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ABSTRACT

Outdoor advertising is an important aspect in @nguthat businesses remain in operation.
The study sought to establish the effect of outdatwertising on organizational performance
in Uganda. In particular the study sought to esghlilow mobile branding, poster advertising
and tradeshows affect the performance of busineganizations. The study applied a
descriptive survey design. The target populatios ¥@ respondents employed by Sekanolya
systems limited. The study applied the purposiveimg technique. Data collected was
mainly quantitative and qualitative in nature arasvappropriately analyzed using frequency
analysis. SPSS tools enabled me describe the diite. results were presented in form of
tables. The study concluded that mobile brandingigy advertising and tradeshows had an
impact on business performance. The study recomsnéivad business organizations should
hire or consult advertising experts to find out thest advertising practices that suit the

organization.



CHAPTER ONE

GENERAL INTRODUCTION

1.0 Introduction

This research is intended to assess the effectoutabf home advertising has on
business organization performance. In this chaptemresearcher will address a number of
issues which include a background of the studyestant of the problem, objectives of the
study, major objective, specific objectives, reskhamuestions, scope of the study,

significance of the study, justification, definti@f key terms and conceptual framework.

1.1 Background of the study

According to Palmer (2000), advertising is massd gammunication which is used
to transmit information, develop attitudes and icelsome form of response on the part of
the audience. It seeks to bring out a responsedyding information to potential customers,
by trying to modify their desires and by supplyirgasons why they should prefer that
particular company’s product. He adds that advagiss a highly visible component of
marketing but it is only one element of the promotmix. It involves target audience, setting
objectives, budgeting decisions, message and nugbesions and evaluating advertising
effectiveness. Outdoor advertising is primarily disdong roadways in areas zoned for
commercial and industrial uses. It is highly visiland relatively inexpensive. It provides a

24 hour a day message and can be located to rpactiictarget markets.

According to Woloszyk, Kimbrell & Farese (2003),tdoor advertising is any type of
promotional display placed outside. It has varidayses of promotional displays from
highway billboards to transit posters and arenaepteent, all geared towards sending a

message to the public.



Kotler& Armstrong (2004) defined advertising as grard form of non-personal presentation
and promotion of ideas, goods or services by amtifiled sponsor. There are many

advertising mediums through which a specific comization can get to a specific audience
in a specific period of time. Some of these inclnég/spapers, television, direct mail, radio,
magazines, outdoor and internet among others. @tldythat a media planner must therefore

choose the best media type and the best medial@ehic

According to Etzel et al (2007), advertising isided into informative advertising with an
aim to inform potential customers about the prodpersuasive advertising to persuade
customers to purchase the product and reminderrtéging to keep customers thinking about

the product.

Out of home advertising is also known as outdomedtsing. It can be defined as any form
of advertising done outdoors that shows your bssimeoducts and services. Types of out of
home advertising can include billboards, bus bescheriors and exteriors of buses, taxis
and business vehicles and signage posted on tleeiagexbf your own brick and mortar
location. The common means of outdoor advertisenmehlganda are billboard advertising,

wall branding, ornament branding and mobile bragdin

Sekanolya systems are a limited liability comparsgaklished in 1993 with its fully
registered headquarters in Uganda located on Caopleezh Entebbe road. The company
provides technical security solutions ranging freanveillance cameras, alarms, razor wire,

electric fencing, automated gates, fire alarm systdime and attendance system



1.2 Statement of the problem

Companies are using outdoor advertising as pattedf marketing strategies in order
to inform and persuade customers of their prodacid services in a competitive world.
Marketing problems often have far reaching effamtsany company and if neglected can
cause a great threat to the continued existendbeoicompany, especially in the area of
advertising as an aspect of corporate communicgioloszyk, Kimbrell & Farese, 2003).
Companies are still faced with hindrances of patwedtising techniques, reduced sales and
performance. The researcher is prompted to inwastithe impact of outdoor adverting on

performance of business organisations.

According to Tom Magumba (2008) it is not businassusual for outdoor advertisers after
the National Roads Authority suspended the eredaiobillboards on national roads. Major
outdoor advertising firms often target strategiesalong highways to leverage their business

and that of their clients.

However, a media announcement from the NationaldRdsuthority (UNRA) suspending
erection of billboard and signboards on stratetpces along highways seems to have caught
outdoor advertisers on a wrong footing. This hasepoa challenge of reaching the targeted

audience by the advertising companies and bushedsg advertised for.

1.3 Objectives of the study

1.3.1 Major objective

The purpose of this study is to investigate theaotpf outdoor advertising on the

performance of business organisation in Uganda.



1.3.2 Specific objectives

1. To show the effect of mobile branding advertising tbe performance of business

organisation in Uganda.

2. To find out how poster advertising influences therf@rmance of business

organisation in Uganda.

3. To examine the influence of trade shows on thegperdnce of business organisation

in Uganda.
1.4 Research questions

1. How does mobile branding advertising impact on peeformance of the business

organisation in Uganda?

2. How does poster advertising have an impact on #mopnance of the business

organisation in Uganda?

3. What is the effect of trade show advertising on fleeformance of the business

organisation in Uganda?
1.5 Scope of the study

This research will focus on finding out the impattout of home advertising on the

performance of the business organisation in Uganda.

The research shall focus on the time period betv28&® and the present year 2015. This is
because many business organisations have adaptedsviorms of out of home advertising
during the last six years and will therefore previa good analysis of the effect of out of

home advertising and performance of business csgaon.



1.6 Significance of the study

This research will increase the researchers’ kndgdeon out of home advertising

especially on the impact it has on mobile brandpagters and billboard advertising

Business organisation in Uganda will use resultsnfthis research as basis for improving

and using out of home advertising appropriatelyauit retarding their performance.

The study will also contribute to the already drgtliterature and knowledge about out of
home advertising and will also help other reseascivého may wish to carry out more

research on out of home advertising and the pedonom of business organisation in Uganda.

1.7 Justification

At the end of the study the researcher will be ablexplain the importance of out of
home advertising. It is therefore expected thahatend of the study the researcher will have
acquired and gained a wide experience in out ofehaivertising and how it affects the

organisation performance.

This study will enable business organisation tarieaore on how effectively to do out of

home advertising for purpose of improving theirfpenance.

1.8 Definition of terms

Trade show a large gathering in which different amigations show their products to

potential customers

A poster is any piece of printed paper designebet@ttached to a wall or vertical surface.
Typically posters include both textual and grapements, although a poster may be either
wholly graphical or wholly text. Posters are desdnto be both eye catching and

informative.



Placard is a poster or sign for public display eitfixed to a wall or hung somewhere were

the public can see it.

Advertising agency — an organization that speasliin providing services media selection,

creative work, production and campaign planninglients.

Advertising- any form of non-personal communicatiohideas or products in the prime
media that is television, the press, posters, cineand radio, the internet and direct

marketing.

Advertising message- the use of words, symbolsilarsirations to communicate to a target

audience using prime media. Ad-vans - poster pdixeld on to mobile vehicles

Billboards - large structures located in publicogla which display advertisements to passing

pedestrians and motorists.

Outdoor advertising - any type of promotional digpplaced outside.

Target audience - the group of people at whichduerisement or message is aimed..

Transit advertising - the use of public transpastafacilities to bring advertising messages

to people.



1.9 Conceptual framework

Representation of the relationship between out ahédn advertising and performance of

business organization.

