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Abstract— The study aimed to investigate the impacts of advertising media on sales performance of firms
in Cable TV network sector in Mwanza city, Tanzania. Specifically, this study concentrated in determining
how digital marketing affects sales performance, determining effect of TV/Radio on sales performance of
firms, assessing effect of outdoor (out of home) on sales performance.. This study employed quantitative
methodology. The targeted population of the study was about 414 network managers from the six Cable TV
network service providers and A sample of 83 network managers, selected from a population of 414 Cable
TV network firms and were selected using simple random sampling technique. Questionnaire and
documentary review are used to collect data. The study employed descriptive statistics and inferential
statistics. The results revealed that all the advertising media namelydigital marketing, TV/Radio and
outdoor had a significantly positive effect on sales performance of Cable Network firms. The study further
found that mobile marketing had the highest effect of firms’ ales performance followed by outdoor
adverting, then social media marketing and lastly TV/Radio. The study lastly recommends that
management should create readiness of the company in terms of ensuring products and organization area,
and establish a great team. The study also recommended that Cable TV firms should use more of modern
advertising especially mobile marketing and social media marketing as they can be accessed by customer
24/7/365 and will reach more people. The marketing/Advertising department should develop marketing
plan for advertising to assist measuring effectiveness of each advertising media and hence this can help in
developing effective marketing activities.
Keywords— Advertising, Media, Sells performance, Cable TV, and Network. Firms.

I.

INTRODUCTION

In today’s intensive and dynamic business environment, it
has become imperative for organizations to use
advertising media that gives an advantage in the market.
Media in the advertising industry is like a product to
marketing meaning that without awareness of the product
in the market exchanges cannot take place. Advertising
focuses on making the available message, creates
intention and gives reasons why to accept a particular
marketer’s offering. As a firm communicates with both
current and potential buyers, advertising has become a
very important role in the recent market arena (Mantha et
al., n.d.).

https://www.aipublications.com/ijebm

In recent times, the concept of advertising has received
the attention of both manufacturers, retail organizations
and those in the service industry all over the globe.
Advertising has developed significantly in recent years in
the global and domestic digital television networks
industries, as well as in the virtual electronic
environment, because businesses believe advertising
plays a vital part in customer purchasing or patronage
decision-making.
Advertising in different media is applied by many
businesses oriented and non-business oriented
organizations across the globe. Depending on the goal,
cost, nature of customer and their geographical location,
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most organizations in developing countries tend to use
digital marketing as their main media while in developing
countries where the use of technology is still low, visual
and audio adverting media are frequently used (Koslow et
al., 2006). In view this, Etim&Inameti (2017) contend
that advertising is used to generate a consistent awareness
of goods and services in the minds of potential customers,
to remind existing customers of the goods and services
available for patronage, and to persuade customers to
acquire goods and services. According to Kotler (2000),
advertising is a weapon that forces businesses, whether
for profit or not, to send persuasive messages to specified
markets, despite the fact that it comprises no personal
forms of dialogue done through paid and non-paid
channels.

II.

techniques that businesses use to communicate
persuasively with target buyers and the general public. It
is made up of non-personal types of communication that
are carried out through paid media and are clearly
sponsored.
.
Advertising expenses account for 34% of a product's
overall cost. This is significant since advertisers strive for
high top-of-mind recall through commercials (M. Singh,
2012). Thus, advertisements are key components of any
marketing plan, particularly in business-to-consumer
situations..Kotler et al. (2009) noted that the consumer
goes through several stages before final purchases are
made. Niazi et al. (2012), found that consumers buy
brands with which they have an emotional connection,
according to research. This study presents fresh findings
in the subject of consumer purchasing behavior.

LITERATURE REVIEW

According to Etim & Inameti (2017), advertising
comprises is a process of, among others, communication,
III.
MATERIALS AND METHODS
marketing,
social
and
economi,
public
This chapter covers the research design and methodology
relations/information and pursuation. It can also be
of this study. It discusses the target population, sampling
defined as a paid non-personal communication done via
and sample size determination, tools for collection and
various media by individuals, firms, and non-profit
analysis of the colleted data. It further explains how valid
organizations, hoping to inform or persuade a particular
and reliabile data were achieved and ethical
audience (Ayanwale et al., 2005; Dunn & Barban, 1987).
considerations. These methodology tools were used to
Further, advertising is used as a tool to establish basic
solve the research problem: investigate the effect of
awareness of services or products in the minds of
advertising media on the sales performance of the Cable
potential customers to build knowledge about it (Rahmi &
TV program sector based on the opinions and experience
Amerkhail, 2020). Brassington & Pettitt (2000) suggests
of the company’s sales and marketing department
that advertising is any form of non-personal
employees. Various advertising media targeting
communication that is paid to promote and present a
customers for Cable TV network services. According to
product, service or idea which is targeted to specific
Mwanza Business Review (2020), there are about 414
audiences and transmitted via various media. Advertising
network managers from the six Cable TV network service
is distinct from other promotional methods in that it is
providers. Preferences and skills, the geographical
impersonal and communicates with a big number of
distribution of the target population, and the nature of the
individuals through paid media outlets. Kotler & Caslione
research challenge all influence the decision.
(2009) states that advertising is one of the four main
Table 3.1 Population and corresponding sample sizes
Population Category

Population Size

Ratio

Sample Size

Program Network Managers- Star Times TV

45

0.3

13

Program Network Managers – DSTV

80

0.3

24

Program Network Managers – Zuku

79

0.3

24

Program Network Managers – Azam

65

0.3

20

Program Network Managers – Bermuda

78

0.3

23

Program Network Managers – Others

67

0.3

20

Total

414

124

Source: Mwanza Business Review (2020)
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This research opted to use the percentage principle. The
percentage concept was used in this study. At least 30%
of the overall population is representative, according to (J.
P. Gall et al., 2003; M. D. Gall et al., 2007) As a result, a
representative sample size of 30% of the accessible
population is sufficient. f=n/N= (124/414) *100% =30%
is the sampling fraction. The population consists of all
414 network managers as well as a selection of 124
network managers. Table 3.1 shows the sample size for
major cable network TV firms in Mwanza City, which
was proportionately distributed among the six cable TV
network firms in the target population.

looked into the impact of advertising media on the sales
performance of cable television network companies.
However, it specifically expressed concern about the
effect of digital marketing on the sales performance of
Cable TV network sector firms, the effect of TV/Radio on
the sales performance of Cable TV network sector firms,
the effect of outdoor (out of home) email marketing on
the sales performance of Cable TV network sector firms,
and the effect of promotion slogan on the type of
advertising media used by Cable TV network sector firms
and its effect on the sales performance of Cable TV
networks.
4.1 Response Rate

IV.

DATA ANALYSIS AND DISCUSSIONS

In this subsection, the study examined the rate of the
responses to which data for this research was collected.
The results are summarized and presented in Table 4.1.

This chapter looks at the data acquired during the field
research project and how it was analyzed. The research
Table 4.1:Response Rate
Nature of Sample

Frequency

Percentage

Intended sample size

85

100

Available sample size

83

97.6

Source: Field Data (2021)

Table 4.1 above, reveals that the study intended to collect
4.2 Respondent Demographic Characteristics
data from 85(100%), unfortunately, during data
This section describes the social and economic features of
collection, only 83 (97.6%) of the respondents took part
the respondents to this study. The findings on
in the data gathering process. Therefore, the response rate
respondents' age, gender, and work experience are
of this study was 97.6, which is sufficient for the data
presented below.
analysis process as supported by Baruch & Holtom
(2008), the average level of response rate is 52.7 percent,
which is regarded as a good response rate.
Table 4.2: Demographic Characteristics of the Respondent
Character

Category

Frequency

Percentage

Age

Male

74

59.7

Female

50

40.3

18 - 25 Years

20

16.1

26 - 34 Years

40

32.3

35 - 44

33

26.6

Over 44

31

25.0

DSTV

18

14.5

Star-times

18

14.5

Azam

35

28.2

Mwanza Cable

53

42.7

Less 2 years

49

39.5

2 - 5 years

33

26.6

Age group

Cable network TV program

Working Experience

https://www.aipublications.com/ijebm
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6 - 10 years

26

21.0

Over 10 years

16

12.9

Source; Field Data (2021)

According to Table 4.1 above it was revealed that 74
(59.7%) of the respondents were male while 50(40.3%)
were female. Therefore, this shows that there was
effective participation of males than the female with a
difference of almost 19.4% of the obtained response. This
difference is an acknowledgement of the participation of
both genders in this study, which means that the study
was free from gender bias.
Also under table 4.1, there are findings related to the age
group of the respondents which shows that 20 (16.1%) of
the respondents had the age of between 18 – 25 years.
Also, it was shown that 40(32.3%) of respondents aged
between 26 – 34 years. Not only that but also there were
33(26.6%) of the respondents who had the age of between
35 – 44 Years and lastly 31 (25.0%) of respondents aged
44 years and above. These findings depict that there was
effective participation in the age of between 26 – 34
years.

said that they use Azam Cable while other 53(42.7%) of
the respondents use Mwanza Cable. Based on these
findings, the study concludes that the majority of
respondents who took part in the study use Mwanza
Cable, as about 42.7 percent of those who took part in the
study agree.
Finally, it was discovered that 49 (39.5%) of the
respondents had less than two years of work experience,
33 (26.6%) had two to five years of work experience, 26
(21.0%) had six to ten years of work experience, and 16
(12.9%) of the respondents had more than ten years of
work experience.
4.3 Effect of Digital Marketing on Sales Performance
OD Firms in the Cable TV Network Sector
4.3.1 Extent to which advertising
performance of your company

affects

the

The respondents were asked to comment on the extent to
which advertising has an impact on a company's
performance. The following is a summary of the findings
acquired in this area, which is shown in Table 4.3.

