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ABSTRACT 

 The main objective of this study was to examine the effect of promotion mix strategies on the 

profitability in the case of Abay Bank at Molale Town administration. The conceptual framework 

of the study was designed as promotion mix strategies, namely, Advertisement, Sales promotion, 

Personal Selling, Public Relations and Publicity and direct marketing tools that the company 

used to persuasively communicate customers’ value and build customer relationship and also 

have an effect on banks profitability. These strategies were taken as independent variables and 

Bank profitability was served as a dependent variable. The study adopted both quantitative and 

qualitative research approaches to collect data from employees and customers in the Abay Bank 

at Molale Town administration. The total population of the study was 367 respondents and 

Purposive sampling was employed to select 14 samples from employees and applied Simple 

random sampling technique to select 353 samples from customers. To achieve the objectives of 

this study, questionnaires were distributed and then analyzed using descriptive and inferential 

analyses with the help of SPSS statistical software programs. Pearson correlation and multiple 

linear regression analysis were done to test the relationship between promotion mix elements 

and Bank profit. The finding of the study shows that among the controllable promotion mix 

elements, profitability increased by 0.42, 0.18, 0.19, and 0.105 times a one unit scale increment 

of advertising, sales promotion, Personal Selling and Public relations and publicity respectively. 

Those all have positive and statistically significant effect on Bank profitability. But in this study 

direct marketing has a positive and insignificant effect on Bank profitability. The study 

recommends that the Abay Bank can reconsider its promotion mix strategies to designing 

effective and efficient strategies by focusing on the promotion mix tools that has a significant 

effect on Bank profitability. Abay bank identifying these people is an important part of its market 

research. It should catch it’s target customers’ attention and either convince them to buy or at 

least state their opinion about the product. The result show that abay bank does not hold 

preparatory and below educated customer. Since most people live in molale and surrounding 

area were rural customer and farmer whose educational level is below preparatory, Abay bank 

work more on this part. 

KEY WORDS: profitability or Profit, Advertising, Sales Promotion, Personal Selling, Public 

Relations and Publicity and Direct Marketing. 
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CHAPTER ONE 

INTRODUCTION 

1.1. Background of the Study 

Financial institutions play a significant role for economic development of nations in general and 

of developing countries like Ethiopia in particular, where the financial system as a whole is bank 

dependent due to poor development or even absence of the stock market. Banks are one of the 

deposits taking financial institutions that play pivotal role for financial stability and are also 

engines for economic development of a given nation (Al-Karim & Alam, 2013).  

According to Lipunga (2014) the banking sector is a vital sector in that it promotes economic 

growth. One of the principal objectives of the financial institutions, particularity the banking 

sector is mobilizing resources from those who have excess supply especially in the form of 

saving deposits and channeling these funds to those who are with financial constraints, at the 

same time with productive investment opportunities (Al Karim, R., & Alam, T., 2013).  

The Banking sector acts as the life blood of modern trade and commerce to providing them with 

a major source of finance. This increasing phenomenon of globalization has made the concept of 

efficiency more important both for the non-financial and financial institutions and banks are part 

of them. Banks largely depend on competitive marketing strategy that determines their success 

and growth. The modalities of the banking business have changed a lot in the new millennium 

compared to the way they used to be in the year’s bygone (Bhatti, G. A., & Hussain, H., 2010).  

According to (Christine & Nigel, 2007) Advertising has always been important in financial 

services. The market for financial services is going through a period of quick change, and levels 

of competition are rising. Deregulation, increased consumer sophistication and technological 

developments have encouraged a rapid growth in marketing and particularly in promotional 

activity. Financial services institutions now spend significant quantities on communicating a 

diversity of product and brand messages to a range of target audiences. With promotion 

attracting a significant level of marketing expenditure, it is important that promotional activity is 
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carefully planned and implemented and that it is consistent with the rest of the organization’s 

marketing activities (Christine & Nigel, 2007).  

1.2.Background of Abay Bank  

Abay Bank has fulfilled all the necessary requirements of the national bank of Ethiopia to set up  

a bank and officially  established on July 14
th

 2010 and started full-fledged banking operations  

on November 3,2010 BOA started its operation with an authorized and paid up capital of Birr 

174.5 million, and Birr 125.8 million respectively, and with only 823 shareholders and  by 

currently the paid up capital of the bank is birr 2.12 /Two Billion one hundred twenty million birr 

until April 30,2020 and the number of shareholders reached 4186/four thousand one hundred 

eight six. 

The Bank is poised to serve all economic sector through its network of branch. It extends its 

services to domestic trade and services, international trade, agriculture, industry, transportation, 

construction and real estate sectors. 

Abay Bank is taking all the essential steps to be an effective partner to every business in 

fulfilling their financial dreams and aspirations. The Bank is determined to bridge the gap 

between access to financial services and those who want it most in light of this, the Bank offers 

all types of universal Banking services, and has planned to render unique services to its clients 

helped with modern technology. 

Since establishment, The Bank has achieved encouraging achievements by all standards. its 

sphere operation has expanded all over the country and the total number of branches has reached 

over 224 just within 10/ten years operation and it has more than 815,000.00/eight hundred fifteen 

thousand account holders as April 30,2020. 

1.3. Statement of the Problem 

The financial services sector is facing a number of challenges that make succeeding in this 

highly-competitive industry increasingly difficult. On top of recovery of both position and trust 

in a post-crash environment that has led to more stringent regulations, the industry now faces a 

more demanding market, more competition and the necessity to adopt and utilize new 

technologies. Nowadays, banks realize that high quality service delivery to customers is the 
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success key component and the secret of surviving in the present competing banking 

environment. So as improved quality of services may increase customers’ satisfaction; on the 

other hand, service assessment in banks is critically important due to its clear association with 

costs, profitability, and customers’ satisfaction (Hosseini, 2010). 

In this competitive environment, marketing and especially promotional tools and plans are very 

important factors for success in the market. The fundamental goal of promotion is to cause a 

bodily shift of the demand cure to the right, thus allowing more units to be sold at a practical 

price or the same units to be sold at a higher price. The presence of the economic downturn has 

increased the relevance of promotion. Expenditure on promotion by organizations in the service 

or product sector is therefore soaring to an all-time high.  Promotional activities are assuming 

more complexity and innovation (Kotler 1984). Banks, especially those within the same business 

are matching each other wit for wit, promotion for promotion to attract and retain their 

customers. Recession apparently makes consumers more responsive to promote activities by 

firms resulting in firms doing a shift in the fit but to acquiring substantial market share, winning 

back lost prospects or customers and competitor’s customers (Kotler, 2014). 

  

According to Ogbechie (2017) promotional mix elements are not mutually exclusive. Firms will 

require a strategic mix of two or more of these elements depending on their type of products or 

services, promotional objective, completion, budget and the potential target market. The various 

combinations of activities directed at matching the promotional tools to achieve the overall 

corporate goals are referred to as promotional strategy. Effective promotion of financial services 

is crucial as services are intangible products, and it is hard to stand out, considering the fact that 

all banks offer similar products. Promotional strategy will hence be timed and the company 

determined. The reasons why firms undertake goods and services creating process is usually the 

result of identified essential(s) and effort at filling these need(s), using available organizational 

resources, by a profit to the producer (Ogbechie, 2017). 

 

Many organizations have problems in choosing the promotional tools and they end up using 

channels which are appropriate. The most effective shall depend on factors like availability of 

funds, location of costumers, degree of competitors (Melisa Santos, 2015). In this study it may 
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be the problem with the Bank of Abay is that it does not properly choose promotional strategies. 

Considering the different promotional strategies available to marketable such as Advertising, 

Sales Promotion, Personal Selling, Public Relations, Publicity and Direct Marketing etc. 

Adecision has to be taken on which world is not most effective.  

 

Another problem is away of conducting promotional techniques are scruffily put together that 

end up repelling customers instead of appealing to them. It is often not careful when choosing 

messages that are transmitted by advertisements. Many marketing organizations have the probes 

of not wailing to employ the services of promotions professionals and instead, they rely on 

internal personnel to do it for them. These extra frequently than not, lead to failure.  Abay Banks 

become customer driven by focus on almost universal mission and becoming more market-

oriented. They also claim that Abay Bank should know customers' attitudes, perceptions, 

knowledge structures and behavioral tendencies extensively, if they made significant market 

program plans and effective marketing strategies were to be growing and establish. Also, the 

bank’s target customers’ image should be aligning with the services which the bank offers. 

As stated by Yoseph (2012) promotion of financial services in Ethiopia is the most understudied 

area. Even though Abay Bank opened branches aggressively and improved its accessibility, it 

had a gap in marketing activities, especially in the promotional practices. Thus, the importance 

of well-develops and effective promotional strategies are very imperative for Abay Bank. 

Therefore, these studies examine the effect of promotional mix strategies on the profitability of 

Abay Bank Branch at Molale Town Administration. 

Different studies have been done about promotional mix strategies. However, none of them tried 

to account for the description of preparatory and below educational level customer. Therefore, 

this study involved the description of below preparatory educational level customer perception in 

abay bank molale town administration branch 

1.4.Research Questions 

Research questions in which the study would be given answer the following. 
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1. What is the effect of advertising on the profit of Abay Bank Branch at Molale Town 

administration? 

2. What is the effect of sales promotion on the profit of Abay Bank Branch at Molale Town 

administration? 

3. What is the effect of public relations and publications on the profit of Abay Bank Branch at 

Molale Town administration? 

4. What is the effect of personal selling on the profit of Abay Bank Branch at Molale Town 

administration? 

5. What is the effect of direct marketing on the profit of Abay Bank Branch at Molale Town 

administration? 

1.5. Objectives of the Study 

  1.5.1 General Objective  

The general objective of the study was to examine the effect of Promotion, mix strategies on the 

profitability of Abay Bank Branch at Molale Town Administration. 

  1.5.2 Specific Objectives  

The specific objectives of the study would be presented as follows: 

1. To evaluate the effect of advertising on the profitability of Abay Bank in the case of Molale 

Town Administration. 

2. To examine the effect of sales promotion on the profit of Abay Bank in the case of Molale 

Town Administration. 

3. To measure the effect of public relations and publications on the profit of Abay Bank in the 

case of Molale Town Administration. 

4. To determine the effect of personal selling on the profit of Abay Bank in the case of Molale 

Town Administration. 

5. To ascertain the effect of direct marketing on the profit of Abay Bank in the case of 

Molale Town Administration. 
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1.6 Significant of the study 

Abay Bank provides excellence domestic, international and special banking services to its 

estimate and valuable customers, this kind of research out cams would be made to serve different 

purposes of the Abay Bank by helps to take corrective actions on the basis of suggest 

recommendations. But to achieve this without a proper promotion strategy their investment is 

meaningless. Therefore, the finding and recommendations of the research may significantly 

contribute to generate awareness among the concern people about promotion mix strategies of 

Abay Bank. The study was a great importance to me as a researcher because it enriches me with 

knowledge and skills of doing research. The study would be a source of literature to other 

scholars who would be researching a related topic. The research would benefit the company by 

helping it to understand how promotional activities can aid it in improving profitability. 

1.7 Scope of the Study 

This study focuses on some major factors that examined bank profit and the study concentrated 

on the examined the effect of Promotion, mix strategies on the profitability of Abay Bank Branch 

at Molale Town. The study used both primary and secondary data and the primary data was used 

as a supplementary to strengthen the finding drowns from secondary data. The questionnaire 

would conduct on Abay Bank branch, which were found in Molale Town. Because conducting 

the one branch of Abay Bank was possible in terms of time and finance. In addition, discovered 

the whole variable, which has effect on profit of Abay Bank, was beyond the scope of this study 

and so, it has limit to the Promotion mixes only. Therefore the issue scope focus on: Advertising, 

Sales promotion, Public relations and publicity, and direct Marketing.   

1.8 Organization of the Study 

This study was organized into five chapters. Chapter one, deals with its introduction, statement 

of the problem, research questions, objectives of the Study, significance of the study, scope of 

the study and definition of terms. Chapter two treats about review of related literatures, 

theoretical review, review of empirical studies, and conceptual framework. Chapter three covers 

research methodology. Chapter four focuses on data analysis and interpretation of the study, and 

the final chapter summarizes the major findings, conclusions and recommendations of the study. 
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CHAPTER TWO 

THEORTICAL AND EMPIRICAL LITERATURE REVIEW 

2.1. Introduction 

The purpose of this chapter was presented a review of the literature, relates to the purpose of the 

study, and organized according to the specific objectives of the study. The review was 

undertaken in order to eliminate duplication of what has been done and provide a clear 

understanding of existing knowledge based on the Problem area.  

2.2 Theoretical Review 

This part reviews the concept of promotion, promotion mix strategies such as advertising, sales 

promotion, personal selling, public relations and publicity, and direct marketing. Further the 

concept of banks profitability. 

  2.2.1 The Concept of Promotion  

According to Amin & Bashir (2014) Promotion is considered to be one of the most important 

methods that attract consumers to purchase their needs from products and services. Promotion as 

human activities based on a communication process that can be directed via personal selling 

points or indirectly via advertising messages through the media (Kotler & Armstrong 2012).  

The key objective of the promotion process is to identify the firm and its products or services for 

the target market, and to raise the level of purchasing. The financial sector has become globally 

competitive only in the last 20 years (Muñoz-Leiva,2012) when liberalization of financial 

services and actions of mergers and acquisitions have increased competition in the banking 

sector, investment in the stock exchange, loans, insurance, etc. Financial Investment Services 

Companies internal control department is directly responsible for compliance with all relevant 

legislation on promoting the company and its products / services.  
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2.2.2. Promotion Mix Strategies 

Promotional strategy constitutes a number of elements that include personal selling, sales 

promotion, advertising, public relations and direct marketing. These elements have an influence 

on the relationship of the customer and the firm that is essential towards improving the sales of a 

product or service (Lehtinen, 2011). Promotion strategies is accepted and received by its 

consumers, the organization should have a strong way of communication because good 

communication skills and effective promotion is a tool for every organization to compete in the 

industry (Nor Amira et al, 2013).  

