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ABSTRACT 

At most times the service industry overlooks the fact that advertising channels used could 

improve the financial performance of a business or crash it. Since advertisement is a 

communication process, the hotel industry needs to find the best way in which they would 

communicate their message, be it brand awareness, product awareness or consumer attitudes 

toward a certain product or service. Consumers vmy in how they perceive the advertisement 

message, firms need to analyze the appropriate channel for specific consumers and how that will 

boost the financial performance of the hotel industry. This study therefore aims to analyze the 

effects of advertising channels on the financial performance of five star hotels in Nairobi, Kenya. 

The study intends to assess the effect of radio adve1iisement to financial performance of five star 

hotel, to assess the effect of newspaper advertisement on the financial performance of five star 

hotel, to assess the effect oftelevision advertisement on the financial performance of five star 

hotel and finally to assess the effect of social media advertisement on the financial performance 

of five star hotel. The study used questionnaires as primary data tool and secondary data sheet 

were used for secondary data. The ten five star hotels in Nairobi were the target population of the 

study. Sample sizes the senior management of the ten five star hotels were therefore used. The 

research also employed a research design of descriptive cross sectional survey. 

Keywords; Advertising channels, Financial Performance 

ix 



r 
f J 

f 

c 
L 
[' 

t. 
f 

L 
L 
L 
L 
L 
l 

L 

1. CHAPTER ONE 

1.1 Background of the study 

Advertising is considered to be a communication process. The communication is done through 

different channels to reach different audience. The advertisement information is perceived 

differently by the consumers. This form of marketing consists of both tangible and intangible 

assets which are products, services and ideas. Since advertisement is a process based on the 

general scheme of the marketing communication process, it uses impersonal media such as 

radio, television, newspaper and social media (Bogdan Nichifor, 2014) 

The effectiveness of advertisement is based on the channel use. The choice of the media channel 

is very crucial to an organization. This is because the channels are different in terms of who they 

reach, cost and other factors that need to be considered (Kim, Hwang, & Fesenmaier, 2005). 

Due to the differences, advertisements delivered by different channels address different effective 

and cognitive processes and therefore different dimensions of psychological , it is therefore 

important for the five star hotel industry to understand the impact of the advertisement channel 

selection. This research now aims to contribute to the research in hotel industry advertising 

effectiveness by examining the different channels used and how they affect the financial 

performance. 

Tourism is the second source of foreign exchange in Kenya after agriculture("Tourism in 

Kenya," 2019). Travel and tourism in Kenya grew by 5.6% which beats the average global 

growth of3.9% and Sub Saharan Africa of3.3%. This makes Kenya the third largest tourism 

economy in Sub Sahara Africa after South Africa and Nigeria("Tourism in Kenya," 2019) 

The Kenyan hospitality industry is expected to grow by more than 8% from 2018 Onwards. It is 

still expected to increase at 6.9% compound annual growth rate to 20.6 million visitors in 2022 

from 14.7 million in 2017. A five year forecast by PWC states that thirteen hotels with2600 

rooms will enter the market accounting for a 14% increase in hotel capacity. There has been 

increased traveller demand which has been driven by the position ofNairobi which is an East 

Africa's commercial hub. The report by PWC has shown that there has been a significant 

differentiation within the hotels sector specifically among the four and five star hotel. Certain 

1 
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hotels were able to host global leaders and international conferences helping to position them as 

high end and world class. Kenya has been reported to have the highest number of branded hotels 

in Sub Sahara Africa topping Nigeria, Ethiopia and Tanzania who are its competitors in the 

tourism market. The introduction of the direct flights by Kenya airways to New York will boost 

travel and hence increase the number of tourists visiting the country. 

