionnaires which 

were filled by the consumers/end users of products of Habesha breweries s. co, the following 

correlation analysis was conducted. 

 

4.2.1. Correlation Analysis between marketing mix & customer satisfaction 

Pearson correlation test was conducted to know the degree of relationship between the 

independent variable which is marketing mix and the dependent variable i.e. customer 

satisfaction. The result of the correlation between these variables is shown in table 4.3. As it is 

clearly indicated in the table there is significant positive correlation between marketing mix and 

customer satisfaction. In other words marketing mix and customer satisfaction have strong 

association or relationship with a value of (r=0.557 with p<0.01), As of Field (2005) the person’s 

correlation the r value range from >0.5 shows variable is strongly correlated.   Thus the Pearson 

correlation analysis table 4.8 result shows that when the level of marketing mix activities 

increases the level of its effect that has on customer satisfaction increases simultaneously. This 

indicates that the marketing mix activities (product, price, promotion & place/distribution 
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channel) of Habesha breweries sh.co can help to perform effectively and achieve its business 

objectives by satisfying its customers. 

Table 4. 3 Correlation Analysis between marketing mix & customer satisfaction          

 Marketing mix customer satisfaction 

Marketing  Mix                       Pearson   Correlation 

                                                Sig.(2- tailed) 

                                                N 

1 

 

385 

0.557** 

0.000 

385 

customer satisfaction              Pearson   Correlation 

                                                Sig.(2- tailed) 

                                                 N 

0.557** 

0.000 

385 

1 

 

385 

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

 

4.2.2. Correlation Analysis between marketing mix dimension & customer 
satisfaction 

The following Pearson correlation matrix test analysis was also conducted to know the degree of 

relationship between the four marketing mix dimension and the dependent variable which is 

customer satisfaction; and the results of the association between these variables are shown in 

table 4.4 below.  
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Table 4. 4  Correlation matrix analysis between marketing mix dimension and customer 
satisfaction. 

Correlations 
 Customer 

satisfaction 
product price promotion Place 

 Customer               Pearson correlation                                        
satisfaction              Sig.(2- tailed) 
                                            N 

1 
 
385 

.523**  

.000 
385 

.443**  

.000 
385 

.425**  

.000 
385 

.254**  

.000 
385 

Product                    Pearson correlation                                        
                                Sig.(2- tailed) 
                                N 

.523**  

.000 
385 

1 
 
385 

.473**  

.000 
385 

.491**  

.000 
385 

.119*  

.020 
385 

Price                        Pearson correlation                                        
                                Sig.(2- tailed) 
                                N 

.443**  

.000 
385 

.473**  

.000 
385 

1 
 
385 

.381**  

.00 
385 

.250**  

.000 
385 

Promotion               Pearson correlation                                        
                                Sig.(2- tailed) 
                                            N 

.425**  

.000 
385 

.491**  

.000 
385 

.381**  

.000 
385 

1 
 
385 

.262**  

.000 
385 

Place                       Pearson correlation                                        
                                Sig.(2- tailed) 
                                N 

.254**  

.000 
385 

.119*  

.020 
385 

.250**  

.000 
385 

.262**  

.000 
385 

1 
 
385 

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

As the result indicates there is significant positive correlation between the four marketing mix 

dimension and customers satisfaction. In other words product dimension and customers satisfaction 

have strong relationship with the value of(r=0.523 with p<0.01), price and promotion have 

moderate association with customer satisfaction with the value of (r = 0.443 and r = 0.425 

respectively with p<0.01). According to Field (2005), the correlation value of r coefficient between 

0.3 – 0.49 is moderate association, and place dimension and customers satisfaction have correlated 

with weak association (r=0.254 with p<0.01). According to Field (2005), the correlation value of 

r coefficient between 0.1 – 0.29 is weak association.  

In general from the above Pearson correlation analysis, the coefficients shows that all independent 

variables are positively related with dependent variable (customer satisfaction) within the range of 

0.254-0.523, and were all are statically significant with the p-value of 0.000 at 0.01 significant levels.   

Furthermore, the correlation analysis result proves that independent variable product shows 

strong positive relationship (0.523) with customer satisfaction. While price and promotion 
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dimension are correlated with customer satisfaction at moderate level of positive relationship 

(0.443&0.425) correlation value, and independent variable place shows weak but positive 

relationship with customer satisfaction (i.e. 0.254).  

 

4.3. Regression analysis       

Regression analysis is a set of statistical procedures used to explain or predict the values of a 

quantitative dependent variable based on the values of one or more independent variables. As 

Hair et al. (2007), suggested that multiple regression analysis is a form of general modeling & is 

an appropriate statistical technique for examining the relationship between a single dependent 

(criterion) variable and several independent (predictor) variables. 

Assumptions Testing in Multiple Regressions 

The basic assumptions should be diagnosed and satisfied in order to assured data validity and 

robustness of the regressed result of the research under the multiple regression models. Therefore, the 

researcher has diagnosed the basic assumption tests such as multi-co linearity problem test, auto 

correlation problem tests, linearity test and normality test. 

Multi collinearity test  

Multicollinearity is also known as collinearity and it is a phenomenon in which two or more 

predictor variables in a multiple regression model are highly correlated, simply multicollinearity 

refers to the correlation among the independent variables and if there is an existence of 

multicollinearity between variables it implies that one variable can be linearly predicted from the 

others with a substantial degree of accuracy. 

Multicollinearity (collinearity diagnosis) on the variables as part of the multiple regression procedure 

was done in order to make sure that there is a high correlation between the independent variables by 

using the test of coefficient of variation (VIF) and test of allowed variation (Tolerance) for each 

independent variable. Tolerance is an indicator of how much of the variability of the specified 

independent variable is not explained by the other independent variables in the model. The 

findings of Andy (2009), pinpointed that if a tolerance value less than 0.1 indicates almost 

certainly a serious collinearity problem. Similarly Liu and Pallant (2010), findings indicated that 
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a VIF value for all  the independent variables should be less than 10, very high values of VIF (10 

or more, although 8,some would say 5 or even 4) indicates multi Collinearity problem. 

Tolerance, which is simply 1 minus that R2 and variance inflation factor (VIF), is simply the 

inverse of the tolerance value (1 divided by tolerance). As shown below table 4.5 indicates that 

the test values of allowed variation coefficient (Tolerance) values of all independent variables 

and the Variance inflation factor (VIF) are above 0.1 and below 10 respectively which indicates 

that there is no multicollinearity problem.  

               Table 4. 5 Multicollinearity test 

Model Co linearity statistics 

Tolerance(1-R2) VIF(1/1-R2) 

Product 0.727 1.3755 

Price 0.804 1.244 

Promotion 0.819 1.221 

Place 0.935 1.069 

                 Dependent Variable: Customer satisfaction. 

 

Auto Correlation test 

The study used Durbin--Watson (DW) test to diagnose the auto- correlation problem in the data 

used. 