 2.2.2.1 Advertising  

According to Kotler & Keller (2016) advertising is any paid form of no personal presentation 

and promotion of ideas, goods, or services by an identified sponsor by different like print media 

like (newspapers and magazines), broadcast media (radio and television), network media 

(telephone, cable, satellite, wireless), electronic media (audiotape, videotape, video disk, CD-

ROM, Web page), and display media (billboards, signs, posters). Advertising is one of the best 

known and most discussed forms of promotional mix. The key difference between advertising 

and other promotional tools is that it is impersonal and communicates with large numbers of 

people through paid media channel (Kotler & Keller, 2016).  

 2.2.2.2 Sales Promotion 

According to Zikiene & Kalmakhelidze (2016) sales promotion is price control, with scholars 

indicating that the way price promotion is used and the use of discount’s and coupons are critical 

to understanding extent of financial gains in product purchases. From discount coupons, t-shirt 

giveaways, corporate incentives or contests, sales promotions are short-term marketing tactics 

solely aimed to boost sales and revenues in sport organizations. As one of the most frequently 

used types of promotional mixes, they offer consumers an incentive or discount to not only 

stimulate purchasing and sales of certain sports products and services, but also to inform target 

consumers of new products or bring disinterested customers back to enjoy products or encourage 

brand loyalty, or bring back old customers” (Zikiene & Kalmakhelidze, 2016).  
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2.2.2.3 Public Relations and publicity 

According to Kotler & Keller (2016), Public relations and publicity is 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. The primary goal is to build solid relationships between sport organizations 

and its stakeholders (Serbanica & Constantinescu, 2016). 

According to Mikacova & Gavlakova (2014), the significance of public relations lies in its 

ability to enhance the value of a sport organization and branding it to the benefit of the 

stakeholders, its fans and the immediate community, helping preserve the image of the 

organization and maintain positive public perception. This requires an effective branding 

strategy, which should build upon a thorough assessment of the internal and external 

environment of the organizations’ target market. The public relations area of sports is an 

essential business component of the industry. Organizations need public relations to remain 

successful and to retain a positive image with strategic communities (Lahav, 2014).  

2.2.2.4 Personal Selling 

According to Bhasin (2017) personal selling is one of the most time-consuming and expensive 

elements of the promotional mix, as it require additional staff with extraordinary interpersonal, 

communication and technical skills. Most importantly, choosing the platform or communication 

channel that is best suited to meet the specific goals and demands of an organization and its 

diverse customers may be the deciding factor in whether a promotional mix has the desired 

outcome. Therefore, it is necessary to invest in thorough consumer behavior and market research 

to fully understand what motivates or prevents consumers from purchasing the offered services, 

in addition to providing ample feedback for opportunities to learn about consumers’ complaints 

and suggestions that may further increase customer retention rates and help tailor better 

promotional marketing and incentive campaigns (Bhasin, 2017). 

2.2.2.5 Direct Marketing 

According to Kotler & Armstrong (2012), direct marketing is defined as direct connections with 

targeted individual customers to obtain both an immediate response and develop long-lasting 
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customer relationships. Direct marketing was often referred to as direct mail or as conversation 

marketing, personal marketing and database marketing (Kotler & Armstrong, 2012). 

Direct marketers can use a number of channels to reach individual prospects and customers: 

Direct mail, catalog marketing, telemarketing, interactive TV, kiosks, Web sites, and mobile 

devices. They frequently seek an assessable response, typically a customer order, through direct-

order marketing. Direct marketing has been a rapid growing avenue for serving customers, partly 

in response to the high and rising costs of reaching business markets through a sales force. Sales 

produced through traditional direct marketing channels (catalogs, direct mail, and telemarketing) 

have been rapidly. Direct-mail marketing means sending an offer, announcement, reminder, or 

other item to an individual consumer. On the other hand, Telemarketing is the use of telephone 

and call centers to attract prospects, sell to existing customers, and provide service by taking 

orders and answering questions. It helps companies increase revenue, reduce selling costs, and 

improve customer satisfaction (Kotler & Keller, 2012). 

2.2.3 The Concept of Banks Profitability 

According to Muya & Gathogo (2016) Profitability portrays the efficiency of the management in 

converting the firm’s resources to profits. Profitability is one of key aspects of financial reporting 

for numerous firms (Farah & Nina, 2016). Thus, firms are likely to gain a lot of benefits related 

increased profitability (Niresh & Velnampy, 2014).  

The profitability of a banking institution can thus be defined as net profit of the bank (San & 

Heng, 2013). A commercial bank is profitable if it has accrued more gains in financial 

perspective from invested capital. Thus, the bank’s success is determined from the profits it has 

made in a given financial year (Adeusi & Kolapo, 2014).  

2.3 Review of Empirical Studies 

According to AUD (2015) in the study on Promotional Strategy impacts on organizational 

market Share and Profitability concluded that each promotional tool (sales promotion, 

advertising, personal selling and publicity) has statistically significant effect on profitability (P 

<0.05). The findings reveal that promotional strategy is a potent tool to influence performance in 

the organization and equally a strategic option that could determine the survival of any 
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organization in its drive and quest to achieve marketing objectives. The findings reveal further 

that promotional strategy affected market share and profitability in the selected companies 

differently and at a significant level. 

According to Alphonce, Victor, Fredrick, Patrick, Beatrice, and Odhiambo, (2012) study with the 

title “the effect of promotional strategies on performance revealed a positive correlation between 

promotional strategies and sales performance’’. It was reported that at 5% level of significance, 

there was positive relationship between the promotional strategies and profits because as the 

costs on the promotional strategies increased so did the profits.  

Grankvist, Kollberg, Peterson, (2004) studied on the Promotion strategies for banking services, 

case study of Nordea in Estonia. Lulea University. In this study in which they focused on 

promotional activities for banking services, concluded that all elements of promotion mix were 

used to some extent for promotion of banking services. This view was supported by Ananda & 

Murugaiah (2003) who carried out similar study on financial industry and recognized the 

importance of promotional activity in influencing performance in the sector.  

2.3.1 Relationship between Advertising and profitability 

According to Riaz S, Furqan M, Siddique SS (2015) study on Advertising Influence on the 

Profitability of Public and Private Sector Commercial Banks. The data has been obtained from 

the publications of State Bank of Pakistan (SBP) and Financial statements of commercial banks. 

The regression results show the confident and significant effects of advertising spending on 

Return on equity (ROE) for private sector banks than public sector banks. 

Bank’s profitability is measured in terms of return on equity (ROE) .The data has been obtained 

from the publications of   State Bank of Pakistan (SBP) and commercial banks. The regression 

results confirm the positive and significant effects of advertising expenditure on ROE for private 

sector banks than public sector banks.  Keywords: ROE, ROA, Advertising, Credit Risk, 

Operating Efficiency, And Bank Deposits & Advances JEL- Classification:  G-21 Bank’s 

profitability is measured in terms of return on equity (ROE).The data has been obtained from the 

publications of   State Bank of Pakistan (SBP) and commercial banks. The regression results 

confirm the positive and significant effects of advertising expenditure on ROE for private sector 
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banks than public sector banks.  Keywords: ROE, ROA, Advertising, Credit Risk, Operating 

Efficiency, And Bank Deposits & Advances JEL- Classification:  G-21  

According to Dauda (2015) conducted a research on effect of advertising on the sales revenue 

and profitability of selected food and beverages firms in Nigeria. It was revealed that there was a 

confidence and significant relation between advertising and firm profitability. However, that 

study also revealed that there was no positive important relation between advertising expenses 

and sales revenue of the companies. 

2.3.2 Relationship between Sales Promotion and Profitability 

According to   Chalarsoughi & Savory (2012) in the study on effect of sales promotion as a tool 

on customer attention to purchase concluded that introducing Khodro’s products through sales’ 

promotion attracts customer’s attention to purchase. 50% of the participant selected the 

agreement choice believing that sales’ promotion will bring about customers attention and 

promotion of selling. Fornell, Robinson, & Wernerfelt (1985) argued that sales’ promotion can 

play a dual role in that it can be involved in both “habit formation” as well as in “habit 

destruction”. 

According to AUD (2015) in the study on Promotional Strategy impacts on organizational 

market Share and Profitability, sales promotion has a positive and significant effect on 

profitability (Darko. E, 2012). In his study also reported that there was a significant influence of 

sales promotion on consumer behavior. Implying an improvement in the sales promotion 

strategies will lead to a corresponding improvement in consumer buying behavior towards 

purchasing services at least in the short term. The study revealed that sale promotion has an 

influence on the purchase decisions of consumers. It was realized that the consumer may not go 

through the entire decision-making process anytime they want to purchase a service or product. 

2.3.3 Relationship between Public Relations and profitability 

An Assistant Professor, Faculty of Economics and Administrative Science, Zarqa University, 

Jordan (Iyad, 2016) studied on the Effect of Promotion Mix Elements on Consumers Buying 

decisions. Then the study examined the effect of promotion mix dimensions (advertising, 

personal selling, sales promotion, public relations) on consumers buying decisions at Zarqa city, 
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after collecting and analyzing the data using SPSS, regression analysis show that all dimension 

have effect on consumers buying decision. Further, the study of (AUD, 2015) concludes that a 

public relation has a positive and significant effect on profitability. 

2.3.4 Relationship between Personal Selling and profitability 

According to (Grankvist, Kollberg, & Peterson, 2004) study in which they focused on 

Promotional strategies for banking services, concluded that even though, personal selling is the 

most important promotional tool when promoting banking services, all elements of Promotion 

mix were used to some extent for promotion of banking services. This view was supported by 

(Ananda & Murugarah, 2003) who carried out similar study on financial industry and recognized 

the importance of promotional strategy influencing performance in the sector.  

2.3.5 Relationship between Direct Marketing and profitability 

According to, Chiang, Chhajed & Hess (2003) researched direct marketing, indirect profits. It 

was revealed that the use of direct marketing increases the flow of profit through retailers and it 

also helps manufacturers improve their profitability. 

Kotler & Keller (2012) debates that direct marketing is the use of consumer-direct channels to 

reach and deliver goods and services to customers without using marketing middlemen. These 

channels include direct mail, catalogs, telemarketing, interactive television, websites, and mobile 

devices. It involves direct contacts with prudently targeted individual consumers to both obtain 

an immediate response and cultivate lasting customer relationships. Direct marketers 

communicate directly with customers, frequently on a one-to-one, interactive basis. Using the 

detailed database, they tailor their marketing offers and communications to the needs of narrowly 

defined segments or even individual buyers (Kotler & Armstrong, 2012).  

2.4 Conceptual Framework 

Based on the above empirical and theoretical review the conceptual framework of the 

independent variable in the study is Promotional Strategy. It is the combination of the different 

channels that can be used to communicate the promotional message to the consumers. The 

channels to be used are advertising, public relations and publicity, personal selling, sales’ 
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promotion and direct marketing tools that the company used to persuasively communicate 

customers’ value and build customer relationship. And the dependent variable is Profit (Stephen, 

Aliyu & Ibrahim 2017). 

Independent variable                                                             Dependent variable 

 

 

 

 

 

 

 

 

 

 

Figure 2.1 Conceptual Framework 

Figure 2.1 Conceptual Framework 

Source: - (Stephen, Aliyu, & Ibrahim 2017). 
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CHAPTER THREE 

RESEARCH DESIGN AND METHODOLOGY 

3.1 Introduction 

This chapter presented the research approach that was adopted in the study. It explains in detail 

the research methodology utilized and its justification for the purposes of this study. This chapter 

will deal with also discussed procedures and activities under taken, focusing on namely the 

study’s research design, data collection, and sampling design and analysis and instrument 

development. Its further addresses issues of concludes with the ethical considerations of the 

study. 

3.2 Research Approach 

Research approaches were plans and procedures for research that span the steps from broad 

assumptions to detailed methods of data collection, analysis, and interpretation (Creswell, 2009). 

According to Creswell (2009), mixed methods research is an approach to an inquiry involving 

collecting both quantitative and qualitative data, integrating the two forms of data, and using 

distinct designs that may include philosophical assumptions and theoretical frameworks. The 

core assumption of this form of inquiry is that the combination of qualitative and quantitative 

approaches provides a more complete understanding of a research problem than either method 

alone. Therefore, based on the above information, in order to gain a better understanding on the 

effect of Promotion, mix strategies on the profitability of Abay Bank Branch at Molale Town. 

The researcher chosen mixed methods approach or a blend of quantitative methods which are 

questionnaire. 

3.3 Research Design 

Research design is the blueprint for fulfilling research objectives and answering research 

questions (John & Hafiz, 2007). These authors discuss three types of research design, namely 

exploratory (emphasizes discovery of ideas and insights), descriptive (concerned with 



  
 16 

 
  

determining the frequency with which an event occurs or relationships between variables) and 

explanatory (concerned with determining the cause and effect relationships). As this study aimed 

to examine the effect of promotion mix on bank profit, thus it targets to measure relationships 

between variables, a combination of descriptive and explanatory type of research design was 

used. For this study, descriptive type of research would be used because it involves investigation, 

which provide a detail picture of the situation and detail description of the findings display in 

tables the level of promotion mix (advertising, sales promotion, personal selling, public relations 

and publicity, and direct marketing) as perceived by Abay Bank employees and customers, 

described the level of Abay Bank profit. An Explanatory type of research would be also applied 

since it enriches and supports the previous theories through comparing the findings with research 

questions. 

3.4 Sampling Design 

3.4.1 Target Population 

Every research that involves primary data collection needs to have a set of elements from which 

this data was collected. Any group of individuals places or objects that share common 

characteristics that are relevant for the research purposes are known as the population (John & 

Creswell, 2009). The target population is the specified group of people from which questions 

would be asked in order to develop the required data structures and information needed in the 

research (Cress well & John, 2003). Accordingly, the population of this study was Abay Bank 

employees and customers, Molale Town. 

3.4.2 Sampling Frame 

According to Cooper & Schindler (2014), a sampling frame is a list of elements from which a 

sample is drawn. A sample frame was the source material from which a sample was drown, and 

it represents a list of all elements within a population that can be sampled (Zikmund & Babin, 

2012). A sampling frame is a list of all the units of the population of interest. Due to conduct all 

the population of Abay Bank is unmanageable. The sample frame of this study is bounding 

employees and customers of Abay Bank branch in Molale Town Administration. 
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3.4.3. Sampling Technique 

Due to the number of customers are too large, it is difficult to get a complete list and handle it. 