Table 4.2 also shows that 18(14.5%) of the respondents
who participated in this said that they use DSTV cable, in
the sale vein 18(14.5%) of the respondents said that they
use star-times cable while 35(28.2%) of the respondents
Table 4.3:Extent to which Advertising Affects Performance
Response on the extent to which Advertising Affects
Performance

Frequency

Percent

Very great extent

18

14.5

Great extent

36

29.0

Moderate extent

35

28.2

Little extent

35

28.2

Total

124

100.0

Source: Field Data (2021)

Table 4.3 shows that 18(14.5%) of the respondents said
that to a very high extent advertising affects the
performance of their company. The findings revealed that
36(29.0%) of the respondents said that to a great extent
advertising affected the performance of their company.
Not only that but also 35(28.2%) of the respondents said
that advertising affects the performance of their company
to a moderate extent likewise 35(28.2%) of the
respondents said that advertising affects the performance
of their company to a little extent. Therefore, based on
these findings it can be established that almost 43.5% of

https://www.aipublications.com/ijebm

the respondents agree that to a high extent advertising
affects the performance of their company.
4.3.2 Extent to which Company Employ Advertising
Media to Enhance Its Performance
The respondents were asked how much their organization
uses the following advertising channels to boost its
success in this section. The response obtained based on
these findings were summarized and presented in Table
4.4.
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Table 4.4: Extent to which Company Employ Advertising Media to Enhance Its Performance
Advertising media

1

2

3

4

5

F (%)

F (%)

F (%)

F (%)

F (%)

Digital marketing

18(14.5%)

18(14.5%)

18(14.5%)

70(56.5%)

0

Social media

0

0

18(14.5%)

35(28.2%)

71(57.3%)

Web solutions (corporate website

0

0

18(14.5)

52(41.9)

54(43.5)

Email marketing

0

15(12.1%)

31(25.0)

32(25.8%)

46(37.1%)

Mobile marketing

0

15(12.1%)

31(25.0%)

16(12.9%)

62(50.0%)

0

15(12.1%)

16(12.9%)

62(50.0%)

31(25.0%)

0

0

16(12.9%)

31(25.0%)

77(62.1%)

Outdoor
banners

(billboards,

posters

and

TV
Source: Field Data (2021)

From Table 4.4, it was found that 70(56.5%) of the
respondents who participated in this study said that their
company employs digital marketing to enhance its
performance to a very greater extent. In the same vein,
18(14.5%) of the respondents said that their company
employs digital marketing to enhance its performance to a
greater extent. Not only that, but 18 (14.5 percent)
claimed their organization uses digital marketing to a
moderate amount to improve its success. On the other
hand, 18(14.5%) of the respondents said that their
company employs digital marketing to enhance its
performance to a little extent while only 18(14.5%) of the
respondents said that they don’t at all their company
employs digital marketing to enhance its performance.
Generally, these findings indicate that the majority of the
people who took part in this study agreed that their
company employs digital marketing in enhancing the
performance of the company, this amount is compared to
those who disagree on the use employment of digital
marketing on the improvement of their performance,
therefore it is agreed that digital marketing can be used by
companies to enhance performance.
Not only that but also it was found that 54(43.5%) of the
respondents said that to a very greater extent companies
uses web solutions (corporate website) to enhance the
performance of their company. In the same context,
52(41.9%) of the respondents said that to a greater extent
companies uses web solutions (corporate website) to
enhance their performance. However, 18(14.5%) of the
respondents said that their company employs web
solutions (corporate website) to improve their company's
performance moderately. Hence from these finding, it can
be observed that most of the study participants agree that
to a greater extent their companies’ employs web
solutions (corporate website) to enhance their

https://www.aipublications.com/ijebm

performance as supported by almost 85.4% of
respondents, hence it established that employs web
solutions (corporate website) is employed by companies
to enhance their performance.
In addition, Table 4.4 shows that 46 (37.1 percent) of the
respondents claimed that email marketing is used to a
very great amount to improve their company's
performance, while 32 (25.7 percent) said that email
marketing is used to a higher level to improve their
company's performance. On the other hand, 31 (25.0
percent) of respondents indicated that email marketing is
used to a moderate amount to improve their company's
performance, while 15 (12.1%) said that email marketing
is used to a little extent to improve their company's
performance. As a result of these data, it can be
concluded that the majority of the respondents in this
study believe that email marketing is employed to a much
higher level to improve their company's performance, as
62.9 percent of the respondents agreed.
In a similar vein, it was discovered that 62(50.0 percent)
of respondents claimed that mobile marketing is used to a
very large amount to improve the company's
performance, while 16(12.9%) said that mobile marketing
is used to a higher extent to improve the company's
performance. On the other hand, it was discovered that 31
(25.0 percent) of the respondents believe that mobile
marketing is used to a moderate extent to improve the
company's performance, while only 15 (12.1%) of the
respondents believe that mobile marketing is used to a
minor extent to improve the company's performance. As a
result of these data, it can be concluded that the majority
of those who participated in this study agree that mobile
marketing is used to a larger extent to improve the
company's performance, as 62.9 percent of those who
participated in this study agree.
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According to Table 4.4, it was shown that 31(25.0%) of
Lastly Table 4.4 shows that 77(62.1%) of the respondents
the respondents said that outdoor (billboards, posters and
said that TV also is employed in enhancing the
burners) are also used in the enhancement of the
performance of companies to a very greater extent. Other
company’s performance to a very greater extent. In the
31(25.0%) of the respondents said that TV also is
same vein, 50.0% of the respondents are of the view that
employed in enhancing the performance of companies to
outdoor (billboards, posters and burners) are also used in
a greater extent. 16(12.9%) of the respondents said that
the enhancement of the company’s performance to a
TV also is employed in enhancing the performance of
greater extent. While 16(12.1%) of the respondents
companies to a moderate extent. From these findings, it
viewed that outdoor (billboards, posters and burners) are
was established that almost 87.1% of the respondents
also used in the enhancement of the company’s
affirm that TV also is employed in enhancing the
performance to a moderate extent, other 15(12.1%) of the
performance of companies to a greater extent.
respondents said that outdoor (billboards, posters and
4.3.2.1 Website Solutions
burners) are also used in the enhancement of the
The respondents were questioned about the extent to
company’s performance at a little extent. Thus it can be
which the company has used a Web solution/cooperate
generally established that most of the study participants,
website to improve its sales success. The response
for about 75.0%, agree that that outdoor (billboards,
obtained based on these findings were summarized and
posters and burners) are also used in the enhancement of
presented in descriptive statistics as shown in Table 4.5
the company’s performance to a greater extent.
Table 4.5: Web Solution Corporate Website use in Enhance Sales Performance
Descriptive Statistics

N

Min

Max

Mean

Std.
Deviation

All time connectivity

124

1

4

2.80

.892

This leads to the development of a consistent brand
image

124

2

5

3.27

1.239

Encourages effective customer feedback

124

2

5

3.13

1.059

Through website solutions, at least 10% of sales in
a year is generated

124

3

5

4.00

1.004

Valid N (listwise)

124

Source: Field Data (2021)

It was revealed that mean of all-time connectivity is 2.80,
with a standard deviation of.892, indicating that it is
employed to improve sales success (Table 4.5). Also, web
solution leads to the development of a consistent brand
image in the mean of 3.27 and a standard deviation of
1.239. Also, the encouragement of effective customer
feedback had a means of 3.13 and a standard deviation of
1.059. Lastly, web – solution generates at least 10% of
sales in a year which had a mean of 4.00 and standard
deviation of 1004.

deviations it had, these findings were similarly reported in
the study conducted by Miller & Pazgal (2007). It is selfevident that correctly deployed websites lead to improved
organizational performance. The digital marketing field
includes mobile marketing, as well as internet and social
marketing. Also according to Hossinpour et al. (2014)
website marketing has been shown to help insurance
companies collect information about potential clients who
visit their websites. The internet aids the firms'
distributors and agents in increasing their marketing
operations and bridging the knowledge gap between them
and their customers about their products, promotions,
price,
and
competition.

Therefore, from these results it can be established that
web-solution enhance the performance of sales because it
is effectiveness has been measured by the high standard
Table 4.6: Descriptive Statistics of the Kinds of Social Media Being Used
Descriptive Statistics

N

Min

Max

Mean

Std.
Deviation

Facebook

124

1

5

3.66

1.175

Twitter

124

1

5

3.58

1.190

https://www.aipublications.com/ijebm
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Blog

124

1

5

2.89

1.122

Instagram

124

2

5

4.16

1.211

Podcasts forms

124

2

5

3.68

1.193

124

3

4

3.50

.502

Content communities
YouTube)

(such

as

flicker

and

Valid N (listwise)

124

Source: Field Data (2021)

According to Table 4.6, it was established that Facebook
because it has a mean of 4.16 and a standard deviation of
use has a mean of 3.66 and a standard deviation of 1.175,
1.211. In the same consideration podcast forms also play
this shows the effective use of Facebook is effective
a role in enhancing sales by a mean of 3.68 and a standard
because it has a high standard deviation also Twitter had a
deviation of 1.193, lastly Content communities (such as
mean of 3.58 and a standard deviation of 1.190 which
flicker and YouTube) had a means of 3.50 and a standard
also shows effective use because it has a high standard
deviation of .502 which show less application because of
deviation. On the other hand, blogs also had means of
low standard deviation.
2.89 and a standard deviation of 1.211 which also means
Guidelines. The response obtained based on these
that blog use is effective in enhancing sales because it has
findings were summarized and presented in Table. 4.7 is
a high standard deviation. Not only that but also
as follows.
Instagram is the most effective social media being used
Table 4.7: Effect of Social Media on Sales Performance
Effect of social
performance

media

1

2

3

4

5

F (%)

F (%)

F (%)

F (%)

F (%)

It provide personalized location and time
– sensitive information using initiative
wireless media

0

8(6.5%)

12(9.7%)

77(62.1%)

27(21.8%)

It
enhance
management

12(9.7%)

26(21.0%)

0

31(25.0%)

55(44.4%)

It increase frequency of interaction with
customers

26(21.0%)