Independent variables Dependent variables

Mobile branding
- Market size
advertising

Poster advertising Volume of sales

\ 4

Tradeshow Level of expansion

advertisini

Intervening variables

Level of technology
Government policies

Political stability
Developed by researcher.
The conceptual framework above explains the relahp between the independent and
dependent variables and how they are affected édyntlervening variables. The independent
variables of mobile advertising, poster advertisamgl tradeshow advertising when managed
well will lead to an increased market size, saldswme and a higher expansion level however
the intervening variables such as level of techgylogovernment policy and political
stability when not well handled will depress therkea size, sales volume and level of
expansion. Government policies in Uganda have edablusiness growth for instance
according to Vera Kintuoling (2014) A fiscal and metary policy stance focused on
containing inflationary pressures has provided rmatoBng environment for economic growth

by ensuring debt and exchange rate stability.



CHAPTER TWO

LITERATURE REVIEW

2.0 Introduction

This chapter concentrates on the review about howdoor advertising affects the
performance of business organization in Ugandas Thapter covers the literature review
and is based on the major themes of the study wdiiehto establish the contribution of
mobile branding advertising, poster advertising daratle shows on the performance of

business organisations.

2.1 Understanding the Concept of Outdoor Advertisig

Outdoor Advertising is any advertising done outdotirat publicizes the business's
products or services. These include billboards, brrches, interiors and exteriors of buses,
taxis and business vehicles, and signage postdlaeoexterior of your own brick-and-mortar

location (encyclopedia 2014)

Advertising can be defined as any personal paieh fof non- personal communication which
is directed to the consumers or target audiengesigh various media in order to present and
promote a product, services and idea. Good adweytisequires competent personnel
including a number of specialists to enable itviarin the ever dynamic and competitive
business environment (Bell & Loane, 2010). Itherefore imperative that key personnel in
departments that are directly involved in advengidio be carefully selected and positioned to

ensure continuous Success.

According to Keller, (2005), the urge to advertseems to be a part of human nature
evidenced since ancient times. One of the eanestns of advertising was the use of signs.

Early craftsmen used signs to advertise their wares some traders like the Phoenicians

8



planted commercial messages on prominent rockserding is an act of telling people

publicly about a product or service in order tospade them to buy it.

Advertising can be defined as any paid form of pemsonal communication which is
directed to the consumers or target audiences ghrgarious media in order to prevent and
promote product, services and idea. This meansathadrtising is branch of commerce which
used to create awareness for particular producttamdst be paid for. Advertising informs,

educates and persuade people to buy the advegieels or services (Steinbock, 2005)

Bell et al (2010), researched that in recognizing the raleedising can play a growing
number of companies and establishments have to r&mira a nationwide advertising
campaign. Advertising campaigns obviously infornbgddepressed consumer demand, thrive
by persuading the consumer on the need for consoingpt After television, outdoor
advertising has become the second information med@onvey information to the public.
The oldest way of advertising is on the upward dreh development. Outdoor advertising
blends architectural space factors such as envieahmoads, natural landscape, which is the

three visual representation of the space, andsithafunction of regional.

2.2 Understanding the Business Performance

Business performance is a set of multi-dimensionahsures for the planning and
management of a business”. Traditionally, busiresseed financial measures as the sole
basis for determining the level of their busing&sformance, but increasing competition has
motivated them to develop a variety of metrics idep to determine the status of additional
important areas of business that could not be tegdoy financial indicators (Kaplan &

Norton, 2006).



Business performance is a set of management anigtianprocesses that enables the
management of an organization's performance toeaehone or more pre-selected goals.
Synonyms for "business performance management'udecl "corporate performance
management (CPM)" and "enterprise performance nsmagt" (Bughin, 2011) sseveral
methods for measuring Business Process Performamcs, including the Balanced
Scorecard the self-assessment, the traditionalralbngy approach, process performance

measurement systems and workflow based monitoridgstatistical process control.

Business performance enables an enterprise tQ plaasure, and control, its performance
and helps ensure that sales and marketing inggtivoperating practices, information
technology resources, business decision, and peopbtivities are aligned with business
strategies to achieve desired business resultscesmte shareholder value (Wiklund, &

Shepherd, 2005).

Performance measurement system enables informesiafecto be made and actions to be
taken because it quantifies the efficiency and céiffeness of past actions through the
acquisition, collation, sorting, analysis, intefjateon, and dissemination of appropriate data.
Organizations measure their performance in ordechieck their position (as a means to
establish position, compare position or benchmagrkimonitor progress), communicate their
position (as a means to communicate performaneenally and with the regulator), confirm

priorities (as a means to manage performance, aodt control, focus investment and

actions), and compel progress (as a means of ntiotivand reward) (Rauch, &Frese, 2009)

A business performance measurement system enalftesned decisions to be made and
actions to be taken because it quantifies theieffcy and effectiveness of past actions
through the acquisition, collation, sorting, an&ysnterpretation, and dissemination of

appropriate data. Organizations measure their paéoce in order to check their position (as

10



a means to establish position, compare positionb@nchmarking, monitor progress),
communicate their position (as a means to commtenjarformance internally and with the
regulator), confirm priorities (as a means to managrformance, cost and control, focus
investment and actions), and compel progress (aseans of motivation and rewards)

(Kaplan & Norton, 2006)

In business terms performance involves the actalassn money value a company receives
after necessary collections are made from diffesades channels of the original total
production put on the market. It is sales that skate production in a company and
consequently profits which are affected by varitactors some of which are controllable like
quality and others are uncontrollable like compmtit and general price changes

(Schneckenberg, 2009)

Business Performance is an integrated frame waak ¢hables organizations to plan and
model strategies and ensure timely execution dfaiiies while ensuring both front line,

sales people and decisions-markers have visiliility performance (Michael, 2006). Further,
business performance involves the consistent amsfagdory turnover of goods and services
produced and put on the market by an organizatiawompany. It is the sole economic goal
of companies to have as much goods sold on theandarkis facilitates the rate of goods turn

over and consequently revenue and increased product

11



2.3 Mobile Branding Advertising and performance ofBusiness Organisations

Mobile Branding undoubtedly offers huge reach fdweatising. Mobile branding
advertising leads to Customer satisfaction whiglissified by expression of a judgment that
a product or service has provided or is providingemasurable level of consumption-related
fulfillment. An extensive literature has verifiekdet role of advertisement in determining post
purchase attitudes and intentions and has demtetstthat satisfied customers engage in
repurchase behavior. Moreover, several authors lstesvn that satisfaction affects the

customer attitude toward the brand or firm (Bugkdil).

An advertising message on a bus shelter makes @esipoint which has not been lost on
advertisers of products targeted at motorists stuc¢kaffic jams. Almost all bus shelters and
benches contain some form of advertising, somelo€hwis public service advertising and
some of which is commercial. No matter if we hagad those adverts a hundred times given
the situation of sitting there waiting for a busshof us will read the adverts and study the
pictures over and over again (Andriole 2010). Tides of vehicles are often used to support
advertisements of different products and serviceshave the ability to spread their message

as the vehicle travels along local routes.

A recent survey by Bauer et al. (2005) identifiedeetainment value and information value
as the strongest drivers of mobile advertising pimee which has also enhanced the
performance of business organizations. They arghatl consumers develop a positive
attitude towards mobile advertising only if mobidglvertising messages are creatively

designed and entertaining, or if they provide ahigormation value. .

Mobile advertising has great potential when exetatarectly, and companies can enjoy the
returns, including increased market penetratioghdr margins, faster access to potential

customers and less competition (Tsang, and Lia@@4) Since there are fewer companies

12



capitalizing on mobile advertising than traditionalarketing methods, companies that
develop a way to leverage the abundance of mobdeding will be far more likely to

capture the attention of their audience (Steinb@0K5).