And by assuming that the target respondents were homogeneous. Hence, simple random 

sampling Methods is used for data collection. Simple random sampling is a probability sampling 

technique where subjects are selected by giving equal chance of occurrence as sample from the 

target population. In the case of a simple random sampling, every member of the population has 

a known and equal chance of being selected. These methods reduce the potential for bias in the 

selection of respondents included in the sample. And a complete list of data can get from human 

resource management (HRM) of the Abay bank in Molale Town Administration.    

3.4.4 Sample Size 

As mention in the sampling above, this study was focused in Abay Bank specifically in Molale 

Town Administration. The numbers of customers in Molale Town is too large and it is difficult 

to conduct all. Hence, simple random sampling is used and so, only 353 samples are taken from 

customers, and 14 employees have taken purposively. As per suggestion of (Krejcie & Morgan, 

1970), for considering sample size in the population size. According to Yamane (1967 cited in 

Abdissa and Fitwi, 2016) the sample size finite and large population sample size formula with 95 

% confidence level and 0.05 precision levels. 

 The formula used to obtain this sample size is shown as follows:        

                               

, Where n = sample size 

N = population size 

e = sampling error (level of precision) 

In order to the target population results, the following number of samples. 

n = 3000/1+3000(0.0025) =3000/8.5 = 352.94  353 customers and 

n = 15/1+15 (0.0025) =14 employees 

n= N/1+N (e
2
)     
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These 353 from customers and 14 employees were selected by Yemane sample size 

determination technique 

3.4 Sources of Data 

In this study the researcher employed primary and secondary data sources. Kothari (2009) stated 

that Primary data are those which are collected afresh and for the first time, and thus happen to 

be original in character. On the other hand, secondary data are those which have already been 

collected by someone else and which have already been passed through the statistical process. 

The Primary data are collected through design questionnaire adopted from previous study. This 

is complete by respondents (Abay Bank employees and customers,) that are willingly filled and 

returned the questionnaire. Secondary data were collected from Abay Bank data base and annual 

report journals. Besides, a variety of books, websites, research journals, and thesis articles are 

reviewed to make the study fruitful. Furthermore, interview has made to the promotion and 

marketing related issue concerned body who is marketing officers of business development of 

the Abay bank in Molale town Administration.  

3.5 Data Collection Instrument 

There are two types of sources when collecting data; primary and secondary data sources 

(Creswell & John, 2003). Primary sources are directly related to the study purpose. Primary data 

consists of all the data would be collected throughout the study that directly can be related to the 

study purpose; both personally gather as well as data from a third party that has been collected 

with an equivalent purpose. Secondary data on the other hand, contains relevant data collected 

for a different purpose, but from which the conclusion is valuable for the purpose. In this study, 

the English version of the questionnaire was translated into the Amharic version (the National 

language of Ethiopia) and finally the Amharic version of the questionnaire was distributed to the 

respondents.  
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3.7. Data Quality Assurance 

Data quality assurance (QA) processes are preventive measures implemented to minimize issues 

in the data streams and inaccuracies thus limiting corrective measures to improve data quality 

(Dilumie, 2016). 

3.7.1. Reliability and Validity of the Instrument 

3.7.1.1 Instrument Validity 

Validity refers to the extent to which a questionnaire or the instrument, a concept is accurately 

measured in a quantitative study (Heale & Tulycross, 2015). There were various types of validity 

used in research studies, but for the purpose of this study the face validity was used. Because the 

study has been proven thorough piloting, rewording and reevaluation of the instrument used. 

Therefore, to ensure its face validity, the researcher’s   advisor was engaged in commenting the 

instruments. Besides, the opinion of bank experts and academicians in the field was taken to 

ensure the validity of the instrument. The questionnaire was finally revised based on the field 

feedback collected from experts in the field. 

3.7.1.2 Instrument Reliability 

Reliability refers to the degree of consistency or dependability of an instrument, including 

stability, internal consistency (Neuman, 2012). An internal consistency reliability test was 

conducted and the Cronbach's alpha coefficient for the instrument was calculated. Cronbach 

alpha values vary in values from 0, meaning no consistency, in 1, meaning complete consistency. 

Cronbach alpha values of 0.80 or higher are considered as high reliability, those between 0.70 

and 0.80 are regarded as having acceptable reliability, values between 0.60 and 0.70 are fair, and 

coefficients lower than 0.60 are questionable (Hair, Wolfinbarger, Ortinaw, & Bush, 2010). 

Before distributing the questionnaire to all respondents, 19 questionnaires for pilot test to make 

sure the questions are clear and reliable (Adams, Jennifer, Chris, Leslie, & W, 2007). Hence, a 

total of 19 questionnaires were distributed in Abay Bank employees and customers in Molale 

Town Administration for the pilot survey, which were helped the researcher to ensured that the 

questionnaire were in fact clear to respondents and reliable. Even there are many research paper 

done in Ethiopia related with promotional mix, in order to avoid ambiguity due to study area 
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location and to be confidential, the investigator need to conduct pilot survey which play vital role 

to solve challenges for precision, biasedness and reliability. The alpha values for all constructs in 

the study as shown in Table 3.1 were greater than the guideline of 0.70, so it can be concluded 

that the scales can be applied for analyses with acceptable reliability 

    Table 3.1 Reliability Test for Pilot Study 

 
Study variables 

Cronbach’s Alpha value 

Employees Customers 
 

 

Profit 0.772 0.831 

Advertisement 0.85 0.80 

Sales Promotion 0.80 0.801 

Personal Selling 0.80 0.865  

Public Relations 0.750 0.892 

Direct Marketing 0.851 0.80 

Source: Computation from Survey Data (2021) 

3.8. Methods of Data Analysis 

Statistical analysis is used in order to provide descriptive and inferential statistics information on 

the data. After the data was collected it was coded using the statistical package for social 

sciences (SPSS V.26). The statistics that were provided by the SPSS analysis were descriptive 

and inferential statistics.  

3.8.1 Descriptive Analysis 

In this study descriptive analysis was used for the demographic factors such as gender, age, 

education, and work experience for how numerous times the customers were using the bank's 

services. In addition, descriptive statistical frequencies, percentages, mean and standard 

deviation analysis also was used to present the data with regard to the Promotion, mix strategies 

on the profitability.  
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3.8.2 Inferential Analysis 

According to Sekaran (2000) inferential statistics allows to infer from the data through analysis 

the relationship between two or more variables and how several independent variables might 

explain the variance in a dependent variable. In this study, inferential statistical analysis, such as 

correlation and regression was used to show the relationship between the effects of the 

Promotion, mix strategies on the profitability of the bank. Correlation analysis was used to 

measure the strength of the association between Promotion, mix strategies dimensions and bank 

profitability. Regression analysis was used to know by how much the independent variable, i.e. 

Promotion, mix strategies, explains or affects the dependent variable which was bank 

profitability.  

 3.8.3 Multiple Regressions 

In this study, standard multiple regression analysis was employed. In standard multiple 

regression all the independent (promotion mix elements) variables were entered into the equation 

simultaneously. Each independent variable was evaluated in terms of its predictive power, over 

and above that offered by all the other independent variables. Like correlations, statistical 

regression examines the association or relationship between variables. Unlike correlations, 

however, the primary purpose of regression is a prediction (Geoffrey, 2005). 

Model Specification 

The equation of regressions on this study was generally built around two sets of variables, 

namely dependent variable (Bank profit) and independent variables (advertising, sales 

promotion, public relations and publicity, personal selling and direct marketing). The basic 

objective of using the regression equation in this study was to make the study more effectively at 

describing, understanding and predicting the stated variables. The regression equation is 

presented as follows: 

Y = α1 + β1X1 + β2X2 + β3 X3 + β4X4 + β5X5+ε 

Where: 

Y = Profit of Abay Bank 

X1 = Advertising 

X2= sales promotion 
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X3 = Personal Selling 

X4 = public relations and Publicity 

X5 = Direct marketing 

α1 = the intercept term- constant which would be equal to the mean if all slope coefficients are 0. 

ε = Error 

β1, β2, β3, β4 and β5 where the coefficients associated with the average amount the dependent 

Variable increases when the independent variable increases by one standard deviation. 

Multiple Linear regression Assumptions 

1. Multiple linear regression requires the relationship between the independent and 

dependent variables to be linear. 

2. Multiple linear regression analysis requires that the errors between observed and 

predicted values (i.e., the residuals of the regression) should be normally distributed.  

3. Multiple linear regression assumes that there is no multicollinearity in the 

data.  Multicollinearity occurs when the independent variables are too highly correlated 

with each other. 

4. Homoscedasticity 

5. Auto correlation (independency of error terms). 

3.9. Ethical Consideration 

There are two aspects of ethical issues in research: the first one is the individual values of the 

researcher relating to honesty and frankness and personal integrity. Secondly, the researcher’s 

treatment of other people involved in the research, relating to informed consent, confidentiality, 

anonymity and courtesy (Nicholas, 2011). All the research participants included in this study 

were appropriately informed about the purpose of the research and their willingness and consent 

was secured before the Commencement of distributing questionnaires. Respondent was informed 

about their full right to fill the questions or to withdraw from the study at any time without any 

unfavorable consequences, and they didn't harm as a result of their participation or non-

participation. Also, no information was modified or change, therefore information was present as 

collected and all the literatures collected for the purpose of this study were appreciating in the 

reference list. 
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CHAPTER FOUR 

RESULTS AND DISCUSSION 

4.1. Introduction 

The general objective of the study was to look at the effect of Promotional, mix strategies on the 

profitability of Abay Bank at Molale Town. During this chapter, the researcher tested the 

reliability and Validity of the info gathered, the demographic profile of the respondents were 

presented and analyzed. The respondent groups were both Abay Bank employees and 

customers. To form the empirical analysis easy, the results of descriptive analyses were 

presented. Moreover, the results of Pearson’s parametric statistic and multiple regressions were 

analyzed. Finally, results and discussions were presented in summarized way. 

4.2. Samples and Response Rate 

The questionnaires were distributed in person and by mail to the selected employees and 

customers. A total of 367 questionnaires was distributed for employees and customers, and all 

questions were received back. Thus, the response rate was 100%. 

4.3 Demographic Profile of the Respondents (Employees) 

Respondents from employees’ side have demographic background information collected during 

the survey. The aim of the demographic analysis of this research was to explain the 

characteristics of the sample, like the amount of males and females respondents’ range old, 

academic qualification, and respondents’ experience. The demographic composition of the 

respondents was summarized in Table 4.1 below. It's evident from the Table that the half Abay 

Bank employees in Molale Town are between the ages of 25-35 (50.0%). the main participants 

were males (85.7%), whereas 14.3% of the participants were females. Furthermore, the 

educational qualification of the respondents consist 21.4% Diploma/level III & IV, 

71.5% degree, 7.1% second degree and above. 57.2% respondents were service years between 1-

5 years, 21.4% of the respondents were service years between 6-10 years, 21.4% of the 

respondents were service years 11 and above years. In summary, the bulk of the respondents 

were males within the people 25-35 having a predominantly degree and 1-6 years’ work 

experiences. This suggests that the respondents have good experience and academic background 

to answer the questionnaire. In other words, they need awareness about the questioners. 
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  Table 4.1 Demographic Information of Respondents (Employee) 

Items  Description  
Frequen

cy  
Percentage  

Cumulative 

Percent 

Gender  

Male  12 85.7 85.7 

Female 2 14.3 100 

Total  14 100  

Age  

18-24  3 21.4 21.4 

25-35 7 50.0 71.4 

36-45 4 28.6 100 

Total  14 100  

A
ca

d
em

ic
 

q
u

a
li

fi
ca

ti
o

n
 

Diploma /level III & IV 3 21.40 21.40 

First degree (BA/BSC) 10 71.50 92.9 

Second degree and above  1 7.10 100 

Total 14 100  

E
m

p
lo

y
ee

 

ex
p

er
ie

n
ce

  
 

1-5  8 57.2 57.2 

6-10  3 21.4 78.6 

11 and above  3 21.4 100 

Total  14 100  

Source: Computation from Survey Data (2021) 

4.4 Demographic Profile of the Respondents (Customers) 

Respondents from customers’ side have demographic background information collected during 

the survey. The purpose of the demographic analysis of this research was to describe the 

characteristics of the sample, such as the number of males and female respondents, range of age, 

academic qualification, and respondents’ experience. The demographic composition of the 

respondents was summarized in Table 4.2 below. It is evident from the Table that the majority of 

Abay Bank customers are between the ages of 25-35 (44.5%). The major participants were males 

(58.1%), whilst 41.9% of the participants were females. Furthermore, the academic qualification 

of the respondents consist 2.0% and 10.8% Preparatory, level II and below and Diploma/level III 

& IV respectively. And also 85.2% first degree, 2.0% second degree and above. Regarding the 

period of customer loyalty 1-5 years (31.1%), 6 -10 years (40.5%), 11-15 years (24.4%) and 

above 15 years, 4.0%,  respectively, In summary, the majority of the respondents were male 

within the age group 25 - 35 having predominantly BA/BSC and, . 6 - 10 years of loyalty. This 
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implies that the respondents had a good experience, and educational background to answer the 

questionnaire. In other words, they had awareness about the questioners. 

 Table 4.2 Demographic Information of Respondent (Customer) 

Items Description Frequency Percentage 
Cumulative 

Percent 

Gender 

Male 205 58.10 58.1 

Female 148 41.90 100 

Total 353 100  

Age 

18-24 100 28.30 28.30 

25-35 157 44.50 72.8 

36-45 71 20.10 92.9 

Above 45 25 7.10 100 

Total 353 100  

Academic 
qualification 

Preparatory, level II and below 7 2.0 2.0 

Diploma /level III & IV 38 10.8 12.8 

First degree (BA/BSC) 301 85.2 98.00 

Second degree and above  7 2.0 100.00 

Total 353 100 
 

Loyalty 
experience 

1-5 110 31.1 31.1 

6-10 143       40.5 71.6 

11-15 86 24.4 96 

Above 15 14 4.00 100 

Total 353 100  

Source: Computation from Survey Data (2021) 
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4.5 Correlation  

4.5.1 Reliability Test  

The pilot survey has proved the questionnaire designed to collect the desired data was reliable. 

