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ABSTRACT 

Kotler, (2000) has identified advertising as a key strategy in the acquisition and retention of 

customers. He further states that customer retention is cheaper than customer acquisition. J efkins 

(1992) argues that advertising is very important in the marketing of a product. Advertising i a 

controversial subject about which people tend to form strong and often contradicting opinions 

(Batra et al, 1995). 

This study was conducted with an objective of finding out the effectiveness of advertising on 

brand preference, the case of Coca-Cola brands among the Coca-Cola drinkers in Nairobi. 

To achieve the above objective, primary data was collected from a sample of 50 respondents, out 

of whom 44 responded successfully leading to a response rate of 88% which was considered 

sufficient enough to achieve the intended objective. The sampling frame comprised of any 

person taking a Coca-Cola brand in the retail outlets. 8 respondents were selected from the major 

streets with high volume tum over and 5 from the smaller streets with I volum tum over. 

The collected data was analysed by use of descriptive stati ·tic . Th • · inc lud tahl s. ·h·u·ts ;lnd 

percentages. Frequency charts were USL>d t ·ummariz • Uu: · v •rti ·in, attril ut ·: n ri.Uld 

preference. 

The study found out that adverti ing affec · brand p fl: ~. th" w c id •nt :cau · 

being the most ad ertised brand came uut to be th ~ m st ta ourcd br.111d. lh ~ stud. al ·o found 

out that several f: to f d ~.:rtisin Y n b and 

pr 1e th ml . t imr )rt1mt .lr : 

i) 'lh ben 

(ii 'J ir 1 iu 

iii 



As recommendation, firms need to consider the above factors and test them against their soft 

drink brands if they hope to win the attention of their consumers and persuade them to buy. Only 

by doing so, will they remain relevant to their consumers and beat competition. 
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CHAPTER ONE 

1.0 INTRODUCTION. 

1.1 Background 

Mbau (2000) notes that, the past two decades have witnessed unprecedented emergence of 

various forces which have posed serious challenges to the traditional premises and practices of 

marketing. Capron and Hulland (1999) identify these forces as including stiff competition, 

globalization of product markets, deregulation, dumping, exploitation of information technology, 

a desire to access a portfolio of international brands and difficulty in establishing new brands. All 

these complicate the way a firm should market itself and products /services to the ever changing 

consumer. 

Companies invest vast sums of money in an attempt to modifY or reinforce how consumers think, 

feel and act. Advertising, salesperson's hard sell, product packaging, point of sale material and 

the word of mouth communication from friends and relatives an.: all communications whi ·h 

impact on a consumer (Bareham, 1995). Modern mark ·ting therefore ails !'or mor than 

developing a good product, pricing it cflcctivcl , and makin • it ac · :ssibl • to th · t4tr • ·t ·d 

consumer (Kotler and Amstrong 1999). 

Gaining strategic leverage is a probl m or cDmpani ·s in turbul ·nt .md un ·rtain mark ·L-; su ·h as 

the soft drink market in en a. Hutt (I -) ob l:l"\nf that l: ~n n ' l: has tau 1ht marhtin 1 

managers that even th 

nd cost fficicn i 

Who influ 11 

n lit: probl :ms solutions 

ti I u mmuni : t d to .11! ol thl: in ii idu.ll 

t< mn un i U to 

rti in . tl 



Kotler and Armstrong (1999) defines advertising as, any paid form of non-personal presentation 

and promotion of ideas, goods or services by an identified sponsor. The function of advertising 

in the marketing task is to inform, persuade and /or remind consumer of the company's market 

offering. It is therefore a central communication tool in the marketing effort in that it influences 

the decision made by the consumer (Kibera and Waruingi, 1998). 

Advertising can be traced back to the very beginning of recorded history. Archeologists working 

around the Mediterranean Sea have dug up signs announcing various events and offers. The 

Romans painted pictures promoting their wares on large rocks along parade routes (Maore, 

2005). The industrial revolution created the greatest changes in advertising. Since 1839, prior to 

the introduction of photography in 1940s, products were depicted by handcrafted woodcuts or 

engraved mental drawing. Adverts could show products, people and places as they really were, 

rather than an artist visualized them (Arens et al, 1994). 

Mathew (2004) established that advertising influences brand loyalty to a great c. tent. 

Furthermore, counterfactuaJ experiment dcmonstrat~.; that in markets with brand loya lty, 

advertising is an attractive and effective option relative to altcmativ · pr motional a ·tivili !S, such 

as price discounts of stimulating demand for a brand. mnd l alt r 'pr ·s ·nts ., fav urabl 

attitude toward a brand, resulting in consistent purch· of a br.md o ·rtim ·.'I hi · h· ppcn~ all r 

consumers learn that a particular brand can sati. : their n ed: (~· :sa ·1, 199 ). onsum rs ' ill 

be loyal to one brand and ha e little lo. t t brands in anolh r cal lOry ( ·" ·1. 1991) 

According to Assael (1993 , mar ete arc respondin' h up lrJdin 1 their bnmds to distin 1Uish 

them and even prom tin 

rnarkct hare of 1 , 1 u m · i tb ultim t . 

2ooo. 

•ui h 

t( d clopin l a highl oru i't nt 

mar tin • :-;!tnt· • 



1.2 The Soft Drinks Industry and Competition 

The soft drink industry is one of the very competitive industries in the market. In Kenya it has 

both local and multinational companies thus making it one of the very competitive industries. 

The soft drink industry is a low margin business and therefore the players in this industry need to 

have a very good and efficient distribution network. 

In Kenya, the soft drink manufacturers consists of Coca Cola Kenya which has six strategically 

located bottling companies in the country, Sofia Bottling Company, Milly Foods and of late the 

East Africa Breweries. Earlier Pepsi Company had operations in Kenya but pulled out after a 

bruising battle with Coca-Cola during the difficult trading environment of the early 1980s 

(Abdallah, 2000). Schweppes Company entered the market in the late 1990s but also pulled out 

in early 2000s still due to another battle from Coca-Cola 

The major brands of Coca-Cola are Coca Cola, Fanta, Sprite, Krest, Stoney and Dasani. Coke 

being their flagship brand. While those for Kuguru Foods arc ofta ola, Sofia Lemon, Sofia 

range and Mecca ola. Milly br.md · include Picana. The Fast African Br•wcr hns nlso 

entered into the soft drinks with it· Malta uinnc · and Alvaro brand . 