According to Woloszykt al (2004) transit advertising is the use of publi@ngportation
facilities to bring advertising messages to peofilenvolves printed posters found inside
business and commuter trains, exterior posterdierottside of taxis and buses and station
posters located near or in subways and in rail,rbad and airline terminals. This format of

outdoor advertising contributes 12% of the outdmirertising revenue.

Dyer, & Gillian, (2008) pointed out that mobile bding advertising has advantages like it
reaches a wide captive audience, it's free aduegtthat increases the company’s exposure in

its market and it is economical.

The most important benefits from a brand and bgypgrspective are immediacy closely
followed by cost effectiveness, engagement and thaoh. Mobile’s ability to complement
other media is seen as a much lower priority b&nefiich is consistent with the fact that
many companies in our survey do not have integratetile advertising with other media

(Michael, 2006)

Long haul truckers often haul trailers with adwarig panels on them. These usually belong
to the company the trucker is hauling for and atiseitheir goods. Outdoor advertising that
employs the transit format of advertising reachmstess millions every year. Whether they
are the ones doing the moving or the advertisinglasg the moving, they both come

together getting the message. This is importantigapdoves the business performance of an

organization (Lilien, & Grewal, 2012)
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According to Hartley (2004), transit advertisingcludes messages on the interior and
exterior of buses, subway cars and taxis. As useass transit grows, transit advertising may
become increasingly important. For example a dsfivean rolls fully wrapped for Trix

cereal or a school bus displaying adverts for alltmy store.

According to Michael, (2006), mobile advertisingshaarned significant attention in
influencing business performance because of itgueittributes, such as personalization,
that offer new opportunities to advertisers to plaffective and efficient promotions on
mobile environments. Personalization is used tcerofihdividualized content to each
consumer. Personalization has been studied bas#tediterature of relationship marketing
and customer relationship management. There arey mdifferent definitions of
personalization in the marketing field and it isatizely more suitable to mobile advertising

than others. .

The ‘message’ conveyed by the image must be cleadyeasily understandable to minimize
misinterpretation. A picture is worth a thousandd#p therefore, the image must be of good

guality and must clearly transmit the desired mgsg8reva, 2008).

Given the brevity of the time frame in which outdaalvertising has to attract sufficient
attention in order to convey its message, brighronary colors have a greater impact when
used against a light or neutral background. Cdoa ipowerful factor in the impact of the
advertisement, and the use of bright, contrastoigrs increases its legibility and encourages
the public to associate the product with the ddsieelings and or emotions (Breva,

2008:69).

Level of technology has also influenced businesdopmance in a number of ways.
According to Davidbenady (2014) people are turramgay from the traditional advertising

domains of television, print to electronic devic&be rise of smartphones and applications
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means marketers have to adapt to these new waygsrtmunicate effectively with customers
therefore sticking to traditional advertising medhowill negatively impact market growth

cause of the change in trends.

According to euro monitor international from the MdoBank (2014) Political stability is an
important indicator for business environments asaffects investors and consumers’
confidence thus having a wider impact on the ecgnof stable political setting favors
business and market expansion where as a risditicglanstability has hindered the growth

potential of emerging markets this was evidence&gypt where the annual GDP growth

slowed to 2.1% in 2013 compared to 5.1% in 2010.

2.4 Poster Advertising and Performance of Busineg3rganisations

Poster advertising plays a vital role in marketwogsumers’ purchasing decision and
promotion to particular. One of the roles of adgearg is to inform consumers about the
existence of a new product in the market thatnsation of awareness. Outdoor advertising
design can not only play the important role in és¢éablishment of the city style and image,
(Sternkopf, 2005), beautification of visual envineent, also can better promote the
construction of spiritual civilization of the cityrtherefore, from the perspective of modern
communication outdoor advertising has very impdrtaignificance whether on the
development of the advertising industry, the citg'gge construction, and promoting the

comprehensive strength of city.

Alonge, (2006) argued that poster advertising petss customers to buy products and
finished goods of the business organization thusemsing the sales of the business.
Advertising helps in arousing the customer’s indend by so doing persuades them to buy
the product. The researcher still argued that poativertising creates high demand of

business products. Advertising stimulates demand cbystantly reminding potential
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consumers about the availability of the producth@ market. This increases on the quantity

output of the organization and thus yielding higbfits.

Organizational performance is always at an advanbmgause there is flexible location with
poster advertising. One of the greatest advantdgesposters have is the ability to appear
almost anywhere. From the inside of a toilet stalbor to the boards of a construction site to
a subway station or lamppost, posters can be platdegically to reach the intended
audience. For example, a fast food restaurant acksfood company may wish to advertise
on public transit to reach hungry commuters whotaante make it home without a snack. A
movie based on the latest best-selling teen trjlegl profit by being placed close to high

schools. Put posters where the intended targes tenlavel (Constantine, & Stephen)

Hartley (2004) also states that billboard/postevedising is the most common form

advertising because it often results in good reaot frequency and has been shown to
increase purchase rates. The visibility of billlmsarand posters is good supplemental
reinforcement for well-known products. Hartley (20@grees with Palmer (2000) and Ross
(2001) that no opportunity exists for lengthy adigamg copy and that a company can buy
space in a desired geographical market howevemany areas environmental laws have

limited the use of this medium.

New communications technologies can and do tramsfwsters and billboards in significant
ways. This means that new communications technedogifect the communicative roles
played by people interacting with messages mediategosters and billboards (Bogart,

2004)

Low costs are one of the key benefits of posteedwhing. The creative process of a poster
involves a copywriter, a graphic designer and ateri The organization can hire a poster

distributor or simply hang the posters yourselfisla simple process that will not “cost an
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arm and a leg”. However, you need to be mindfuboél laws that may prevent posters from

being displayed in certain areas (Dyer, Gillian)&0

According to Shelly Rodgers & Esther (2012) Busipsrformance is also enhanced by the
fact that poster advertising creates active Respdihether they are standing at a bus stop

or lining up at the local nightclub, people areelikto notice posters out of sheer boredom.

Consumer beliefs have been changed through pasdtertsing as analyzed by Smithe et al,
(2004), they further argued that advertisementuginoposters such as signposts and image
items like statues, is a very good instrument tizat be used to change consumer mindset
about a product or service. Hence, help to tap thé&r buying power and influence their
thoughts. Through poster advertising, brand loyhlig been created in the today business

organization.

The issue argued by Andriole, (2010), on the poatlertisements on the performance of
Business Organisationsthat the demand of the cogrsuocan be maintained by constantly
arousing their interest on a particular product #msl will ultimately create brand loyalty. In
his research, concluded that poster advertisingteselarge market segment which leads to
the development of larger market in the businesgaroration thus yielding high

performance.

The development of advertising as the major fabes contributed to the increase in sales
volume of any product in Nigeria. Therefore, inGieg a corporate image of a business. To
be sincere, hardly will any product survive in angpetitive market without any means of
advertisement. It is worth noting that AttentionaBling is one of the benefits that an
organization gets when it uses poster advertisifite combination of size, color, and

illumination attracts attention. Advancements ifibbiard technology including vinyl and
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computerized painting, 3-dimensional effects, bigtking, digital & LED technology,

computerized lighting and more boost billboardslighto capture viewers’ attention.