Moreover, for the reliability test of the all data Cronbach’s alpha was calculated using SPSS, and 

the result was presented in Table 4.3 below. The alpha values for all constructs are 

greater than the cut point 0.70. So, it can be concluded that the measurements can 

be applied for analyses with high reliability. 

     Table 4.3 Measurement Reliability 

Study variables Cronbach’s Alpha value 

Customer Employee 

Profit 0.929 0.939 

Advertisement scale 0.955 0.950 

                Sales Promotion 0.851 0.912 

Personal Selling 0.924 0.930 

Public Relations 0.962 0.920 

Direct Marketing 0.851 0.952 

Source: Computation from Survey Data (2021) 

4.6. Linear Regression Assumption Checking  

4.6.1. Linearity Checking  

Profit is assumed to be linearly related with promotion mixes; meaning the dependent variable 

Profit is assumed to be impacted by changes in the promotion mix (the independent variables). 

The relationship between the two variables should be linear. This means that at a scatter plot of 

scores should be a straight line (roughly), not a curve (Pallant, 2010). The scatter plots for both 

employee and customer respondents in this study show that there is almost linear relationship 

between the variables. Figure 4.1 plots do not show any evidence of non-linearity between profit 

perception scale and advertisement perception of customer; therefore, the assumption of linearity 

is satisfied. For the remaining independent variable’s general information about linearity 

checking is described in Appendix II. 
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Figure 4.1 Linearity Tests for Employee Respondents 

4.6.2. Multicollinearity Checking  

Multicollinearity is used to describe the correlation between independent variables. If there is a 

high correlation between two or more predictor variables, may cause problems when trying to 

draw inferences about the relative contribution of each predictor variable to the success of the 

model (Pallant, 2010). Multicollinearity in this study was tested using Variance Inflation Factor 

(VIF) value.  VIF value is around 1 and not more than 10, it can be concluded that there is not 

Multicollinearity between an independent variable in the regression model (Pallant, 2010). 

Below Table 4.4 shows there was no Multicollinearity exist. 
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   Table 4.4 Multicollinearity of Promotion Mix 

Model 

Collinearity Statistics 

Employees 
 

Customers 

VIF VIF 

Advertisement 2.13 7.54 

Sales Promotion 4.00 5.71 

Personal Selling 3.12 4.00 

Public Relations and Publicity 2.4 2.61 

Direct Marketing 1.21 2.87 

Source: Computation from survey data (2021) 

4.6.3. Homoscedasticity Checking   

Homoscedasticity refers to equal variance of residuals (errors). For a basic analysis, it is worth 

plotting the residual (Y-axis) against fited (predicted) value (X-axis), because this plot is useful to 

determine whether the assumptions of random errors and homoscedasticity have been met. 

Decision rule: if the model is well fitted, there should be no pattern to the residuals plotted 

against the fitted values. If there were not certainly varied, and dots spreads above and below 0 

numbers in axis Y, then homoscedasticity did happen (Pallant, 2005). The scatter plots for both 

employee and customer respondents show that there was homoscedasticity. Thus the assumption 

is reasonably supported in this study.  

  

Figure 4.2 Homoscedasticity test for customer respondents 
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4.6.4. Normality Checking  

The multiple linear regression analysis requires the dependent variable (residual) should to 

be normal. This assumption can best be checked with a histogram, kernel density, ppplot 

and qqplot. The figure 4.6 of Kernel density and histogram for both employee and 

customer respondents to profit shows that how the data is distributed, so from the Kernel 

density the normal density almost overlap on the plot and depend on histogram the 

researcher can conclude that the data was normally distributed. Therefore, the assumption 

of normality was satisfied. The pp plot graphs a standardized normal probability plot 

while q norm plots the quantiles of a variable profit (residual) against the quantiles of a 

normal distribution.  P norm is sensitive to non-normality in the middle range of data and 

qnorm sensitive to non-normality near the tail. To observe the other output refer in 

Appendix II.  

 

Figure 4.3 Normality test for customer respondents 
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4.6.5. Residual Independence Checking  

Regression analysis is based on uncorrelated error/residual terms of any two or more 

observations (Kothari, 2004). This assumption is tested for each regression procedure with 

the Durbin-Watson test, which test for correlation between variables residuals. The test 

statistic can vary between 0 and 4 with a value of 2 meaning that the residuals are 

uncorrelated (Field, 2009). A value greater than 2 indicates a negative correlation between 

adjacent residuals, whereas a value below 2 indicates a positive correlation. As a general 

rule, the residuals are independent (not correlated) if the Durbin-Watson statistic is 

approximately 2, and an acceptable range is 1.50 - 2.50 (Muluadam, 2015). In this study 

the Durbin-Watson value was 1.868, for respondents, which was very close to 2, therefore 

it can be confirmed that the assumption of independent error has almost certainly been 

met. 

Table 4.5 Autocorrelation Test for customers 

Model Summary 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

Durbin-Watson 

1 0.844 0.712 0.678 0.6062 1.868 

Source: Computation from Survey Data (2021) 

4.7. Descriptive Analysis 

In this section, the respondents were presented in the form of Table. The Tables contain mean 

and standard deviation of their response. Mean value provides the idea about the central 

tendency of the values of a variable. Standard deviation is to give the idea about the dispersion of 

the values of a variable from its mean value. All of the independent variables were measured 

using five point Likert scale ("1" Strongly disagree; to"5" Strongly agree). The interpretations of 

the Likert scale results are: scores of 1 to 2.42 indicate low level, scores of 2.42 to 3.66 indicate 

medium level, and scores of 3.76 to 5 indicate a high level (Alhakimi & Alhariry, 2014). 
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4.7.1 Abay Bank Employees’ Perception on Independent Variables  

The overall mean for the employees perception on all independent variables was in the range 

between 2.42 to 3.75 this indicates that the impact of all independents variable on the dependent 

variable is medium level according to the perception of Abay Bank employees. The overall mean 

for the perception of advertisement is  3.422, the overall mean for the perception of sales 

promotion is 3.53, the overall mean for the perception of personal selling is 3.418, the overall 

mean for the perception of public relations and publicity is 3.50 and the overall mean for the 

perception of direct marketing is 3.28, this implies that, according to employees’ perception the 

effect of advertisement, sales promotion, personal selling, public relation and publicity and direct 

marketing on Abay Bank profitability was towards medium level. This is as per the standard of 

(Alhakimi & Alhariry, 2014), which is mentioned in detail in the descriptive statistics section 

below. 

Table 4.6 Descriptive Statistics for Perception of Abay Bank Employees 

 N Minimum Maximum Mean Std. Deviation 

Profit 14 1.17 5 3.0714 1.41 

Advertisement 14 1.45 4.090 3.422 0.798 

Sales Promotion 14 1.63 4.13 3.53 0.732 

Personal Selling 14 1.50 4.13 3.418 0.81 

Public Relations 14 1.3 4.13 3.5 .72143 

Direct Marketing 14 1.13 4.00 3.28 0.89 

Source: Computation from Survey Data (2021) 

4.7.2 Abay Bank Customer’s Perception on Independent Variables  

The overall mean for the customers perception on all independent variable are in the range 

between 2.42 to 3.75 this indicates that the impact of all independents variable on the dependent 

variable was medium level according to the perception of Abay Bank customers. The overall 

mean for the perception of advertisement is 3.05, the overall mean for the perception of sales 

promotion is   3.123, the overall mean for the perception of personal selling  is 3.1034,the overall 

mean for the perception of public relations and publicity is 3.0956 and the overall mean for the 
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perception of direct marketing is 3.0742, this implies that, according to customers perception the 

effect of advertisement, sales promotion, personal selling, public relation and publicity and direct 

marketing on AbayBank profitability was towards medium level. This is as per the standard of 

(Alhakimi and Alhariry, 2014), which is mentioned in detail in the descriptive statistics section 

below.  

Table 4.7 Descriptive Statistics for Attitude of Abay Bank customers about Independent 

Variables 

 

 

 

 

 

 

 

 

Source: Computation from Survey Data (2021) 
 

4.7.3 Comparison of Abay Bank Customers and Employees Perception on Promotion Mix 

Constructs 

From the above two consecutive tables, the result show the overall means of all items in the 

promotion mix constructs for Abay bank employees’ and customers level of perception. 

According to the findings of the means sale promotion represented the highest overall mean 

score (mean= 3.54), meaning that Abay Bank employees have a tendency towards agreeing with 

statements relating the sale promotion construct (1= strongly disagree and 5= strongly agree) 

compared to other constructs. Public relation and publicity followed with an overall mean score 

of (mean= 3.50), this was followed by Advertisements (mean=3.422). The lowest level of 

agreement was with the direct marketing and Personal Selling (mean= 3.28 and 3.418) 

respectively.  

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

      

Profit  Perception 353 1.000 5.000 3.16512 1.121204 

Advertisements Perception 353 1.00 5.00 3.0476 1.12543 

Sale Promotion Perceptions 353 1.00 5.00 3.1229 1.05495 

Personal Salling Perception 353 1.00 5.00 3.1034 1.10056 

Public Relations and 

Publicity Perception 
353 1.00 5.00 3.0956 1.14482 

Direct Marketing perception 353 1.00 5.00 3.0742 1.08609 
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On the other hand, regarding customer perception, the findings of the means sale promotion also 

represented the highest overall mean score (mean= 3.123), meaning that Abay Bank customers 

have a tendency towards agree with statements relating the sale promotion construct (1= strongly 

disagree and 5= strongly agree) compare to other constructs. Personal saling perception followed 

with an overall mean score of 3.1034. This was followed by public relation publicity (mean= 

3.096). The lowest level of agreement was with the advertisement and direct marketing 

constructed (mean= 3.048 and 3.0742) respectively. 

 

Table 4.8 below show the overall average means of all items in the promotion mix constructs 

for Abay Bank employees’ and customers' level of perception. According to the findings of the 

average sale promotion represented the highest overall average mean score (mean= 3.33), 

meaning that both Abay bank employees and customers had a tendency towards agreeing with 

statements relating the sale promoting construct (1= strongly disagree and 5= strongly agree) 

compare to other constructs. Public relation and publicity followed by an overall average mean 

score of 3.278. This was followed by personal saling (mean= 3.261). The lowest level of 

agreements were direct marketing and Advertisements construct (mean= 3.18 and 3.235) 

respectively.  

In addition to study variables mean of questionnaires also described in appendix II A. 

Table 4.8 Overall Averages Mean for Both Respondent Groups 

Construct 

Mean 

Employees Customers 
Average Mean of  both groups 

 

Advertisement 
3.422 3.0476 

3.2348 

Sales promotion 
3.53 3.1229 

3.32645 

Personal Selling 
3.418 3.1034 

3.2607 

Public Relations and  
publicity 

3.5 3.0956 

3.2978 

Direct Marketing 
3.28 3.0742 

3.1771 

 

Source: Computation from Survey Data (2021) 
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4.7.4 Abay Bank Employees’ and Customers Perception on Profit 

This portion of the questionnaire tested the perception and views about the overall profit levels 

among Abay bank employees and customers. The overall mean for the perception of profit by 

employees is 3.0714, and the overall mean for the perception of profit by customers is 3.165, this 

indicating that the majority of respondents towards a medium level of agreement with the 

statements specified in the study 

Table 4.9: Descriptive Statistics for Attitude of Abay Bank Employees and Customers 

about the overall level of Profit 

Profit Employees Customer 

 

Mean Std. Dev. Mean Std. Dev. 

3.0714 1.41 3.165 1.12 

Source: Computation from survey data (2021) 

4.8 Correlation Analysis: Relationship between the Study Variables 

According to (Sekaran & Bougie, 2010), correlation coefficient can range from -1 to +1. The 

value of -1 represents a perfect negative correlation, while a value of +1 represents a perfect 

positive correlation. A value of 0 correlations represents no relationship. The results of 

correlation coefficient may be interpreted by the guideline of (Sekaran & Bougie, 2010), the 

value of r = 0.10 to 0.29 or r = -0.1 to -0.29 be located weak, r = 0.30 to 0.49 or r = -0.30 to -0.49 

be located moderate and r = 0.50 to 1.00 or r = -0.50 to -1.00 be located Strong relationship 

independent variables with dependent variable. 

In this study Pearson’s correlation coefficient was used to determine whether there is significant 

relationship between the independent variables, namely, advertisement, sales promotion, 

personal selling, public relations and publicity, direct marketing and the dependent variable bank 

profit. The following section presents the results of correlation on the relationship between 

independent variables and a dependent variable. As it is clearly indicated in Table 4.11 below 

employees column, strong positive relationship was found between sale promotion and Bank 
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Profit (r = 0.98, p < 0.0001), Advertisement and Bank Profit and (r =0.957,  p < 0.0014), Public 

Relations and Publicity and Bank Profit (r = 0.96, p < 0.00014), Personal Selling and Bank Profit 

(r =.640, p < 0.01), and direct marketing and Bank Profit (r = 0.80, p < 0.0001), which are 

statistically significant at 95% confidence level.  On the other hand, as it is clearly indicated in 

Table 4.11 below customers column also have to strong positive relationship on over all 

independent variables and dependent variable which statistically significant at 95% confidence 

level.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  
 36 

 
  

 

Table 4.10 the Relationship between Independent Variables and Profit 

Independent Variables Employees Customers 

Advertisement 

 

 
Profit 

 
Profit 

Pearson 

Correlation 

0.957 Pearson Correlation 

 

.81 

Sig. (2-tailed) 
.00014 Sig. (2-tailed) 

 

.000 

N 14 N 353 

Sales Promotion 

 

Pearson 

Correlation 

0.980 Pearson Correlation 

 
.766 

Sig. (2-tailed 
.0001 Sig. (2-tailed) 

 

.000 

N 14 N 353 

Personal Selling 

 

Pearson 

Correlation 0.945 
Pearson Correlation 

 

0.757 

Sig. (2-tailed) 
.0001 Sig. (2-tailed) 

 

.000 

N 14 N 353 

Public Relations    and 

Publicity 

 

Pearson 

Correlation 

0.96 Pearson Correlation 

 

0.6798 

Sig. (2-tailed) 
.00014 Sig. (2-tailed) 

 

.000 

N 14 N 353 

Direct Marketing 

 

Pearson 

Correlation 

0.802 Pearson Correlation 

 

0.791 

Sig. (2-tailed) 
.0014 Sig. (2-tailed) 

 

.001 

N 14 N 353 



  
 37 

 
  

4.8 Regression Analysis and Hypothesis Testing 

4.8.1 Regression Analysis 

For the purposes of determining the extent to which the explanatory variables (promotion 

mix elements such as advertisement, sales promotion, personal selling, public relations 

and publicity, and direct marketing) explain the variance in the explained variable (Bank 

profit). The results of the multiple regression analysis present in the following. 