Implementation of structural adjustment progmmme (S P ) m ken a I ·d to intcns · 1111 ·tilt n 

Which saw new entrants' especially cheap imports and ·ub ·titut s threat ·n th stmt • 1 i · position 

of the incumbents in the market. Tmde Iiberati m of carl I l 0: op ·n ·d gall.!s for ma ·si c 

Imports thus saturating the disint gratin m kd inK n <1 (F.conorni Survc Report 2000) lhis 

aw the influx of Mjrinda b R d Rull .md t..: en \! int..:s. 1 h cm~.:r >en 'c 

0 • 
vanous milk pr ith wid >!OWin ol da11 

Product that 1 

iUl u h n 

I lJl II lh 



companies is the youth. Coca Cola has a demand creation competency that deals with promotion 
and recruitment of new customers, thus increasing the consumer base. 

The main players in this market spend huge amounts on advertising. Coca Cola practices 
aggressive, innovative and creative advertising policies on billboards, Christmas Coca ola 
caravans, road side shows and point of purchase raffles while the East African Breweries 
concentrates on corporate advertising, sales promotion and advertising on billboards. Sofia on 
the other hand has played it low and imitated Coca Cola through strategic positioning of vendors 
(Push carts) and advertising through the radio. 

Due to changing lifestyles of people and consciousness towards health, consumers have tended 
to prefer low calorie drinks and bottled water. This has led to increasing number of packaged 
water brands ranging from Keringet, Dasani, Grange Park, Mt. Kenya, Highland and Kilimanjaro 
among others. The desire for people to watch diet has led to such products as Coke light, Fanta 
light and Sprite light by oca- ola. In the last five years, competition has intensified through 
the introduction of Mecca ola from Kuguru Fo ds which mostly targeted the Muslim onst and 

orth-tastern Kenya. 1 he ·ast Africa Brewery intr duced Malta .uinn ·ss and r·c ntl Alvaro 
which is competing well with oke. fhc new entrant, I uro hus trigg~.:r~.:d a \ ur of words 
between the two giant companies which is making th~: two 'P •nd hu l • am w1 , in promotion · 

and advertising. 

1.3 The oca ola ompan 

Coca Cola is a multin tion t 

29
111 

July 2008). ·1be 

which h 

mp n: ' hkh h. pr\.: . r _oo ' otmtri ·s (Dail} alton 

l .mt.l Spt it , Sh 1\t , 



1.4 Statement of the Problem 

Kotler, (2000) has identified advertising as a key strategy in the acquisition and retention of 

customer. He further states that customer retention is cheaper than customer acquisition. Jcfkins 

(1992) argues that advertising is very important in the marketing of a product. 

Advertising is a controversial subject about which people tend to form strong and ofl.cn 

contradicting opinions (Batra et al, 1995). A study on attitudes towards advertising in Kenya 

found that majority of the respondents (53.3%) was negatively predisposed to advertising 

(Ahmed, 1992). 

Soft drink companies are heavy spenders in advertising and promotion, yet not many studies are 

available (in Kenya) and showing the effectiveness of advertising on brand preference. Coca 

Cola has been seen to invest a big amount of resources in advertisement of its brands. There 

exists no empirical evidence that the adverti ements have led to a significant shift or loyalty 

towards the choice of these brands by current and potential consumers. An increase in sales 

could be attributed to other factors and marketing policies such as g od 'red it poli 'ks or the 

company, good customer relationship, · cn.:ascd economics of scall: and increased lo ally or th ' 

existing customers. As a result, an effort should therefor c nu.llk to ass ·ss th · n.:al inlluL'n · · 

that advertising has on the targeted group. 

Muriuki 2001) tudied the aspect f culture , nd their intlucnc tm mark ·ting ·trak 1ies in the 

beverage industry and found that culture; ustomcr·~ Jan lU. lt: ol ·ommunication and consum ·r 

attitude contributes to product tratt: ie . . \:111 .d ) ) c~u rini out a n.:scarch on th, e. ·tent to 

which ft dri • 1 l hi:-; ~o:l)ll ·luswn was th t sl ) ··ms 
t lly influ n 

n l lti11 • 111d hi 1111 tin• 



(2005) studied advertising and cigarette adoption and found out that advertising influences 

smoking to some extent. 

Nobody seems to have done a study on the effectiveness of advertising on brand preference. This 

is the gap that this study intended to fill. This study therefore, looks at the effectiveness of 

advertising on brand preference - case of Coca Cola brands. 

1.5 Objective of the study 

The main objective of the study was to establish the effectiveness of advertising on Brand 

preference. Case of Coca Cola brands, among consumers in Nairobi. 

1.6 Importance of the study 

The results of the study may be of benefit to 

a. The manufacturing companies in making decisions concermng the most effective 

promotional mix to apply in order t optimt:l.c their promotion e penditure. 

b. ·r he consumer · in understanding the positive and negative ciTe 'ts of udvcrtisin 1 . 

c. 'I he acad micians by providin ) imp rtant in! rrnati n t r th~.: influ~.:m; ol' ·1d rtisu1g. 

'l his will act as an eye opener to the future r~.::~:archcr:-; ' ho ' ould lik · lo ·tury oul a 

similar research in a different industry. 



CHAPTER TWO 

2.0 LITERATURE REVIEW 

2.1 Promotional Mix Elements 

This is the total marketing communication programs' available to an organization [or 

communication with its target market. They are mainly to communicate to customers in order to 

generate sales and profits by informing them the benefits of the product. The customers may be 

intermediaries' e.g. advertising agencies, sales people or the end user of the product. End users 

may continue the communication chain by influencing the decision making of their friends and 

acquaintances. 

Promotion involves disseminating information about a product, product line, brand, or company. 