1.1.1 Radio advertisement 

Radio was a mass medium before the invention of the television and print, it appealed to 

majority of the people back then. Radio has however been considered highly specialized 

medium. Nowadays the people listening to it might be the commuters in the metropolitan. This is 

because majority of the people in the metropolitan areas use radio so that they can have 

information such as traffic or weather as they are in the go(Egbert, 1980) Despite radio being 

considered an old and outdated medium, it still holds the audience from large cities and 

metropolitan areas. Considering advertising options like developing appropriate communication 

mix and creating messages, the most used promotional medium is radio advertisements. 

However studies like(Puente, 201 0) have suggested that radio advertisements is not applicable 

and neither is successful in certain industries like the travel and tourism. This is because 

consumers of such industry have a different reaction to a service rendered 

Because of how specialized radio as medium has become programs are formulated so as to 

attract members of very specific demographics and psychographics(Puente, 201 0), organizations 

therefore have to know in mind their target audience before doing their adverts on radio. 

1.1.2 Television advertisements 

Television advertisement is considered to be the most effective medium to influence the 

purchase decision of consumers(Hassan, 20 15) Television as a broadcast media has been 

considered to be more emotionally involving. This is because it works through a unique 

combination of sound, light and movement. 

It is considered effective due to its satisfactory flexibility of rapid broadcasting of the message 

at different times. Advertisers however have to know their audience in depth so that they can 

formulate their message accordingly. This is because consumers perceive message differently. 

Firms that are considering television advertisement should consider persuasion and repetition of 

2 
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the formulated message for purpose of effectiveness. These advertisements seem to be effective 

as they involve the consumer. This medium has been considered effective for the service 

industry like tourism and hotel industry(Hassan, 2015) 

1.1.3 Newspaper advertisements 

The print media is one of the oldest and most highly regarded media for adve1iisement. The print 

contributes to providing information and transfer messages which have a longer impact on the 

minds of the consumers. The newspaper is considered to have such a high level of integrity as 

readers rely on it for factual information. Newspapers seems to engage its readers rationally as 

the information is perceived well making the readers conducive to receiving advertising 

messages and hence impact their purchases . The rationality that cokes with newspaper enhances 

the recognition of a brand by the readers.(Egbe1i, 1981 ). 

1.1.4 Social media advertisements 

Social media is a media that is gaining popularity especially among the millennia!. Companies 

have resorted to using the social media tools to reach their customers(Ainin, Parveen, 

Moghavvemi, Jaafar, & Mohd Shuib, 2015). Due to the busy lifestyle ofthe people, more and 

more people are opting for less television and more of the digital media 

This media is considered to be cost effective because the audience is a click away and this 

therefore prevents firm from spending lots of money on it. It is beneficial as the millennia! 

generation seems to have a huge presence on this channel therefore it is easier to reach the 

desired audience effectively. 

1.1.5 Five star hotels in Kenya 

Hotels are establishments that offer accommodation, food and drinks for travellers, temporary 

residents and other facilities for the transaction of business meetings, conference and recreation 

and entertainment (Florence, 20 18). This then makes hotels essential to economies. The hotel 

industry in Kenya plays a vital role to its economy as it supports tourism. The hotels are 

regulated by the Kenya Hotel and Restaurant Authority (KHRA).The general growth of the 

Kenyan economy and tourism sector has led to expansion of hotels. Hospitality industries have 

turned to measurement and management for international organizations in order to qualify for 

standardizations standard certification and company of the year awards. The managements of 

3 
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hotels in Kenya have perfected the pursuit by focusing their attention on the coveted five star 

collections and have triggered the need for improved performance in the hotel industry which has 

contributed to the need for improved performance in the industry. This has pressured hotels to 

achieve the coveted five star ratings (Florence et al, 20 18) 

The five star hotels offer highest levels of luxury to its guest; they have range of amenities and 

sophisticated accommodation. In Nairobi they include; Serena hotel, Panari, Ole sereni, Sankara, 

Safari park etc. 
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1.2 Research problem 

Tourism is the second income earner for Kenya after agriculture. This tells us that it is one of the 

key drivers of Kenyan socio-economic. The hotel industry also contributes to the Kenyan 

tourism industry. Reports have shown that there has been a decline in the number of tourists that 

are visiting Kenya, this could be attributed to the post-election violence and the terrorist attacks. 