                  Table 4. 6  Result of Durbin – Watson (DW) test 

Variable    Durbin – Watson 

Product 2.141 

Price 2.093 

 Promotion  2.170 

Place 2.125 

 

According to Brooks (2008), the acceptable Durbin – Watson test result range is between 1.5 and 

2.5.  The study result of Durbin – Watson test on the above table 4.6 indicated the Durbin – 

Watson values for all independent variables are less than 2.5. Hence, this result shows that as 

there was no auto- correlation problem in the data used in this study.  
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Linearity Test 

The assumption of linearity can be diagnosed by inspecting the Normal Probability Plot (P-P) of the 

regression standardized residual and the scatter plot shown as part of the analysis. If points lie in a 

reasonably straight diagonal line from bottom left to top right in the Normal P-P plot, no major 

deviation from normality can be suggested. In this study, we can easily observe from the Normal P-

P plot that points line in a reasonably straight diagonal line from bottom left to top right for all 

dependent variables (see figure 4.1). This proven that the assumption of linearity was not violated. 

 

                                                                                                                                                                                                    Normal PNormal PNormal PNormal P----P Plot of Regression Standardized ResidualP Plot of Regression Standardized ResidualP Plot of Regression Standardized ResidualP Plot of Regression Standardized Residual    

 
                                             Fig. 4. 1     P-P Plot of customer satisfaction 

 

Normality test 

Normality test was conducted in order to examine the level normality of the data used whether it 

is normally distributed or not and the study used histogram normality test. The findings of 

Priyatno (2012), suggested that the level of normality of data is extremely significant because if 

data is normally distributed, it indicates the data can represent the population. In this study 

normality data test intended to test whether the  independent variables (product, price, promotion 
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and place/distribution) and the dependent variable (customer satisfaction) both have a normal 

distribution or not in the regression model. Doglos et. al. (2006), findings’ suggested empirical 

rule for asymmetrical, bell-shaped frequency distribution approximately 68% of the observations 

will lie within plus and minus one standard deviations of the mean; about 95% of the 

observations will lie within plus and minus two standard deviation of the mean; and  practically 

all (99.75%) will lie within plus minus three standard deviations of the mean.  

 

                                   Fig. 4. 2      histogram normality test 

Thus, based on empirical rule 99.75% of the observation lie within plus minus three standard 

deviations of the mean implies that the study data was normally distributed.  So the researcher can 

proceed to do the multiple regression analysis. 
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4.3.1. Regression analysis of the effect of marketing mix on customer satisfaction 

In this study multiple regression analysis was carried on to know by how much the independent 

variable (marketing mix) explains the dependent variable that is customer satisfaction. In 

addition it was used to understand by how much each independent variable (product, price, 

promotion and place/distribution) explains the dependent variable that is customer satisfaction. 

Accordingly the results of multiple regression analysis against customer satisfaction displayed 

below in table 4.7. 

Table 4. 7 Regression analysis result for marketing mix and customer satisfaction 

 Model Summaryb 

Model R R 

Square 

Adjusted 

R Square 

Std. Error of  

the Estimate 

Change Statistics  

 

Durbin 

Watson 

R Square 

Change 

F 

Change 

 

Df1 

 

Df2 

Sig. F 

Change 

1 
.600a .360 .354 .51244 .360 53.515 4 380 .000 2.183 

a. Predictors:(constant), product, price, promotion, place 

b. Dependent variable: customer satisfaction 

          

The model summary table 4.7 provides information about the predictive ability of the research 

model, which is the result of multiple regression analysis against customer satisfaction. In this 

case R (0.600) indicates correlation of the four independent variables with the dependent variable 

customer satisfaction and the result of R square that is 0.360 or 36% which is the explained 

variance shows that approximately 36% as the value of dependent variable which is customer 

satisfaction of Habesha breweries product consumers/ end users have been explained by the four 

weighted combination of the predictor variables (marketing mix tools) .While the remaining 64% of 

the data variance on customer satisfaction can be explained by other unknown variables that have 

not been examined in this model. This result proves that as marketing mix has the power to 

explain customer satisfaction.  
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Table 4. 8  Analysis of Variance (ANOVA) result for marketing mix and customer satisfaction 

ANOVA a 

Model Sum of Squares df Mean Square F Sig. 

       Regression 

1           Residual 

             Total 

30.608 

125.392 

155.999 

1 

383 

384 

30.608 

.327 

93.489 .000b 

         a. Dependent Variable: customer satisfaction 
                     b. Predictors: (Constant), Marketing mix 
 

To test significance of the model ANOVA (F-test) was conducted. F test is a statistical test used 

to examine whether the independent variables taken together have a significant effect to the 

dependent variable. If the significance value of the F statistic test is smaller than the error margin 

0.01, then the independent variables can explain the variation in the dependent variable 

significantly. Table 4.8 provides information that the independent variable  marketing mix was 

considered as predictors of customer satisfaction and reported strong level of significance 

(p<0.01). In addition the R square value of 0.360 confirming that, 36% of the variation in 

customer satisfaction was explained by marketing mix. This indicates that marketing mix used as 

for prediction was found to be significantly related to customer satisfaction as the p-value is less 

than 0.01, which confirms that marketing mix have significant effect on customer satisfaction, 

i.e, the included independent variables of product, price, promotion and place/distribution are 

true as predictors for the satisfaction of Habesha breweries product consumers.       
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Table  4. 9  Regression Coefficients of Marketing Mix dimensions 

Coefficientsa 

Model 
Un standardized 

Coefficients 
Standardized 
Coefficients t Sig. 

95.0% Confidence 
interval for Beta 

Lower Bound 
Upper 
Bound B Std. Error Beta 

                     (Constant)  

                     Product 

 1                  Price 

                     Promotion 

                     Place 

.995 

.423 

.135 

.165 

.081 

.245 

.062 

.034 

.054 

.028 

 

.343 

.192 

.151 

.126 

4.055 

6.788 

3.970 

3.080 

2.909 

.000 

.000 

.000 

.002 

.004 

.513 

.300 

.068 

.060 

.026 

1.478 

.545 

.202 

.271 

.136 

  a. Dependent Variable: Customer satisfaction 

As presented in table 4.9 above, the researcher used results of multiple regression coefficients of 

marketing mix dimensions to identify which variable is the most significant in explaining the 

variation on the dependent variable which is customer satisfaction, among the four independent 

marketing mix variables. The factor that has high beta value implies that it has more significant 

effect in explaining the dependent variable.  Thus, when we see in table 4.9 under standardized 

coefficients beta column, product has a positive & significant effect on customer satisfaction 

with a coefficient value of (beta = 0.343) and p- value (Sig. = 0.000, P <0.01).  In addition the 

results of regression coefficient indicated that price has a positive & significant effect on 

customer satisfaction with a coefficient value of (beta=0.192) and p- value (Sig. =0.000, P < 