Promotion is generally sub-divided in the textbooks into two parts: 

Above the line promotion: Promotion in the media (~.;.g. TV, radio, newspapers, internet) m 

which the advertiser pays an advertising agency to place th' ad 

Below the line promotion: All other promoti n. Much of this is inh.:nd ·d to h' suhtl' nou •h that 

the consumer is unaware that promotion is taking plucc e.g. sponsorship. produ ·t plac ·m ·nt, 

endorsements, sales promotion. merchandising. direct mml. pcn.mal sdlin•, public r •latio 11 · 

trade shows 

·r he specification of the c..: ari ble en.: h.: • pr )Jl1 llional nu. or promotional plan. \ 

ffiUl:h 

. 
0 1 

7 

t't ur :ul ·ate )ones, and ho\ 

n h. \c..: 1 \ id~.: tan • of h}t: tivc..:s, 

l)l bt. nd 1uit • r t ·nil nin '. 

lilt I 1\ \ ith .til 

t 11 



2.1.1 Personal Selling 

Personal selling, the original form of all promotions, may be defined as a seller's promotional 

presentation conducted on a person-to-person basis with the buyer. It is a direct form of 

promotion that may be conducted face to face, over the telephone, through videoconferencing, or 

through interactive computer links between the buyer and seller. Personal selling is an effective 

way to manage personal customer relationships. The alesperson acts on behalf of the 

organization. They tend to be well trained in the approaches and techniques of personal selling. 

However salespeople are very expensive and should only be used where there is a genuine return 

on investment. For example Salesmen are often used to sell cars or home improvements where 

the margin is high, (Kotler, 2000). 

2.1.2 Advertising 

Advertising is a 'paid for' communication. It is used to develop attitudes, create awarene s, and 

transmit information in order to gain a response from the target market. There arc many 

advertising 'media' such as ncwspapt:rs (I cal, national, fn.::t:, trade); mag:vincs and journals, 

television (local , national. terrestrial, ·atdlitc) cinema, outdoor adv~.:rtisin 1 (such as post 't s, bus 

·iucs).Adverti ·ing and ·ales promotion are usually regarded as th~.: most tmportant lorms \l I non 

personal ·elJing. About one-third of marketing dollars is spent on m ·dia ad erhsin' and two 

thirds on trade and consumer promotions (Kotler. l 97 . 

dvcrtising may be defined as paid, n 

businc firms, n npr fit rganizati n 

dvcrti in ' me e and 

ommunic.ttit ns thmu 1h 'anous media b 

re in wOIHC W,\ ' ttknllfit.:d in tht.: 

of • I artt ·utu audi~.:n t.: • 

. lzin • 
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2.1.3 Sales Promotion 

Sales promotion consists of marketing activities other than personal selling, advertising, and 

publicity that stimulate consumer purchasing and dealer effectiveness. These include displays, 

trade shows, coupons, contests, samples, premiums, product demonstrations, and various non 

recurrent selling efforts used, combined with other forms of promotion to emphasize, assist, 

supplement, or otherwise support the objectives of the promotional programme. 

Sales promotion tends to be thought of as being all promotions apart from advertising, personal 
selling, and public relations. For example the BOGOF promotion, or Buy One Get One Free. 

Others include couponing, money-off promotions, competitions, free accessories (such as free 

blades with a new razor), introductory offers (such as buy digital TV and get free installation), 

and so on. Each sales promotion should be carefully costed and compared with the next best 
alternative. 

2.1.4 Public Relations and Publicity 

Public Relations can be defined as 'the deliberate, planned and sustained effort to establish and 

mai ntain mutual under ·tanding between an organization and its publics' (lnstitut ~ or Publi , 

Re lations). It is relatively cheap, but certainly not cheap. 'ucccssfu l stra tc 1i •s tu1d l I ' lon t 

tenn and plan for all eventualities. All airlines e. ·ploit PR. just watch what happen · wh ·n th ·r • is 
a disaster. The pre-planned PR machine click in ver. qui ·kh ' ilh a Ycr efli!cti e rehears ·d 
plan (Kotler, 1997). 

Public relations can be defim: 

The c publics include 

'eneral public, an th 

b eith r 

fim1' mmunit. ti n. , nd r l. tilm ' ilh 1ts arious publics 

tmpl t~ thc.;, go cmm ·nt , thl.' 

1 btior s pro •r. ms an 



public relations are usually low in most firms . Since they don't pay for it, companies have less 

control over the publication by the press or electronic media of good or bad company news. For 

this reason, a consumer may find this type of news source more believable than if the 

information were disseminated directly by the company. 

2.1.5 Direct Marketing 

This is one of the newer elements added on to the promotional mix tools. The advance made in 

the telecommunications sectors have now opened avenues where promotions can be carried out. 

This new media incorporates the use of mailings, telephone, fax, email and other non-personal 

contact tools to communicate directly with or solicit a direct response from specific customers 

and prospects. 

2.1.6 Sponsorship 

ponsorship is where an organization pays to be associated with a particular event, cause or 

image. Companies will sponsor sports events such as the Olympics, rallies or Formula One. The 

attributes of the event are then as ociated with the.; sp nsoring organization. 

2.1.7 Direct Mail 

Direct mai l is very highly focu ·ed upon targeting conswm:rs bast.:d upon u d· 1tabas~.:. r\s wi th all 

marketing; the potential consumer is defined b· ·ed up n a st.:rit.: · )r attribull:s and similaritic ·. 

reative agencies work with marketers to de ign a highly f cuscd communication in th • fo m1 of 

a mailing. The mail is sent out to the potential con umcL· and response· arc ·ardull monitor ·d. 

f·or example, if you are marketing medil: ·1 t , t bt k. ) ou ' ~.mid tu.: ,1 data has· of d ·tors, 

urgeons as the basis o our mail h t. 

2.1.8 t - f rk tin 

pr 
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provides customer service where the site may contain information for those who no longer have 

their manuals handy and, for electronic products, provide updated drivers and software patches. 

It can also perform market research in which data can be collected relatively inexpensively on 

the Net. 