This has therefore threatened the hotel industry as many hotels are dependent on the foreign 

tourist. This factor has contributed to the reduced bed occupancy rates which further trickles 

down to low financial performance. Another possible cause in the decline in the number of 

tourist could be attributed to inappropriate advertising channel that is undertaken by the hotel 

industry 

A study by (Notta & Oustapassidis, 2001) evaluated the effects ofthe different advertising 

media and how they affect the profitability of the Greek food industry. This study evaluated the 

different advertising channels. The study examined the intensity of the different channels and 

how they each individually affect profitability of the fi1m .The results of the study show that 

television is the only medium that is likely to affect the profitability of the industry. This is 

because products of the food industry are experience products therefore television was effective 

in improving the profitability because of its persuasive nature. This study shows that different 

advertising media have different impact on the industries concerned. It was analyzed that other 

factors too affect the financial performance of industries apart from advertisement itself. A 

question of how the other advertising channels affecting the industry and the significant 

contribution however little did not really come out in this study. 

A study by (Hu, Sung, & Keeler, 1995) analyzed the effect advertisement on the cigarette 

company. The study explains that advertisements do not really affect consumer preference nor 

does it affect financial performance. Despite the ban on advertisement of tobacco and its product 

the tobacco industry was seen to have increased sales. This clearly shows that advertisement 

does not in any way affect how consumers perceive products in any way. The study however 

does not analyze how the negative advertisement to be an impact in this kind of industry. 
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These contradictory findings have made it difficult to tell if really advertising channels affect 

financial performance. A study was therefore conducted to approve or disapprove these 

findings. 
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1.3 General objectives 

1. The main purpose of the study is to identify the effects of advetiisement on the financial 

perfmmance of a five star hotel in Nairobi 

1.3.1 Specific objectives 

1. To assess the effects of newspaper advertising on financial performance of five star 

hotels in Nairobi 

2. To assess the effect of radio advertisement on financial performance of five star hotels in 

Nairobi 

3. To assess the effect of television advertisement on financial performance of five star 

hotels in Nairobi 

4. To assess the effect of social media advertisement on financial performance of five 

hotels in Nairobi 

1.4 Research questions for the study 

1. How has newspaper advertisement affected the financial performance of five star hotels 

2. How has radio advetiisement affected the financial performance of five star hotels in 

Nairobi 

3. How have television advertisement affected the financial performance of five star hotel 

in Nairobi 

4. How has social media advertisement affected the financial performance of five star hotels 

in Nairobi 

7 
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1.5 Value of the study 

The study may act as a tool for the five star hotels to plan their adve1iising strategies as they 

target their preferred audiences using the correct medium and focus on reducing cost of 

advertisement. It can also help the hotel industry to gauge their financial performance on the 

advertisement strategy used. 

The study will also be a valuable to academics since it will have added to the existing 

information on the effects of advertising strategies on financial performance of five star 

hotels. 
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2. LITERATURE REVIEW 

2.1 Introduction 

This chapter has been based on the research objectives. It basically reviews literature that is 

relevant, theoretical foundations and the effects of the different channels of advertisement on 

financial performance of industries. 

2.2 Theoretical review 

This tries to explain the relevant theory that tries to link how different advertisement channels 

affects firms financial performance in general based on their sales, operating income and revenue 

earned for that financial year. The theories that will be discussed in this chapter are; market 

response theory, cognitive theory and affective theory. 

2.2.1 Market response theory 

This is a theory that measure advertising as a function. It measures the effort invested against 

results gained(Brandt, n.d.). The purpose of market response theory is to measure the reaction of 

sales and market share to a certain advertising campaign. The theory is further divided into two 

dimensions which is aggregate and individual dimension. Aggregate dimension measures the 

relationship between market data regarding advertising spending or the audience and brand sales 

or market share while individual dimension measures the choice of brand or number of 

exposures to purchase power(Horsky, 1977). 