Table 4.11 Model Summery  

Model 

Summary 

R 
R 

Square 

Adjusted 

   R 

Square 

Std. 

Error of 

the 

Estimate 

Sig. 

.844 .783 0.712 0.678 
.002 

Source: Computation from Survey Data (2021) 

From the model summary in below Table 11 for both customer and employee combined R-value 

is 0.844, indicates correlation of the five independent variables (promotion mix elements) with 

the dependent variable (Bank profit), and the model exhibited an adjusted R square value of 

0.783, it indicated that 78% profit in Abay Bank was explained by the variation of the five 

promotion mix dimensions and 22 % was due to another factors/extraneous variables. 

Table 4.12 ANOVA over all Tests 

ANOVA 

Model Sum of Squares df Mean 

Square 

F Sig. 

 

Regression 314.998 5 63.000 171.456 .000 

Residual 127.501 347 .367   

Total 442.499 352    

Source: Computation from Survey Data (2021) 

The ANOVA Tables tell us whether the overall model results in a significantly good degree of 

the prediction of the outcome variable (Field, 2009). The proposed model was adequate as the 



  
 38 

 
  

Sig value is less than 0.05. This indicates that the overall model was statistically significant 

relationship between promotion mix and bank profit.  

From table 4.13 the Sig. Values of advertisement, sales promotion, personal sale, public relations 

and publicity were 0.000, 0.01, 0.001, and .022 respectively. This test shows that the coefficients 

of the four predictors are statistically significant at less than 5% level of significance. Thus, all 

four variables were found to be significant predictors of profit of Abay Bank. But the sig. value 

of direct marketing was 0.745, which was not statistically significant and not a predictor of bank 

profit.  

The standardized beta coefficient column shows the contribution that an individual variable is 

made to the model. The beta is the amount that the dependent variable increases or decreases 

when the independent variable increases by one standard deviation. Thus, the largest influence 

on the profit is from the advertisement dimension (0.418), and the next personal selling (0.187) 

and sales promotion (0.176) and public relation and publicity (. 0.107) respectively. On the other 

hand direct marketing with the beta value of 0.031 was the poorest predictor of profit when it 

was compared with the other explanatory variables under study.  

A 95% confidence interval is a range of values that can be 95% certain contains the true 

parameter of population. If the confidence interval do not include zero in the interval, the 

independent variables are statistically significant to predict the dependent variable.  From the 

coefficient table below the confidence interval for advertisement, sales promotion, personal sale, 

public relations and publicity were not include zero value which encountered the significances, 

whereas the interval for direct marketing perception in between(-0.1613605 ,  0 .2252418), 

include zero value and statistically inconsequentiality. 

Table 4.13 Regression coefficients and intercept  

 C
o
ef

fi
ci

en
ts

 

Model 
Unstandardized 

Coefficients 

Standardized 

Coefficients 
T Sig. 

(95% Confidence 

interval) 
Variables  B  

Std.  

Error 
Beta  

(Constant)  0.2985 0.1062345 
 

     2.81 0.005 0.089    0.507 

Advertising  0.4166 0.0788368 .418 5.28 0.000 0.262 ,   0.572 

Sales Promotion  0.1872 0.0731686 .176 2.56 0.01 0.043 ,      0.33 

Personal Sale  0.1902 0.058693 .187 3.24 0.001 0.075 ,  0.3056 
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Public Relations 

and publicity 

0.1046 0.0455663 .107 2.3 0.022 0.0150 ,  0 .1943 

Direct Marketing  
0.0319 0.0982809 .031 0.32  

0.745 

-0.1614 ,  0 .225 

Source: Computation from Survey Data (2021) 

Interpretation of Coefficients  

Based on the Table 4.123; show the unstandardized beta coefficient, which tell us the unique 

contribution of each factor to the model. A high beta value and a small p value (<0.05) 

indicate the predictor variable has made a significant statistical contribution to the model. On 

the other hand, a small beta value and a high p value (p >0.05) indicate the predictor variable has 

little or no significant contribution to the model (Ggorge et al., 2003).  

 

Table 4.13, indicates that advertising, sales promotion, personal selling and public relations and 

publicity had a significant and positive effect on profit at 95% confidence level, since their p-

values (0.00 for advertising, 0.01 for sales promotion, 0.001 for personal selling and 0.022 for 

public relations) are less than the significance level 0.05. But direct marketing had no any 

significant influence of the profit from their p-value 0.745 is greater than the significance level 

0.05. The significant and insignificance effect of promotion mix strategies on profitability 

(advertising, personal selling, sales promotion, public relations, and direct marketing) has been 

included in the establishment of the function The objective of the regression in this study was to 

find such an equation that could be used to find the impact of predictors on the dependent 

variable. The specified regression estimated equation takes the following form: 

Y = α1 + β1X1 + β2X2 + β3 X3 + β4X4 + β5X5  

Where: 

Y = Profit 

X1= Advertisement 

X2= Sales Promotion 

X3= Personal Selling 

X4= Public Relations and Publicity 

X5= Direct Marketing 
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  Iintercept that shows the value of profit by taking the value of all independent variables 

equal to zero  

So equation comes as: 

Profit=  .255+  0.4166X1+0.1872X2+ 0.19X3 + 0.1046X4+ 0.0319X5 

The hypothesis test results based on standardized coefficient beta and P-value to test whether the 

hypothesis to reject or not reject. As shown from above Table 4.13 advertisement of Abay Bank, 

the P value is significant (P< 0.05) and the beta value is positive (beta=0.418). Therefore, the 

result supported the initial hypothesis and infers that advertisement has a significant and positive 

effect on profit of Abay Bank. With regards to sales promotion of Abay Bank, P-value is 

significant (P< 0.05) and the beta value is positive (beta= 0.176). Therefore, the result supported 

the initial hypothesis and infers that sales promotion has a significant and positive effect on profit 

of Abay Bank. The same is true for Personal sale and Public relations and publicity of Abay 

Bank, P-value is significant (P< 0.05) and the beta value is positive (beta = 0.187, beta= 0.107) 

respectively. Therefore, the result supported the initial hypothesis and infers that personal sale and 

Public Relations and Publicity had a significant and positive effects on profit of Abay Bank.  

4.9 Discussion on the Results 

The study was carried out to examine the effect of Promotional, mix strategies on the 

profitability of Abay Bank Branch at Molale Town. Based on the result of the above data 

analysis the following findings are discussed. 

4.9.1 The Effect of Advertising on the Profit of Abay Bank 

In this section, the study evaluates the effect of advertising on the profit of Abay Bank. The 

Pearson correlation coefficient  analysis; results shown in Table 4.10 for the employee's 

response, advertising and Bank profit have a significant relationship at the 95% confidence level. 

Correlation test was conducted to know the degree of relationship between independent variable 

i.e. advertising and dependent variable i.e. Bank profit. The results of correlation between these 

variable indicated that there was a statistically significant relationship between advertising and 

Bank profit. In another explanation advertising and Bank profit have Strong relationship (r 

=0.957, p < 0.00014). On the other hand, as it is clearly indicated in Table 4.10 for the customer 

response, the dependent variable Bank profit was a strong and positive correlation with 
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advertising (r =0.81, p < 0.00) at the 95 % confidence level. This finding is coherent with the 

result of (Dauda, 2015) concluded that advertising has strong relationships with profitability.  

 

The regression from employee and customer respondents jointly computed result shown in Table 

4.12 was standardized Coefficients (beta) for advertising (beta=0.418, p < 0.05). The beta 

average results show that, Advertising has statistically positive and significant effect on 

profitability. Thus, the higher the advertising spends, the higher the profit is likely to be. 

Accordingly, the hypothesis (H1) stated that advertising has a significant positive effect on profit 

was supported. The implication of this result is that on average a unit increase in advertising 

would lead to a 0.418 increase in profit. As such the Bank increase advertising on its service 

results in enhanced profit by applying different advertising platforms. This result is in 

accordance with (Andras & Srinivasan, 2003; Hanssens, 2004; Rahman & Akhtar, 2016). Even 

though, the profit of the bank comes from different variables, advertising also had its own 

positive effect or contribution to the profitability of Abay Bank. As the expenditure on 

advertisement increased the profit of the bank is also increased from time to time. Based on the 

average standardized coefficient result, advertisement ranked second among the independent 

variables. As a result the Abay Bank uses this component of the promotion mix with the slogan 

of informing, sensing and persuading the customers. While advertising, it is essential that we 

know about the key decision making areas so that its instrumentality helps Abay Bank. Finals 

Concluded, No doubt, advertising helps to provide complete information regarding the service of 

the bank which boosts the profit. The above findings approve that advertising plays a statistically 

significant role to improve the bank profit.   

4.9.2 The Effect of Sales Promotion on the Profit of Abay Bank  

In this section, the study examines the effect of sales promotion on the profit of Abay Bank. The 

Pearson correlation coefficient  analysis; results shown in Table 4.10 for the employee's 

response, the dependent variable Bank profit was a strong and positive correlation with Sales 

Promotion (r = 0.98, p < 0.0001) at the 95 % confidence level. On the other hand, as it is clearly 

indicated in Table 4.10 for the customer response, the dependent variable Bank profit was a 

strong and positive correlation with Sales Promotion (r = 0.766, p < 0.00) at the 95 % confidence 
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level. This finding agrees with the result presented by (Chalarsoughi & Savory, 2012) concluded 

that sales promotion strong relationship with profit.  

The regression shown in Table 4.13 combined result from employee and customer respondents 

was standardized Coefficients (beta) for sales promotion (beta= 0.176, p < 0.01). The beta 

middling result show that, important factor that can affect Abay Bank profitability is sales 

promotion (P < 0.05 and beta=0.176), the hypothesis stated that sales promotion has a significant 

positive effect on profit was supported. The implication of this result is that on average a unit 

increase in sales promotion would lead to a 0.176 increase in Bank profit in molale town.  This 

indicates that the Abay Bank should adequately invest in sales promotion as a vital component to 

improve the profit. This conclusion is in accordance with (Afande & Maina, 2015; Eric, D., 

2012; Abdulkarim, 2016). The primary objectives with sales promotion within financial services 

were to attract new customers; to increase the level of deposit accounts, thereby increasing the 

banks' share of savings; to increase market share in selected market segments; and to lower the 

cost of acquiring new customers by seeking to avoid direct price competition with other financial 

institutions. 

4.9.3 The Effect of Personal Selling on the Profit of Abay Bank  

In this section, the study determines the effect of personal selling on the profit of Abay Bank. 

The Pearson correlation coefficient  analysis; results shown in Table 4.10 for the employee's 

response, the dependent variable Bank profit was a strong and positive correlation with personal 

selling (r =.945, p < 0.0001) at the 95% confidence level. On the other hand, as it is clearly 

indicated in Table 4.10 for the customer response, the dependent variable Bank profit has strong 

and positive correlation with Personal Selling (r = 0.757, p < 0.000 at 95% confidence level. This 

result coincides with the finding presented by (Emebet, 2018) who found that personal selling 

statistically positive relationship with bank profit. 

The regression result shown in Table 4.13 from the collective Standardized Coefficients (beta) 

results from employee and customer respondents for personal selling were 0.187.  

Based on the regular results of employee and customer response personal selling has the effect 

contributes to the profitability of Abay Bank with average beta value 0.187 and its p value is 

greater than five percent (p > 0.001), this indicates that it has a positive and significant effect on 
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Abay Bank profit. One of the major benefits of personal selling as a form of communication is 

that it allows immediate feedback from the consumer to the organization (or its representative). 

Other forms of communication are basically one-way, but personal selling is two-way because of 

this its impact is positive. Even if it is also very expensive, personal selling strategies by Abay 

Bank in molale town tends to be used more for relatively high-value products and when 

customers are close to making a purchase. Nevertheless, as well as being expensive, it is also a 

form of promotion that can be difficult to manage, Abay Bank in molale town may control this 

challenges. Because of this its impact on the profitability of Abay Bank is significant.  This result 

disagrees with the finding presented by (Mehta, 2010) in his articles, personal selling strategy for 

promoting bank marketing  reported that there is a lack of marketing communications in India 

Banks and statistically not significant. The case area the researcher studied may differ from this 

study finding. In another way this research finding concurs with the finding of (Gashaw Tibebe, 

2016) concluded sales promotion is a significant effect to profit. Finals Concluded, for Abay 

Bank adopt suitable marketing promotion strategies for better business.   

4.9.4 The Effect of Public Relations and Publicity on the Profit of Abay Bank 

In this section, measure the effect of public relations and Publicity on the profit of Abay Bank. 

The Pearson correlation coefficient analysis; results shown in Table 4.10 for the employee's 

response, the dependent variable Bank profit was a strong and positive correlation with Public 

Relations and Publicity (r = 0.96, p < 0.0004) at the 95% confidence level. This finding agrees 

with the result presented by (AUD, 2015) concludes that a public relation has strong 

relationships with profitability.  

Similarly, as it is clearly indicated in Table 4.10 for the customer response, the dependent 

variable Bank profit has positive correlation with Public Relations and Publicity (r = 0.68, p < 

0.00) at the 95% confidence level. Even if this finding dose not agrees with the result presented 

by (Emebet, 2018) that states weak relation. This finding concludes that a public relation has 

acceptable relationship to profitability. 

The regression result shown in Table 4.13 from the average Standardized Coefficients (beta) 

results from employee and customer respondents for public relations and publicity is 0.107. The 

beta average result show that, public relations and publicity, it is ranked as the 4
th

 position (P < 
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0.022 and beta=0.107). The result shows that, Public relations and publicity had a positive and 

significant effect on profitability of Abay Bank.  