The size of advertising posters makes them an esgezial form of advertising as it is
scarcely possible to ignore them. However, the arthotitime someone spends looking at a
poster depends on its design. Alongside their @eisdimensions advertising posters also
provide the opportunity to target a particular @mdie by using geographical and socio-
demographic characteristics. Therefore advertisiag be targeted nationally, regionally,
locally or in areas with a high purchasing poweteix. Compared with an internet banner

advertisement the waste coverage of advertisintepos much lower. (Kenneth E 2014)

Poster advertising offers an effective and inexpensvay to get a message out. An
interesting poster located where the intended taggaup will pass can convert a passerby
into a sale. If the business advertised is closehat sale could be almost immediate, such as
a customer inquiring about a financial service rafteeing a sign while waiting in line.
Posters are good investment for small and medizedsbusinesses looking to both increase

brand recognition and convey an effective calldtioam (Dyer, & Gillian, 2008).

Poster advertising adds value to brand by influncperceptions. Effective poster
advertising cause brands to be viewed as morergleg@re stylish, more prestigious and of
high quality. Poster advertising spending influencensumers to perceive advertised brands
as higher in quality. Effective poster advertisittggn, by influencing perceived quality and
other perception, can lead to increased marketeshad greater profitability which are
measures of organization performance. By addingevgdoster advertising can generate for
brand more sales volume, revenue and profit angceethe risk of unpredictable future cash

flows. By making a brand more valuable, poster athirg generates incremental discounted
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cash flows. One of poster advertising practitionkim, Poster advertising builds brand

.Brands build business. (Terence and Ship, 2010)

In the study of (Denning, 2006), an assertion waslenthat effective advertising increases
the consumer’s interest in mature brands and thedikelihood of purchasing brands that
otherwise might not have been chosen just as theyntained that advertising has
demonstrated having influence over brand switch@rmglency of consumers who have not
recently purchased a brand. Introducing a new prtoaliua poster advertisement gives a good
advantage for a company because of additional aisivey and showing the new product to
potential customers. As a result, the company getse publicity and makes poster

advertisement visitors talk about the brand-nevemion. (Sternkopf 2005)

One of the most essential benefits of participaiimgooster advertisements is managing
customer relationships. This relates to the redentif existing customers as well as to the
generating sales from new customers, influencimeg thuying decision by researching their
needs and building the image of a reliable parthester advertisements are the platforms for
establishing communication with customers, busimpestners and the press. What is more
important is that the communication is face-to-fax® this brings more advantage to
companies, which need to use personal selling teoba in order to achieve the target.
Poster advertisements provide an opportunity tdyaaacompetitors, notice new trends and

attract attention to a company’s brand. (Sterni8)efs)

Michael, (2006), believes that poster advertisifigativeness has to be captured by the
additional sales of a product over and above thiosewould have happened in absence of
any poster advertising or promotion. Although posaglvertising managers have long

believed that poster advertising's impact on sedspersist longer than the current period,

the tendency to assume that poster advertisinfgstedn sales is short-term is yet prevalent.
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They further argue that the longer uses of posieerdising are better than less and shorter
uses of it irrespective of the nature of contribntof advertisement to sales. The inability of
measures to differentiate the impact of advertisgrbetween its short term and long term

effects have resulted in wastage of poster advsgtesxpenditure

Outdoor advertising is seen in the street and psdsewill often not or pay direct attention
to them or stop to read its texts, but will instesae it while walking, driving or passing it on

a bus, oftentimes while their attention is otheenesigaged. (Hepner, 2000)

According to Sanchez (2001) emphasizes that, dtleettocations and context in which such
materials are viewed, the message must be easilygaitkly understood: “The power of
outdoor media rests in its capacity to summarieadiea of an advertisement, a message, or a

campaign and so creativity is fundamental”

The location of advertising is also a significaattbr in both the probability and frequency of
audience exposure. As Bhargava & Donthu have obdefthe traffic patterns in any city are
not random; there are geographic limits to whereppe tend to travel for work and

shopping” (Bhargava & Donthu)

Government policy is also a known factor affectmgsiness performance in Uganda today.
According to Businge Julius (2014) Kampala capitday authority which in charge of
authorizing all outdoor advertisements in Kampalagped out a number of billboards and
posters in Kampala citing that many where illegaré or not in the right places, many
companies cried foul play because they had pai@rdding money to then in charge body
national outdoor advertising contractors assoaiatfoutdoor companies claimed they had
running contracts with advertisers and thus rengtie structures created a huge legal and

financial implication hence affecting business parfance.
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Political stability is undoubtedly another facttwah can affect performance of a business.
Companies usually tend to limit the amount of itnemnt in advertising strategies in
politically volatile regions no matter the opporities available for investment. These

political situations thereby affect the expansiewels of the organization.

Level of technology has boosted the advertisingosda such a way that computers have
enabled designing packages which make it easyrfgoree to use. Advertising experts are
finding their work a bit easier for they can deyelyreat advertising posters that clearly give

a great message. This positively impacts on th&ebaize of the advertising company.

2.5 Trade Shows and Performance of Business Orgaat®ons

A trade fair (trade show, trade exhibition or expopan exhibition organized so that
companies in a specific industry can showcase antbdstrate their latest products, service,
study activities of rivals and examine recent maikends and opportunities.(Wikipedia

2014)

The Effectiveness of Trade Shows in Global Comjpetitmain advantage of trade shows is
that they have the ability both to involve the wss and to interact with them, (Kirchgeorg

and Kastner, 2010).

Trade shows bring prospect customers to a selldriamiate money flow, which is an

advantageous factor for organizers, authoritieagervenues, exhibitors, visitors and the
economy in general. Benefits include introductidnaonew product/new catalogue/new
service to a mass audience, retention of custoarsattracting new ones, finding reliable
partners and distributors, recruiting new staffndienarking and observing new trends,

promoting company image and enhancing general gdidéiien & Grewal, 2012).
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Regarding trade exhibitions in the performancehefliusiness, introducing a new product at
a trade show gives a good advantage for a compaoguse of additional advertising and
showing the new product to potential customersaAasult, the company gets more publicity

and makes trade show visitors talk about the braawvdinvention.(Sternkopf, 2005).

Trade shows promotes customer relationships. Téligtes to the retention of existing
customers as well as to the generating sales frem qustomers, influencing their buying
decision by researching their needs and buildiegriage of a reliable partner. Trade shows

are the platforms for establishing communicatiothwiustomers (Sternkopf, 2005).

Companies have a true chance to obtain a numbaogihg deals, new contracts and sales as
well as establish beneficial contacts. Furthermararketing information collected in
numbers and percentages may be useful for plarmittge business activities. Obtaining
some of these benefits can be considered as aficagni indicator of a successful

participation in trade shows, (Sternkopf, 2005).

Bughin (2011) enumerated some of the marketingatibgs that organizations could use to
exhibit in trade shows as; selling more produetsnthing a new line, finding distributors or
outlets in a new territory and finding agents inb@ to enhance performance of an
organization. Others were attracting new markgtoséioning ones company in the market,
giving support to field agents, collecting feedbacka projected new range of products, re-
establishing links with clients whom the organiaatdid not see often and public relations to

strengthen the organization’s position in the mipkace

According to Sternkopf, (2005), Trade exhibitions@alhas led to the developmental
opportunities for disadvantaged producers, esggciamen and indigenous people and to

protect children from exploitation in the productiprocess. More to that awareness among
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consumers of the negative effects on producerstefnational trade has been promoted thus

exercising their purchasing power positively.

Trade shows has promoted marketing through maamstreetailers rather than alternative
outlets has become increasingly important for fand beverages. In Germany the number of
retail outlets selling trade show products is regahrby FLO International, to have risen from
300 to 30,000 over the last five years (Collinsenal 2000). This has led to an increasing
emphasis on quality assurance to comply with supsed requirements, which means that,
in practice, Trade show products have to be preceasd packed in Europe rather than in

the country of origin.