0

12(9.7%)

41(33.1%)

45(36.3%)

There is increased use of communication
through social media

12(9.7%)

27(21.8%)

0

38(30.6%)

47(37.9%)

At least 10 percent of business in a year is
generated through our advertising through
social media

0

8(6.5%)

29(23.4%)

56(45.2%)

31(25.0%)

customer

on

sales

relationship

Source: Field Data (2021)

Table 4.7 shows that 27 (21.8%) of respondents strongly
think that social media can give tailored location and
time-sensitive information via initiative wireless media.
Similarly, 41.3 percent of respondents believe that social
media gives customised location and time-sensitive
information via the wireless media. On the other hand,
26(21.6%) of the respondents strongly disagreed that
social media provides a personalized location and timesensitive information using initiative wireless media
while only 12(9.7%) of the respondents remained neutral.
Therefore, it can be established that most of the

https://www.aipublications.com/ijebm

respondents for about 694% agree that social media
provides a personalized location and time-sensitive
information using initiative wireless media in enhancing
sales performance.
According to Table 4.7 is shown that 55(44.4%) of the
respondents strongly agree that social media enhance
customer relationship management. In the same vein,
31(25.0%) of the respondents agree that social media
enhance customer relationship management. On the other
hand, 12(9.7%) of the respondents strongly disagreed that
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social media enhance customer relationship management,
as well as 26(21.0%) of the respondents disagreed. From
these findings, the study established that most of the
respondents who participated in this study agreed that
social media enhance customer relationship management
for about 69.4% of the respondents who participated in
this study hence suggesting that social media also
enhance the increase of sales performance.

shown by 68.3% of the respondents who participated in
this study.
Also, Table 4.7 show that 31(25.0%) of the respondents
strongly agreed that At least 10 percent of business in a
year is generated through our advertising through social
media, also 56(45.2%) of the respondents agreed that At
least 10 percent of business in a year is generated through
our advertising through social media. Not only that but
also 8(6.5%) of the respondents disagreed that At least 10
percent of business in a year is generated through our
advertising through social media while 29(23.4%) of the
respondents remained neutral on the fact that At least 10
percent of business in a year is generated through our
advertising through social media. Generally, it can be
agreed that almost 70.2% that At least 10 percent of the
business in a year is generated through our advertising
through social media. Therefore, with these findings, it is
apparent that At least 10% of business in a year is
generated through our advertising through social media
hence leading to the increase in sales performance.

Table 4.7 shows that not only that but also 45(36.3%) of
the respondents strongly agreed that social media increase
the frequency of interaction with customers. In the same
vein, 41(33.1%) of the respondents agreed that social
media increase the frequency of interaction with
customers. On the other hand, 26(21.0%) of the
respondents strongly disagreed while 12(9.7%) of the
respondents remained neutral on the fact that social media
increase the frequency of interaction with customers.
Thus based on these findings the study established that
most of the respondents who participated in this study
agree for about 69.4% that social media increase the
frequency of interaction with customers.

Therefore, it can be established that mobile marketing is
Table 4.7 above revealed that 47(37.9%) of the
also very effective in enhancing the performance of sales
respondents strongly agreed that through social media
on the cable TV network, the results which were also
there is increased use of communication. Also, it was
depicted in the study conducted by Miller & Pazgal
revealed that 38(30.6%) of the respondents agreed that
(2007), mobile marketing field includes mobile
through social media there is increased use of
marketing, as well as internet and social marketing.. Also,
communication. On the other hand, 12(9.7%) of the
Mason (2013) points out that mobile technology allows
respondents strongly disagreed that through social media
marketers to not only contact customers where they are,
there is increased use of communication while 27(21.8%)
but also to engage them by addressing their urgent and
of the respondents disagreed that through social media
specific requirements. In the same vein, according to
there is increased use of communication. Thus from these
Wanjiru (2015), mobile phones provide another natural
findings, it can be established that most of the
platform for marketers to reach millions of people with
respondents agreed that through social media there is
tailored
text
(SMS)
messaging.
increased use of communication through social media
Table 4.8: Descriptive Statistics on E-mail Tools Being used to enhance Performance
Descriptive Statistics

N

Min

Max

Mean

Std.
Deviation

Opt-in e-mail

124

2

5

3.02

1.186

Opt-out emails

124

3

5

3.63

.781

Spam email

124

2

5

3.97

1.189

124

3

5

4.08

.842

Partnering arrangement

124

2

5

3.55

.999

Valid N (listwise)

124

Email newsletter
arrangement

and

campaign

partnership

Source: Field Data (2021)

Table 4.8 above revealed that opt-in email had a mean of
3.02 and a standard deviation of 1.186 which means it is

https://www.aipublications.com/ijebm

an effective email tool used by companies. Also, it was
shown that opt-out emails had a mean of 3.63 and a
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standard deviation of .781, this also suggests that opt-out
email is an effective email tool because it has a high
standard deviation. On the other hand Spam email also
had a mean of 3.97 and a standard deviation of 1.189, it
was also found that email newsletters had a mean of 4.08

with a standard deviation of .842 and lastly only
partnering arrangement had a mean of 3.55 and a standard
deviation of .999 which means that these email tools were
also effective in enhancing sales performance of a
company.

Table 4.9: Descriptive Statistics once of E-mail Marketing on Enhance Sales Performance
Descriptive Statistics

N

Min

Max

Mean

Std.
Deviation

Email new letter efficiency

124

1

5

3.88

1.429

Level of ability to attract new customers

124

3

5

3.85

.937

Level of ability to maintain correct customer and at the
same time attract new customers

124

3

5

4.34

.742

Level ability to build brand loyalty

124

3

5

3.89

.885

At least 10 percent of sales volume in a year is
generated through e-mails

124

2

5

3.23

1.162

Valid N (listwise)

124

Source: Field Data (2021)

According to Table 4.9, it was revealed that email
newsletter efficiency had a mean of 3.88 and a standard
deviation of 1.429. in the same vein level of ability to
attract new customers had a mean of 3.85 and a standard
deviation of .937, not only that but also level of ability to
maintain correct customers and at the same time attract
new customers had a mean of 4.34 and standard deviation
of .742. On the other hand, the level of ability to build
brand loyalty has a mean of 3.89 and a standard deviation
of .885. Also, was At least 10 percent of sales volume in a
year is generated through e-emails had a mean of 3.23 and
a standard deviation of 1.162.

uses presented in the respective Table above. The findings
are consistent to Brodie et al. (2007) who opined that Emarketing gives customers information access while the
use of interactive technologies permits these customers to
give information to the business. Also, it was established
that according to the findings presented by Brodie et al.
(2007) it was revealed that adoption of e-marketing is
positively related with performance of marketing and
acquisition and retention of the customers. It can allow
the obtaining of competitive intelligence and
organizational capabilities by the firms that smooth
effective marketing decisions for proper positioning in the
sector (Olalekan&Ganiu, 2010).

Therefore, it can be established that the use of email to a
greater extent enhance sales performance. This is revealed
by the presence of higher standard deviation on the email

Ted in Table4.10

Table 4.10: General Effect of Mobile Marketing on Sales Performance
Effect of mobile marketing on sales
performance
It providing our customers with information
about our programs and services
Use of mobile marketing enhance customer
contact
It increase frequency of virtual interaction
with customers
generate leads and inquiries about our

https://www.aipublications.com/ijebm

1

2

3

4

5

F (%)

F (%)

F (%)

F (%)

F (%)

25(20.2%)

0

0

50(40.3%)

49(39.5%)

0

0

74(59.7%)

25(20.2%)

0

25(20.2%)

49(39.5%)

50(40.3%)

25(20.2%)

49(39.5%)

50(40.3%)

25(20.2%)

0
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Effect of mobile marketing on sales
performance

1

2

3

4

5

F (%)

F (%)

F (%)

F (%)

F (%)

0

25(20.2%)

0

74(59.7%)

25(20.2%)

network program packages
Mobile Marketing messages generates At
least 10 percent of sales volume
Source: Field Data (2021)
According to Table 4.10, it was revealed that 49(39.5%)
of the respondents strongly agree that social media use
provides our customers with information about our
programs and services, similarly, 50(40.3%) of the
respondents agreed that social media uses to provide our
customers with information about our programs and
services. While on the other hand 25(20.2%) of the
respondents strongly disagreed that social media use
provides our customers with information about our
programs and services. Generally, with these findings, it
can be established that almost 79.8% of the respondents
agree that social media use provides our customers with
information about our programs and services.
Also according to Table 4.10, it was shown that
25(20.2%) of the respondents strongly agreed that the use
of mobile marketing enhances customer contact,
similarly, 74(59.7%) of the respondents agreed that that
the use of mobile marketing enhance customer contact.
On the other hand, 25(20.2%) of the respondents strongly
disagreed that the use of mobile marketing enhances
customer contact. Thus from these findings, it can be
established that most of the respondents for about 79.9%
agree that the use of mobile marketing enhances customer
contact.

customers. Thus it is established from these findings that
most of the respondents for about 79.8% of the
respondents agree that mobile marketing increases the
frequency of virtual interaction with customers hence
helpful in increasing sales performance.
Also according to Table 4.10, it was revealed that
50(40.3%) of the respondents strongly agreed that mobile
marketing generates leads and inquiries about our
network program packages, in the same vein 49(39.5%)
of the respondents agreed that mobile marketing generates
leads and inquiries about our network program packages
while only 25(20.2%) of the respondents remained neutral
on the fact that mobile marketing generates leads and
inquiries about our network program packages.
Lastly, it was revealed that Table 4.10 suggested that
25(20.2%) of the respondents strongly agreed that mobile
marketing messages generate At least 10 percent of sales
volume. Also, 74(59.7) of the respondent agreed that
those mobile marketing messages generate At least 10
percent of sales volume, while on the other hand
25(20.2%) of the respondents remained neutral on the fact
that mobile marketing messages generate at least 10
percent of sales volume. Generally, it can be established
that most of the respondents agree that mobile marketing
messages generate At least 10 percent of sales volume for
about 79.9% of the respondents who participated in this
study.