2.2 The Concept of Advertising 

Jefkins (1992) argued that people outside advertising business use the word advertising as a 

simile for various forms of communications such as publicity, sales promotion, propaganda and 

public relations, all of which are not forms of advertising. Various authors and scholars have 

defined advertising differently but there are no major differences in their meanings. Kotler 

(2000) defines advertising as any form of non-personal and promotion of ideas, goods or services 

by an identified sponsor, Churchill (1991 ), defined it as a paid non personal communication 

through various media by organizations that are identified in the message and seeks to inform 

and/or persuade members of a particular audience. According to Rossister and Percy (1998), 

advertising communications are often regarded as a relatively indirect form of p rsuasion based 

on information or emotional appeals about a product's benefits, d 'signed to cr at favornbl' 

mental impressions 'that tum the mind towards' purcha ·c. 

fn 1992, a study by Adams and Miller demonstrated that con ·um ·r: in 

between 300 and 600 commercial me age· per day. 'I he ·m111..' ·ttuati n appli · · in Ken a 

thought the number may be smaller but beyond n .. : a •em_3c ·on ·mner pr ·cssin 1 capa ·it 

Thi i mo tly du to the high rat o ompetiti 

crowded market nd m di t 1 1 

expo d audience mi ht r 

r m h 

I~ r ctm umu s limited attention in a 

p n.: nt )fth· 

nty h p r nt mt •ht 

ly of tht • ln rt . II 

I ll th lull 1 nd 



perception and associations that detennine positioning are derived from the brands advertising 

and communication campaigns (Aaker, 1991). He also notes that advertising drives brand equity 

by creating or enhancing brand image. Advertising must therefore facilitate encoding and 

retrieval of the brand name, its claim of quality and the key positioning associations. It must 

create the predisposition to purchase through the interaction between the message elements kept 

in the mind (Mwangi, 2001). For an advert to achieve this, the advertiser must therefore know 

the manner in which consumers' process advertisement information (Mitchel, 1996). 

2.3 How Advertising Works 

Advertising generally works like a system that involves input, process and the output. 

Advertising of own and competitive brands is shown as an input for the consumer (V ak:ratsas and 

Ambler, 1993). Scheduling ofthe media, message content and repetition (Singh and Cole, 1993) 

are components of this input and constitutes that strategy that triggers consumer' s response. The 

intermediate type of response implies that consciously or unconsciously, advertising must have 

some mental effects (e.g. awareness, memory , attitude towards a brand) before it can affect 

behaviour (Vakratsas and i\mbler, 1993). 

'ognition " the thinking" dimension of a pcr'on and the a ffect "the ft:ding" dim 'nsion ·1n.: 

portrayed as two major intermediate ad ertising cfTccts. Indi idua l pur ·hasin ' and wm ; ~ 

behaviour represents the consequential beha ioural effects of udverttsmg ( akrats·ts and mbkr. 

1993). 1 hey further concluded that 'the con ·umer mind is not a hl:mk shed m: aitin ' ad crtt s in ' 

but rather already contains con cious and uncon ci u ml.!morie of pmdud purch.1s in 1 and 

usage.' However, Caciopo and Petty 19 -) n ted th. t indi\ idual rc. pl)Bs ~ ! l) .1d crt is modt [i 'd 

by H1ctors such as motivation bility t in 1 1l.ltil n .md tht: .1ttitude tm ards the 

dvcrti mcnt. 



Figure 1: A framework of how advertising works 

Advertising ln(!ut 
Message content, media selection, Reception 

1 
Filters 
Motivation, Ability (Involvement) 

1 
Consumer 

Cognitive Affect Experience 

1 
Consumer Behaviour 
Choice, consumption, Loyalty, Habit and so forth 

ource: Vakratsas D. and Ambler T. (1993) How Advertising works. A Journal of Marketing; Vol. 63, Pg. 

26-43. 

2.3.1 Adverti ing Planning 

Companies develop advertising plans to communicate product bl:m.:iits to consum 'rs nd t< 

inl1uence them to buy (Assael. 1993). '!he fir ·t step in ad ct1ising plannin• is id nlil in• th· 

target market for the advertising campaign. o ·t compani~s haH: · hitl~d l'r m mas: mark ·t 

approach to a segmented-market approach requmn.! a more pn.· ·i ' t: ddimti n or th targd 

market. Assael (1993) says that the definition of the targd ' til mtluen ·~.: th~ positionin • or a 

product and the advertising theme u ed. 
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arbitrary method to set advertising expenditure levels. The objective task method is the most 

widely used approach. Once the budget is developed, the management should come up with 

advertising strategies; how to go about influencing the consumer to buy. Advertising strategies 

can be designed to maintain a brand's position by continuing advertising campaign overtime or 

strategies can be designed to change a brand's image and expand its base of users. 

According to Assael (1993) there are four basic types of strategies; the first one is the 

information-oriented maintenance strategy, this is designed to reinforce the positioning of a 

brand or company by conveying of information about it, the second is the image-oriented 

maintenance strategy that reinforce the brand's or company's positioning through imagery. The 

third is the information -oriented change strategy which is designed to revitalize brands by 

advertising new product features. The last one is the image-oriented change strategy which is 

meant to revitalize a brand through imagery and symbolism. 

nee advertisers have established a strategy for their brand, they must select the media to 

transmit the message. electing media is a difficult task because of the diversity of' options. The 

media vehicles available to advcrti ·cr · can e broadly divided into broadcast m ·dia (TV and 

radio) and print media (newspaper· magazine·, billboard\ direct mail) ( s~a I, 199 ) An 

advertiser must select media based on their efTccti cness in r a ·hin' lh • tar' ·t 'roup. 

Effectiveness is determined by the degree of e.·po:-.ure adverti:ing pnduc s und it· cost. The lust 

step in developing advertising strategic 

Advertisers must gauge the potenti I e ccti ' ·n 

The most imp rtant criteria m m 

relating ad ertisin 
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2.3.2 Creating the Advertising Message 
Kotler and Armstrong (1999) argue that a big advertising budget does not guarantee a successful 

advertising campaign. Perhaps more than there before, a lot of care has and needs to be taken 

when creating advertising message. The intention of any message is to be noted. This comes at a 

time when there is increasing competition for consumers' limited attention in crowded markets 

and media. When it is increasingly becoming important (at cost) to understand how and when 

consumers devote attention to commercial stimuli and what determines their intentional 

strategies and patterns (Miniard et al 1991). The challenge is further strengthened by the 

enormity of advertising clutter, (Britt, Adams and Millar, 1972), Webb and Ray, 1979). Further, 

the fact that consumers are often involved in tasks that occupy attention and limit advertisement 

processing, (Macinnis, Moorman and Jaworski, 1991 ). It is quite likely that a majority of 

advertisements do not receive any active processing, (Bauer and Greyser, 1968). In the late 

1800s, a retailer from Philadelphia, John Wanamaker once aid, "I know half of my advertising 

is wasted." This confirms the expressed sentiments by Kotler that ordinary advertisements do 

not achieve the desired results (Myers, 2000). In view of the above, it can be observed that there 

exists a big challenge in creating the advertising message. 