The implication of this result is that on average a unit increase in public relation and publicity 

would lead to a 0.107 increase in Bank profit. Based on this fact Abay Bank adequately invests 

in public relation as a crucial component to enhance profit. This could be the reason why using 

of public relation in order to enhance profits by participating special event, sponsoring different 

critical social service activities. Based on this finding the alternative hypothesis is accepted. The 

finding is consistent with results obtained by AUD. (2015) & Khanfar (2016). According to 

Kotler & Keller (2016), Public relations and publicity is 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. The primary 

goal is to build solid relationships between sport organizations and its stakeholders (Serbanica & 

Constantinescu, 2016). Publicity and Public Relations stimulate demand in a different personal 

way. Public relations maintain effective relations of the organization with different publics like 

employees, customers, shareholders, suppliers, dealers, government, media and so on. Public 

relations put commercially significant news in the media or get a favorable coverage on radio, 

television or stage. As media costs of this promotion are not paid for by the sponsor, it is called 

publicity. Publicity is “any form of non-paid commercially significant news or editorial comment 

about ideas, products and institutions” (Chunawalla, 2016). Finally Public relations and publicity 

were developed and strengthen the activities to promote their business. This component of the 

promotion mix effective even in the banking organizations.  

4.9.5 The Effect of Direct Marketing on the Profit of Abay Bank   

The result of standardized beta value of direct marketing has the last and weakest effect 

contribution on profitability of Abay bank in molale town than the four promotion mixes 

(advertising, sales promotion, public relations and personal selling). This result is in accordance 

with (Afande and Maina, 2015; Familmaleki M., Aghighi A., &KambizHamidiK., 2015). 

According to the joint (customer and employees) response p-value result is greater than five 

percent (p>0.745). In general speaking, even direct marketer is supported in this COVID-19 

season, the result of interview shows that, the bank is not effective in relation to direct marketing 

and its contribution to profit is insignificant or weak. According to Kotler and Keller (2012) 
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direct marketers can use a number of channels to reach individual prospects and customers: 

Direct mail, catalog marketing, telemarketing, interactive TV, kiosks, Web sites, and mobile 

devices. They often seek a measurable response, typically a customer order, through direct-order 

marketing. Direct marketing has been a fast-growing avenue for serving customers, partly in 

response to the high and increasing costs of reaching business markets through a sales force. 

Sales produced through traditional direct marketing channels (catalogs, direct mail, and 

telemarketing) have been growing rapidly. Direct-mail marketing means sending an offer, 

announcement, reminder, or other item to an individual consumer. On the other hand, 

Telemarketing is the use of the telephone and call centers to attract prospects, sell to existing 

customers, and provide service by taking orders and answering questions. It helps companies 

increase revenue, reduce selling costs, and improve customer satisfaction. However such type of 

marketing access were anomalous even in Ethiopia not only in molale town. Because of this 

direct marketing is an insignificant effect to Abay Bank profit. 
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CHAPTER FIVE 

CONCLUSION AND RECOMMENDATION 

 

5.1 Introduction 

This chapter provides a summary, conclusions and recommendations of the research undertaken 

in the study. For clarity purposes the conclusions were made based on the research objectives of 

the study. The general explanations of the findings were discussed and recommendations were 

drawn from the conclusions of the research. Finally, the study shows some limitation of the 

study and provides directions for future researches.  

5.2. Summery 

Both respondent groups were asked the effect of promotion mix strategies on profitability of 

Abay Bank in Molale Town Administration in a six point Likert scale where the extent of its 

application is derived from the questionnaire made on the six promotion mix dimensions therein. 

Accordingly, as it is depicted in table 4.8 in the previous section the resultant sample statistics 

for both groups of respondents shows that the effect of promotion mix strategies on Abay Bank`s 

profit is at the Medium level.  

With regard to advertising mix, the perception of employee and customers shows that, it has 

medium level effect on profit with a mean value 3.422 and 3.047 respectively. The average mean 

value for both respondent groups is 3.2348 and it is on the third rank of the promotion mix 

elements. The outcome of the multiple regression of both employee and customer respondent 

groups combindly supports the hypothesis; β = 0.4166 at P < 0.000. 

The data output shows that sales promotion has the highest mean value on average 3.33 and the 

mean value for each respondent group is 3.53 and 3.123 respectively of employees and 

customers. This result also shows that sales promotion has a medium level effect on profitability 

of Abay Bank. And the outcome of the multiple regression of both employee and customer 

respondent groups jointly supports the hypothesis; β = 0.1872 at P < 0.01. 

According to mean result, the perception of employee and customers shows that, it has medium 

level with a mean value 3.418 and 3.1034 respectively. The average mean value for both 
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respondent groups is 3.261 and it is on the fourth rank of the promotion mix elements. The 

outcome of the multiple regression of both employee and customer respondent groups together 

supports the hypothesis; β =0.1902 at P < 0.001. 

Public relations and publicity has the second highest rank mean value on average 3.298. And the 

mean value for each employees and customers respondent group is 3.5 and 3.1 respectively. This 

result also shows that Public relations and publicity has a medium level effect on profitability of 

Abay Bank. And the outcome of the multiple regression of both respondent groups supports the 

hypothesis; β =0.105 at P < 0.022. 

With regard to effect of direct marketing on profit, the perception of employee and customers 

shows that, it has medium level with a mean value 3.28 and 3.1 respectively. The average mean 

value for both respondent groups is 3.2. The average mean score result shows that, direct 

marketing has the least value and it is on the last rank of the promotion mix elements. The 

outcome of the multiple regression is not support the hypothesis; β = 0.032, at P > 0.0.745. 

5.3. Conclusion 

The study examines the effect of Promotion mix strategies (advertising, publicity, personal 

selling, promotional material and publicity, and direct marketing) on the profitability of Abay 

Bank Branch at Molale Town Administration. during this regard, it are often concluded that after 

collecting and analyzing the info using SPSS, Pearson correlation analysis, it are often clearly 

seen as that the five Promotion mix strategies namely, advertising, marketing, personal 

selling, promotion and publicity, and marketing have a robust relationship with 

positively associated with profitability of Abay Bank Branch at Molale Town Administration. 

Additionally to the customer response, advertising, and advertisement have a robust relationship 

with Bank profitability. The remaining experimental variable like personal selling and public 

relation encompasses a weak relationship with Bank profitability, while, marketing has moderate 

relationship. The multivariate analysis showed that advertising, sale promotion and Public 

relation and publicity all dimensions have a positive and significant effect on the Bank 

profitability. Among the independent variables, publicity possesses the best effect Bank 

profitability.  
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Supported these results it's recommended that the Abay Bank should adequately invest 

in commercial as a vital component to boost its profit. Profit maximization is that the most 

vital objective of any business. it's therefore critical to understand its key drivers. The study 

aimed to look at the effect of Promotion mix strategies (advertising, marketing, personal 

selling, promotion and publicity, and direct marketing) on the profitability of Abay Bank Branch 

at Molale Town Administration. The empirical results show that promotion mixes have direct 

impact on profit. The result confirms the hypothesized relationships within the research 

model. During this regard, it may be concluded about how each mixture of promotion influence 

profit. supported the findings of the study, the subsequent conclusions were drawn; This study 

concluded that at Abay Bank supported the end result of the multiple correlation of both 

employee and customer combined respondents, Advertisement contains a significant effect to 

enhance the profit of Abay Bank ; β = 0.4166, at P < 0.000. The study also concludes 

that publicity has also contributed significant effect to enhance the profit of Abay 

Bank supported the end result of the multiple correlation of usual respondents groups, β =0.187, 

at P < 0.01. Furthermore, public relation and publicity has also contributed significant effect 

improve the profit Abay Bank supported the result of the multivariate analysis of both employee 

and customer enmasse respondent groups, β = 0.105 at P < 0.022. The research findings that 

may be conclude from the statistics provided above is that advertising has the foremost important 

positive and significant effect on profitability of Abay Bank. According to the research findings, 

personal selling and sale promotion even have a positive and significant effect on profitability of 

Abay Bank.  

In relation to PR and publicity, promotion and publicity encompasses a positive and significant 

effect on profitability of Abay bank in molale. Regarding marketing, marketing has the smallest 

amount level effect on the profitability of economic bank of Ethiopia.  

To sum up, the effect of promotion mix strategies on the profitability of Abay Bank is sort 

of at the typical level as observed by its employees and customers. However, the typical mean 

score of advertisement, sale promotion personal selling, PR and publicity is seemed to be slightly 

above the typical level by both respondent groups (employees and customers). Yet, there's no 

significant difference among the mean results of every respondent group. Hence, it's confident to 
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conclude that, the effect of promotion mix strategies on the profitability of Abay Bank is at the 

typical level. 

5.4. Recommendation 

In line with the findings and conclusions made above, the following points are forwarded as 

recommendations so that Abay Bank can revise or reconsider its promotion strategies to 

designing effective and efficient strategies by focusing on the promotion mix tools that has a 

Significant contribution and by giving due attention to those which have insignificant 

contribution to improve the overall profit of the bank.  

1. Abay bank identifying these people is an important part of its market research. It 

should catch it’s target customers’ attention and either convince them to buy or at least state 

their opinion about the product. The result show that abay bank does not hold preparatory 

and below educated customer. Since most people live in molale and surrounding area were 

rural customer and farmer whose educational level is below preparatory, Abay bank work 

more on this part.  The researcher recommended that Abay Bank should focus on the 

investments of advertisement through different mechanisms, including some of the 

following:  television, radios, newspaper, magazines, billboards, brochures, famous persons, 

etc. by to improve its profitability. 

2. Abay Bank should also pay more attention to the activities and means of sales 

promotions, by train and retrained their sales personnel and by increasing more sales 

promotion activities like Prizes, Cash Refund Offers (rebates), Premiums (gifts), Patronage 

Awards, and Fringe benefits on its strategies to attract and retain actual and prospect 

customers and to improve its profitability. 

3. This study also shows that public relation and publicity was an important promotion mix 

strategy for profitability. Especially In order to get more public trust and to build strong 

brand or good will, Abay Bank should give more attention to public relations and publicity 

like by providing different sponsorship package for different community activities, release 

press conference and events, participating in public Service Activities, annual reports, 

speech and through Publications etc. all this raised issues have the contribution of the 

customers easily recall and recognize the brand of Abay Bank. 
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4.  Generally, Abay Bank should employ professional advertisement, sales promotion, personal 

selling and public relation and publicity worker and should also give outstanding attention to 

profound promotion strategies and practices to attract & retain the majority of the customers 

towards increasing the overall profit of the bank.  

5.5. Limitations of the Research 

Abay bank identifying these people is a crucial a part of its marketing research. It should catch 

it’s target customers’ attention and either convince them to shop for or a minimum of state their 

opinion about the merchandise. The result show that abay bank doesn't hold preparatory and 

below educated customer. Since the general public sleep in molale and surrounding area were 

rural customer and farmer whose educational level is below preparatory, Abay bank work more 

on this part. 

5.6. Future Research Areas 

Given the promising results that were obtained, coupled with the inherent limitations to the 

study just discussed above, there are many potential avenues of further research that can be 

explored. This study focused on financial institutions which are banking, future 

studies should focus on other sectors of the economy (e.g. Insurance companies, beer 

companies, hospitals, airlines, hotels, college and school). Since our study only focuses on one 

element of the marketing mix, namely promotion, it would be of interest to conduct a study of 

the other three elements, i.e. price, place and product.  Furthermore, the study recommends that 

future studies can be done on other commercial banks. This would help in comparison purposes 

as the relationship between promotion mix strategies and profitability cannot be a one-size fits 

to all, and might differ from one company and one market to the next. Further investigation is 

required to effect of promotion mix strategies on profitability. Future studies can also be done 

on promotion mix strategies of Abay Bank to determine what impact this could have on a Bank 

promotional mix strategy.  
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Questionnaire to be filled by Abay bank customers 

Dear respondents, 

This questionnaire is design to produce an academic study report entitle “Examinee the effect of 

Promotion Mix Strategies on Profitability of Abay Bank at Molale Town”. The purpose of this 

research is to acquire data in relation to promotion strategies used by Abay Bank. The study is 

purely for academic purpose and thus will not affect you in any way. Therefore, you’re genuine, 

frank and timely response is very important to the outcome of the study and you are kindly 

requested to complete all questions.   

Instruction: Dear respondents, 

1. No need of writing your name 

2. Please encircles where alternative answers are available and put (√) mark where 

necessary 

Thank you in advance for your utmost cooperation! 
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PART I. Socio Demographic Characteristics 

This part of the questionnaire covers items relate to the background of the respondents. 

1. Gender           Male               

                       Female      

2. Age                18-24       

                       25-35      

                       36-45    

                    Above 46  

3.  Educational level      Preparatory, level II and below  

                                 Diploma/level III & IV     

                                   BA/BSC               

                                   MA/MSC              

                                   PhD and above             

4. For how many years have you been Customers of Abay Bank? 

                             1-5 years                                          

                              6-10 years                                       

                              11-15 years   

                             16-20 years     

                             More than 20years  

 

 

 

 

 

 



  
 xx 

 
  

PART II: - Promotion Mix Strategy Related Questions 

Use the following Rating Scales under the columns, mark (√) sign only once for the given 

variables depending on your level of agreement in front of it.  

Where, 1=Strongly Disagree 2=Disagree 3=No opinion 4=Agree 5=strongly agree 

 

 

 

No. 

             

Dimensions 

Rating 

 1 

 

   2 

 

 3 

 

  4 

 

  5 

 

I. Advertisement Related Questions      

1.  The bank’s advertising is Very good?  
 

     

2.  The advertising of Abay Bank is seen frequently.  
 

     

3.   Abay Bank is widely advertised compared to other 

competing banks? 

     

4.  Abay Bank advertisements have strong persuasion 

power? 
     

5.   Abay Bank TV advertisements have the power to 

stay in mind for long times? 

     

6.  Abay Bank advertisements through Television are 

strong in creating awareness? 

     

7.   Abay Bank  Radio advertisements have the power  

to stay in mind for long times? 

     

8.   Abay Bank   advertisements through radio are 

strong in creating awareness? 

     

9.   Abay Bank   advertisements through newspapers 

are strong in creating awareness? 

     

10.   Abay Bank   advertisements through  

Magazines are strong in creating awareness? 