Table 4.10 also presents that 50(40.3%) of the
respondents strongly agreed that mobile marketing
increase the frequency of virtual interaction with
customers, also 49(39.5%) of the respondents agreed that
4.3.3 Contribution of Digital Marketing on Sales
mobile marketing increase the frequency of virtual
Performance
interaction with customers. On the other hand, 25(20.2%)
Table 4.11 summarizes the respondents’ overall opinion
of the respondents who participated in this study
on the level of contribution of digital marketing on the
remained neutral on the fact that mobile marketing
sales performance of their Cable TV network firm.
increases the frequency of virtual interaction with
Table 4.11: Level of Contribution of Digital Marketing on Sales Performance
Response of the Contribution of Digital Marketing on
Sales Performance

Frequency

Percent

Little Extent

25

20.2

Moderate Extent

24

19.4

Greater Extent

56

45.2

Very Area Extent

19

15.3

Total

124

100.0

Source: Field Data (2021)
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According to Table 4.11 above it was established that
19(15.3%) of the respondents said that the contribution of
digital marketing is very high in enhancing sales
performance. In the same vein, 56(45.2%) of the
respondents said that to a greater extent digital marketing
contributes to enhancing sale performance. On the other
hand, 24(19.4%) of the respondent said that digital
marketing contributes to a moderate extent to the
enhancement of sales performance. Lastly, 25 it was
revealed that 25(20.2%) of the respondents said that
digital marketing has little contribution in enhancing the
sales performance of a company.

accomplish marketing goals, also according to (Kariuki &
Egerton, 2014), digital marketing as an interactive form
of e-marketing enables firms to interact with its customers
and can positively influence on the performance of the
business.
4.4 Effect of TV/Radio on Sales Performance of Firms
in the Cable TV Network Sector
In this aspect, the researcher examined the effects of
TV/Radio on firms’ sales performance in The Cable TV
network sector. For this objective, several questions were
asked to the respondents as shown in the subsections that
follow.

Generally, from these findings, it can be established that
4.4.1 Extent to which TV Advertisement Enhance
most of the respondents successfully suggests that the
Sales Performance
digital market has impacts on the sale performance as
The respondents were asked about the extent to which the
agreed by almost 60.0% of the respondents who
following aspects of TV advertisement deployed by your
participated in this study. The results which were
company enhance its sales performance. The response
supported by Sedlacek (2006)opined that broadly digital
obtained based on these findings were summarized and
marketing is the use of the internet and related
presented in Table 4.12
information and communication technologies to
Table 4.12:Extent to which TV Advertisement Enhance Sales Performance
1

2

3

4

5

F (%)

F (%)

F (%)

F (%)

F (%)

TV dramatizes the advert sent

0

24(19.4%)

18(14.5%)

41(33.1%)

41(33.1%)

TV advertisement has the ability to attract
new to customers

0

0

0

76(61.3%)

48(38.7%)

TV can maintain current customers while at
the same time attract new customers

0

0

24(19.4%)

59(47.6%)

41(33.1%)

Overall, TV advertisement generates at least
10 percent of annual sales volume

0

0

24(19.4%)

82(66.1%)

TV Advertising

18(14.5%)

Source: Field Data (2021).
According to Table 4.12 above it shows that 41(33.1%) of
the respondents said that to a greater extent TV
dramatizes the advert sent. Also, 41(33.1%) of the
respondents agreed that to a greater extent TV dramatizes
the advert sent. On the other hand, 24(19.4%) of the
respondents said that to a little extent TV dramatizes the
advert sent while 18(14.5%) of the respondents said that
TV dramatizes the advert sent to a moderate extent.
Hence from these findings, it can be established that most
of the respondents affirm that to a greater extent TV
dramatizes the advert sent as posited by 66.2% of the
respondent who participated in this study.
Also in this study, it was revealed that 48(38.7%) of the
respondents said that TV advertisement can attract new
customers to a very greater extent while in the same vein
76(61.3%) of the respondents said that TV advertisement

https://www.aipublications.com/ijebm

can attract new to customers at a greater extent.
Generally, these findings depict that all the respondents
for about 100% agreed that TV advertisements can attract
new customers to a greater extent.
Also according to these findings, it was revealed and
established that 41(33.1%) of the respondents said that
TV can maintain current customers to a very greater
extent while at the same time attracting new customers. In
the same vein, 59(47.6%) of the respondents said that TV
can maintain current customers while at the same time
attracting new customers to a greater extent. On the other
hand, 24(19.4%) of the respondents said that TV can
maintain current customers while at the same time
attracting new customers to a moderate extent. Generally,
these findings establish that most of the respondents who
participated in this study agree that TV can maintain
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current customers while at the same time attracting new
customers to a greater extent.

opined that radio advertisement had a significant impact
on making buying decisions and on company
performance. Similarly, according to Etim & Inameti
(2017), in their study of above-the-line advertising media
in Calabar metropolis, Nigeria concluded that radio and
billboard advertisings create positive consumers’
awareness of cable TV networks.

Lastly Table 4.12 provided that 82(66.1%) of the
respondents said that to a very greater extent Overall, TV
advertisement generates at least 10 percent of annual sales
volume, in the same vein 24(19.4%) of the respondents
said that to a greater extent Overall, TV advertisement
generates at least 10 percent of annual sales volume, on
4.4.2 Level of Contribution of TV Advertising on Sales
the other hand, 18(14.5%) of the respondents said that in
Performance
a moderate extent Overall, TV advertisement generates at
In this subsection, the respondents were asked to indicate
least 10 percent of annual sales volume. Hence it can be
overall the level of contribution of outdoor advertising on
established that most of the respondents who participated
the sales performance of your Cable TV network firm.
in this study said that to a greater extent Overall, TV
The response obtained in this aspect was summarized and
advertisement generates at least 10 percent of annual sales
presented in Table
volume as agreed by 85.5% of the respondents. These
4.
results were highly affirmed by Rajagopal (2010) who
Table 4.13:Level of Contribution of TV Advertising on Sales Performance
Frequency

Percent

High Level

41

33.1

Medium Level

65

52.4

Low (little) Level

18

14.5

Total

124

100.0

Source: Field Data (2021)

According to Table 4.13, it was also established that
41(33.1%) of the respondents said that TV advertising
contributes at a high level in enhancing sales
performance. Also, 65(52.4%) of the respondents said
that TV advertising contributes at a medium level in
enhancing sales performance. Lastly, it was also revealed
that 18(14.5%) of the respondents said that TV
advertising contributes at a low level in enhancing sales
performance. Generally, from these findings, it can be
established that said that TV advertising contributes much
too enhancing sales performance. The results which were
similarly reported in the study conducted by Etim &
Inameti (2017). These media in the Calabar metropolitan
aided in increasing listenership as well as serving as a
reminder, education, and persuasive tool for current and
prospective customers to patronize the items.

4.5 Effect of Outdoor (Out of Home) Email Marketing
on Sales Performance of Firms in the Cable TV
Network Sector
Also in this study, another concern was to establish the
effects of outdoor (out of home) email mail marketing on
the sale performance of the firms in the cable TV
Network sector. Thus the various question was asked to
the respondents, as presented in the subsection that
follows herein below.
4.5.1 Extent to which Outdoor Adverting Enhance its
Performance
When asked to what extent your company employs the
following form of outdoor advertising to enhance its
performance, the responses were as were summarized and
presented in Table 4.14.

Table 4.14:Descriptive Statistics on Billboard Tool Advertising on Sales Performance
Descriptive Statistics on Billboard
Advertising on Sales Performance

N

Min

Max

Mean

Std.
Deviation

Billboards – still type

124

2

5

3.32

1.048

Billboard- electronic type

124

2

4

3.60

.806

Posters

124

1

5

3.31

1.321

Banners

124

3

5

3.97

.662

https://www.aipublications.com/ijebm
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Valid N (listwise)

124

Source: Field Data (2021)
Table 4.14 revealed that billboard – still type had a mean
education and income levels, outdoor advertisements are
of 3.32 and a standard deviation of 1.048, also it was
becoming striking and their visibility is increasing and
shown that Billboard electronic type had a mean of 3.60
this has a positive impact on consumer behaviour and
and a standard deviation of .806. Not only that but also
organizational performance.
Poster was found to have a mean of 3.31 and a standard
4.5.2 Contributions of outdoor advertising on
deviation of 1.321. Lastly, banners were found to have a
company enhance sales performance
mean of 3.97 and a standard deviation of .662, therefore it
When asked to indicate the extent to which the following
was found that most of the billboard tools have effects on
aspects of outdoor advertising deployment by their
the sales performance of the company as witnessed by the
company enhance its sales performance, the respondents’
high standard deviation they had. Those which are
responses as presented in Table 4.15.
sensitive to the environment are viewed positively by
consumers. Also amongst consumers with higher
Table 4.15:Contributions of Outdoor Advertising Enhance Sales Performance
Response on Contributions of outdoor
advertising on company enhance sales
performance

1

2

3

4

5

F (%)

F (%)

F (%)

F (%)

F (%)

0

29(23.4%)

27(21.8%)

49(39.5%)

19(15.3%)

Outdoor advertising is usually appealing
and easy to remember

0

24(19.4%)

24(19.4%)

54(43.5%)

46(37.1%)

Electronic
products

0

19(15.3%)

0

54(43.5%)

46(37.1%)

Outdoor advertising has high ability to
build a brand image

0

0

29(23.4%)

52(41.9%)

24(19.4%)

Outdoor advertisement available for
viewing 24/7/365 thus enhance sales
performances

0

24(19.4%)

27(21.8%

54(43.5%)

19(15.3%)

Posters and billboard positioning lead to
increased sales volume in the year

0

0

53(42.7%)

19(15.3%)

52(41.9%)

0

0

24(19.4%)