According to Oxfam Fair Trade, (2000), there isimereasing effort in professionalism of
trade show activities. For example an increasingnbier of people employed by Business
organizations bring with them experience from tleeters they are employed in. For

example, in the Netherlands trade show shops avenghnto more prime retail areas.

Advertisements through trade show has contributedtite expansion of Capacity
development activities and becoming more system&apacity development and trading
activities are organizationally and legally sepadlain some significant operations. There is
increasing emphasis by Business organizations sgsamg the existing business capacity of

prospective producer groups (Andriole, 2010).

The main purpose of trade show events is to shenaagide variety of options for attendees
and business to engage and interact with each.digr a well-designed trade show booth
that draws attendees’ attention, a few promotiomains, a contest opportunity with

giveaways and sales collateral, you have a welkded booth experience that leaves an

impression with a prospective customer for monifisese types of promotions serve dual
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purposes: increasing engagement and capturing tgdteantact information as well which

enhances organizational performance (Kotler & KeR€05).

Tradeshow advertising can lead to acquiring of cestomer base. When it comes to trade
show benefits, this is one of the biggest towanmdgmizational performance. Major trade

shows have massive followings and attendance. Bd#ehdee of a trade show is a potential
lead waiting to be captured. It is thus importantake sure to follow up with the candidates

most likely to buy while the event is still freghtheir mind (Lilien, & Grewal, 2012)

Trade shows target audiences result in direct sapgortunities which can improve the
revenue of organizations. Advertising through mostventions and trade shows have a
specific market or niche they focus on. By exhigtiat popular trade shows within the
industry, the odds are very high that organizativmge exposure to an audience that is likely

to have an interest in the products or servicesaaadeady to buy them (Andriole 2010).

Political stability is known to have an effect ohet performance of an organization.
Government policy will always depend on the paditiculture of the moment. Policy crafted
in a politically stable country will be differenbat formed in an unstable country. A stable
political system can make business-friendly deasithat promote local businesses and
attract foreign investors and promote the applidgbiof trade shows as an outdoor
advertising strategy. Unstable systems presentleciygds that jeopardize the ability of
government to maintain law and order. This has gatne effect on the business

environment and organizational performance (Frainlkams 2015).

The level of technology in advertising is a broashaept that has come to refer to
breakthroughs that allow for a better or automatadtion so as to improve the performance
of an organization. While the most obvious benddit technology in organizations is

increased productivity and performance which trates into a lower cost structure. Good
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levels of technology, contributes to improved spette ease of sharing and storing
information and a decrease in human error througbnaation add up to a reduction in costs

and an increase in revenue of an organization (Betusd, 2005).
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CHAPTER THREE

RESEARCHMETHODOLOGY

3.0 Introduction

The research methodology was designed to find ocirate information about the
study with an aim of attaining the objectives o 8tudy. This chapter outlines the research
design, area of the study, study population, samgpprocedures, sample size, sampling
techniques, data collection and instruments, gqualintrol methods, data management and

processing, data analysis, ethical consideratiodgiaally limitations of the study.

3.1 Research design

The researcher used both quantitative and qusabtatata collection methods. The
researcher used quantitative design to interpret ¢bhdes that were be used in the
guestionnaires so as to bring out the degree ofdla¢ionship between the variables while
the qualitative was used to enable data collectrom face to face interaction through
interviews these methods will also help the redearto attain a higher degree of validity by

bringing out both theoretical and numerical issndase research findings.

3.2 Area of the Study

The research concentrated on Sekanolya systemsedimlt was conducted at

Sekanolya systems head office that is on Conrazhitatebbe road.

3.3 Study population

According to Mugenda & Mugenda 1999) Study popalatis the group of people

that the researcher wishes to investigate. Thearelser chose respondents from the
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population of 40 at the head office. The resporglemtre given questionnaires and also

conducted interviews on the effect of outdoor atisielg on business performance.

3.4 Sampling procedure

Sampling refers to the statistical process of sielga@and studying the characteristics
of a relatively small number of items from a relaty small number of items from a
relatively large population of such items. Accoglito Mugenda and Mugenda, (2003) a

sample size of between10% and 30% is a good repegse of the target population.

A number of methods have been developed by resaarahn establishing the total population
to be sampled. Sampling has got its merits and desmseich as economical in nature, high
suitability ratio towards the different surveyskda less time while on the other side

inadequacies of the samples, chances of bias.

3.4.1 Sample size

The sample size was determined by the formula bynAvh E 2005

N=total population

1+Ne"2

N=40

1+40(0.010"2)

n=39.84

where N is the total population.

n-is the sample size

e- represents the margin of error which is 0.01

27



The researcher used a sample size of 40 respondkataere randomly selected of which 5
were top management and 35 were employees. They giween questionnaires, interviewed
and an observation was made by the researcher wiaishused to get information needed to

investigate the effect of outdoor advertising osibass performance of the organization.

3.4.2 Sampling techniques

The study used simple random sampling among thdogegs and top management because

it ensures that specific groups are representgubptionally.

3.5 Data collection methods and instruments.

The researcher collected data using interview garmtequestionnaires. Interviews were used
when interacting with the top management of Sekanslstems limited this was a face to

face interaction. Questionnaires were used wheresmployees answered a few questions
related to the subject matter. With these two nmaghmombined a clear picture of the effects

of out of home advertising on performance of bussnerganization.

3.6 Quality Control Methods

3.6.1 Data validity

Data validity was ensured through subjecting teoish as questionnaire questions to

experts to ensure that the right questions weredakk the research.

3.6.2 Data reliability

The researcher used the retest reliability thaisiag the same questionnaires to the

same group of people to see if the answers toubstmpnnaires are similar.
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3.7 Data Management and processing.

The researcher used two types of data for thisystiuak is the primary and secondary. The
primary source shall be obtained from the fieldhgsiquestionnaires and interviews where
the researcher interacted with the respondentskipgithem questions. Then secondary was

obtained from already existing information doneollyer researchers.

3.8 Data analysis

After collecting data, it was computed using SP3&a processing involved editing,
summarizing and tabulation. Correlation analysis waed to compare relationship between

variables, the findings were interpreted to giveameg to data obtained

3.9 Ethical considerations

The identity of individuals from whom informationas obtained in the course of the research
was strictly kept confidential. No information reeg the identity of individuals was
included in any other communication prepared in ¢barse of the research without the

concerned individuals consent.

The research was conducted freely that is at beeswill. The researcher obtained a letter

from the university that he presented to Sekansygiems limited to enable him collect data.

3.10 Limitations of the study

Although the data collection was completed theresvéenumber of limitations which
were faced by the researcher such as limited krdgeleon outdoor advertising amongst

some respondents.

Some respondents refused to answer the intervieaksngnit difficult to weigh the views of

respondents relating to the topic at hand.
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CHAPTER FOUR

PRESENTATION, ANALYSIS AND DISUSSION OF FINDINGS

4.0 Introduction

In this chapter, the findings that were obtainednfrthe questionnaire survey
regarding the research on the effect of outdooeddvng on organizational performance are
presented. The findings are analyzed and discusdating to the research objectives, the
literature review among other criteria. The researcused frequency analysis while

explaining the findings from the respondents.

4.1 Demographic characteristics

The first part of the questionnaire was intendedcadlect background and basic
information about the respondents. It included mlper of items such as gender, age, marital

status, academic qualification.

4.1.1 Gender of the respondents

Major consideration was given to the gender as shawthe table 4.1 below.