2 .. 3 Mcs ·age tratcgy 

f·or advertising to be effective. the me. ·age ·tratcg ha . to b wdl thou •ht r. lh' first st ph ·r 

will involve deciding what general me ·age will c mmun1catcd to c n ·umcr · K )tkr, 19 7). 

The purpose of advertising is to get con ·umers to think a ut or react to U1c prl du ·t r compan 

In a certain way. People react onl. if they think th ) ' ill b nelit fr m d ing · . [) • Iopin ) an 

effective message strategy b gin ' ith identif:. in cu. tomcr bcndit · to 1i!atur •. Ad crt ising 

message trategy \\ill folio di dl r m th br ), dc.:r . momn) stratc l : Kotl 
1 

I . th t me • ul utlin s h n tits ml 



advertisements that are novel, humorous or somehow getting attention to advertisement viewers 

(Lee and Mason 1999). This creative concept could eventually emerge as visualization, a phrase 

or a combination of the two. In essence advertising campaign, according to Kotler (1997), have 

three characteristics:-

They should be meaningful, point out benefits that make the product more desirable or 

interesting to consumers; 

The advertisement must be believable; 

It should be distinctive. 

For an advertisement to be distinctive so that it can score high recall and recognition, Ogilvy and 

Raphael-son (1982) list the following characteristics: - Innovation (new product or new uses), 

story appeal (an intention getting device), before and after illustrations; demonstrations, Problem 

solution, Characters emblematic of the brand (e.g. cartoon figures or actual people including 

celebrities). 

2·3.4 Message Execution 

l ~ ven the best message can fail to reach the target audience if it is not pro( al : ·ut 'U. lh, 

Impact of any message will depend not only on v.hut is said but als >on hov it is said (1\.otl ·r. 

1997). The big idea must be executed in order to capture tht.: target markd' · atkntion ami 

interest. Proper media has to be cho en. are need ~ to b' t·tken not to inh:rli.:n.: ' ith ·on ·tum:r' · 

receptivity. Mundorf eta! (1991). notes that where ad •erti t:mcnt · rc , hot during apr gr.m1 lor 

example, an emotionally disturbing story could ignifi anti ... redu ~ r~.: ( md~:nts ' acquisition of 

infonnation from the sub equent c mm rei I . imil rl • llHllld that program 

Involvement levels significantl l rdin_, to th~.:st: t\ o 
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program, which are used to execute the ad, are important in aiding recall which is assumed to 

make the product/brand enter the consideration set. 

Kotler (1997) argues that any message can be presented in different execution styles such as: ­

Slice of life - shows people using product in normal setting. 

Lifestyle - shows how a product fits in with a particular lifestyle. 

Fantasy - creates fantasy around the product or its use 

Mood or image - builds mood, or image around the product. 

Musical - shows characters singing a song about a product 

Personality symbol - creates character that represents the product 

Technical expertise - shows company's expertise in making the product 

cientific evidence - presents scientific evidence that the brand is better than others. 

Testimonial evidence - features believable or likeable source endorsing the product 

Kotler further recommends that whatever execution tyle is chosen, the advertiser must choose 

an appropriate tone, use memorable and attention getting words in the advertisement. 

2 4 T · ypes of Advertising 

Assael (1 993) identi fied four main types of ad <.: rt i ·ing: one catc ,or. is br< nd ad crt is in '· \ hi ·h 

is designed to maintain awareness of a brand among the consumers :md incr ·as' its market shur ·. 

It aims at stimulating selective demand, that is. demand for u particular bt.llld noth~.: r t p is 
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ideas. Kibera and W aruingi (1998), argue that advertising has many and varied functions. 

Generally, advertising informs many people at once about a product or service, where to get 

them, and at what price. By so doing, it saves people time, money and effort, which could 

otherwise be used in obtaining information needed for making purchase decisions (Kibera and 

Waruingi, 1998). People learn about organizations, products, services and ideas as welt as how 

they can better their lives, from ads. 

Advertisement of public services helps foster the growth and understanding of important social 

causes. For example, the Red Cross, St. Bemados e.t.c receives continuous support from people 

and institutions alike partly because of the power of advertising (Kibera and Waruingi, 1998). 

Sandage, (1998) argues that advertising plays a major role in persuading i.e. to urge, induce or 

give reason for taking specific action. Persuasion is necessary to get people to extend and enrich 

the range of their wants and therefore lives. In addition, Norman, (1978) argued that advertising 

is not just valuable for the new companies alone. It is even more important for well-established 

businesses in order to develop customer loyalty and corporate image. 

h ntcrtainmcnt is usually in the form of advert \ which arc funn , humorous. tH.:sth ·ti seen s, nnJ 

imagery. '1 he entertainment quality built into the d sc r cs to im;n.:asc consumer 'l ll ·nt i n, 

comprehension and learning of the main me ·sage. 1 d crt ising ul:o scrvt:s otlu.:r .·o · ial 11 , d · 
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Non personal communication, on the other hand, is the channel that carries messages without 
personal contact or feedback. These include print media (newspapers, magazines, and journals), 
electronic media (television, radio, e-mail e.t.c) and the display media (billboards, signs, posters 

e.t.c). In the print media sector in Kenya, the dailies have continued to enjoy a huge potion of the 
advertising revenue in the last fifteen years. A report by the Steadman Group indicates that, of 
the 2.3 billion shillings spent on print media and public bus advertising category in the year 

2003, 70% went to the dailies. 