54(43.5%)

46(37.1%)

Outdoor
advertising
impression

outdoor

creates

dramatize

big

our

Outdoor advertising generates up to
10% of sales volumes

Source: Field Data (2021)

According to Table 4.15, it was established that
19(15.3%) of the respondents who participated in this
study said that Outdoor advertising creates a big
impression to a very greater extent. Also, it was shown
that 49(39.5%) of the respondents said that Outdoor
advertising creates a big impression to a greater extent.
On the other hand, 27(21.8%) of the respondents said that
Outdoor advertising creates a big impression to a
moderate extent while 29(23.4%) of the respondents said
that Outdoor advertising creates a big impression to a

https://www.aipublications.com/ijebm

little extent. Therefore, it was found that most of the
respondents who participated in this study opined that
Outdoor advertising creates a big impression as shown by
54.8% of the respondents who respondents to this
question in the data collection process.
Also, Table 4.15 shows that 46(37.1%) of the respondents
said that Outdoor advertising is usually appealing and
easy to remember to a very greater extent, in the same
vein 54(43.5%) of the respondents said that Outdoor
advertising is usually appealing and easy to remember in
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a greater extent. On the other hand, 24(19.4%) of the
respondents said that Outdoor advertising is usually
appealing and easy to remember to a moderate extent as
well as 24(19.4%) of the respondents said that Outdoor
advertising is usually appealing and easy to remember in
a little extent. Thus it is generally established that most of
the respondents who participated in this study agreed that
Outdoor advertising is usually appealing and easy to
remember for about 80.6%.
Table 4.15 also shows that 46(37.1%) of the respondents
said that Electronic outdoor dramatize our products to a
very greater extent, similarly, 54(43.5%) of the
respondents said that Electronic outdoor dramatize our
products to a greater extent, however, there were
19(15.3%) of the respondents who said that Electronic
outdoor dramatize our products in a little extent, thus it
can generally be established that most of the respondents
agree that Electronic outdoor dramatize our products as
shown by almost 80.6% of the respondents who had their
participation in responding to this question.
According to Table 4.15, it was established that
24(19.4%) of the respondents said that Outdoor
advertising has a high ability to build a brand image to a
very greater extent, in the same vein 52(41.9%) of the
respondents said that Outdoor advertising has high ability
to build a brand image in a greater extent. On the other
hand, 29(23.4%) of the respondents said that Outdoor
advertising has a high ability to build a brand image to a
moderate extent. Thus it is established that most of the
respondents who participated in this study agrees that
Outdoor advertising has a high ability to build a brand
image as supported by almost 61.3% of the respondents
who participated in this study.

posters and billboard positioning lead to increased sales
volume in the year to a very greater extent. Also, it was
found that 53(42.7%) of the respondents said that
respondents who participated in this study said that
posters and billboard positioning leads to increased sales
volume in the year to a greater extent. On the other hand,
19(15.3%) of the respondents said that respondents who
participated in this study said that posters and billboard
positioning leads to increased sales volume in the year to
a moderate extent. Therefore, it is established that most of
the respondents for about 55.9% who participated in this
study agrees that respondents who participated in this
study said that posters and billboard positioning leads to
increased sales volume in the year.
Finally, under Table 4.15 also it was revealed that
46(37.1%) of the respondents who participated in this
study said that Outdoor advertising generates up to 10%
of sales volumes to a very greater extent. Also, 54(43.5%)
of the respondents said that Outdoor advertising generates
up to 10% of sales volumes. On the other hand,
24(19.4%) of the respondents said that Outdoor
advertising generates up to 10% of sales volumes to a
moderate extent. Therefore, it can be established that
most of the respondents who participated in this study
agree that Outdoor advertising generates up to 10% of
sales volumes as supported by 90.6% of the respondents
who participated in this study.

Also, Table 4.15 reveals that 19(15.3%) of the
respondents said that Outdoor advertisement available for
viewing 24/7/365 thus enhance sales performances to a
very greater extent, also 54(43.5%) of the respondent said
that Outdoor advertisement available for viewing
24/7/365 thus enhance sales performances at a greater
extent. On the other hand, 27(21.8%)of the respondents
said that Outdoor advertisement available for viewing
24/7/365 thus enhance sales performances to a moderate
extent while other 24(19.4%) of the respondents said that
Outdoor advertisement available for viewing 24/7/365
thus enhance sales performances in a little extent. Hence
these findings show that Outdoor advertisements
available for viewing 24/7/365 thus enhance sales
performances as agreed by a high number of the
respondents who participated in this study.

Table 4.16, shows that 59(47.6%) of the respondents said
that to a high extent there is a contribution of outdoor
advertising on sales performance. In the same
consideration, 41(33.1%) of the respondents said that
there is a contribution of outdoor advertising on sales
performance to a medium extent. 24(19.4%) of the
respondents said that to a low extent there is a
contribution of outdoor advertising on sales performance.
Therefore, from the results obtained this study found that
there is a contribution of outdoor advertising on sales
performance as agreed by almost 90.7% of the respondent
who participated in this study during the data collection
process. This finding is in line with Bennett et al. (2006)
who found that outdoor recall was better than recall of
other media and this lead to positive consumer behaviour
towards advertised products. In the same vein (Gulmez et
al., 2010), indicated that outdoor commercials that
generate diverse concepts are effective in informing and
convincing people, and outdoor advertisements are
becoming more striking and visible, which has a
favorable impact on consumer behavior and
organizational performance..

According to Table 4.15 also it is shown that 52(41.9%)
of the respondents who participated in this study said that

According to Table 4.17 above it was found that 39
(31.5%) of the respondents strongly agreed that the sales
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volume of our company has greatly increased with the
deployment of various advertising media. In the same
vein, 72(58.1%) of the respondents agreed that the sales
volume of our company has greatly increased with the
deployment of various advertising media. On the other
hand, 9(7.3%) of the respondents strongly disagreed Sales
volume of our company has greatly increased with the
deployment of various advertising media as well as
4(3.2%) of the respondents who remained neutral on the
fact that sales volume of our company has greatly
increased with the deployment of various advertising
media. Therefore, it is established that most of the
respondents for about 89.6% who agree that the sales
volume of our company has greatly increased with the
deployment of various advertising media.

that 62(50.0%) of the respondents agreed that Market
share of our business has also increased over the last five
years due to use of various advertising media. On the
other hand, 4(3.2%) of the respondents disagreed that the
Market share of our business has also increased over the
last five years due to the use of various advertising media
while only 26(21.0%) of the respondents remained neutral
on the fact that Market share of our business has also
increased over the last five years due to use of various
advertising media. That is to say, based on these findings
a high number of responses affirms that Market share of
our business has also increased over the last five years
due to the use of various advertising media as evidenced
by 55.8%. These findings were well-substantiated in the
study by Onyango (2016) cable Television network firms
are using both conventional and digital marketing in
promoting their products in the local markets and this
research has some similarities with the proposed one
except the proposed study will be quantitative. In a
similar context, similar views were obtained from Gulmez
et al. (2010), who indicated that outdoor advertising is
striking and visibe to consumers with higher income and
education levels, which positively impact consumer
behaviour and organization performance compared to
other advertising media. Not only that but also Sindhya
(2013), showed that culture is more prevalent in rural
students. It further showed that the majority of female
students are interested in cosmetics and jewellery while
their male counterparts are into automobiles and
electronic equipment.

Also according to Table 4.15 above it was revealed that
70(56.5%) of the respondents strongly agreed that
Customer loyalty has increased over the last five years
due to the use of various advertising media, in the same
vein 42(33.9%) of the respondents agreed that Customer
loyalty has increased over the last five years due to use of
various advertising media. On the other hand, 7(5.6%) of
the respondents strongly agreed that Customer loyalty has
increased over the last five years due to the use of various
advertising media while 5(4.0%) of the respondents
disagreed that Customer loyalty has increased over the
last five years due to use of various advertising media.
Therefore, this generally establishes that most of
therespondents agreed that Customer loyalty has
increased over the last five years due to the use of various
advertising media as supported by almost (90.4%) of the
respondents who participated in this study.

4.6 Effects of Advertising Media on Sales Performance
4.6.1 Descriptive Statistics

Lastly, the study revealed that 32(25.8%) of the
respondents strongly agreed that the Market share of our
business has also increased over the last five years due to
the use of various advertising media, also it was revealed

The analysis made in this section presents the minimum,
mea, maximum, and standard deviation of the variables
used in the analysis. The findings obtained in this aspect
was summarized and presented in Table 4.18

Table 4.16:Descriptive Statistics
N

Min

Max

Mean

Std. Dev

Social Media Marketing

124

2

5

4.14

.790

Mobile Marketing

124

2

5

4.41

.817

TV/Radio

124

2

5

3.98

.775

Outdoor Advertising

124

1

5

3.79

1.478

Sales Volumes

124

1

5

3.60

1.367

Valid N (listwise)

124

Source: Field Data (2021)

Social media marketing had a mean of 4.14 and a
standard deviation of .790 which means that there is a
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strong mean and strong standard deviation which presents
the effectiveness of social media use on marketing
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activities. Also, mobile marketing presented a mean of
4.41 and a standard deviation d 8.17 which means that
mobile marketing also is very effective and strong in the
performance of marketing activities of cable TV. This
was also witnessed by the presence of high standard
deviation and mean values which depict its effectiveness.

effectiveness. Lastly, an increase in sale volumes has
been shown to have a mean of 3.79 and a standard
deviation of 1.367 which also suggest a very strong
relationship between the marketing activities and an
increase in sale volumes. Thus it can be established that
from these descriptive statistics that social media
marketing, mobile marketing, TV/Radio and outdoor
advertising are effective on the sales volumes.