Table 4.1 gender of the respondents

Frequency | Percent Valid Percent
Valid | Female 17 42.5 42.5
Male 23 57.5 57.5
Total 40 100.0 100.0

Source: primary data 2015
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As shown in the table 4.1 above, the majority wiled in questionnaires were males with
(57.5%). This can be attributed to willingness @oaive the questionnaires than the females

who contributed 42.5% of the respondents.

4.1.2 Age of the respondents

Age was another major consideration given in retato the respondents as it was
responsible for the determining of the age commsibf the staff of Sekanolya systems

limited. The results are represented below in tdlfte

Table 4.2 Showing age of respondents

Frequency, Percent Valid Percent

Valid | below 20 years 1 2.5 2.5

20-25 years 6 15.0 15.0

26-30 years 15 37.5 37.5

31-35 years 11 27.5 27.5

36-40 years 5 12.5 12.5

above 40 years 2 5.0 5.0

Total 40 100.0 100.0

Source: primary data 2015

As indicated in the table above it was found oat the majority were in the age bracket of
26-30 years which was (37.5%). 27.5% belonged eaatle of 31-35 years, 15.0% belonged
to the age bracket of 26-30 years, 12.5% belongdtid age bracket of 36-40 years, 5.0%

belonged to the age bracket of 40 and above. 2&étged to 20 years — below.

The high percentage of the age bracket of 26-3@ywas attributed to energy, productivity

desire to work, make a living and organization’#qyoto employ the young brains. Relating
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to other age brackets the decrease in percentade loe attributed to some respondents not

willing to answer the questionnaire.

4.1.3 Academic qualifications of the respondents.

Table 4.3 shows the academic qualifications of threspondents

Frequency, Percent Valid Percent
Valid Diploma 2 5.0 5.0
Degree 27 67.5 67.5
Masters 11 27.5 27.5
Total 40 100.0 100.0

Source: primary data 2015

As shown in the table above the majority of resgonsl were degree holders with (67.5%),

27.5% belonged to masters’ holders and finally &6tged to diploma holders.

The high percentage of degree holders seen ibuteed to a lot of degrees in the current

labor market.
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4.2 Mobile branding advertising and organizationalperformance

In an attempt to establish the relationship betweebile branding advertising and

organizational performance respondents were askednd®er of questions.
4.2.1 Mobile branding has led to customer satisfaicin

Table 4.4 mobile branding has led to customer safection

Frequency Percent Valid Percent
Valid disagree 7 17.5 17.5
strongly disagree 4 10.0 10.0
Not sure 14 35.0 35.0
Agree 8 20.0 20.0
strongly agree 7 17.5 17.5
Total 40 100.0 100.0

Source: primary data 2015

The above table shows that majority of the respotsd@2.5%) disagreed with the statement
that mobile branding advertising has led to custosatisfaction. These findings disagreed
with Bughin (2011) arguments mobile branding adserg leads to Customer satisfaction
which is justified by expression of a judgment thaproduct or service has provided or is

providing a pleasurable level of consumption-reldtéfillment.

37.5% of the respondents agreed that mobile brgratinertising has indeed led to customer

satisfaction.
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4.2.2 Mobile branding has led to growth of the brad name

Table 4.5 mobile branding has led to growth of thérand name

Frequency Percent Valid Percent
Valid | disagree 2 5.0 5.0
strongly disagree 1 2.5 2.5
Not sure 3 7.5 7.5
Agree 16 40.0 40.0
strongly agree 18 45.0 45.0
Total 40 100.0 100.0

Source: primary data 2015

The above table shows that the majority of theardpnts (85%) agreed with the statement
that mobile branding has led to growth of the braathe. These findings are in line with
Dyer, &Gillian, (2008) who argues that mobile bramgdadvertising has advantages like it
reaches a wide captive audience, it's free aduegtthat increases the company’s exposure in

its market.

However 15% disagreed with statement that mobi#mding has led to growth of the brand

name.
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4.2.3 Mobile branding advertising has encouraged aaveness of the different products

Table 4.6 has encouraged awareness of the differgmtoducts

Frequency Percent Valid Percent
Valid Not sure 4 10.0 10.0
Agree 21 52.5 52.5
strongly agree 15 37.5 37.5
Total 40 100.0 100.0

Source: primary data 2015

The above table shows that (90%) were majority hef tespondents who agreed to the
statement that mobile branding has encouraged aesseof the different products. These
findings are in line with (Lilien, & Grewal, 2012putdoor advertising that employs the

transit format of advertising reaches countlessiong every year. Whether they are the ones
doing the moving or the advertising is doing theving, they both come together getting the

message.

However 10% disagreed with statement that mob#ading has encouraged awareness of

the different product.
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4.2.4 mobile branding has enabled the organizatioacquire new markets

Table 4.7 has enabled the organization acquire nemarkets

Frequency Percent Valid Percent
Valid Disagree 1 2.5 2.5
Strongly disagree 1 2.5 2.5
not sure 5 21.5 12.5
Agree 24 60.0 60.0
strongly agree 9 22.5 22.5
Total 40 100.0 100.0

Source: primary data 2015

As represented in the table 4.7 (82.5%) were thenmhaof respondents who agreed with the
statement that mobile branding advertising hasledahe organization acquire new markets.
These findings concur with Tsang and Liang (200dd @rgues that mobile branding enables

penetration of new markets.

However 26.5 of the respondents disagreed with dtegement that mobile branding

advertising has enabled the organization acqumemarkets.
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4.2.5 Mobile branding advertising enables personaation

Table 4.8 mobile branding enables personalization

Frequency, Percent Valid Percent
Valid strongly disagree 7 17.5 17.5
Not sure 11 27.5 27.5
Agree 12 30.0 30.0
strongly agree 10 25.0 25.0
Total 40 100.0 100.0

Source: primary data 2015

As represented in the table above, the majorithefrespondents were (55%) agreed with the
statement that mobile branding enables personaiizahat offers new opportunities to
advertisers to place effective and efficient praomeg on mobile environments. These
findings concur with Michael(2006) mobile advemigihas earned significant attention in
influencing business performance because of itguaittributes, such as personalization,
that offer new opportunities to advertisers to plaffective and efficient promotions on

mobile environments.

However 45% of the respondents disagreed with téderaent that mobile branding enables
personalization that offers new opportunities tweatisers to place effective and efficient

promotions on mobile environments.
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4.3 Poster advertising and organizational performane

In an attempt to establish the relationship betwpester advertising and organizational

performance respondents were asked a number di@ues

4.3.1 Poster advertising has created awareness betproducts

Table 4.9 has created awareness of the products

Frequency | Percent Valid Percent
Valid | agree 19 47.5 47.5
strongly agree 21 52.5 525
Total 40 100.0 100.0

Source: primary data 2015

The table above represents that all responden@glL@greed to the statement that poster

advertising has created awareness of the products.

These findings concur with Sternkopf (2005) whouagythat one of the roles of advertising
is to inform consumers about the existence of ap®aluct in the market, that is, creation of

awareness.
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4.3.2 Persuades customers to buy products

Table 4.10 persuades customers to buy products

Frequency, Percent Valid Percent
Valid | disagree 1 2.5 2.5
not sure 2 5.0 5.0
agree 21 52.5 52.5
strongly agree 16 40.0 40.0
Total 40 100.0 100.0

Source: primary data 2015

The above table shows that the majority of the oedpnts (92.5%) agreed that poster
advertising persuades customers to buy productdimistied goods of our organization thus

increasing the sales of the business.

These findings are in line with Alonge (2006) igueed that Advertising helps in arousing
the customer’s interest and by so doing persudtis to buy the product. The researcher

still argued that poster advertising creates higimand of business products.