0.01). Similarly, promotion has a positive & significant effect on customer satisfaction with a 

coefficient value of (beta=0.151) and p- value (Sig. =0.002, P < 0.01). Furthermore, 

place/distribution has a positive & significant effect on customer satisfaction with a coefficient 

value of (beta=0.126), at 99 percent confidence level (p < 0.01). From the above regression 

coefficient table the multiple regression equation is developed as:- 

Y= α + β1X1 + β2X2 +β3X3 + β4X4 + e 

Where, Y≈CS = Customer satisfaction with Habesha breweries products (dependent variable/the 

variable to be predicted) 
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X1 = Product  

X2 = Price                                                  the independent or predictor variables/regressors 

X3 = Promotion  

X4 = Place /distribution channel 

 α is constant, β1, β2, β3, β4 are weights; or partial regression coefficients to estimate 

  e= error term 

Hence, CS = 0.995 + 0.343X1 + 0.192X2 + 0.151X3 + 0.126X4 + e 

As shown above the regression equation on this study is generally built from two sets of 

variables, namely dependent variable (customer Satisfaction with Habesha breweries products/Y) 

and independent variables ( product quality/X1/, price of beer/X2/,  promotional activities/X3/, 

and place/distribution activities/X4 /). The main aim of using multiple regression equation in this 

study was to make this study more effective at understanding, describing & predicting the stated 

variables. That is just as stated above it is particularly used to identify the major influential 

factors among the given four theoretically marketing mix elements that affects Habesha 

breweries products consumers satisfaction level.  

Meanwhile, from the constructed multiple regression equation above we can understand that 

holding product, price, promotion & place to a constant zero, the customer satisfaction would be 

0.995, a unit increase in product attributes would lead to an increase in customer satisfaction by a 

factor of 0.343, similarly a unit increase in price of beer would lead to an increase in customer 

satisfaction by a factor of 0.192, in addition a unit increase in promotional activities would lead 

to an increase in customer satisfaction by a factor of 0.151 and a unit increase in  

place/distribution activities would lead to an increase in customer satisfaction by a factor of 

0.126. So, this indicates that all the four independent variables have a positive significant effect 

in explaining customer satisfaction of Habesha breweries product consumers.  However, we can 

understand that the beta coefficients of especially two variables product & price are a bit higher 

than the others(0.343& 0.192)respectively, which tell that these two variables have more effect 

and are more considered by customers to be satisfied by Habesha breweries products.   

In general the research questions that were developed in this study proposal are answered by the 

conducted correlation and regression analysis tests. This analysis part clearly pointed out that 

total marketing mix & customer satisfaction are related each other, and the correlation measure 

between these two variables as it was showed in the correlation analysis is positive.  
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In addition, as it is indicated in the multiple regression analysis result the independent variables 

(product, price, promotion & place) that are included in the marketing mix elements confirmed 

that have the power to explain or predict the dependent variable which is customer satisfaction. 

Thus, all the proposed research questions are answered based on the employed correlation & 

multiple regression tests and assured that the independent variable marketing mix has the power 

to explain or predict customer satisfaction of consumers of Habesha breweries product. 

4.4. Discussion of results 

This section discusses the findings of statistical analysis to provide more clarification related to 

the results of the relationships of marketing mix elements towards customer satisfaction in the 

case of Habesha breweries. The main objective of this study was to examine the effect of 

marketing mix elements (4P’s) on the level of customer satisfaction of Habesha breweries 

products by analyzing the relationships of every construct in the conceptual frame work. As 

shown above to know the general characteristics of target respondents’ demographic factors such 

as gender, age, occupation, education qualification, monthly income level and frequency of 

Habesha beer consumption of respondents have been considered. 

Based on the descriptive statistics analysis result, the study used as respondents more than 84.4% 

were male & 15.6 % were female.  In case of age, the majority of respondents were between the 

ages of 18 up to 35 years old which constitute 76.9% respondents. When we see educational 

level of the respondents, the majority 36.4 % of them were obtained their bachelor’s Degree, 

followed by 22.9 % of the respondents were completed diploma, and 20.5 % of the respondents 

were completed high school. In terms of the occupation of the respondents, most of them 37.7 % 

of the respondents are having their own business, followed 34.3% are working in government 

sector, and 20.5 % of the respondents are working in private sector. With regard to the monthly 

income of the respondents, more than 62 % of the respondents earn an average monthly income 

greater than Br. 4, 001. Concerning to frequency of consumption of Habesha breweries products, 

most of the consumers which  accounted 36.9 % of the respondents were consume Habesha 

breweries products 2-5 days per week, followed 31.2 % of the respondents were consume once 

per week. In addition the descriptive statistics analysis result showed that of Habesha breweries 

product consumers are highly satisfied by the product attributes of the company, satisfied with 
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the promotional attributes and placement/distribution system of the company, neither satisfied 

nor dissatisfied, they are indifferent with the price dimension of Habesha breweries products. 

Based on the inferential analysis result of this study, marketing mix is correlated with customer 

satisfaction. In addition the analysis findings of this study indicate that the included four 

marketing mix activities can explain 36% of customer satisfaction of consumers/end users of 

Habesha breweries products.  Furthermore among the four marketing mix elements especially 

product attributes and price of the beer have a bit higher beta coefficients than the others which 

shows have greater effect on customer satisfaction and it is more important in shaping what 

consumers prefer about the company’s beer. 

With today’s competitive business environment, it is necessary and critically important, for 

brewery companies to profile customer-specific factors that relate satisfaction. Gianforte (2003), 

noted that companies that do manage to enhance customer’s satisfaction do cater to client’s 

specific needs, compared to those that do not. Consumers can be satisfied and enjoy with 

Habesha breweries products due to a number of factors. In order to satisfy and retain the existing 

customers from switching to other competitor companies and attracting the new ones, marketing 

mix activities are a pioneer tool. This study has identified the four marketing mix elements 

(product, price, promotion & place/distribution) that will have effects on customer satisfaction of 

Habesha breweries sh.co. product consumers. 

The findings of Dimitriades (2006), indicated that satisfied consumers are less price sensitive, 

less influenced by competitors’ attacks and remain loyal to the firm longer as compared to 

dissatisfied consumers.  Thus customer satisfaction, within its process, is affected by the 

performance of marketing mix elements. i.e., the performance of marketing mix is a reflection of 

the Performance of the company. Thus, the result of this study is consistent with the findings of 

Dimitriades (2006). Similarly, the findings of kotler and Keller (2009), suggested that the 

marketing mix that is able to satisfy the customers has the potential to lead to long term and short 

term sales growth, as well as repurchasing .This indicates that as there have been strong linkages 

apparent between marketing mix elements and customer satisfaction, on the same way, research 

conducted by Ms Mujun (2016), finding noted that as the marketing mix (4P) model has positive 

relationship with customer satisfaction.  In addition, the result of this research is also similar with 

the findings of kotler and Keller (2009), and Ms Mujun (2016). 



68 

 

The Pearson correlation test result showed that the independent variable product dimension has a 

positive & significant relationship with customer satisfaction of Habesha breweries product 

consumers. The correlation coefficient between product dimension and customer satisfaction 

holds the highest of all correlation results of marketing mix dimensions which is 0.523. This 

indicates that product dimension holds the first position in determining customer satisfaction of 

Habesha breweries product consumers.   