2.6 Consumer Decision Making and Preferences 

According to Schiffman L.G. (2000), a decision is the selection of an option from two or more 
alternative choices. He argues that a consumer decision making process or model begins with the 
attempt by the manufacturer to communicate the benefit of their products and services to 

potential consumers and the non-marketing socio-cultural influences, which when internalized ' 
affect the consumer purchase decision. Kotler, ( 1997) contends that before a consumer purchase 
a product, or service, he/she will initially consider the total set available, then move on to 

awareness set, consideration set, the choice ·et, and finally make a dccisi )n. I· or a pr duct or a 
service to be included in the set, the consumer must have had intcrach.:d ith lh~.; pr du ·t!s ·r ic ', 
say through advertising, in order to create a favourable attitude leading to pure has·. Thcr ·for-, in 
order to have their products included in the set, companie · ·pend a v<l t o.m1 unt f mon 'Y in 
advertising so as to get attention of the consumer. I'he importance of attention has been 
acknowledged in most advertising proce sinJ m dd Ro .. ittcr .md PeT' ·. 198 ). But d ~spite 
the tremendous amount of mone. nt on bu) ·n n umcr att 'ntion littk or no r'scarch is 

done on c n umer attention. 
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rules (Schiffman, 2000). In following a compensatory decision rule, a consumer evaluates brand 

options in terms of each relevant attribute and computes a weighted or summated score for each 

brand. The assumption here is that the consumer will select the brand that scores the highest 

among the alternatives evaluated. It allows the evaluation of a brand on one attribute to balance 

out a negative evaluation on some other attribute (Schiffman, 2000). 

In contrast, non-compensatory decision rules do not allow consumers to balance positive 

evaluations of a brand on one attribute against a negative evaluation on some other attribute. 

Barry (1991), Schiffman (2000) argue that there are three non-compensatory rules: the 

conjunctive decision rule, whereby the consumer establishes a separate minimally acceptable 

level as a cutoff point for each attribute. This means that if any particular brand falls below the 

cutoff point on any one attribute, the brand is eliminated from further consideration. The 

disjunctive decision rule is the "mirror image" of the conjunctive rule. The consumer establishes 

a separate, minimally acceptable cutoff level for each attribute, which may be higher than the 

one normally established for a conjunctive rule (, chiffman, 2000). Any brand that meets or 

exceeds the establi shed level is accepted. 'I he third rule is the le ico )raphic decision nil e. 

Whereby the consumer ranks the attributes in terms of pcn;eiwd rete ane~.: or importatl ·c 1 h 

consumer then compare the variou · brand al ternatives in terms or the sin )le allribut , that is 

considered most important. If the brand cores high on the top-ranked uttnbutc (n: 'ard les · of thl: 

core on any of the other attributes). it i ele ted and the proce · end· (Schill1nan. 2000). 
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brand, and the association of desired feelings with a brand or use experience. (Batra et al, 1995) 

summarized it as in the table below. 

Figure 2:Intervening and Behavioral Variables in Advertising 

Model Advertising Intervening variable Behavioural 

variable variable 

A Advertising -t Brand A warenes:s Trial purchase 
B Advertising -1 Brand awareness Loyalty 

'--

c Advertising -t Brand awareness --.. knowledge of brand 

attributes 
~ 

Trial purchase -D Advertising -; Knowledge ofNew Application Increase usage 
1--

.-E Advertisin12: Sales leads 
F Advertising Knowledge about comp -.~ Sales Via ~ 

f-.-
Personal Selling 

G Advertising -; Associate Brand With User Type Loyalty 
II Adverti sing -; Brand attitude Loya!!Jr -J_ 1---

Associate Feelings and Brand usc Loyalty Advertising 
J Advertising -t Brand awareness knowledge of 

Brand 'l riul purchase 

~ -
Knowledge of Brand ttribut' -

AdvertisinJ: J-. Brand Attributn Trial Purchu, 
~ 

Source: Batr d Aaker 0 1995 Advertisin Mana ement. 12.." a R, Myers J, an ( g g pp 
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In an effort to increase its market share, the Coca Cola Company has a demand creation 

competency within its marketing department to look into ways of creating demand and product 

development. In July 2007, the Coca Cola company in Kenya introduced the winning future 

spirit, and brand ambassadors concepts where every employee sees himself as a sales person 

wherever he is, it was all about people, passion and products (Kingsize news Dec 2007). 

The Coca-Cola business is about customer satisfaction, as they deliver refreshments, and 

passionately service their customers to refresh everyone everyday. (Kingsize news, Dec 2007). 

In doing this to meet the changing customers' requirement, Coca Cola undertook major changes 

Which include; Introduction of Dasani, Sunfil, 5alive, Minute maid and Burn. Plastic bottling of 

its core brands and the introduction of low calorie light sodas; Coke light, Fanta light and Sprite 

light .In this era of intense competition, the Coca Cola company strategy is to create customer 

satisfaction through innovation by offering quality brands at competitive prices to the consumers. 



CHAPTER THREE 

3.0 RESEARCH METHODOLOGY 

3.1 Research Design 

The research design was a descriptive survey. A study concerned with finding out who, what, 

which and how of a phenomenon is descriptive design. 

3.2 Population of Interest 

The population of interest for the purpose of this study was all the Coca Cola core brand drinkers 

in the Nairobi Central Business District (NCBD).The core brands are Coke, Fanta and Sprite. 

3.3 The Sample 

Sampling is the process by which a relatively small number of individuals or measures of 

individual objects or events is selected and analyzed in order to find out something about the 

entire population In order to get information from a cross section of Nairobi residents, 

convenient "incidental" sampling was the most appropriate to en ·urc rcprcscntntion or wid· 

range of ·ocial groups. The Nairobi 'entral Businc · · istrict was the selt:cted area nnd wus 

divided into the various streets. NCBD is the area between Rncc.:coun::. llai le ·das ·ia. huru 

Highway, University Way and Kirinyaga road. 50 re ·pendent· were ·mnph:d \ ith the h lp of 

Research assistants. The survey was done on Tom 1boyn. ~ cera. Ri' er road, Moi 

Kimathi street, Kenyatta A venue, Muindi lbingu and Koinange tr~.:eb. 

3.4 Data ollection Method. 

venue 

'I he data wa collected u ing cmi- tn ture qu ti nn. i c ' ith lik~.:rt ''.lit: , s th~.: rnain p·lrt of 

the qucstionn ir . In order to m 



3.5 Data Analysis 

The data was analyzed using descriptive statistics. This included tables, charts and percentages to 

represent response rate and information on other variables that the study was considering. Other 

statistics included mean . 



CHAPTER FOUR 

4.0 DATA PRESENTATION AND ANALYSIS 

4.1 Introduction 

In this chapter, the results of the study are presented and discussed. The objective of the study 

was to establish the effectiveness of advertising on brand preferences, case of Coca Cola brands. 

The sample of this study was made up of 50 respondents from the Nairobi Central Business 

District. Useful responses were obtained from forty six (44) respondents representing an 88.00% 

response rate. 