     

11.   Abay Bank advertisements through Posters and  

leaflets are strong in creating awareness? 

     

No.  
 

 

Dimensions 

         Rating   

 1 

 

   2 

 

3 

 

4 

 

 5 

 

II. Sales Promotion Related Questions      

1.  The Prize Linked Savings Program of the Abay 

Bank encouraged my saving culture? 

     

2.  Abay Bank gives gifts for its customers?      
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3.  The additional interest given by the   Abay Bank   

to women, teen youth and youth saving account 

holders is encouraging customers to deposit more 

money? 

     

4.  The discount given by Abay Bank business 

partners to women saving account holders is 

encouraging to saving culture? 

     

5.   Abay Bank applies sales promotion as one of the 

promotional strategy? 

     

6.  Sales promotion of    Abay Bank is strong enough 

to attract customers? 

     

7.  Abay Bank is adequate sales promotion practices?           

8.  Sales promotions of Abay Bank are an effect on the 

performance of the bank? 

     

 

 

No 
 

             

Dimensions 

           Rating  

 1 

 

 2 

 

  3 

 

 4 

 

 5 

 

III. Personal Selling Related Questions      

1.  The   Abay Bank employees have very good selling 

technique skills to sell the bank’s products or 

services? 

     

2.  The personal appearance (dressing) of the   Abay 

Bank employees is attractive? 
     

3.  The employees of the Abay Bank high customer 

handling practices? 
     

4.  The communication of the  Abay Bank   employees 

with customers is very good? 
     

5.  The Employees of the Abay Bank provide adequate 

information on the bank’s services? 
     

6.  The employees of the Abay Bank full knowledge 

on all the bank’s products? 
     

7.  The employees of the   Abay Bank   made me to 

have awareness about the bank’s products? 
     

8.  Abay Bank employees have great service attitude?      

 

 

 

No 
 

            

Dimensions 

              Rating  

1 

 

2 

 

3 

 

  4 

 

 5 

 

IV. Public Relations and Publicity 

Related Questions 

     

1.  Abay Bank is good publicity mechanism by 

participating of public? 
     

2.   Abay Bank is Sponsorship practice is very good?      
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3.  Abay Bank participates in Charitable activities?      

4.   Abay Bank participates on Public Service 

Activities strongly? 
     

5.  The various exhibitions which the  Abay Bank 

prepares have great contribution in promoting its 

products? 

     

6.  Abay Bank is adequate marketing campaigns 

regarding to its services? 
     

7.  Abay Bank publishes Annual reports, brochures 

and articles to reach and influence target markets? 
     

8.  Abay Bank publishes newsletters and magazines 

extensively to reach and influence target markets? 
      

 

 

No 

 

           

Dimensions 

 

 

          Rating  

1 

 

2 

 

 3 

 

4 

 

 5 

 

V. Direct Marketing Related Questions      

1.  Abay Bank uses good direct marketing.      

2.  The direct marketing used by Abay Bank provides 

enough information to judge the banking Service 

quality. 

     

3.  The direct marketing used by Abay Bank provides 

a valuable source of information about banking 

services. 

     

4.  Abay Bank uses SMS (mobile marketing) to 

contact customers directly. 
     

5.  The BOA uses email to contact customers directly.      

6.  Abay Bank uses call center to contact customers 

directly. 
     

7.  Abay Bank uses website to promote its services 

directly to customers. 
     

8.  Abay Bank advertisements released in the website 

are appealing 
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APPENDIX--II 

ደብረ ብርሃን ዩኒቨርሲቲ 

ቢዝነ ስና ኢኮኖሚክስ ኮሌጅ ማኔጅመንት ትምህርት ክፍል 

ቢዝነ ስ አስተዳዳር ማስተርስ ኘሮግራም 

 

 

  

 

 

ለደንበኞች የተዘጋጀ መጠይቅ 

ክቡርነትዎ 

ይህ መጠይቅ በደብረ ብርሃን ዩኒቨርስቲ የንግድ ሥራ ት/ቤት ድኅረ ምረቃ “የባንኮች የማስታወቂያ 

ስትራተጂ በትርፋቸው ላይ ያለው ተፅዕኖ” በሚል ርዕስ የተዘጋጀ ነው:: ዓላማውም የንግድ ባንኮች 

የማስታወቂያ ስትራተጂ በትርፋቸው ላይ ያለው ተፅዕኖ (effect) የሚዳስስ ሲሆን ለዚህም አባይ ባንክ 

እንደ ናሙና ተመርጧል:: ለመጠይቁ የሚሰጠው ምላሽ ለትምህርት ዓላማ ብቻ የሚውል እና ምስጢራዊነቱ ሙሉ 

በሙሉ የተጠበቀ ስለሆነ  ያለስጋት ምላሽ ይሰጡ ዘንድ እየጠየቅኩ በተጨማሪም የዚህ ጥናት ውጤታማነት 

በእርሶ ምላሽ ላይ የተመሰረተ በመሆኑ በተቻሎት መጠን ለመጠይቁ አግባብነ ት ያለው ምላሽ ይሰጡ ዘንድ 

በትህትና እጠይቃለሁ:: 

“ከሰላምታ ጋር”  

በለጠ ሀይለመስቀል  

ስልክ ቁጥር፡ - +2519 13146867  

ኢ.ሚይል፡ -beleteketie@gmail.com  

መመሪያዎች 

1.ስምዎን መጻፍ አያስፈልጎትም 

2.ለመልስዎ ከጥያቄዎቹ ጎን የ (√) ምልክት ያድርጉ 

ለሚያደርጉልኝ ቀና ትብብር በቅድሚያ አመሰግናለሁ! 

I. ከግል ታሪክ ጋር የተገናኙ መጠይቆች 

1.ጾታ               ወንድ    

                     ሴት     
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2.ዕድሜ              18-24        

                     25-35       

                      36-45  

                    ከ 46 በላይ  

3.የትምህርት ደረጃ    12ኛ ክፍልና በታች 

                     ዲፕሎማ/ደረጃ III&IV     

                     የመጀመሪያ ዲግሪ      

                      ሁለተኛ ዲግሪ       

                      ፒኤችዲ             

                       ሌላ ካለ ይግለጹ---------------------------- 

4. ለምን ያህል ጊዜያት ከአባይ ባንክ ጋር በደንበኝነት ሰርተዋል? 

                     1-5 ዓመታት        

                     6-10 ዓመታት       

                     11- 15 ዓመታት     

                     16-20 ዓመታት      

                      ከ21 ዓመታት በላይ  
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ክፍል ሁለት፡ - ከማስታወቂያ ስብጥር ስትራተጂ (Promotion Mix Strategy) ጋር ተያያዥ 
የሆኑ ጥያቄዎች 

የአባይ ባንክ አሰራር  ከዚህ በታች በተገለፁት ሃሳቦች ውስጥ ምን ያህል ይስማማሉ/አይስማሙም? 
ለመልስዎ “” ምልክት ያስቀምጡ፡ ፡  የቁጥሮቹም አወካከል እንደሚከተለው ይሆናል፡ -  

1 = በጣም አልስማማም   2 = አልስማማም 3 = በከፊል እስማማለሁ በከፊል አልስማማም  

4 = እስማማለሁ         5 = በጣም እስማማለሁ 

 

ተ.ቁ 
 

 

የማስታወቂያ ስብጥር ዓይነ ቶች 
መለኪያ 

1 

 

2 

 

 3 

 

 4 

 

 5 

 

I. ከማስታወቂያ (Advertisement) ጋር ተያያዥ 
የሆኑ ጥያቄዎች 

     

1.  የአባይ ባንክ ማስታወቂያ በጣም ጥሩ ነው ? 
  

     

2.  የአባይ ባንክ ማስታወቂያ በተደጋጋሚ ይታያል ? 
  

     

3.  አባይ ባንክ ከሌሎች ተፎካካሪ ባንኮች አንፃር  
ሲታይ በስፋት ይተዋወቃል?  

  

     

4.  የአባይ ባንክ ማስታወቂያዎች የማሳመን አቅማቸው ከፍተኛ ነው ?      

5.  የአባይ ባንክ  የቴለቪዥን ማስታወቂያዎች በሰው አዕምሮ ላይ 
ብዙ ጊዜ የመቆየት አቅም አላቸው? 

     

6.  የአባይ ባንክ በቴለቪዥን የሚያስተላልፋቸውማስታወቂያዎች ትልቅ 
ግንዛቤ ይሰጣሉ? 

     

7.  የአባይ ባንክ የራድዮ ማስታወቂያዎች በሰው አዕምሮ ላይ ለብዙ 
ጊዜ የመቆየት አቅም አላቸው? 

     

8.  አባይ ባንክ በራዲዮ የሚያስተላልፋቸው ማስታወቂያዎች ትልቅ 
ግንዛቤ ይሰጣሉ? 

     

9.  አባይ ባንክ  በጋዜጣ የሚያስተላልፋቸው ማስታወቂያዎች ትልቅ 
ግንዛቤ ይሰጣሉ? 

     

10.  አባይ ባንክ በመጽሔት የሚያስተላልፋቸው ማስታወቂያዎች ትልቅ 
ግንዛቤ ይሰጣሉ ? 

     

11.  አባይ ባንክ በበራሪ ጽሑፍ (leaflets) እና በተለጣፊ 
ማስታወቂያ(Posters)የሚያስተላልፋቸው ማስታወቂያዎች ትልቅ 
ግንዛቤ ይሰጣሉ? 

     

ተ.
ቁ 

 

             

የማስታወቂያ ስብጥር ዓይነቶች 
    መለኪያ 

1 

 

  2 

 

3 

 

4 

 

 5 

   

II.የሽያጭ ማስታወቂያ(Sales Promotion) በተመለከተ      

1.  የአባይ ባንክ የይቆጥቡ ይሸለሙ ፕሮግራም የቁጠባ ባህሌን 
አሳድጎታል? 

     

2.  አባይ ባንክ ለደንበኞቹ ስጦታ ይሰጣል?      

3.  አባይ ባንክ ለሴቶች፣ ለታዳጊ ወጣቶች እና ለወጣቶች የቁጠባ 
ሂሳብ የሚሰጠው ተጨማሪ ወለድ ደንበኞችን የበለጠ እንዲቆጥቡ 
ያበረታታል? 

     

4.  የአባይ ባንክ የንግድ አጋር ድርጅቶች ለሴቶች የቁጠባ ሂሳብ 
ባለቤቶች የሚሰጡት የዋጋ ቅናሽ የሴቶችን የቁጠባ ባህላቸው 
አሳድጎታል? 
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5.  የአባይ ባንክ  የሽያጭ ማስተዋወቂያ እንደ አንድ የማስተዋወቂያ 
ስትራቴጂ ይተገበራል? 

     

6.  ደንበኞችን ለመሳብ የአባይ ባንክ  የሽያጭ ማስታወቂያ ጠንካራ 
ነው ? 

     

7.  አባይ ባንክ   በቂ የሽያጭ ማስተዋወቅ ልምዶች አሉት      

8.  የአባይ ባንክ  የሽያጭ ማስተዋወቂያዎች በባንኩ አፈፃፀም ላይ 
ተፅእኖ አላቸው? 

     

 

ተ.ቁ 
 

             

የማስታወቂያ ስብጥር ዓይነቶች 
       መለኪያ 

1 

 

 

2 

 

 3 

 

 4 

 

 5 

 

III. ከሽያጭ ሰራተኛ(Personal selling) ጋር 
ተያያዥ የሆኑ ጥያቄዎች 

     

1.  የአባይ ባንክ ሰራተኞች የባንኩን አገልግሎቶች የመሸጥ ክህሎት 
(selling Skills)አላቸው? 

     

2.  የአባይ ባንክ  ሰራተኞች የአለባበስ ሁኔታ እና አጠቃላይ ገጽታ 
ማራኪ ነው? 

     

3.  የአባይባንክ ሰራተኞች ከፍተኛ የደንበኞች አገልግሎት 
ልምድ(customer handling practice ) አላቸው? 

     

4.  የአባይ ባንክ  ሰራተኞች ከደንበኞች ጋር ያለቸው ግንኙነ ት 
(communication) በጣም ጥሩ ነው? 

     

5.  የአባይ ባንክ    ሰራተኞች ለደንበኞች ስለ ባንኩ አገልግሎቶች 
በቂ መረጃ ይሰጣሉ? 

     

6.  የአባይ ባንክ   ሰራተኞች በሁሉም የባንኩ አገልግሎቶች ዙርያ 
በቂ እውቀት አላቸው? 

     

7.  የአባይ ባንክ ሰራተኞች ባንኩ በሚሰጣቸው አገልግሎቶች ዙርያ 
ግንዛቤ እንዲኖረኝ አድርገውኛል? 

     

8.  የአባይ ባንክ  ሰራተኞች  መልካም የአገልግሎት 
 አሠጣጥ ዝንባሌ አላቸው? 

 

     

ተ.ቁ 
 

             

የማስታወቂያ ስብጥር ዓይነቶች 
መለኪያ 

1 

 

2 

 

3 

 

  4 

 

 5 

 

IV. ከሕዝብ ግኑኝነት እና ህትመት(Public Relations 
and publicity) ጋር ተያያዥ የሆኑ ጥያቄዎች 

     

1.  አባይ ባንክ  በህዝብ አገልግሎት ላይ በመሳተፍ ጥሩ የሆነ  የህዝብ ግንኙነ ቶች 
አለት?  

 

     

2.  አባይ ባንክ ግለሰቦችን ወይም ድርጅቶችን የመደገፍ ልምድ 
(Sponsorship practice) አለው? 

     

3.  አባይ ባንክ  በተለያዩ የበጎ አድራጎት ስራዎች ላይ ይሳተፋል?      

4.  አባይ ባንክ   በተለያዩ የህዝብ አገልግሎት እንቅስቃሴዎች ላይ 
ይሳተፋል? 

     

5.  አባይ ባንክ የሚያዘጋጃቸው ልዩ ልዩ አውደ ርዕዮች 
(exhibitions) አገልግሎቶቹን ለማስተዋወቅ ትልቅ 
አስተዋጽኦ አላቸው? 