This implies that if customers are satisfied with the product attributes of Habesha breweries s.co. 

they will be less price sensitive, less influenced by competitors’ attacks & remain loyal to the 

company. Otherwise they will switch to other competitors. Based on this result the company 

should be able to consider mainly the consumers product decision elements(the product 

attributes) namely product quality, product features, design, brand, leveling & packaging, in 

general to keep the consistency & compatibility of the quality of the products. Thus, product has 

the power to determine the satisfaction level of consumers. The findings of Keegan (1989), 

indicated that product is the first element in the marketing mix of the company and is the most 

significant element of marketing mix as firms’ celebrity is based on their products. Therefore, the 

result of this study is supported by the findings of Keegan (1989). 

According to the multiple regression coefficient of product dimension and customer satisfaction, 

34.3% of the variance in customer satisfaction is significantly explained by product. It holds the 

highest of all the independent variables in explaining the dependent variable which is customer 

satisfaction. Therefore from the beta value analysis result we can understand that there is a 

positive statistical relationship between the independent variable (product) and the dependent 

variable (customer satisfaction). So, other things being constant a unit increases in product 

attributes leads to 0.343 increases in customer satisfaction, in other words a 1 unit increase in 

product attributes of Habesha breweries will come up with 34.3% increments in satisfaction level 

of the consumer. Hence, the quality of Habesha breweries product has a positive impact for 

consumers and further make persuade their choice. 

The finding of Ferrell (2005), pinpointed that the product is the core of the marketing mix 

strategy in which retailers can offer consumers symbolic and experiential attributes to 

differentiate products from competitors, moreover, it is also concerned with what the product 

means to the consumer. In addition the finding of (Cameroon, et al., 2010).suggested improving 

insights of the quality of products motivate customer satisfaction, and also the finding of 
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Hassen(2014), concluded that the quality of the beer is the main reason for  consumers to prefer 

the beer products. More over the finding’s of (Tellis, Yin, & Niraj, 2009), concluded that Product 

quality has direct link with positive effect on market share. Thus, the result of this research on 

product dimension is consistent with the above findings that product has the power to increase 

customer satisfaction. 

Price of the product is the second element of marketing mix that is taken into consideration to 

explain customer satisfaction of consumers of Habesha breweries products. The variable is 

correlated with the dependent variable customer satisfaction by(r= 0.443) correlation value. In 

addition the correlation test result pointed out that the independent variable price dimension 

holds the second position in determine customer satisfaction of Habesha breweries product 

consumers among other elements of marketing mix.  

This result is supported by the study of Peter (1997), Haghighi (2009) and Hassen (2014). 

According to Peter (1997), findings’ pricing products or services is one of the most important 

and complex decision a firm has to make; if buyers perceive a price to be too high, they may 

purchase competitive brands or substitute products, leading to a loss of sales and profits for the 

firm. If the price is too low, sales might increase, but profitability may suffer and also there may 

be threat for loosing young group consumer’s because of psychological impact by other high 

price competitor product consumer’s, similarly, the finding of Hassen (2014), indicate that when 

consuming a beer with lower  price, consumers feel inferiority especially when drink in group, 

and also Haghighi (2009); suggested price is the most sensitive and flexible elements of 

marketing mix; so when the company set its product price, pricing decision must be given careful 

consideration. 

 With regard to the beta value analysis of price dimension and customer satisfaction, 19.2% 

of the variance in customer satisfaction is significantly explained by price. From the beta value 

analysis we can understand that there is a positive statistical relationship between the 

independent variable (price) and the dependent variable (customer satisfaction). Thus, other 

things being constant a unit increase in price leads to 0.192 increases in customer satisfaction, in 

other words a 1 unit increase in price will come up with 19.2% increments in satisfaction level of 

the consumer.  This study is consistent as per the report of a 2004 study by the Slovary business 

school showed that when pricing appears to be fair and in line with the amount of value the 

product provides, customers are more likely to develop a trusting, loyal commercial relationship, 
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and noted that perceived price has a significant positive impact on price fairness. When people 

believe prices are fair, they’re far more likely to form a positive opinion of the product, company 

and brand. Hence, the result of this study on price dimension is similar with the above findings 

indicates that price has the power to increase customer satisfaction.  

Promotion is the third element of marketing mix that is taken into account to explain customer 

satisfaction of consumers of Habesha breweries products. Based on the correlation result as it is 

proven by Pearson correlation test, promotion dimension is positively and moderately correlated 

with customer satisfaction. The correlation coefficient between promotion factor and customer 

satisfaction is 0.425 which shows the third highest of all correlation results of marketing mix 

elements.  Thus, promotions made by Habesha breweries are important in curbing people’s 

decision in preferring the beer they are going to be served, particularly investment on the 

promotional activities enable the products of Habesha Breweries Company communicated by 

itself & make it unique to retain the existing consumers and attract the new ones. So, investments 

incurred on promotional activities have a paramount importance so as to have widening up 

customer base. This study result is in line with kotler & Armstrong (2014), researches suggested 

like other marketing mix tools promotional activities will also affect the buying decision of 

customers. 

The beta value analysis of promotion dimension and customer satisfaction indicates that 15.2% 

of the variance in customer satisfaction has been significantly explained by promotion.  

Here from the beta value analysis result we can understand that there is a positive statistical 

relationship between the independent variable (promotion) and the dependent variable (customer 

satisfaction). As shown the beta value table above the coefficient of beta value indicates the 

proportionate amount of variation in the response variable (customer satisfaction) explained by 

the independent variable (promotion) in the regression model. So, other things being constant a 

unit increase in promotional activities leads to 0.152 increases in customer satisfaction, in other 

words this implies that a 1 unit increase in promotional activities will easily come up with 15.2% 

increments in satisfaction level of the consumer of Habesha breweries products. 

The last but not the least essential factor included in the marketing mix underpinnings is 

place/distribution dimension which in turn makes consumers satisfied by being assurance for 

easily availability and/or accessibility of products. From the Pearson correlation analysis test 

result even though the value of the independent variable (place) shows the lowest compared to 
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other included variables with 0.254 correlation value, it still shows positive & significant level of 

relationship with customer satisfaction of Habesha breweries share company product consumers.  

Where Habesha breweries make available & accessible its products as promised in consistence 

and consumers can get the product easily as needed near to neighborhood, consumers be glad & 

loyal to continue purchasing Habesha breweries products in the future and act as sales person by 

recommending the product to their family and friends. Kotler and Armstrong (2012), suggested 

location becomes an important role in marketing because it is related to after-sales satisfaction 

and before-sales customer satisfaction. Therefore the result of this study is supported by the 

above findings. 

The beta value analysis result for the independent variable (place/distribution) and dependent 

variable (customer satisfaction) indicates that 12% of the variance in customer satisfaction of 

Habesha breweries has been significantly explained by place/distribution activities. This proven 

that other things being constant, a unit increase in place/distribution activities leads to 0.12 

increases in customer satisfaction, in other words this implies that a 1 unit increase in distribution 

activities leads to 12% increments in satisfaction level of the consumer of Habesha breweries 

products. 