Not only that but also TV/Radio also scored a mean of
3.98 and a standard deviation of .775 which suggests that
TV/Radio advertisement is also effective in the marketing
4.6.2 Linearity Analysis
activities as witnessed by the presence of strong mean and
This is the analysis where a linear relation holds between
standard deviation values. On the other hand, outdoor
forces and displacement. This is regression procedure
advertising was found to have a mean of 3.79 and a
used in the method comparison studies assumes the
standard deviation of 1.478 which depicts a very effective
relationship between the methods is linear. To examine
relationship between outdoor advertising and sales
linearity assumption, the correlation was tests and results
volumes, hence it can be suggested that the strong mean
obtained were summarized and presented in Table 4.19.
and standard deviation means the high level of
Table 4.17: Correlation Analysis

Social
Media
Marketing

Mobile
Marketing

TV/Radio

Outdoor
Advertising

Pearson Correlation

Social
Media
Marketing

Mobile
Marketing

TV/Radio

Outdoor
Advertising

1

.038

-.063

-.073

.676

.489

.422

Sig. (2-tailed)
N

124

124

124

124

Pearson Correlation

.038

1

.100

-.103

Sig. (2-tailed)

.676

.267

.254

N

124

124

124

124

Pearson Correlation

-.063

.100

1

.146

Sig. (2-tailed)

.489

.267

N

124

124

124

124

Pearson Correlation

-.073

-.103

.146

1

Sig. (2-tailed)

.422

.254

.106

N

124

124

124

.106

124

*. Correlation is significant at the 0.05 level (2-tailed).
Source: Field

Data (2021)

The results indicate that there is a very strong relationship
between dependent and independent variables, more
specifically social media marketing shows a significant
relationship by (r(124)> 1 p<.035). Also, it was revealed
that mobile marketing has (r (124)>p<0.676) which
means that there is a relationship between mobile
marketing and an increase in sales because of positive
significance. On the other hand, TV/Radio had an (r
(124)> p< .063) which means a strong relationship
between TV/Radio advertising and sales volumes. Lastly,
outdoor advertising was also significant because it has an
(r (124)>p.073), which also depict an existing significant
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relationship between independent and dependent
variables. To this effect, the factors stated above which
include social media marketing, mobile marketing,
TV/Radio and Outdoor advertising have impacts on the
performance of sales volumes.
4.6.4 Autocorrelation
Autocorrelation analysis measures the relationship of the
observation between the different points in time and thus
seeks a pattern. The measure is best used in variables that
demonstrated a linear relationship between each other.
Durbin Watson is the tests for autocorrelation in the
residual from a statistical model or regression analysis.
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Table 4.18: Autocorrelations Test
Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

Durbin-Watson

2

.965b

.932

.931

.360

3.035

Source; Field Data (2021)
The results obtained in this study shows that the Durbin –
Watson statistics will always have a value of 3.035.
Generally, it is required that value ranging between 0 and
4. A value of 2.0 indicates absence of autocorrelation in
the sample. Therefore, in this study, autocorrelation was
detected.

ANOVA helps to find out whether the difference between
groups of data is statistically significant. It analyzes the
levels of variance groups through a sample taken from
each of them. This was employed to find out a statistical
relationship between research variables and obtained in
this aspect was summarized and presented in Table

4.6.5 Anova Test
Table 4.19:ANOVA Test
ANOVA

a

Model

Sum of Squares

df

Mean Square

F

Sig.

Regression

213.622

1

213.622

1607.153

.000b

Residual

16.216

122

.133

Total

229.839

123

Source: Field Data (2021)
The value can be used to determine whether the test is
0.00 which means the relationship between variables is
statistically significant. The F values are used in the
significant.
analysis of Variance. From Anova Test the results show
4.6.6 Multiple Linear Regressions Analysis
that if the F- value was determined from the F ratio and
The results obtained from multiple regression analysis is
the two values. Since the test statistics is much larger than
summarized and presented in Table 4.23
the critical values, is concluded that it is statistically
significant among the population means the P-value for
Table 4.20: Multiple Regression
Unstandardized Coefficients

Standardized
Coefficients

B

Std. Error

Beta

(Constant)

.216

.090

Social Media

.892

.022

Mobile Marketing

.603

TV Radio Advertising
Outdoor Advertising

Model

t

Sig.

2.390

.018

.964

40.089

.000

.205

.987

2.939

.004

.887

.022

.959

40.209

.000

-.084

.040

-.050

-2.094

.038

Source: Field Data (2021)

Inspection of an individual predictor in the model shows a
significant relationship between an independent variable
and dependent variable at level, it was revealed that social
media marketing has a (Beta = .892, P<.000), the results
shows that social media marketing has positive
significance on the increase of sales volumes of the Cable
TV. On the other hand, Mobile marketing had (Beta =
.603, P<.005), this also suggests a strong relationship
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between mobile marketing and sales volumes. On the other
hand, TV/Radio also had a (Beta = .887, P<.000), this
means that there is positive significance between the
independent variable and the dependent variable that is to
say TV/Radio advertising has an impact on the sale
volumes. Lastly, Outdoor advertising had (Beta = -.084,
P<.038),from these findings it can be established that there
is a relationship between social media marketing, mobile
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marketing, TV/Radio, Outdoor advertising and the
increase of sales volumes. Thges results imply that digital
marketing through mobilemarketing has the greatest
impact on sales performance of Cable TV Network firms
in Mwnaza city, followed by outdooe advertising and last
is TV/Radio advertising media. These findings concurs
with some recent studies by Baiyer et al (2021) and Lin et
al (2020), who in the ir US studies showed that digital
marketing through online davertsing has more impact on
firms’ performance compared with offline advertising
media such as outdoor and use of printed brochures. This
suggests that sellers have to realize that the world has gone
digital and customers can access information 24/7/365.
Thus, marketing communicatiomn tools that utlize e-web
based and other online facilties are now the media where is
taking place ebven in developing countries such as
Tanzania.

V.

SUMMARY, CONCLUSIONS AND
RECOMMENDATIONS

This study aimed to examine the effects of advertising
media on the sales performance of cable TV network firms
in Mwanza City, Tanzania. In the entire summary of
findings and conclusion thereto this part will be guided by
the research objective which was to determine the effect of
digital marketing on the sales performance of firms in the
Cable TV network sector through examining the effect of
TV/Radio on the sales performance of firms in the Cable
TV network sector and assessing the effect of outdoor (out
of home) email marketing on the sales performance of
firms in the Cable TV network sector and to determine the
effect of promotion slogans on the type of advertising
media used by the Cable TV network sector and its effect
on firm sales performance.

REFERENCES
[1]
[2]

[3]
[4]

[5]

[6]

[7]

[8]

[9]

[10]

[11]
[12]

5.2 Conclusion
This study, based on its findings, concludes that digital
marketing plays an effective role in the performance of a
firm’s business. Thus from the entire findings, majority of
the respondents affirms that digital marketers have impacts
on the performance sales of the firms in the cable TV
network sector.
In considering the second research objective on the effect
of TV/Radio on the performance of sales the study
concludes that TV/Radio advertisements possess higher
mean values and also higher standard deviation values.
Therefore, in the views presented by these findings, it is
sufficient to justify that TV/Radio has positive effects on
the sales performance of the in cable TV/Radio.

https://www.aipublications.com/ijebm

[13]

[14]

[15]

[16]
[17]

Adamu, L. (2017). Assessment of the effect of Advertising
on sales performance in the case of St. Gorge Brewery.
Adede, O. A. (2017). Electronic Marketing, Corporate
Culture and Organizational Performance. International
Journal of Business and Social Science, 8(4), 148–158.
Adiko, A., & Adjei, D. (2016). The Influence of Television
Advertisement on the Youth Purchasing Behavior.
Ahmed, S., & Ashfaq, A. (2013). Impact of Advertising on
Consumers’ buying behavior through Persuasiveness,
Brand Image, and Celebrity Endorsement. Global Media
Journal, 6(2), 149.
Akmese, H., Aras, S., & Akmese, K. (2016). Financial
performance and social media: A research on tourism
enterprises quoted in Istanbul stock exchange (BIST).
Procedia Economics and Finance, 39, 705–710.
Ancarani, F., & Shankar, V. (2003). Symbian: Customer
interaction through collaboration and competition in a
convergent industry. Journal of Interactive Marketing,
17(1), 56–76.
Antonenko, P. D. (2015). The instrumental value of
conceptual frameworks in educational technology research.
Educational Technology Research and Development,
63(1), 53–71.
Ayanwale, A. B., Alimi, T., & Ayanbimipe, M. A. (2005).
The influence of advertising on consumer brand
preference. Journal of Social Sciences, 10(1), 9–16.
Balachander, S., & Ghose, S. (2003). Reciprocal spillover
effects: A strategic benefit of brand extensions. Journal of
Marketing, 67(1), 4–13.
Banerjee, S., & Dash, S. K. (2011). Factors influencing
scope and acceptability of E‐detailing as a pharmaceutical
marketing communication tool in emerging economies like
India: Views of the company personnel. International
Journal of Pharmaceutical and Healthcare Marketing.
Barker, R. (2012). Integrated marketing communication.
Juta.
Baruch, Y., & Holtom, B. C. (2008). Survey response rate
levels and trends in organizational research. Human
Relations, 61(8), 1139–1160.
Bayer E, Srinivasan S, Rieddl E and Skiera B (2020), The
impact of online display advertising
and paid search
advertising relative to offline advertising on firm
performance and firm value, International Journal of
Research and Marketing, Vol.37, pp.785-804
Belch, G. E., & Belch, M. A. (2004). Advertising and
promotion: An integrated marketing communications
perspective 6th. New York: McGraw-Hil l.
Bennett, G., Cunningham, G., & Dees, W. (2006).
Measuring the Marketing Communication Activations of a
Professional Tennis Tournament. Sport Marketing
Quarterly, 15(2).
Benson-Eluwa, V. (2004). Advertising: Principles and
Practice. Enugu: Magnet Business Enterprises.
Bourne, M., Neely, A., Mills, J., & Platts, K. (2003).
Implementing performance measurement systems: A
literature review. International Journal of Business
Performance Management, 5(1), 1–24.