The market response theory uses the concept of return on investments. The purpose ofROI is to 

measure how much is gained by investing in advertising. This helps investors to determine 

where to invest their resources so as to get the most profitable results(Brandt, n.d.) (Horsky, 

1977) agree that this theory helps managers plan their advertisement expenses and come up with 

the best strategies of advertising that will earn them a return over a certain period of time. 

9 
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2.2.2 Cognitive response theory 

This theory assumes that people are rational when making decision about their purchase(Brandt, 

n.d.). The model considers two categories of goods in the market, those involving the consumer 

experience and the ones that are related to search done by the consumer. The ones involving the 

consumer experience are as a result of continued use of the product by the consumer while the 

one related to searches is based on the objectives such as price. The model therefore explains the 

link between advertising and price elasticity of demand. 

There are two types of cognitive responses: direct and indirect. Direct responses are relevant to 

the material being presenting and can increase persuasion. The cognitive response model 

suggests that effective messages of advertisements should take into account factors that are likely 

to enhance positive cognitive responses to the receivers(Brandt, n.d.) 

2.2.3 Affective response theory 

This model focuses on the emotional response that advertisement can generate. This theory 

assumes that consumers form their preferences based on the emotion that arises on exposure to 

the message. The model emphasizes on the repeated exposure on the product to determine the 

effect (Brandt, n.d.). Studies by(Tellis, 2009) however show that the repeated exposure might 

lose effectiveness over a certain period of time. This is called the wear in-wear out. 

In order to measure the effectiveness of this theory two criteria were combined: attitude towards 

advertised product and intention to try advertised product, 

Wegener & Braverman (2004) provided evidence that people who are in a good mood like 

adverts more and are more capable and willing to process the information they have received. 

This means that when people are in good mood view the world through rose-colored glasses and 

evaluate events around them positively (Garsper, 2004) 

A study by (Tellis, 2009) established that television advert processing is better when people get 

in a positive mood after seeing a program. Their explanation is that people who are in a bad 

mood after seeing a program are still processing the program centrally while seeing the advert, as 

a result of which the advert is processed peripherally. People who are in good mood after seeing 

a program are less inclined to analyze it further, and, therefore, are more capable of processing 

the advert centrally. As a result, a media context that is well appreciated may lead to a more 

10 
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positive appreciation of the advert shown in that context and to more elaborate advert processing. 

2.3 Empirical review 

This section looks at the different channels which include: radio, television, newspaper and 

social media. The relationship between these channels and financial performance is examined. 

2.3.1 Radio advertisements 

Radio has been the largest medium for communication for a long time. It is able to reach a very 

large population and is very cost effective. This makes it the appropriate medium for advertising. 

There are so many factors that industries should understand when using this kind of medium; 

there is the growth of other advertising channels and sometimes makes it redundant and old 

fashioned for use. 

A study by (Paul, Dihhlon, Bansal, & Bagga, 2017) researched on the effectiveness of radio as 

an advetiising medium. The study assessed how radio could be effective for businesses in India 

by analysing its effectiveness; a primary research was conducted through an online survey to 

study the listenership pattern of a consumer. The study also aims to understand what kind of 

radio advertisement of advertisements aired on radio become successful and how consumers 

react to such advertisements. A primary research was conducted with structured questionnaires. 

The results of this research showed perception of listeners is influenced by various factors that 

allow them to act on an advertisement or not. 