The findings of Keegan (1992), pointed out that distribution is the storage, handling and 

movement of goods to make them available when and where customers want them. Where 

Habesha breweries products increase and able to reach many areas and consumers, it will have 

more satisfied number of consumers through retaining proximity. More over to door to door 

distribution, maintaining and providing services and avail products in different event 

organizations has a paramount importance in sustaining convenience which in turn upholds 

consumer satisfaction. In addition Siddiqi (2011) and Saleh (2013), suggested that accessibility 

one of the most important factors influencing customers for choosing the given product/ service. 

Thus, the result of this study on place/distribution dimension is similar with the above results in 

indicating that accessibility & availability of products/ services can increase customer 

satisfaction. 

 In general, when we look the beta value analysis result for all independent variables against 

customer satisfaction, it confirms that all included independent variables can predict/explain 

customer satisfaction level of Habesha breweries product consumers/end users. 
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CHAPTER FIVE 

5.  SUMMARY OF   FINDINGS, CONCLUSION AND RECOMMENDATIO N 

This chapter consists of summary of major findings of the tests conducted in the study, 

conclusion of the result discussion and findings, possible recommendations being valuable for 

the selected case company and future research directions are provided for future researches 

interested in this subject area. 

5.1. Summary of Major Findings 

The study examines the effect of marketing mix elements on customer satisfaction of Habesha 

breweries product consumers.  The study used mainly Pearson correlation test, multiple 

regression analysis and further more descriptive statistics. Thus, this section summarizes major 

findings of the tests conducted in the study as follows. 

 The descriptive statistics analysis result showed that of Habesha breweries product 

consumers are highly satisfied by the product attributes of the company, satisfied with the 

promotional attributes and placement/distribution system of the company, neither 

satisfied nor dissatisfied, they are indifferent with the price dimension of Habesha 

breweries products. 

 Based on Pearson correlation analysis, the coefficients shows that all independent 

variables are positively related with dependent variable (customer satisfaction) within the 

range of 0.254-0.523 correlation value, and were all are statically significant with the p-

value of 0.000 at 0.01 significant levels. 

 Furthermore, the Pearson correlation analysis result proves that even though all 4Ps have 

a positive relationship with customer satisfaction, independent variable product shows 

strong positive relationship (0.523) with customer satisfaction. While price and 

promotion dimension are correlated with customer satisfaction at moderate level of 

positive relationship (0.443&0.425) correlation value, and independent variable place 

shows weak but positive relationship with customer satisfaction (i.e. 0.254).  
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 The multiple regression analysis result showed that 36% as the value of dependent 

variable which is customer satisfaction of Habesha breweries product consumers/ end 

users have been explained by the four weighted combination of the predictor variables 

(product, price, promotion and place/distribution) .While the remaining 64% of the data 

variance on customer satisfaction can be explained by other unknown variables that have 

not been examined in this study. In addition, the multiple regression analysis result 

revealed that all the four included independent variables have a positive significant effect 

in explaining customer satisfaction of Habesha breweries product consumers. Moreover, 

the multiple regression analysis result pointed out that among the four independent 

marketing mix variables product holds the highest of all the independent variables in 

explaining or determining the dependent variable which is customer satisfaction. 

5.2.5.2.5.2.5.2.         ConclusionConclusionConclusionConclusion    

The main purpose of the study was to examine the effect of marketing mix on customer 

satisfaction of Habesha breweries product consumers at Debrebrehan city.  The significant 

intention of marketing mix is to create satisfied customers and maintain the customers from 

switching to other competitor companies. Creating satisfied consumers is the main requirement 

for any business organization to survive in today’s fast-paced and increasingly competitive 

market and to remain in business profitably. Thus marketing mix elements have become the 

major business tools for companies to achieve their marketing objectives. The marketing mix 

dimensions that were included in this study are product, price, promotion and place/distribution. 

Based on citation of related theories and studies this study clearly indicates the relationship 

between marketing mix and customer satisfaction and more over the outcomes. The independent 

variables (Product, price, promotion and place/distribution) are not the only the desired outcomes 

of marketing mix but also the antecedents of customer satisfaction. 

Based on the correlation analysis result, marketing mix has positive significant relationship with 

customer satisfaction of Habesha Breweries Company. Furthermore, the Pearson correlation 

analysis result clearly indicates that the four marketing mix dimensions namely product, price, 

promotion and place/distribution channel are positively related to customer satisfaction of 

Habesha breweries company. The relationship of each independent variable with dependent 

variable presented as follows: 
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� Marketing mix and customer satisfaction have strong relationship. 

� Product dimension and customer satisfaction have strong relationship. 

� Price dimension and customer satisfaction have moderate relationship. 

� Promotion dimension and customer satisfaction have moderate relationship. 

� Place/distribution dimension and customer satisfaction have weak relationship. 

With regard to the correlation analysis result in this study even though all the above marketing 

mix dimensions have positive significant relationship with customer satisfaction, product  

dimension have strong positive significant correlation with customer satisfaction. 

Even though, the Pearson correlation test result revealed that there is a positive and significant 

relationship between the price dimension of the company and customer satisfaction of the 

consumers, the descriptive statistics analysis result showed that of Habesha breweries product 

consumers are neither satisfied nor dissatisfied, they are indifferent in    price setting strategies of 

the company. 

The multiple regression analysis result clearly shows that marketing mix explains customer 

satisfaction. As the multiple regression analysis result showed that 36% value of customer 

satisfaction is explained/ predicted by marketing mix. And also the beta value analysis result of 

each independent variable against customer satisfaction shows that all the independent variables 

can explain the dependent variable i.e. customer satisfaction. Accordingly, the regression 

analysis result presented as follows: 

� 36% as the value of customer satisfaction is significantly explained by marketing mix. 

� 34.3% as the value of customer satisfaction is significantly explained by product 

dimension. 

�  19.2% as the value of customer satisfaction is significantly explained by price 

dimension. 

� 15.2% as the value of customer satisfaction is significantly explained by promotion 

dimension. 

� 12% as the value of customer satisfaction is significantly explained by place/distribution 

dimension. 

Generally, as it is indicated on the analysis and discussion part above, all the included 

independent variables (product, price, and promotion and place/distribution channels) are 

positively related and have power to explain the dependent variable customer satisfaction. 
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5.3.5.3.5.3.5.3. RecommendationsRecommendationsRecommendationsRecommendations    

In light of the findings and conclusions made above, the following possible recommendations are 

suggested as being valuable to Habesha breweries share company for improving controllable 

marketing mix elements to assure customer satisfaction. 

� Habesha breweries sh.co should assure strongly consumers’ product decision elements 

(product attributes) of its products namely product quality, product features, design, brand, 

leveling & packaging, in general keep the consistency & compatibility of the quality of 

the products in order to achieve consumers’ satisfaction and keep consumers from switching to 

other competitors, consequently achieve a competitive advantage and long run survival. 