However 7.5% of the respondents disagreed thaepeaslvertising persuades customers to

buy products and finished goods of our organizatims increasing the sales of the business.
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4.3.3 Poster advertising creates reactive response

Table 4.11 creates reactive response

Frequency Percent Valid Percent
Valid | disagree 4 10.0 10.0
strongly disagree 5 12.5 12.5
not sure 13 325 32.5
agree 13 32.5 32.5
strongly agree 5 12.5 12.5
Total 40 100.0 100.0

Source: primary data 2015

The above table shows that (55%) were majority espondents who disagreed with the
statement that poster advertising creates actsporese. These findings disagreed with shelly
Rodgers & Esther (2012) Business performance i afthanced by the fact that poster

advertising creates active Response.

However 45% were the respondents who agreed wilstitement that poster advertising

creates active response.

40



4.3.4 Poster advertising easily changes consumermdset about a product or service

Table 4.12 Changes consumer mindset about a product

Frequency | Percent Valid Percent
Valid | disagree 3 7.5 7.5
strongly disagree | 1 2.5 2.5
not sure 13 32.5 32.5
agree 17 42.5 42.5
strongly agree 6 15.0 15.0
Total 40 100.0 100.0

Source: primary data 2015

The table above shows that (57.5%) were the mgjofitespondents who agreed that poster

advertising easily changes consumer mindset abqub@duct. These findings were in line

with Smithe et al, (2004) he argued that advertesnthrough posters such as signposts and

image items like statues, is a very good instruntbeat can be used to change consumer

mindset about a product or service.

However 42.5% of the respondents disagreed witlstdtement that poster advertising easily

changes consumer mindset about a product.
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4.3.5 Poster advertising offers an effective and @xpensive way to get a message out

Table 4.13 it offers an effective and inexpensiveay to get a message out

2Nt

Frequency | Percent Valid Perce
Valid | strongly disagree| 4 10.0 10.0
agree 18 45.0 45.0
strongly agree 18 45.0 45.0
Total 40 100.0 100.0

Source: primary data 2015

As shown in the table above, (90%) of respondegteesl to the statement that poster

advertising offers an effective and inexpensive waget a message out. These findings are

in line with Dyer & Gillian (2008) who argued thah interesting poster located where the

intended target group will pass can convert a phgseto a sale. If the business advertised is

close by, that sale could be almost immediate.utaér said posters are good investment for

small and medium-sized businesses looking to butfease brand recognition and convey an

effective call to action.

10% of respondents disagreed with the statemehntptheter advertising offers an effective

and inexpensive way to get a message out.
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4.3.6 Poster advertising helps tap into customeraulging power and influence their

thoughts leading to customer growth

Table 4.14 helps tap into customers buying power aninfluence their thoughts

Frequency | Percent Valid Percent
Valid | disagree 3 7.5 7.5
strongly disagree | 3 7.5 7.5
not sure 9 22.5 22.5
agree 15 37.5 37.5
strongly agree 10 25.0 25.0
Total 40 100.0 100.0

Source: primary data 2015

As shown in the table above, 37.5% were the reggrasdvho disagreed with the statement

that Poster advertising helps tap into customessnigupower and influence their thoughts

leading to customer growth.

However (62.5%) were the majority of respondents abreed with the statement that Poster

advertising helps tap into customers buying powet mfluence their thoughts leading to

customer growth. These findings were in line withithe et al, (2004) arguments Consumer

beliefs have been changed through poster adveytisemce help to tap into their buying

power and influence their thoughts.
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4.4 Trade shows and organizational performance

In an attempt to establish the relationship betwdee shows and organizational

performance respondents were asked a number dianges
4.4.1 Trade shows bring prospect customers to a Bland initiate money flow.

Table 4.15 Bring prospect customers to a seller anditiate money flow

Frequency | Percent Valid Percent
Valid strongly disagree 2 5.0 5.0
not sure 6 15.0 15.0
agree 9 22.5 22.5
strongly agree 23 57.5 57.5
Total 40 100.0 100.0

Source: primary data 2015

As shown in the table above, 20% were the numbeesgondents who disagreed with the

statement that trade shows bring prospect custaimerseller and initiate money flow.

However (80%) were the number of respondents whieealgwith the statement that trade
shows bring prospect customers to a seller anidt@itnoney flow. These findings are in line
with Lilien & Grewal (2012) whose research argubésitttrade shows bring prospect
customers to a seller and initiate money flow, Wwh&an advantageous factor for organizers,

authorities, trade venues, exhibitors, visitors #medeconomy in general.
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4.4.2 Trade shows enhances the promotion of the cpany image and general goodwill

Table 4.16 it enhances the promotion of the comparignage and general goodwill

Frequency Percent Valid Percent
Valid strongly disagree 1 2.5 2.5
not sure 1 2.5 2.5
agree 17 42.5 425
strongly agree 21 52.5 525
Total 40 100.0 100.0

Source: primary data 2015

The above table shows that the majority of respotsdé®5%) were in agreement with the
statement that trade shows enhances the promofidheocompany image and general

goodwiill.

These findings are in line with Lilien & Grewal (B®) arguments that trade shows benefits
include introduction of a new product/new cataldgee service to a mass audience,
retention of customers and attracting new onedlirfgn reliable partners and distributors,
recruiting new staff, benchmarking and observing trends, promoting company image and

enhancing general goodwill.

On the other hand 5% of the respondents were agtkement with the statement that trade

shows enhances the promotion of the company imagganeral goodwill
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4.4.3 Trade shows reveal new products and servicespotential customers

Table 4.17 trade shows reveal new products and séres to potential customers

Frequency Percent Valid Percent
Valid Agree 8 20.0 20.0
strongly agree 32 80.0 80.0
Total 40 100.0 100.0

Source: primary data 2015

The majority of respondents (100%) agreed thatetralows reveal new products and
services to potential customers. These findingcwowith Sternkopf (2005) who explains
that trade shows serve as an opportunity for opgaioins to reveal new products and services

to potential customer.

4.4.4 Trade shows enable retention of existing cushers as well as generating sales

from new customers

Table 4.18 Enable retention of existing customerssawell as generating sales from new

customers
Frequency, Percent Valid Percent
Valid strongly disagree | 3 7.5 7.5
not sure 8 20.0 20.0
agree 16 40.0 40.0
strongly agree 13 32.5 32.5
Total 40 100.0 100.0

Source; primary data 2015
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The table above shows that, 27.5% of the respoadeste in disagreement with the
statement trade shows enables retention of existirsjomers as well as generating sales

from new customers.

However (72.5%) were the majority of respondentsowiere in agreement with the

statement trade shows enables retention of existirsjomers as well as generating sales
from new customers. These findings are in line \@tarnkopf (2005) who argues that trade
shows promote and build customer relationshipss T$iso because of the interaction held

among both the patrties.

4.4.5 Trade shows are the platforms for establishqpnqcommunication with customers,

business partners and the press

Table 4.19 platforms for establishing communicatiorwith customers, business partners

and the press

Frequency Percent Valid Percent
Valid | agree 12 30.0 30.0
strongly agree 28 70.0 70.0
Total 40 100.0 100.0

Source: primary data 2015

As shown in the table above, (100%) of the respotsdagreed with the statement that trade
shows are the platforms for establishing commurmnatith customers, business partners
and the press. These findings are in line with &o& Keller (2005) arguments that trade

show promotions serve dual purposes increasinggemgent and capturing potential contact

information.
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4.4.6 Trade shows provide an opportunity to analyzeompetitors, notice new trends and

attract attention to a company’s brand

Table 4.20 provide an opportunity to analyze compébrs, notice new trends and attract

attention to a company’s brand

Frequency Percent Valid Percent
Valid strongly disagree 2 5.0 5.0
not sure 2 5.0 5.0
agree 11 275 275
strongly agree 25 62.5 62.5
Total 40 100.0 100.0

Source: primary data 2015

The above table shows that the majority of the ardpnts (90%) agreed that trade shows
provide an opportunity to analyze competitors, cetnew trends and attract attention to a
company’s brand. These findings are in line witheli & Grewal, 2012 who emphasizes that
tradeshows offer the chance to notice new tremad,dut what customers want hence growth

of the organizations brand name leading to gemgyati more revenue to the organization.