A study by (Puente, 201 0) researched on the effect of radio advertising among urban 

commuters. This study aimed at analyzing the impact of radio advertisements on urban 

commuters towards buying behavior in retail stores and attempts to detetmine the role of radio 

advertising on dissemination of information on the sales promotions. The study used empirical 

analysis to analyze the data that it collected. The study revealed that the shopping behavior of 

urban consumers on retail stores in response to radio advertisement is highly influenced by the 

physical, cognitive and economic variables. Despite radio being old fashioned its radio are still 

effective even in this time and age. 

11 



l 

fl 

ll 
L 
l 

l 
l 
[ 

l 
L 

t. 

L 

An article by (Erguven, 2015) studies the use of humour in radio advertisements and how that 

affected consumers. The study aimed to find the creative of commercials and their effects on 

purchase decisions using the content analysis techniques. The findings were that that radio 

creates this emotional connection with its listeners. Consumers that are involved emotionally in 

an advertisement were seen to make a purchase made. The more impersonal an advert lacks 

connection, the less of an emotional connection the consumer will feel. The loyalty and 

connection that listeners feel when listening to the chosen radio host means they trust their 

advice on an advertisement and are heavily influenced. 

2.3.2 Television advertisements 

Television is the most prominent modality for the transmission and reception of video content. 

Television advetiisement is considered to be the most effective medium to influence the 

purchase decision of consumers(Hassan, 20 15) Television as a broadcast media has been 

considered to be more emotionally involving. This is because it works through a unique 

combination of sound, light and movement. 

A study by (Lal & Vats, 2016) researched on the effectiveness oftelevision and the attitude of 

the youth towards purchase of a product. This research study is done on the youth of Delhi. The 

study based on 125 youth selected by random sampling method and by applying both qualitative 

as well as quantitative techniques of research. The study concluded that advertisement does play 

a role in influencing the purchase decision of purchase. The study realized that foundation of 

television advertising is to create basic awareness about a product, service and ideas so that the 

consumers can make a rational decision from their mind. The research also calculated the 

consequences of consumer's frame of mind on advetiising effectiveness using television; the 

result showed that consumers who are optimistic have a positive attitude towards advertisement 

and greater intent towards the brands and ads to try it than those with a negative mood. 

A research by(Notta & Oustapassidis, 2001) studied the advertisement of food products on 

television and the effect it had on consumers. The research analyzed the eating behavior of 

consumers or the purchase of a food product after being exposed to it. The results showed that 

their behavior was heavily influenced by the advertisements. The study used the quantitative and 

qualitative method to analyze data .The research concluded that exposure to advertisements 

influenced buying decisions of consumers as it aids recall of brands at point of purchase. 
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A research by (Saumendra, 20 18) studied the effectiveness of television advertisement on 

purchase intent of young people in the fashion industry on exposure to adverts. The research 

focused on certain products advertised and how it gets the brand awareness it needs. They used 

data from random cross-section sample to analyze data. The conclusion was that adverts help in 

enhancing knowledge about products, brands and availability. The research noted that 

advertisement quality and timing directly affects consumers. 

2.3.2 Newspaper advertisement 

There are several factors that have been responsible for the high popularity of newspapers as an 

advertising medium: the extensive population coverage achieved, low cost per exposure resulting 

from its broad coverage as well as the relative cost of producing advertising materials. The 

flexibility offered by scheduling advertising on any day of the week as well as preparing 

advertisements at very short notice. 

A study by (Bansal & Gupta, n.d.) Researched on the impact of informational content on the 

consumer buying behavior. The study assessed how advertisements with more informational 

content were found to influence the buying behavior of customers than advertisements with less 

informational content. Resnik and Stern criteria was used to evaluate the level of advertising 

infmmation in newspaper advertisement. The findings were that advertisements with more 

informational content influenced more customers than the ones with less informational content. 