The data collected was coded and captured in Statistical Package for social sciences (SPSS) 

package where it was analyzed. A descriptive approach was used in the analysis to make 

inferences and conclusions to the study fmdings. Tables, charts and means are extensively used 

to present the findings . 

4.2 Profile of Respondents 
'I 

4.2.1 Level of Education 

From the sample it was found that most of the respondents were or colleg~; levd t:du 'alion at 

48%, Secondary level education at 33% while tho ·e without formal education' en: ut 40/1
) . !his 

is as shown below. 

Table 1· Level of Education .... . 
P 'rcent 

-No Formal Education 4 
~ 

Primary 10 
I--

Sccondu 33 
~-
Colt · ' C l8 

1-
Vniv i l s ,_ 
l 'o~ 100% 

"--



Figure 3: Level of Education 
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4.2.2 Age of Respondents 

Primary Secondary College University 

50 percent of the respondents were aged between 25-29 year , 30 percent of th rc pondents 

were between 30-34 years. 10% indicated that they were aged between 19-24 yc. rs, 6% w r-­

aged between 35-39 years, and 4 % were aged above 40 year . None of the r spondcnts w 'r~ 

aged below 18 years. These finding are illustrated in the figure belm . 

Figure 4: Age of Re pondent 



4.2.3 Gender of Respondents 

The distribution of the respondents' gender has been indicated in table 2 below. Of those 

interviewed 60% were male while the rest were female. , 

T able 2: Gender of R d espon ents 

Valid male 
female 
Total 

Figure 5: Gender of Respondents 
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4.2.5 Favorite Brand 
When the respondents were asked to indicate their favourite brand most of them (50%) indicated 

Coke as the most favourite followed by Fanta with 38%, Sprite 8 %with others being the least 

with4%. 

Figure 6: Favorite Brand 
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followed by among other factors the type of media used, consistence with what you believe in or 

like, how often the advertisement is aired and others rated as important. 

The benefit outlined in the advertisement was considered very important ( 4. 72). This can be 

interpreted to mean the consumers look for advertisements that can clearly outline the benefits 

offered by the product in question. Timing of the message is accordingly critical ( 4.68). 

Respondents felt that the timing of an advertisement relating to Coca-Cola products was essential 

and therefore has to be taken into account. This is evident when the brand is advertised during 

sports (football, athletics), music programs (Insider), or during favourite programs being aired on 

the TV or Radio channel. The respondents also rated creativity of the advert at 4.50 making it a 

critical factor. It is however notable that the length that an advertisement for Coca Cola products 

has been in the market (1.37), is not a serious consideration. The ability of an advertisement to 

offer a solution to a problem (1.72), e.g. Thirst is not also a serious consideration. 

Table 4: Purchase Influencing Factors 

Average "core ategory 

The benefit outlined in the advertisement 4.72 Most in11 <.)rlat~ 

The timing of the message 4.68 

Creativity of the advertisement 4.-0 

The program in which the advertisement app ar · on 1 V 4.3 7 

Radio etc 

The ease at which the advertisem nt is recallc 
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Whether the advertisement depicts technical expertise 2.24 Indifferent 

Whether the advertisement stands out from those of 2.16 

competitors 

The feelings the advertisement evokes in you 2.14 

Whether the advertisement offers a solution to the problems 1.72 Less 

How long the advertisement has been there 1.37 Important 

4.4 Brand Attributes 
When the respondents were asked to rate the brand attributes of Coca Cola brands, the results are 

indicted as shown on table 5 below. The very important factors had scores ranging between 4.0 

to less than 4.9, important factors had scores ranging between 3.0 to less than 3.9, indifferent 

factors had scores ranging between 2.0 to less than 2.9, less important factors had scores ranging 

between 1.0 to less than 1.9 and not important factors had scores ranging between 0.1 to less than 

0.9. The most important factors were considered to be the taste and availability of the brand 

followed by association of the brand with the youth, length of time product has b~.:cn in the 

market and amount of carbon I gas in the brand rated as important. Price or the brand, name or 
the manufacturer and country of origin were rated as le · · imp rtant. 

Table 5: Brand Attributes 

Taste of the brand 



Price of the brand 0.88 Not 

Name of the manufacturer 0.87 Important 

CotiDtry of origin 0.84 

According to the table above, taste of the brand and the availability of the brand were considered 

most important. Length of time the product has been in the market, association of the brand with 

the youth and the amotiDt of carbon/gas in the brand was judged to be important. The nature of 

the outlet from which the brand was sold was ranked as being indifferent. The colour of the 

brand and the shape or package of the brand were rated as being less important. Price of the 

brand, name of the manufacturer, and the country of origin were rated as not important. 



CHAPTER FIVE 

5.0 DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This chapter discusses the results gathered from the analysis of the data, as well as the 
conclusions reached. The chapter incorporates the various suggestions and comments given by 
the respondents in the questionnaires. Findings have been summarized alongside the objectives 
of the study, conclusions have been drawn from the study and the recommendations for action 

are also given. 

5.2 Discussions 

As regards the level of education, the fmdings were that the greatest consumers of the products 
of Coca Cola were college level in terms of education (48%). This is probably explained by the 
fact that this is the bracket that is likely more than anybody else to be interacting with colleagues 
thereby making it imperative for them to share a drink over discussion, social or academic. 

The age of respondents appeared to be an important factor to b~,; considered becaus~,; most 
respondents were aged between 25 years and 40 years and appeared to be the k~ con ·umer ·. 
There is a probability that this is correlated with being in the youth and oung adults in ·luding 
those in colleges. Advertisements are usually targeted to pccific age group· and tend to 
communicate benefits accruing to consumers and influence them to bu. the product being 
advertised ( Assael, 1993 ). It can then be dra\\11 that tlier i' relation 'hip bet\: t:en tiP a lC 

brackets, the message, the medium and the c n umption h bit r d i il,ns ot th~ 'l nsuml!rs . 
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Creativity in the advertisement was given a rating of 4.50. This is in line with the argument by 

Kotler and Armstrong ( 1999) that a large advertising budget does not guarantee a successful 

advertising campaign. A lot of care according to them has and needs to be taken when creating 

the message. Programs in which the advertisements appears either on TV, radio and others, the 

ease with which the advertisement depicts a particular lifestyle, were all given considerable 

rating (Above 4.00). The issue of whether the advertisements offers a solution to the problems 

and the duration the advertisement has been in the media has no concern with the consumer 

(rating of less than 2.00). 