     

6.  አባይ ባንክ በየጊዜው በአገልግሎቶቹ ዙርያ በቂ የሆነ  
የማስተዋወቅ ዘመቻ (campaign) ያደርጋል? 
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7.  አባይ ባንክ የሕዝብ ግንኙነ ቱን ለማጠናከር ፣  ተደራሽ ለመሆን 
እና ተፅዕኖ ለመፍጠር አመታዊ ሪፖርቶች፣ብሮሸሮች እና አጫጭር 
ጽሑፎች (Articles) ያትማል? 

     

8.  አባይ ባንክ  የሕዝብ ግንኙነ ቱን ለማጠናከር እና ተደራሽ 
ለመሆን መጽሔት እና ጋዜጣ በበቂ ሁኔታ እያሳተመ ያሰራጫል? 

     

 
ተ.ቁ 

 

 

የማስታወቂያ ስብጥር ዓይነቶች 
             መለኪያ  

1 

 

2 

 

 3 

 

  4 

 

 5 

 

V. የቀጥታ ግብይት (Direct Marketing) በተመለከተ      

1.  አባይ ባንክ  መልካም የሆነ  የቀጥታ ግብይት አለው?      

2.  የአባይባንክ የቀጥታ ግብይት የባንክ አገልግሎቱን ጥራት 
ለመወሰን በቂ መረጃዎችን ይሠጣለ ? 

     

3.  አባይ ባንክ የሚጠቀማቸው ቀጥታ ግብይት ስለ ባንክ አገልግሎቶች 
ጠቃሚ መረጃ ያቀርባለ? 

     

4.  አባይ ባንክ ደንበኞቹን በቀጥታ ለማግኘት አጭር የጽሑፍ 
መልዕክት (SMS) ይጠቀማል? 

     

5.  አባይ ባንክ ደንበኞቹን በቀጥታ ለማግኘት ኢ-ሜይል (email) 
ይጠቀማል? 

     

6.  አባይ ባንክ ደንበኞቹን በቀጥታ ለማግኘት የጥሪ ማዕከል(call 
center) ይጠቀማል? 

     

7.  አባይ ባንክ   አገልግሎቶቹን ለማስተዋወቅ ድረ-ገጽ 
(website) ይጠቀማል? 

     

8.  አባይ ባንክ   በድረ-ገጽ የሚለቃቸው ማስታወቂያዎች ማራኪ 
ናቸው? 
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APPENDIX—I B 

Debre Berhan University 

College of Business and Economics 

Department of Management MBA Program 

  

Questionnaire to be filled by Abay Bank employees 

Dear respondents, 

This questionnaire is designed to produce an academic study report entitled “Examining the 

effect of Promotion Mix Strategies on Profitability of Abay Bank at Molale Town”. The purpose 

of this research is to acquire data in relation to Promotion strategies used by Abay Bank. The 

study is purely for academic purpose and thus will not affect you in any way. Therefore, you’re 

genuine, frank and timely response is very important to the outcome of the study and you are 

kindly requested to complete all questions.   

Instruction: Dear respondents, 

1. No need of writing your name 

2. Please encircles where alternative answers are available and put (√) mark where 

necessary 

                                                                     Thank you in advance for your utmost cooperation! 
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PART I. Socio Demographic Characteristics 

This part of the questionnaire covers items related to the background of the respondents. 

1. Gender    Male             

                Female   

2. Age         18-24       

                 25-35     

                 36-45        

                Above 46  

3.  Educational level   

     Diploma/level III & IV       

       BA/BSC                     

       MA/MSC                           

        PhD and above                

4. Work experience 

      1-5 years                                                           

       6-10 years                                       

       11-15 years                             

                    16-20 years    

                     More than 20 years  
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PART II: - Promotion Mix Strategy Related Questions 

Use the following Rating Scales under the columns, mark (√) sign only once for the given 

variables depending on your level of agreement in front of it.  

Where, 1=Strongly Disagree 2=Disagree 3=No opinion 4=Agree 5=strongly agree 

No.  
 

             

     Dimensions 

         Rating  

1 

 

 2 

 

3 

 

 4 

 

  5 

 

I. Advertisement Related Questions      

1.  I think the advertising of    Abay Bank is Very good? 
 

     

2.  The advertising of Abay Bank   is seen frequently? 
 

     

3.  I think    Abay  Bank     is widely advertised compared 

 to other competing banks ? 
 

     

4.   Abay Bank advertisements have strong persuasion 

power? 
     

5.   Abay Bank   TV advertisements have the power to stay 

in mind for long times? 
     

6.   Abay Bank advertisements through Television are strong 

in creating awareness? 

     

7.    Abay Bank Radio advertisements have the power to 

stay in mind for long times? 

     

8.    Abay Bank    advertisements through radio are strong in 

creating awareness? 

     

9.    Abay Bank    advertisements through newspapers are 

strong in creating awareness? 

     

10. 0    Abay Bank    advertisements through  Magazines are 

strong in creating awareness 
     

11. 1  Abay Bank    advertisements through Posters  

and leaflets are strong in creating awareness? 

     

No.  
 

             

Dimensions 

Rating   

  

1 

 2 

 

 3 

 

    4 

 

5 

 

II. Sales Promotion Related Questions      

1.  The Prize Linked Savings Program of the Abay Bank   

encouraged my saving culture? 

     

2.  Abay Bank gives gifts for its customers?      

3.  The additional interest given by the   Abay Bank to 

women, teen youth and youth saving account holders is 

encouraging customers to deposit more money? 

     

4.  The discount given by Abay Bank   business partners to 

women saving account holders is encouraging to saving 
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culture? 

5.   Abay Bank    applies sales promotion as one of the 

promotional strategy? 

     

6.  Sales promotion of    Abay Bank   is strong enough to 

attract customers? 

     

7.  Abay Bank   has adequate sales promotion practices?         

8.  Sales promotions of Abay Bank   have an effect on the 

performance of the bank? 

     

 
 

No 
 

             

Dimensions 

                 Rating  

1 

 

  2 

 

3 

 

4 

 

 5 

 

III. Personal Selling Related Questions      

1.   Abay Bank  employees have very good selling technique 

skills to sell the bank’s products (services)? 
     

2.  The personal appearance (dressing) of the   Abay Bank    

employees is attractive? 
     

3.  The employees of the Abay Bank    have high customer 

handling practices? 
     

4.  The communication of the   Abay Bank    employees 

with customers is very good? 
     

5.  The Employees of the Abay Bank   provide adequate 

information on the bank’s services? 
     

6.  The employees of the   Abay Bank    have full knowledge 

on all the bank’s products? 
     

7.  The employees of the   Abay Bank    made me to have 

awareness about the bank’s products? 
     

8.  Abay Bank   employees have great service attitude?      

 
 

 

No 

 

 

Dimensions 

                  Rating 

 

1 

 

  2 

 

3 

 

4 

 

 5 

 

IV. Public Relations and Publicity Related 

Questions 

     

1.  Abay Bank has a good publicity mechanism by 

participating of public? 
     

2.    Abay Bank  Sponsorship practice is very good?      

3.    Abay Bank  participates in Charitable activities?      
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4.   Abay Bank participates on Public Service Activities 

strongly? 
     

5.  The various exhibitions which the Abay Bank    prepares 

have great contribution in promoting its products? 
     

6.  Abay Bank has Adequate marketing campaigns 

regarding to its services? 
     

7.    Abay Bank publishes Annual reports, brochures and 

articles to reach and influence target markets? 
     

8.   Abay Bank publishes newsletters and magazines 

extensively to reach and influence target markets? 
     

 

No 
 

                                    Dimensions                   Rating 

 

1 

 

  2 

 

 3 

 

4 

 

  5 

 

V. Direct Marketing Related Questions      

1.  Abay Bank uses good direct marketing?      

2.  The direct marketing used by Abay Bank   provides 

enough information to judge the banking Service 

quality? 

     

3.  The direct marketing used by Abay Bank   provides a 

valuable source of information about banking services? 
     

4.  Abay Bank uses SMS (mobile marketing) to contact 

customers directly? 
     

5.  Abay Bank uses email to contact customers directly?      

6.  Abay Bank uses call center to contact customers 

directly? 
     

7.   Abay Bank uses website to promote its services directly 

to customers? 
     

8.   Abay Bank advertisements released in the website are 

appealing? 
     

 

No 
 

                    

Dimensions 

                   Rating 

 1 

 

 2 

 

 3 

 

 4 

 

 5 

 

VI. Profit Related Question      

1.    Abay Bank return on asset is growing comparing to 

other commercial banks? 
     

2.   Abay Bank return on asset is growing from time to time?      

3.   Abay Bank return on equity (ROE) is growing 

comparing to other commercial banks? 
     

4.   Abay Bank achieved maximum profitability as a result of the application 

of promotional strategy? 
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Appendix II 

Appendix II A Numerical output 

Descriptive Statistics for Advertisement related questions  

 N Minimum Maximum Mean Std. Deviation 

The advertising of Abay 

Bank is seen frequently 
353 1 5 3.87 .661 

Abay Bank is widly 

advertised compared to 

other competing banks 

353 1 5 3.72 .755 

Abay Bank advertisments 

have strong persuasion 

power 

353 1 5 3.63 .827 

Abay Bank TV 

advertisments have a power 

to stay in mind for long time 

353 1 5 3.69 .796 

Abay bank advartisment 

through television are strong 

in creating awareness 

353 2 5 4.25 .541 

Abay Bank  Radio 

advertisements have the 

power  to stay in mind for 

long times? 

353 2 5 3.90 .532 

Abay Bank   advertisements 

through radio are strong in 

creating awareness? 

353 1 5 3.87 .661 

Abay Bank   advertisements 

through newspapers are 

strong in creating 

awareness? 

353 1 5 3.72 .755 

Abay Bank   advertisements 

through  Magazines are 

strong in creating 

awareness? 

353 1 5 3.63 .827 

5.    Abay Bank    net banking income is growing comparing 

to other commercial banks? 
     

6.   Abay Bank promotional strategy influences the 

profitability positively? 
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Abay Bank advertisements 

through Posters and  

leaflets are strong in 

creating awareness? 

353 1 5 3.69 .796 

Valid N (listwise) 353     

 

 

Descriptive Statistics Sale promotion related questionnaires  

 N Minimum Maximum Mean Std. Deviation 

The Prize Linked Savings 

Program of the Abay Bank 

encouraged my saving 

culture? 

353 3 5 4.33 .505 

Abay Bank gives gifts for its 

customers? 
353 4 5 4.49 .501 

The additional interest given 

by the   Abay Bank   to 

women, teen youth and 

youth saving account 

holders is encouraging 

customers to deposit more 

money? 

353 2 5 4.25 .541 

The discount given by Abay 

Bank business partners to 

women saving account 

holders is encouraging to 

saving culture? 

353 2 5 3.90 .532 

 Abay Bank applies sales 

promotion as one of the 

promotional strategy? 

353 1 5 3.87 .661 

Sales promotion of    Abay 

Bank is strong enough to 

attract customers? 

353 1 5 3.72 .755 

Abay Bank is adequate 

sales promotion practices? 
353 1 5 3.63 .827 

Sales promotions of Abay 

Bank are an effect on the 

performance of the bank? 

353 1 5 3.69 .796 

Valid N (listwise) 353     
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Descriptive Statistics for Personal Selling related questionnaires  

 N Minimum Maximum Mean Std. Deviation 

The abay Bank employees 

have very good salling 

technique skill to sale the 

banks product or survices 

353 1 5 3.87 .661 

The personal appearance 

(dressing) of the   Abay 

Bank employees is 

attractive? 

353 1 5 3.72 .755 

The employees of the Abay 

Bank high customer 

handling practices? 

353 1 5 3.63 .827 

The communication of the  

Abay Bank   employees with 

customers is very good? 

353 1 5 3.69 .796 

The Employees of the Abay 

Bank provide adequate 

information on the bank’s 

services? 

353 2 5 4.25 .541 

The employees of the Abay 

Bank full knowledge on all 

the bank’s products? 

353 2 5 3.90 .532 

The employees of the   

Abay Bank   made me to 

have awareness about the 

bank’s products? 

353 1 5 3.87 .661 

Abay Bank employees have 

great service attitude? 
353 1 5 3.72 .755 

Valid N (listwise) 353     
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Descriptive Statistics for Public Relation and Publicity related Questionnaires  

 N Minimum Maximum Mean Std. Deviation 

Abay bank is good publicity 

mechanism by participating 

of public 

353 2 5 3.90 .532 

 Abay Bank is Sponsorship 

practice is very good? 
353 1 5 3.87 .661 

Abay Bank participates in 

Charitable activities? 
353 1 5 3.72 .755 

 Abay Bank participates on 

Public Service Activities 

strongly? 

353 1 5 3.63 .827 

The various exhibitions 

which the  Abay Bank 

prepares have great 

contribution in promoting its 

products? 

353 1 5 3.69 .796 

Abay Bank is adequate 

marketing campaigns 

regarding to its services? 

353 1 5 3.87 .661 

Abay Bank publishes 

Annual reports, brochures 

and articles to reach and 

influence target markets? 

353 1 5 3.72 .755 

Abay Bank publishes 

newsletters and magazines 

extensively to reach and 

influence target markets? 

353 1 5 3.63 .827 

Valid N (listwise) 353     
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Descriptive Statistics for Direct Marketing  

 N Minimum Maximum Mean Std. Deviation 

Abay Bank uses good direct 

marketing customer 

response 

353 4 5 4.49 .501 

The direct marketing used 

by  Abay Bank  provides 

enough information to judge 

the banking Service quality. 

353 2 5 4.25 .541 

The direct marketing used 

by Abay Bank  provides a 

valuable source of 

information about banking 

services. 

353 2 5 3.90 .532 

Abay Bank uses SMS 

(mobile marketing) to 

contact customers directly. 

353 1 5 3.87 .661 

The BOA uses email to 

contact customers directly. 
353 1 5 3.72 .755 

Abay Bank uses call center 

to contact customers 

directly. 

353 1 5 3.63 .827 

Abay Bank uses website to 

promote its services directly 

to customers. 

353 1 5 3.69 .796 

Abay Bank advertisements 

released in the website are 

appealing 

353 3 5 4.33 .505 

Valid N (listwise) 353     

 

 

 

 

 

 

 



  
 xxxviii 

 
  

Appendix II B Graphical output 
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Pp plot of profit 

 

QQ plot of profit 
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