A study by (Gurun & Butler, 2012) has analyzed on the immediacy, flexibility and relative 

economy of newspaper advertising in businesses. The study assesses how newspapers can be a 

useful tool in generating businesses for various companies. The study realized that newspapers 

are relatively cheap and are affordable to everyone; this therefore makes it accessible to all 

audiences hence making it the best tool for adve1iisement. The study used the quantitative and 

qualitative method to analyze data collected. Newspapers are rational in nature and therefore 

engage their consumers or readers in a rational manner, making it an effective method of 

advertising 
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2.3.4 Social media advertisement 

As social media continues to gain in popularity among consumers, companies seek to transform 

businesses with social media and capitalize on its financial value. Social media captures the 

"wisdom of the crowd." This is their thought process. For executives, social media platforms can 

facilitate business transformation in terms of managing customer relationships, brand assets, and 

business processes. Executives may monitor the metrics of various digital social media in order 

to gauge customer feedback and brand buzz and ultimately improve firm performance(Oyoo, 

n.d.) 

(Luo, Zhang, & Duan, 2013) did a study on the effects of social media advertisements and the 

impact they have on the firm equity. The study scrutinizes the predictive relationship between 

social media and fi1m equity value, the relative effects of social media compared with 

conventional online behavioural metrics and the dynamics ofthese relationships. The study used 

the vector auto regression (V AR) method to analyse data. Results showed that social media 

based metrics were a significant leading indicator of firm equity value when compared to Google 

searches which had a weaker predictive relationship to firm equity than social media. This is 

because social media had a wider reach. 

A research by (Smits & Mogos, n.d.) Studied the impact of social media on business 

perfmmances. Analysed how and what effects social media has on businesses. The study 

analysed how and what effects social media has on businesses. They studied a gaming company 

and reviewed that the company was able to make more sales when it was adve1iising on social 

media. The study used mixed research method including qualitative analysis based on interviews 

and quantitative analysis to analyse data. The findings were that use of social media enhances 

business capabilities and business performance. However, impact was not due to one social 

media tool by combining not one but six tools of social media into one effective social media 

ecosystem that enables coordination between internal and external business processes. 

A study by (Anderson, 2012) researched on the role of social media on lodging performance in 

the hospitality industry. The study analyses the effects of social media upon consumers purchase 
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decisions and top line hotel performance. The study use regression analysis to analyse the data 

collected. The findings on the research were that hotel bookings improved over time after 

consumers were exposed to ratings of the hotel on social media. The study showed that social 

media has the potential to move markets by driving consumers' purchasing patterns and 

influencing lodging performance of hotels. 

2.4 Research gap 

While various authors show advertising channels have an effect on the financial 

performance(Egbert, 1981) very little attention is given to the specific variables that lead to the 

improved financial performance of the industries. (Siong, n.d.) Showed the extent to which 

various advertising channels had been used by industries in gauging the financial perfmmance 

but with mixed feelings . 

The review showed that much concentration had been directed to social media and television, for 

instance a study by (Tellis, 2009) while Radio and newspaper had received little attention in this 

setting despite findings from other scholars on the increasing use of these two adve1tising 

channels by industries. The existing studies on effects of radio and newspaper did not clearly 

show how the financial performance of the industries was influenced but focussed on purchase 

decisions. The review also showed that studies on this study area among five star hotels in Kenya 

were limited despite them being recognized as major advertising channels. 

A study was therefore conducted to check of the effects of adve1tising channels on the financial 

performance of five star hotels in Nairobi was crucial in order to approve or disapprove the 

varying viewpoints on this study area which would lead to the expansion of the body of 

knowledge in this study area. 
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2.5 Conceptual framework 

This is a model where the relationships between the variables are explained. Radio 

advertisements, television advertisement, newspaper advertisement and social media 

advertisement are the independent variables while financial performance of hotels is the 

dependent variable. 
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INDEPENDENT VARIABLE DEPEENDENT VARIABLE 

ADVERTISING CHANNELS 

FINANCIAL PERFORMANCE 
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2.6 Conclusion 

The literature review chapter illustrated the theoretical background and conceptual framework. 