Therefore, the company should be well aware of the want and needs of its consumers. Once 

consumers are satisfied with the products that were provided by the company, they will 

communicate and recommend products of the company to their family & friends.  

� The result of the study shown that of Habesha breweries product consumers are neither 

satisfied nor dissatisfied, they are indifferent in pricing system of the company. Thus, 

when Habesha breweries sh.co sets its product price, it should consider mainly perception 

of consumers’ product quality, should deserve the actual quality or the price should be 

equivalent to the value of products, and apply different pricing system  that should  be 

fair & reasonable to satisfy the existing ones and attract more customers moreover to 

increase its sales volume. 

� The promotions made by Habesha breweries sh.co should be attractive, can initiate and 

glad consumers to continue purchasing its products, so in order to get highly acceptance 

and make it preferable in the community it should use strongly promotional mix tools that 

are not prohibited by Ethiopian government which are identifying and supporting 

community development affairs  that are not addressed by the government but are critical 

issues or challenges of the community, make the bi products of the company to utilize for 

the local community, participating on sponsorship programs like sport games, bazaar and 

exhibition, based on lottery system in advance facilitating special offers and bonus 

continuously and use public relations that address its consumers effectively and invest 

more on promotion to attract new consumers, satisfying and  retain the existing  ones and 

to be competitor in the stiff beer market.   
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� To alleviate problems of accessibility and availability of products and make consumers 

satisfied, the company should have many local sales agents, increase highly the number 

of door to door sales distributers or the distribution facilities, and distribute products in 

consistence as consumers demand to protect switching of consumers to other beer brands. 

� To proceed its business objectives Habesha breweries company has to focus on satisfying 

its customers and gradually increase the level of its customer’s satisfaction through 

having a clear cut marketing mix strategies and integrating its various marketing 

activities. 

� Furthermore, the more consumers are satisfied with regard to the 4p’s of marketing mix, 

the higher the rewards for the business. Highly satisfied consumers buy additional 

products overtime as the company introduces related products or improvements. 

Therefore, Habesha brewery s.c, should effectively manipulate these marketing mix 

elements for they strongly determine the long run survival of the company. 

� Finally Habesha Breweries Share Company is recommended to conduct and assess market 

research seasonally to identify marketing mix related problems and to ensure a high level 

of consumer satisfaction is maintained and to augment sales volume and finally achieve 

its marketing objectives. 

5.4.5.4.5.4.5.4. Future research Direction Future research Direction Future research Direction Future research Direction     

This study focuses on the effect of marketing mix on customer satisfaction of Habesha 

breweries. The study included only four marketing mix dimensions/ factors, so future researches 

can be conduct by considering other factors which could influence the dependent variable 

customer satisfaction to make the findings more reliable. This study used more of cross-

sectional/ one shot /study design, future researches can use longitudinal research design to get 

more detailed findings of the subject matter. The study focuses only on Habesha breweries sh.co, 

future researches can be carried out survey on other companies’ customer satisfaction by 

widening the target population. 
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Appendixes 

Appendix A – Questionnaire 

 

DEBREBRHAN UNIVERSITY  

COLLAGE OF BUSINESS AND ECONOMICS  

DEPARTMENT OF MANAGEMENT  

MBA PROGRAM 

              Questionnaires to be completed by costumers of Habesha Brewery products 

Dear respondents,  

First of all I would like to thank you for giving your valuable time to fill this questionnaire. The 

questionnaire is prepared by Debrebrhan University Masters of Business Administration (MBA) 

graduate student of Kefelegn Cherinet for the purpose of preparing thesis on “the effect of marketing 

mix elements on customer satisfaction of Habesha Brewery products at Debrebrhan city. 

 Dear respected respondents, your honest response provided will help me to better understand the 

situation and will be used as an input for completing my thesis; so, I kindly ask you to answer all the 

questions provided to the best of your knowledge. I want confirm you any information that you will 

responding to this questionnaire will be kept confidential and will be used only for academic 

purpose. Your cooperation and prompt response will be highly appreciated. 

General instruction  

• This questionnaire is required to be filled by consumers/end users/ of Habesha Brewery Products.  

• You are not required to write your name.  

• Please put "�" mark in the box/letter of your choice that appropriate/best suits your perspective 

for each statement. 

• If you have any uncleared idea/dought /question please contact the researcher through the following 

addresses Kefelegn Cherinet Tel. +251913312227 & e-mail: kefelegncherinet11@gmail.com.  

Thank you for your cooperation and timely response in advance! 
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Part I Demographic information of respondents 

1 Gender            Male �                                            Female �       

2   Age                 A. between 18-25 year’s �                 B. between 26- 35 years � 

                                  C. between 36-45 years �               D. above 46 years � 

 

      3. Your level of education completed  

          A. Never been to school �                B. Completed primary school � 

                     C. Completed high school �              D. Completed diploma   � 

                     E.Obtained a bachelor’s Degree �            F. Obtained a master degree & above � 

4 Occupation  A)  Government sector �               B) Private sector � 

                                   C)   Own Business �                D) Student                 E) others � 

        5. Your monthly income level (in birr) 

                  A. Below2000 �                                           B.2001-4000 � 

                  C.4001-6000   �                             D. above 6000 � 

     6. How frequently do you drink /consume Habesha Brewery products?  

                  A. once per week �                                       B. 2-5 days per week �  

                  C. everyday �                                               D. less than once per week � 
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Part II: Questions related to marketing mix elements & customer satisfaction  

Instruction:  Below are lists of questions that explore the effects of Habesha Brewery s.co. 

marketing mix tools(4P’s) performance on customer satisfaction at Debrebrehan city. Please 

read each statement and indicate your level of agreement (whether you agree or disagree) 

with each statement by ticking (�) (on the response Scale: 1 to 5) given below that specify 

your opinion by taking from the options provided strongly disagree to strongly agree. 

Response Scale 

1 2 3 4 5 

Strongly disagree 
Disagree No response Agree Strongly agree 
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 Questions for Response  
Response  scale 

1 2 3 4 5 

Var. I                   Product related items      

7 
The quality of Habesha breweries company products 

keeps their own qualities.  
     

8 
Do you believe Habesha brewery products have good 

brand name & image 
     

9 
The leveling and packaging of Habesha brewery products 

are attractive & good. 
     

10 
there is consistence and compatibility in the quality of 

Habesha brewery products   
     

11 
The company product is better than other available brands 

in the market 
     

12 the overall quality of the product is good       

Var. II                   Price related items       

13 
 The price charged for Habesha brewery products deserve 

the actual quality/ equivalent to the value of products 

     

14 
You are satisfied with Habesha brewery products price 

relative to other competitive beer brands  

     

15 

 The current prices of Habesha breweries products are fair 

and reasonable.  

 

     

Var. III                   Promotion related items      

16 

The promotions made by Habesha brewery share 

company is attractive and can initiate consumers for 

purchasing the products.  