However 10% disagreed with the statement that tigttmwvs provide an opportunity to

analyze competitors, notice new trends and ataiehtion to a company’s brand.
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CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.0 Introduction

This chapter discusses the findings of the resefaooh the information obtained, the
conclusions about the views obtained and recomntiemdabasing on the topic of the effect
of outdoor advertising on organizational performandssues for further research are

mentioned and the overall conclusion of the re$earc

5.1 Summary of Findings

The findings of researcher showed outdoor advegisis a key player used to meet

organizational needs and objectives.

5.1.1 Relationship between mobile branding advertisg and organizational

performance

The researcher found out that mobile branding dib#eyg had an influence on the
organizational performance. The respondents rezedraspects such as mobile branding has
led to growth of the brand name, this was evidermethe 85% of respondents who agreed.
The majority of respondents 82.5% again agreed ihabile branding has enabled the
organization acquire new markets. In addition 90Rthe respondents agreed that mobile
branding has encouraged awareness of the differeducts. These high ratings indicate the

importance of mobile branding on organizationafg@nance.

5.1.2 Relationship between poster advertising and@anizational performance

The researcher found out that poster advertising dra effect on organizational

performance. 100% respondents agreed that postertsihg has created awareness of the

49



products. Again 90% of the respondents agreedothester advertising offers an effective and
inexpensive way to get the message out. In add&b% of respondents agreed that poster
advertising helps to tap into customer buying poamd influence their thoughts leading to

customer growth.

5.1.3 Relationship between tradeshows and organizanal performance

The researcher found out that tradeshows havefect @h organization performance.
All respondents 100% agreed that tradeshows revaalproducts and services to potential
customers. In addition 95% of respondents agre&ikithadeshows enhances the promotion of

company image and general goodwill.

5.2 Conclusions

Mobile branding advertising was found to be infltigh on organizational
performance with aspects like enabling growth anior name, enabling the organization

acquire new markets and awareness of the differeatucts.

The researcher found that poster advertising haglgaificant effect on organizational
performance. This was observed through aspects asiadteated awareness of the product

and offers an effective and inexpensive way toegetessage out.

The researcher found out that tradeshows had antefh organizational performance. This
was observed through aspects such as are platflammesstablishing communication with
customers, reveal new products and services tonfatecustomers and enhances the

promotion of company image and general goodwill.
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5.4 Recommendations

The findings of the study showed that some areasdew improvement for better

organizational performance. The following recomnadimhs were hereby suggested.

5.4.1 The role of mobile branding on organizationaperformance

There is need for customer involvement in designmgsit adverts this will enable
easier understanding of the adverts by the consunidns can be ensured by randomly
asking customers the different features that cambaved in adverts to make the concept

easily understood.

5.4.2 The role of poster advertising on organizati performance

There is need for more creativity so that the pestan look more appealing to

potential customers. This can be ensured througtacting advertising experts.

5.5 Suggestions for further research

This research was based upon the effect of outddwertising with emphasis on
mobile branding, poster advertising and tradeshdesvever, outdoor advertising is a wide
and complex topic. It encompasses many more aspectsas location, creativity therefore

there should be further research to enable a desplerstanding of the topic fully.
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Appendix 1: Questionnaire

Introduction

| am Jjuuko Andrew a student of Uganda Martyrs @rsity pursuing a degree in Business

Administration and Management. | am conducting seaech on the topicttie impact of

outdoor advertising on the performance of businessrganisation in Uganda”. Kindly fill

this questionnaire, it will be of great importarfce the progress of this research, and the

information you provide will be used for academigrgmses only. The highest level of

confidentiality and anonymity will be used to prattéhe information you give

SECTION A: Demographic Characteristics

Tick / fill in the most appropriate answer.

1. Gender:
a)Female [ | b) Male [ ]

2. Age
a) Below 20 years [ ] b) 20 — 25 year{ |
d) 31-35years [ ] e) 36 — 40 Year{ ]

3. Marital status

a) Single [ | b) Engagg | b) Marri{ ]

e) Widowed [ ]

4. Academic Qualification

a) Diplomgd ] b) Degred | c) Master{ |
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C) 26 —3sye [ |
f) Above 40s/e{ |
¢) ddoed [ ]

dpP[ |



Please indicate the extent to which you agree sagiee to the following statements’ by

ticking the appropriate space provided. The follayvabbreviations are used.

Strongly Agree Agree

Not Sure

Strongly Disagree

Degyree

5 4

3

2

SECTION B: Mobile Branding Advertising and performance of Business Organisations

To what extent do you agree with the following digess with regards to the contribution of

Mobile Branding Advertising on performance of yauganization?

Mobile Branding Advertising

5 |4

A | Mobile branding advertising has led to Custonagis$action

B | Mobile branding has led to growth of the brandea

C | Has encouraged awareness of the different preduct

D | Has enabled the organization acquire new markets

E It enables personalization that offer new opputies to

mobile environments

advertisers to place effective and efficient praomg on

Any comments
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SECTION B: Poster Advertising and Performance of Bginess Organisations

Poster Advertising 5 4 3

A | Poster Advertising has created awareness ofribdupts

B It persuades customers to buy products and fdish

JJ

goods of our organization thus increasing the safle¢lse

business

C | Poster advertising creates active Response.

D | It easily changes consumer mindset about a ptooiuc

service.

E Poster advertising offers an effective and inespe

way to get a message out

F It helps to tap into customers buying power arfldience

their thoughts leading to customer growth

Any comments
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SECTION D: Trade Shows and Performance of Busined9rganisations

Trade Shows and Performance of Business Organisatie S 4

A | Trade shows bring prospect customers to a saher initiate

money flow

B | It enhances the promotion of company image anderge

goodwill

C | Trade shows reveal new products and servicesotenpal

customers.

D | They enable retention of existing customers al ageto the

generating sales from new customers,

E | Trade shows are the platforms for establishingroanication

with customers, business partners and the press

F | Trade shows provide an opportunity to analyze pditors,

notice new trends and attract attention to a colyipdirand

Any comments
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Appendix 2: Interview Guide

| am a student of UMU and currently collecting dittacompilation for my dissertation as a
partial requirement for the award of Bachelor's Begin Business Administration and
Management of Uganda Martyrs University. | am h&econduct an interview for a
maximum of 15 minutes. The interview | am condugtielates. The impact of outdoor

advertising on the performance of business organisan in Uganda”. You have been

selected to share with us your experience and nagetudy successful. The Interview | am
conducting is basically aimed at obtaining qualtatinformation to compliment the
guantitative information which I am also collectifigpm the questionnaires Information

given will be treated with utmost confidentiality.

1. Which types of outdoor advertising do you embracgaur organization?

2. In your view, how has mobile branding advertisimp@ced the performance of your
organization?

3. How is poster advertising embraced in your orgain&

4. To what extent does poster advertising influencke performance of your
organisation?

5. How do you conduct trade shows in your organiz&ion

6. To what extent are trade shows beneficial to yogawoisation?

7. What recommendations can you give with regardhistopic under investigation?

THANKS FOR YOUR TIME
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