From the literature reviewed in this chapter, there seemed to be mixed feelings with regards to 

the influence of advertising channels on the financial performance of five star hotels in Nairobi. 

There were suggestions that radio adverts were the least effective when it came to financial 

performance. 
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3 RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter talks of the methodology that was used to carry out the study. It describes the 

research design, population and sample, data collection and data analysis . 

3.2 Research design 

A research design is not just a work plan; a work plan details what has to be done to complete the 

project. The function of a research design is to ensure that the evidence obtained enables us to 

answer the initial question as unambiguously as possible (Silva, 2017).This design is important 

so as we could explore how the different channels of advertising affect the financial performance 

of five star hotels. 

The research design that was employed in this study was descriptive cross sectional survey. The 

design aims at describing the subject by use of data collected to its frequencies on research 

variables. The subjects of the study were the top managers of the five star hotels in Nairobi. 

Cross sectional survey is described as a technique that is used to evaluate the relationship 

between variables and correlation studies(Silva, 20 17). By using descriptive cross sectional 

survey, questions were posed to the respondents being studied thus facilitating the investigations 

that answered the research questions. 

3.3 Population and sample 

A population is defined as the total respondents under the study focus which can help the 

researcher to achieve the intended purpose. Population defines the elements that are within the 

scope of the study. It is from the population that the sample was drawn. 

The study's population consisted of the ten five star rated hotels in Nairobi County, Kenya ... 

They include Sarova Stanley hotel, Hotel intercontinental, Hilton hotel, The Boma hotel, Panari 

hotel, Sovereign suites, Laico regency, Sankara hotel, Serena hotel and Villa Rossa Kempinski 

hotel (National tourism strategy, 2016) 
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The study targeted the entire management of the ten five star hotels. Kothari (2004) defines a 

sample as the selected respondent representing the population. The major criterion used when 

deciding on the sample size is the extent to which the sample size represents the population. 

3.4 Validity and reliability 

3.4.1 Validity 

As explained by (Shah, n.d.) Validity is the degree to which the analysis of results represents 

the phenomenon which is being studied. Questionnaires were used and pre tested among the five 

respondents within the study area who were excluded from the actual study to reduce potential 

biasness. In order to achieve content validity the researcher sought assistance from experts; 

supervisor who helped in the development of questionnaires so as to ensure that the data 

collected was relevant in answering the questions under the study. 

3.4 .2 Reliability 

This has been explained reliability as the degree of consistency by measuring instruments under 

the same conditions(Shah, n.d.). The respondents involved are able to an·ive at the same results if 

they use the same instruments under the same circumstances. This research uses the Cronbach's 

alpha test method to check for reliability. Cronbach's alpha test is used to measure consistency in 

a set of survey options that the researcher believes measure the same construct ("Cronbach' s 

Alpha," 2008) 

3.5 Data collection 

Questionnaires were used to collect primary data. The research questionnaires were in two 

sections; the first section consisted of the questions of the respondents back story while the 

second one included questions from the study objective. The secondary data was collected from 

the hotel's websites, annual financial statements and company releases. 

The questionnaires were carried out either through emails, word of mouth and on social media 

by creating various links so as to engage as many people as possible. Follow ups were done to 

ensure that the questions asked were well understood and they were not having trouble 
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answering them. This was also to make sure that the questions were answered within the given 

timeframe. This was done to ensure that they were valid and reliable for this study. 

3.6 Data analysis 

Data analysis refers to the process of data reducing, summarizing, pattern examination and 

statistical evaluation necessary to prove or disapprove hypothesis (Cooper and Schindler, 2006). 

The data collected was checked for completeness and errors in the entries. It was then analyzed 

using the Statistical Program for Social Sciences (SPSS), which is the statistical program 

commonly used in research studies and has also been used in previous research work that have 

focused on a similar topic. The data collected was coded and categorized to make it easy to 

analyze and make conclusions and meaning of the data. Checking of errors before data analysis 

was undertaken to check for correctness of data input to the system. 