     

17 

Habesha brewery share company provide sales 

promotion(different discount method, special offers and 

bonus) to retain the existing customers and attract new 

customers 
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 Questions for Response  
Response  scale 

1 2 3 4 5 

18 

Habesha brewery share company being participates in 

different community development affairs & programs 

(such as infrastructure construction, sponsoring sport 

games, exhibition & bazaar) and other similar activities 

make it preferred by consumers. 

     

19 
The products of Habesha brewery company by itself 

communicate what makes it unique to consumers.  

     

20 
The Habesha breweries share company advertisements 

follow its seasonality.  

     

21 
Habesha brewery share company products are clearly and 

definitively Communicated to the consumer.  

     

22 

Habesha brewery share company use most of promotion 

tools like advertising, personal selling, sales promotion, 

public relation effectively  

     

23 
Habesha brewery share company has good promotion 

activity  

     

24 
Habesha brewery share company promotion activities 

address its customers effectively  

     

Var. IV Distribution/place related items      

25 
 you can get the Habesha brewery products easily near to 

your neighborhood as you needed any time 

     

26 
 You can get Habesha brewery products as per your 

requested quantity anywhere. 

     

27 

do you agree that the Habesha brewery company 

distribute its products as promised with consistence 

product and customer demand  

     

28 
I am satisfied with the Habesha brewery products 

availability& access.  
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 Questions for Response  
Response  scale 

1 2 3 4 5 

Var. VI Customer satisfaction related items      

29 

I am satisfied with the Habesha brewery products because 

the design, feature, style & benefits are sympathetic to use 

it.  

     

30 
I would be glad to continue purchasing Habesha brewery 

products in the future. 

     

31 
I would be recommend Habesha brewery products to my 

family and friends  

     

32 overall,  I am satisfied with Habesha brewery products       

 

                                                                                        Finally, thanks for your cooperation!! 
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     Appendix B 

        Correlation Analysis Results 

 Correlations                                              

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

Correlations 
 Customer 

satisfaction 
product price promotion Place 

 Customer                Pearson correlation                                        
 satisfaction              Sig.(2- tailed) 
                                  N 

1 
 
385 

.523**  

.000 
385 

.443**  

.000 
385 

.425**  

.000 
385 

.254**  

.000 
385 

Product                    Pearson correlation           
                                Sig.(2- tailed) 
                                 N 

.523**  

.000 
385 

1 
 
385 

.473**  

.000 
385 

.491**  

.000 
385 

.119*  

.020 
385 

Price                        Pearson correlation                        
                                Sig.(2- tailed) 
                                N 

.443**  

.000 
385 

.473**  

.000 
385 

1 
 
385 

.381**  

.00 
385 

.250**  

.000 
385 

Promotion               Pearson correlation                                        
                                Sig.(2- tailed) 
                                 N 

.425**  

.000 
385 

.491**  

.000 
385 

.381**  

.000 
385 

1 
 
385 

.262**  

.000 
385 

Place                        Pearson correlation                                        
                                Sig.(2- tailed) 
                                 N 

.254**  

.000 
385 

.119*  

.020 
385 

.250**  

.000 
385 

.262**  

.000 
385 

1 
 
385 

        **. Correlation is significant at the 0.01 level (2-tailed). 
         *. Correlation is significant at the 0.05 level (2-tailed). 

 

 Marketing mix customer  

satisfaction 

Marketing  Mix             Pearson   Correlation 

                                      Sig.(2- tailed) 

                                      N 

1 

 

385 

0.557** 

0.000 

385 

customer                       Pearson   Correlation 

satisfaction                    Sig.(2- tailed) 

                                      N 

0.557** 

0.000 

385 

1 

 

385 



87 

 

 

Appendix C 

 Multiple Regression Analysis Results 

 Model Summaryb 

 

 

 

Model 

 

 

 

R 

 

 

R 

Square 

 

 

Adjusted 

R Square 

 

 

Std.Error of  

the Estimate 

 

Change Statistics 

 

 

Durbin 

Watson 

R Square 

Change 

F 

Change 

 

Df1 

 

Df2 

Sig. F 

Change 

1 
.600a .360 .354 .51244 .360 53.515 4 380 .000 2.183 

a. Predictors :( constant), Marketing mix 

b. Dependent variable: customer satisfaction 

 

                                        ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

       Regression 

1           Residual 

             Total 

30.608 

125.392 

155.999 

1 

383 

384 

30.608 

.327 

93.489 .000b 

a. Dependent Variable: customer satisfaction 
      b. Predictors: (Constant), Marketing mix 
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Coefficientsa 

Model 
Un standardized 

Coefficients 
Standardized 
Coefficients t Sig. 

95.0% Confidence interval for 
Beta 

Lower Bound Upper Bound 
B Std. Error Beta 

                           (Constant)  

                     Product 

 1                   Price 

                     Promotion 

                     Place 

.995 

.423 

.135 

.165 

.081 

.245 

.062 

.034 

.054 

.028 

 

.343 

.192 

.151 

.126 

4.055 

6.788 

3.970 

3.080 

2.909 

.000 

.000 

.000 

.002 

.004 

.513 

.300 

.068 

.060 

.026 

1.478 

.545 

.202 

.271 

.136 

a. Dependent Variable: Customer satisfaction 

                                                                                                                                    

Appendix D 

       Descriptive Statistics for Scale typed questionnaires                                       

             Product related questions 

             The quality of Habesha breweries company products keeps their own qualities. 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 2 0.5 0.5 

Disagree 6 1.6 1.6 

Non response 4 1.0 1.0 

Agree 218 56.6 56.6 

Strongly agree 155 40.3 40.3 

Total 385 100 100 

 

 

 



89 

 

               Do you believe Habesha brewery products have good brand name & image? 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 2 0.5 0.5 

Disagree 4 1.0 1.0 

Non response 1 0.3 0.3 

Agree 158 41.0 41.0 

Strongly agree 220 57.10 57.10 

Total 385 100 100 

 

              The leveling and packaging of Habesha brewery products are attractive & good. 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 2 0.5 0.5 

Disagree 4 1.0 1.0 

Non response 1 0.3 0.3 

Agree 158 41.0 41.0 

Strongly agree 220 57.1 57.1 

Total 385 100 100 
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          There is consistence and compatibility in the quality of Habesha brewery products  
  

Response scale Frequency  Percent Valid Percent 

Strongly disagree 5 1.3 1.3 

Disagree 14 3.6 3.6 

Non response 27 7.0 7.0 

Agree 230 59.7 59.7 

Strongly agree 109 28.3 28.3 

Total 385 100 100 
 
           The company product is better than other available brands in the market 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 3 0.8 0.8 

Disagree 18 4.7 4.7 

Non response 32 8.3 8.3 

Agree 170 44.2 44.2 

Strongly agree 162 42.1 42.1 

Total 385 100 100 
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                          The overall quality of the product is good  
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
                      Price related questions 
 
                        The price charged for Habesha brewery products deserve the actual quality/   
                        equivalent to the value of products 
 
 

 

 

 

 

 

 

         
 
 
 
 
 
 
 
 
 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 4 1.0 1.0 

Disagree 5 1.3 1.3 

Non response 5 1.3 1.3 

Agree 233 57.9 57.9 

Strongly agree 148 38.4 38.4 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 8 2.1 2.1 

Disagree 75 19.5 19.5 

Non response 15 3.9 3.9 

Agree 241 62.6 62.6 

Strongly agree 46 11.9 11.9 

Total 385 100 100 
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                             You are satisfied with Habesha brewery products price relative to other  

                              competitive beer brands  

 

 

 

 

 

 

 

 

 

 

                             The current prices of Habesha breweries products are fair and reasonable.  