100

Ritagrace et al. / Effect of Advertising Media on Sales Performance of Cable TV Network Firms in Mwanza City, Tanzania

[18] Brassington, F., & Pettitt, S. (2000). Principles of
marketing (Vol. 134). Financial Times Prentice Hall
Englewood cliffs, NJ.
[19] Brodie, R. J., Winklhofer, H., Coviello, N. E., & Johnston,
W. J. (2007). Is e‐marketing coming of age? An
examination of the penetration of e‐marketing and firm
performance. Journal of Interactive Marketing, 21(1), 2–
21.
[20] Brudan, A. (2010). Rediscovering performance
management: Systems, learning and integration. Measuring
Business Excellence.
[21] Castronovo, C., & Huang, L. (2012). Social media in an
alternative marketing communication model. Journal of
Marketing Development and Competitiveness, 6(1), 117–
134.
[22] Chakrabortty, R. K., Hossain, M. M., Farhad, M., Azad,
H., & Islam, M. J. (2013). Analysing the effects of sales
promotion and advertising on consumer’s purchase
behaviour. World, 3(4).
[23] Chanthinok, K. (2019). Mobile Marketing Strategy and
Firm Performance: An Empirical Study of E-Commerce
Business in Thailand. Humanities and Social Sciences
Journal of Pibulsongkram Rajabhat University, 13(1), 1–
19.
[24] Coleman, J. T., Royne, M. B., & Pounders, K. R. (2020).
Pride, guilt, and self-regulation in cause-related marketing
advertisements. Journal of Advertising, 49(1), 34–60.
[25] Cooper, D. R., Schindler, P. S., & Sun, J. (2006). Business
research methods (Vol. 9). Mcgraw-hill New York.
[26] Cooper, D., & Schindler, P. S. (2014). Business Research
Methods.© The McGraw− Hill Companies.
[27] Coviello, N., Milley, R., & Marcolin, B. (2001).
Understanding IT-enabled interactivity in contemporary
marketing. Journal of Interactive Marketing, 15(4), 18–33.
[28] Creswell, J. W., & Clark, V. L. P. (2007). Designing and
conducting mixed methods research.
[29] Danaher, P. J., & Rossiter, J. R. (2011). Comparing
perceptions of marketing communication channels.
European Journal of Marketing.
[30] Dann, S., & Dann, S. (2011). E-marketing: Theory and
application. Macmillan International Higher Education.
[31] De Ros, K. M. (2008). A content analysis of television ads:
Does current practice maximize cognitive processing?
[32] Dickinger, A., Haghirian, P., Murphy, J., & Scharl, A.
(2004). An investigation and conceptual model of SMS
marketing. 10-pp.
[33] Easton, V. J., & McColl, J. H. (2002). Confidence
intervals. Statistics Dept., University of Glasgow
Http://Www. Cas. Lancs. Ac. Uk/Glossary_v1, 1.
[34] El-Gohary, H. (2012). Factors affecting E-Marketing
adoption and implementation in tourism firms: An
empirical investigation of Egyptian small tourism
organisations. Tourism Management, 33(5), 1256–1269.
[35] Ellis-Chadwick, F., & Doherty, N. F. (2012). Web
advertising: The role of e-mail marketing. Journal of
Business Research, 65(6), 843–848.
[36] Etim, G. S., & Inameti, E. E. (2017). Above-the-line
advertising media and consumers awareness of selected

https://www.aipublications.com/ijebm

[37]

[38]

[39]
[40]

[41]

[42]

[43]

[44]

[45]

[46]

[47]
[48]

[49]

[50]
[51]

[52]

cable TV networks in Calabar Metropolis, Cross River
State-Nigeria. Global Journal of Social Sciences, 16, 49–
60.
Firer, S., & Stainbank, L. (2003). Testing the relationship
between intellectual capital and a company’s performance:
Evidence from South Africa. Meditari Accountancy
Research.
Fischer, M., & Albers, S. (2010). Patient-or physicianoriented marketing: What drives primary demand for
prescription drugs? Journal of Marketing Research, 47(1),
103–121.
Fomel, S. (1992). Least-square inversion with inexact
adjoints. Method of conjugate directions: A tutorial.
Gall, J. P., Borg, & Gall, M. D. (2003). Instructor’s
manual to accompany Educational research: An
introduction, by Gall, Borg, and Gall. Pearson Education.
Gall, M. D., Gall, J. P., & Borg, W. R. (2007). Educational
research: An introduction (8. Utg.). AE Burvikovs, Red.)
USA: Pearson.
Gliem, J. A., & Gliem, R. R. (2003). Calculating,
interpreting, and reporting Cronbach’s alpha reliability
coefficient for Likert-type scales.
Griffith, D. A., Chandra, A., & Ryans Jr, J. K. (2003).
Examining the intricacies of promotion standardization:
Factors influencing advertising message and packaging.
Journal of International Marketing, 11(3), 30–47.
Gulmez, M., Karaca, S., & Kitapci, O. (2010). THE
EFFECTS OF OUTDOOR ADVERTISEMENTS ON
CONSUMERS: A CASE STUDY. Studies in Business &
Economics, 5(2).
Hair Jr, J. F., Matthews, L. M., Matthews, R. L., &
Sarstedt, M. (2017). PLS-SEM or CB-SEM: updated
guidelines on which method to use. International Journal
of Multivariate Data Analysis, 1(2), 107–123.
Hanssens, D. M., Wang, F., & Zhang, X.-P. (2018).
Performance growth and opportunistic marketing spending.
In LONG-TERM IMPACT OF MARKETING: A
Compendium (pp. 601–633). World Scientific.
Harridge‐March, S. (2004). Electronic marketing, the new
kid on the block. Marketing Intelligence & Planning.
Hossinpour, M., Hasanzade, M., & Feizi, M. (2014). The
Impact of E-marketing on Life and Investment Insurance
Sales with emphasis on Internet. Kuwait Chapter of the
Arabian Journal of Business and Management Review,
3(8), 235.
Hu, Y., Du, R. Y., & Damangir, S. (2014). Decomposing
the impact of advertising: Augmenting sales with online
search data. Journal of Marketing Research, 51(3), 300–
319.
Hubbard, P. (2009). The art of advertising: Trade cards in
eighteenth-century consumer cultures.
Igwe, S. R., Ebenuwa, A., & Idenedo, O. W. (2020).
Technology adoption and sales performance of
manufacturing small and medium enterprises in port
harcourt. Journal of Marketing, 5(1), 44–59.
Iizuka, T., & Jin, G. Z. (2005). The effect of prescription
drug advertising on doctor visits. Journal of Economics &
Management Strategy, 14(3), 701–727.

101

Ritagrace et al. / Effect of Advertising Media on Sales Performance of Cable TV Network Firms in Mwanza City, Tanzania

[53] Kaplan, R. S., & Norton, D. P. (2008). Mastering the
management system. Harvard Business Review, 86(1), 62.
[54] Kariuki, I. M., & Egerton, K. (2014). Codes of conduct and
marketing strategies in Kenya’s horticultural sector.
European Journal of Business and Management, 6(33),
10–21.
[55] Kimaru, W. S. (2011). Enhancing communication for
effective dissemination of soil fertility management in the
Central Highlands of Kenya. School of Environmental
Studies, Kenyatta University, Nairobi, Kenya.
[56] Kithinji, L. W. (2014). Internet marketing and
Performance of Small and medium Enterprises in Nairobi
County.
[57] Koslow, S., Sasser, S. L., & Riordan, E. A. (2006). Do
marketers get the advertising they need or the advertising
they deserve? Agency views of how clients influence
creativity. Journal of Advertising, 35(3), 81–101.
[58] Kothari, C. R. (2004). Research methodology: Methods
and techniques. New Age International.
[59] Kotler, P. (2000). Marketing management: The milennium
edition.
[60] Kotler, P., & Armstrong, G. (2010). Principles of
marketing. Pearson education.
[61] Kotler, P., & Caslione, J. A. (2009). How marketers can
respond to recession and turbulence. Journal of Customer
Behaviour, 8(2), 187–191.
[62] Kotler, P., Keller, K., Koshy, A., & Jha, M. (2009).
Designing
and
managing
integrated
marketing
communications. Marketing Management, 469–495.
[63] Kotler, P., & Keller, K. L. (2016). A framework for
marketing management. Pearson Boston, MA.
[64] Kremer, S. T., Bijmolt, T. H., Leeflang, P. S., & Wieringa,
J. E. (2008). Generalizations on the effectiveness of
pharmaceutical promotional expenditures. International
Journal of Research in Marketing, 25(4), 234–246.
[65] Kulkarni, M. S., Vora, P. P., & Brown, T. A. (2003). Firing
advertising agencies-possible reasons and managerial
implications. Journal of Advertising, 32(3), 77–86.
[66] Lebas, M., & Euske, K. (2006). A Conceptual and
Operational Delineation of Performance,[in:] Business
Performance Measurement. Theory and Practice, ed. A.
Neely.
[67] Li, H., Ye, Q., & Law, R. (2013). Determinants of
customer satisfaction in the hotel industry: An application
of online review analysis. Asia Pacific Journal of Tourism
Research, 18(7), 784–802.
[68] Lüdicke, M. K. (2006). Marketing as a Social System. A
Theory of Marketing: Outline of a Social Systems
Perspective, 75–146.
[69] Lin, Y, Ahma Z, Shafik W, Khosa S K Almaspoor Z
lsuhabi H ,5 and AbbasF(2021), impact of Facebook and
Newspaper Advertising on Sales: A Comparative Study of
Online and Print
Media, Asian Business and
Management Journal, Vo. 4, pp100-134
[70] Lunda, P. (2020). THE IMPACT OF ADVERTISEMENT
ON COMPANY SALES OF MOBILE PHONE SERVICE
PROVIDERS IN ZAMBIA: A case-study of Zambia
Telecommunications Company Limited (ZAMTEL).