As regards the brand attributes, the length of time the brand has existed in the market is an 

important consideration with Kotler (2000) arguing that with fast moving consumer goods, there 

is strong relationship between what people buy and the period of time they have used it. 

Availability of the brand was also strongly rated serving as a confirmation of the fact that 

consumer goods that are readily available and accessible are repeatedly consumed. The colour of 

the oca ola's brand is not considered important. The implication here would be that the 

consumer would not care about the colour of the brand as long as it i their brand of choi ce. 

5.3 onclusions 

The advertisements have generally succeeded in meeting their objective· which indud '; cr~uling 

awareness, communicating information about their attribute ' and benefi t -, as ·ociati m or th 

brand with feelings and emotions, winning reputation, increasing cu 'toml!r numt >r, and sales 

vo lume, increasing the net profit as well as impro ing the company image r id~.:nt i ty . 

It is therefore evident that th efficiency of an d erti \:lllcnt i dckrmin\:d b the.: U)IT\:Cl 

combination of its impact, r tcntion and the medi of th\: ad to 

ttract ttcntion while retention mean th 

directly r luted to th l I llll di \ltd 

li. 
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was before the campaign ran. However, one must note that consumers' choice is also largely 

dependent on other factors such as taste, price and therefore this kind of research done over a 

limited period and with a limited sample can only yield a result that must be cautiously analysed. 

5.4 Recommendations 

Coca Cola needs to devote more resources and time on advertisements and familiarizing all 

consumers with the brands available. The marketing and advertisement managers have to 

continuously scan the environment to identify threats and opportunities. The managers then need 

to craft the advertisements to ensure that a fit exists between the customers and the brands. 

Management information systems should be well developed to facilitate proper advertisement 

facilities. 

5.5 Limitations 

(1 ) Data collection was very difficult as some of the respondents selected to participate in the 

study were not co-operative in providing the data. 

(2) orne of the issues in the questionnaire were considered confidential and hence the 

respondents were un willing to divulge the information. The concept did not seem t11miliur to 

some of the respondents. 

(3) The limitations encountered during the study/re ·earch undertaking includ 'd time that wus 

limited for exhaustive data collection. 

(4) There was a problem of non-response and loss of questionnaire ·. 

5.6 ugge tion for further re earch 

Due to the limitations cited above it is v ry cl ar th. t further t: ~ t:. h m. i ld, mor~.:. 

conclusive effect or even altern ti es. Thu 

related rcas: 
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APPENDIX 

Questionnaire 

I am carrying out a research on the effectiveness of advertising on brand preference on Coca 

Cola brands in Nairobi. You have been chosen as one of the respondents. Please help answer 

the following questions. 

PART A 

1. What is your highest level of education? 

i) Primary ( ) 
ii) Secondary ( ) 
iii) College ( ) 
iv) University ( ) 
v) No formal education ( ) 

2. What is your occupation? 

3. Please tick the age bracket in which you fall. 

i) Below 18 years ( ) 
ii) 19-24 years ( ) 
iii) 25-29 years ( ) 
iv) 30 - 34 years ( ) 
v) 35-39 years ( ) 

vi) Above 40 year ( ) 

4. Wh t is your g ndcr? 

t lc ( I· m I 

s. 

'hi 

ii 

Ill 



iv) Krest ( ) 

v) Stoney ( ) 

vi) Other (please specify) 

PART B. 

The statements below concerns Coca Cola adverts. On scale of 5-1 with 5 indicating the most 

important and 1 not important all, please indicate by ticking, to what extent do you feel each of 

them influences you to purchase that brand. 

5 - Very important 

4 - Important 

3 Indifferent 

2 - Less important 

1. 

2. 

3. 

Not important at all 

The benefit outlined in the ad 

The humour in the ad 

Creativity of the ad 

4. Whether the ad stands out from 

those of competitors 

5. 

6. 

7. 

Whether the ad offers a solution 

to a problem. 

Wht.:ther the ad d picts a certain 

lifestyle 

ht:thcr th 

I ·hni II 

'h th r tt 

d pict 

5 

() 

() 

() 

() 

() 

4 

() 

() 

() 

) 

) 

3 

() 

() 

() 

( 

2 

( ) 

( ) 

0 

( ) 

( ) 

( ) 

() 

( ) 

) 



Scientific evidence () () () () () 

10. How long the ad has been there () () () () () 

11. Consistency of the ad slogan with 

what you believe in or like () () () () () 

12. Whether the ad depicts 

testimonial evidence () () () () () 

13. The personality used in 

endorsing the ad () () () () () 

14. The feelings the ad evokes in 

you. () () () () () 

15. The program in which the 

ad appears (incase of TV and 

Radio) () () () () () 

16. How often the ad is availed 

(Frequency) () () () () () 

17. 1 he timing of the message () () () () () 

18. The mood the time the ad is 

played () () () () ( ) 

19. The language used () () ) () () 

20. 1 he type of the media used () () () () ( 

21. The ease to recall the advert () () () ) ( 

PART 

Th statements below are concern d vvith the b nc.l nribut . n 
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2) The colour of the brand ( ) ( ) ( ) ( ) ( ) 
3) The design of the brand ( ) ( ) ( ) ( ) ( ) 
4) The shape ofthe bottle ( ) ( ) ( ) ( ) ( ) 
5) The amount of carbon/gas 

in the brand ( ) ( ) ( ) ( ) ( ) 
6) The availability ofthe brand ( ) ( ) ( ) ( ) ( ) 
7) The price of the product ( ) ( ) ( ) ( ) ( ) 
8) Nature of outlet whose the 

brand is sold ( ) ( ) ( ) ( ) ( ) 
9) Taste of the brand ( ) ( ) ( ) ( ) ( ) 
1 0) Association of the brand 

With the young age (youth) ( ) ( ) ( ) ( ) ( ) 
11) Name of manufacturer ( ) ( ) ( ) ( ) ( ) 
12) The length of time the 

Product has been in the market ( ) ( ) ( ) ( ) ( ) 
13) The country of origin ( ) ( ) ( ) ( ) ( ) 