 

 

 

 

 

 

 

 

 

 

                              

 

 

 

 

 

 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 13 3.4 3.4 

Disagree 93 24.2 24.2 

Non response 19 4.9 4.9 

Agree 225 58.4 58.4 

Strongly agree 35 9.1 9.1 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 39 10.10 10.10 

Disagree 151 39.2 39.2 

Non response 10 2.60 2.60 

Agree 159 41.30 41.30 

Strongly agree 26 6.80 6.80 

Total 385 100 100 
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                            Promotion related questions 

                          The promotions made by Habesha brewery share company is attractive and can  
                           initiate consumers for purchasing the products.  
 

 

 

 

 

 

 

 

 

 

 

                           Habesha brewery share company provide sales promotion (, special offers and   

                            bonus) to retain the existing customers and attract new customers 

 

 

 

 

 

 

 

 

 

 

 

 

 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 5 1.3 1.3 

Disagree 7 1.8 1.8 

Non response 9 2.3 2.3 

Agree 151 39.2 39.2 

Strongly agree 213 55.3 55.3 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 12 3.1 3.1 

Disagree 47 12.2 12.2 

Non response 68 17.7 17.7 

Agree 186 48.3 48.3 

Strongly agree 72 18.7 18.7 

Total 385 100 100 
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                  Habesha brewery share company being participates in different community  

                  development affairs & programs (such as infrastructure construction, sponsoring sport   

                   games,  exhibition & bazaar) and other similar activities make it preferred by consumers. 

 
 
 

 

 

 

 

 

 

 

 
                            The products of Habesha Brewery Company by itself communicate what makes   
                              it unique to consumers.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 18 4.7 4.7 

Disagree 17 4.4 4.4 

Non response 109 28.3 28.3 

Agree 167 43.4 43.4 

Strongly agree 74 19.2 19.2 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 7 1.8 1.8 

Disagree 22 5.7 5.7 

Non response 33 8.6 8.6 

Agree 204 53.0 53.0 

Strongly agree 119 30.9 30.9 

Total 385 100 100 
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 The Habesha breweries share company advertisements follow its seasonality.  
 

 

 

 

 

 

 

 

 

 

                 Habesha brewery share company products are clearly and definitively communicated  
                  to the consumer.  
 

 

 

 

 

 

 

 

 

 

  
 
 
 
 
 
 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 4 1.0 1.0 

Disagree 15 3.9 3.9 

Non response 56 14.5 14.5 

Agree 198 51.4 51.4 

Strongly agree 112 29.1 29.1 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 2 0.5 0.5 

Disagree 20 5.2 5.2 

Non response 33 8.6 8.6 

Agree 225 58.0 58.0 

Strongly agree 105 27.3 27.3 

Total 385 100 100 
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                     Habesha brewery share company use most of promotion tools like advertising,  
                      personal selling, sales promotion, public relation effectively  
 
 

 

 

 

 

 

 

 

 

 
                             Habesha brewery share company has good promotion activity 
  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 4 1.0 1.0 

Disagree 10 2.6 2.6 

Non response 43 11.2 11.2 

Agree 178 46.2 46.2 

Strongly agree 150 39.0 39.0 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 4 1.0 1.0 

Disagree 10 2.6 2.6 

Non response 18 4.7 4.7 

Agree 180 46.8 46.8 

Strongly agree 173 44.9 44.9 

Total 385 100 100 
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                 Habesha brewery share company promotion activities address its customers  
                            effectively 
  
 

 

 

 

 

 

 

 

 

 
                    Place/distribution related questions 

                      You can get the Habesha brewery products easily near to your neighborhood as  
                       you  needed any time 
 

 

 

 

 

 

 

 

 

 

  
 
 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 3 0.8 0.8 

Disagree 18 4.7 4.7 

Non response 22 5.7 5.7 

Agree 173 44.9 44.9 

Strongly agree 169 43.9 43.9 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 6 1.6 1.6 

Disagree 67 17.4 17.4 

Non response 2 0.5 0.5 

Agree 195 50.6 50.6 

Strongly agree 115 29.9 29.9 

Total 385 100 100 
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                You can get Habesha brewery products as per your requested quantity anywhere. 
 
 

 

 

 

 

 

 

 

 
                 Do you agree that the Habesha brewery company distribute its products as promised  
                 with consistence product and customer demand  
 
 

 

 

 

 

 

 

 

 I am satisfied with the Habesha brewery products availability& access.  
 
 

 

 

 
 
 
 
 
 
 
 
 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 16 4.2 4.2 

Disagree 82 21.3 21.3 

Non response 9 2.3 2.3 

Agree 162 42.1 42.1 

Strongly agree 116 30.1 30.1 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 6 1.6 1.6 

Disagree 70 18.2 18.2 

Non response 31 8.1 8.1 

Agree 190 49.4 49.4 

Strongly agree 88 22.9 22.9 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 11 2.9 2.9 

Disagree 60 15.6 15.6 

Non response 1 0.3 0.3 

Agree 212 55.1 55.1 

Strongly agree 101 26.2 26.2 

Total 385 100 100 
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               Customer satisfaction related questions 
 
               I am satisfied with the Habesha brewery products because the design, feature, style & 
               benefits are sympathetic to use it.  
 
 

 

 

 

 

 

 

 

 

      I would be glad to continue purchasing Habesha brewery products in the future. 
 
 

 

 
 
 
                 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 1 0.3 0.3 

Disagree 12 3.1 3.1 

Non response 8 2.1 2.1 

Agree 239 62.1 62.1 

Strongly agree 125 32.5 32.5 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 4 1.0 1.0 

Disagree 11 2.9 2.9 

Non response 11 2.9 2.9 

Agree 211 54.8 54.8 

Strongly agree 148 38.4 38.4 

Total 385 100 100 
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I would be recommend Habesha brewery products to my family and friends  

 

 

 

 

 

 

 

 

  

 

    Overall, I am satisfied with Habesha brewery products  
 
 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 3 0.8 0.8 

Disagree 20 5.2 5.2 

Non response 35 9.1 9.1 

Agree 187 48.6 48.6 

Strongly agree 140 36.4 36.4 

Total 385 100 100 

Response scale Frequency  Percent Valid Percent 

Strongly disagree 5 1.3 1.3 

Disagree 14 3.6 3.6 

Non response 3 0.8 0.8 

Agree 179 46.5 46.5 

Strongly agree 184 47.8 47.8 

Total 385 100 100 