https://www.aipublications.com/ijebm

[71] Mahboub, R. M. (2018). The impact of social media usage
on performance of the banking sector in Middle East and
North Africa countries.
[72] Maina, C. N. (2017). Effect of digital marketing tools on
performance of businesses in real estate sector in Nairobi
county.
[73] Makasi, A., Govender, K., & Rukweza, C. (2014).
Building brand equity through advertising. Mediterranean
Journal of Social Sciences, 5(20), 2613–2613.
[74] Malhotra, Y. (2005). Integrating knowledge management
technologies in organizational business processes: Getting
real time enterprises to deliver real business performance.
Journal of Knowledge Management.
[75] Mantha, M. S. S., Srivastava, R., & Phalle, M. (n.d.). A
Study on Effectiveness of Product Placement in Diverse
Media.
[76] Mason, D. (2013). The Mobile Marketing Handbook: A
Step‐by‐step Guide to Creating Dynamic Mobile
Marketing Campaigns 2nd ed. The Electronic Library.
[77] McCann, J. (2004). Organizational effectiveness: Changing
concepts for changing environments. People and Strategy,
27(1), 42.
[78] Miller, N., & Pazgal, A. (2007). Advertising budgets in
competitive environments. Quantitative Marketing and
Economics, 5(2), 131–161.
[79] Mugenda, O., & Mugenda, A. (2003). Research methods:
Quantitative and qualitative approaches. 2nd. Rev. Ed.
Nairobi.
[80] Muramira, J. d’Amour. (2019). Effect of advertisement on
sales performance of private organizations in Rwanda,
Case Study: Inyange Industries.
[81] Musa, M. (2018). Imaging Amman through real-estate
advertising discourse. ArchNet-IJAR: International Journal
of Architectural Research, 12(1), 55–70.
[82] Mwangi, M., & Wagoki, J. (2016). Effect of social media
on performance of advertisement business in the
mainstream media in Kenya: A survey of leading media
groups in Kenya. International Journal of Economics,
Commerce and Management United Kingdom, 4(4), 159–
178.
[83] Mwanza Business Review. (2020). Mwanza Business
Review.
[84] Narayanan, S., Desiraju, R., & Chintagunta, P. K. (2004).
Return on investment implications for pharmaceutical
promotional expenditures: The role of marketing-mix
interactions. Journal of Marketing, 68(4), 90–105.
[85] Neely, A., & Austin, R. (2002). Measuring performance:
The operations perspective. Business Performance
Measurement: Theory and Practice, 41–50.
[86] Neifield, R. (2010). Crowdsourcing – An Efficient and
Disruptive Force in Digital Marketing. Web Article.
[87] Ngetich, T. F. (2009). The Effects of Advertising to Sales
Performance Case Study of Lake Bogoria Hotel in Kenya.
Kampala International University; College of Economics
and
management.
https://ir.kiu.ac.ug/handle/20.500.12306/14038
[88] Niazi, G. S. K., Siddiqui, J., Alishah, B., & Hunjra, A. I.
(2012). Effective advertising and its influence on consumer

102

Ritagrace et al. / Effect of Advertising Media on Sales Performance of Cable TV Network Firms in Mwanza City, Tanzania

[89]

[90]

[91]

[92]

[93]

[94]

[95]

[96]

[97]

[98]
[99]

[100]

[101]
[102]
[103]

[104]
[105]

buying behavior. Information Management and Business
Review, 4(3), 114–119.
Njau, J. N., & Karugu, W. (2014). Influence of e-marketing
on the performance of small and medium enterprises in
Kenya: Survey of small and medium enterprises in the
manufacturing industry in Kenya. International Journal of
Business & Law Research, 2(1), 62–70.
Njawa, J. J. (2015). The effects of advertising on
organizational Performance a case study of Tigo
Telecommunication network.
Olalekan, A. G., & Ganiu, O. (2010). INFLUENCE OF
NEW MEDIA ON MEDIA BUYING AMONG SELECTED
LAGOS-BASED ADVERTISING PRACTITIONERS.
Olayinka, A. P., Akpobo, O., Florence, T. T., Ewuola, P.
O., & Aderemi, A. S. (2015). Impact of Advertising on
Sales Performance.
Onyango, K. (2016). Influence of digital marketing
strategies on performance of cutflowers exporting firms in
Kenya.
O’Shaughnessy, J., & O’Shaughnessy, N. J. (2004).
Marketing, the consumer society and hedonism. European
Journal of Marketing.
Osinga, E. C., Leeflang, P. S., Srinivasan, S., & Wieringa,
J. E. (2011). Why do firms invest in consumer advertising
with limited sales response? A shareholder perspective.
Journal of Marketing, 75(1), 109–124.
Osogbo, R. (2014). Effects of Advertising on
Organizational Profitability. Journal of Management and
Social Sciences, 3(1), 67–72.
Passonneau, S. (2010). The Mobile Marketing Handbook:
A Step-by-Step Guide to Creating Dynamic Mobile
Marketing Campaigns. Journal of Library Innovation, 1(2),
46–48.
Rahmi, A., & Amerkhail, S. (2020). The Impact of
Advertising on Consumer Buying Behavior.
Rajagopal, J. (2010). Role of Radio Advertisements as
Behavioral Driver among Urban Consumers. Graduate
School of Administration and Management (EGADE)
Monterrey Institute of Technology and Higher Education,
ITESM Working Paper.
Sama, R. (2019). Impact of media advertisements on
consumer behaviour. Journal of Creative Communications,
14(1), 54–68.
Saunders, M., Lewis, P., & Thornhill, A. (2012). Research
methods for business students (6. Utg.). Harlow: Pearson.
Sedlacek, J. (2006). E-commerce, internet and Mobile
marketing. Prague: BEN-Technical Literature.
Sekaran, S., Foster, R. G., Lucas, R. J., & Hankins, M. W.
(2003). Calcium imaging reveals a network of intrinsically
light-sensitive inner-retinal neurons. Current Biology,
13(15), 1290–1298.
Shankar, V. (2012). Mobile marketing strategy. In
Handbook of marketing strategy. Edward Elgar Publishing.
Sindhya, V. (2013). A study on the Influence and Impact of
Advertising to Consumer Purchase Motive among student
teachers. IOSR Journal of Research &Method in
Education, 2(4), 01–05.

https://www.aipublications.com/ijebm

[106] Singh, M. (2012). Marketing mix of 4P’s for competitive
advantage. IOSR Journal of Business and Management,
3(6), 40–45.
[107] Singh, S., & Sapre, A. (2015). Measuring advertising
effectiveness through inter modulation of affect and
cognition. Indian Journal of Marketing, 45(3), 24–38.
[108] Soteriades, M., Aivalis, C., & Varvaressos, S. (2004). Emarketing and E-commerce in the Tourism Industry: A
Framework to Develop and Implement Business Initiatives.
Tourism Today Tourism Today.
[109] Stanley, S. M., Clow, K., & James, K. E. (2011). The
impact of visual strategy and race and gender congruency
on source credibility of print advertisements. Marketing
Management Journal, 21(2), 81–94.
[110] Steinbock, D. (2006). The missing link why mobile
marketing is different. International Journal of Mobile
Marketing, 1(1), 83–94.
[111] Tajudeen, F. P., Jaafar, N. I., & Ainin, S. (2018).
Understanding the impact of social media usage among
organizations. Information & Management, 55(3), 308–
321.
[112] Taleghani, M., Akhlagh, E. M., Akbar, A., & Sani, M.
(2013). Impact of electronic marketing on the performance
of Pistachio-Exporting Companies in Iran. Journal of Basic
and Applied Scientific Research, 3(6), 211–217.
[113] Tellis, G. J. (2014). Advertising effectiveness. The History
of Marketing Science, 209–235.
[114] Trehan, K. (2010). Communication and Corporate
Responsibility in the Global Era: Context, Content and
Channels.
Advertising
Express.
https://scholar.google.com/citations?view_op=view_citatio
n&hl=en&user=uENr1q4AAAAJ&citation_for_view=uEN
r1q4AAAAJ:eQOLeE2rZwMC
[115] Trusov, M., Bucklin, R. E., & Pauwels, K. (2009). Effects
of word-of-mouth versus traditional marketing: Findings
from an internet social networking site. Journal of
Marketing, 73(5), 90–102.
[116] Tuten, T. L. (2008). Advertising 2.0: Social media
marketing in a web 2.0 world: Social media marketing in a
web 2.0 world. ABC-CLIO.
[117] Vazifedoost, H., & Farzi, M. (2015). The impact of social
media on firm performance as a new marketing strategy
tool in Iran High-Tech and fragrance industry. Scholarly
Research Exchange, 4(3), 291–304.
[118] Viswanathan, V., Malthouse, E. C., Maslowska, E.,
Hoornaert, S., & Van den Poel, D. (2018). Dynamics
between social media engagement, firm-generated content,
and live and time-shifted TV viewing. Journal of Service
Management.
[119] Wanjiru, K. (2015). The effect of adoption of electronic
marketing practices on organizational performance of the
mobile telephony companies in Kenya.
[120] West, D., Caruana, A., & Leelapanyalert, K. (2013). What
Makes Win, Place, or Show?: Judging Creativity in
Advertising at Award Shows. Journal of Advertising
Research, 53(3), 324–338.
[121] Yamane, T. (1967). Statistics, an introductory Analysis 2nd
Edition: Horper and Row. New York.

103

Ritagrace et al. / Effect of Advertising Media on Sales Performance of Cable TV Network Firms in Mwanza City, Tanzania

[122] Zeithaml, V. A. (2000). Service quality, profitability, and
the economic worth of customers: What we know and what
we need to learn. Journal of the Academy of Marketing
Science, 28(1), 67–85.
[123] Zia, A., & Shahzad, F. (2015). Role of Advertising on
Sale’s Performance: A Case Study of Bata & Service
Shoes (Okara). International Journal of Management,
Accounting and Economics, 2(1), 37–45.

https://www.aipublications.com/ijebm

104