3.6.1 Descriptive Statistics 

This was used to analyze the objective that advertising channels have an effect on the financial 

performance of five star hotels in Nairobi . The mean and standard deviation were examined in 

this case. Descriptive statistics financial performances of the five star hotels were also extracted. 

Information related to the demographic characteristics the hotels was summarized in terms 

frequencies and percentages. 
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4 DATA ANALYSIS AND PRESENTATIONS 

4.1 Introduction 

The research objective was to find out the effect of advertising channels on the financial 

performance of five star hotels in Nairobi. This chapter presents the data analysis, findings and 

interpretation of the research carried out. Results are presented in tables and diagrams. The 

analyzed data was arranged under themes that reflected the research objectives. This included the 

demographic information of the students, descriptive statistics of social media platforms, 

correlation and regression analysis as well as a summary of the chapter. 

4.2 Response rate 

A total of 10 questionnaires were administered to each of the ten five star hotels. A total of 7 

questionnaires were properly filled and returned. This represented an overall successful response 

rate of 70% as shown on Table 4.1. This response rate was considered adequate based on the 

assertions of recognized scholars such as Mugenda and Mugenda (2003) and Babbie (2004). 

Table 4.1 Response Rate 

RESPONSE FREQUENCY PERCENTAGE 

Responded 7 70% 

Did not respond 3 30% 

Total 10 100% 
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4.3 demographic information 

This section discussed the information that describes the characteristics of the managers of the 

five star hotels. This included their age, gender, length of service with the hotel, level of 

education and we also looked at the duration of the hotel as a five star. 

4.3.1 Level of education 

This section studied the level of education each manager attained, this was essential in that it 

helped the research to identify if they were well versed with the advertisement channels and if 

they understood how each channel individually affected the financial performance of the hotel. 

This was also necessary in that it helped the research to know if the hotels really hired based on 

the qualifications too or if the considered other factors in the advertisement and marketing 

department. 

4.3.2 Length of service with the hotel 

The study included in the questionnaire the length of the service of each manager with the hotel. 

This was useful in that it would help the research to know if the person is well versed with the 

activities of the hotel. The longer the length of service the more answers we would get. 

4.3.3 Duration of the hotel as a five star 

The research also included a section on the questionnaire where it asked about the duration of the 

hotel as a five star. This is because of the competitive nature if the hospitality industry which has 

necessitated the rampant growth of five star hotels, A hotel that had been in service for a longer 

tie was helpful in our research in that it would bring out the actual effects of the different 

advertising channels on the financial performance of the hotel over the length of time. 

4.4 Descriptive analysis 

This section presents descriptive the statistics pertaining to the extent to which five star hotels 

use advertisement instruments such as radio, television, newspaper and social media pertaining 

to their financial performance. 
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4.4.1 Radio adverts and financial performance 

A set of eleven questions representing different aspects of the extent to which radio influenced 

financial performance of five star hotels were presented to the respondents and they were in turn 

requested to express their degree of agreement on a Likert scale. This was where 1 represented a 

strongly disagree, 2 was disagree, 3 was somewhat agree, 4 was agree and 5 was strongly agree ... 

The respondents were requested to indicate their level of agreement with the number of questions 

administered. The results that were gotten from the questions answered were described using 

descriptive statistics where the mean and standard deviation were examined. 

The results were first described using descriptive statistics where mean and standard deviation 

was computed to give the extent to which radio adverts influenced financial perfmmance. As 

shown in Table 4.2, the overall mean was 2.35 while the standard deviation was 1.5 . This 

implied that overall, the respondents disagreed that radio influences the financial performance of 

five star hotel. 

Table 4.2 Use of radio adverts to influence financial performance 

Use of radio adverts to influence financial performance Mean Standard 

Deviation 

Does the hotel consider the cost of advertisement to gauge its 3.42 2.03 

effectiveness? 

Does radio adverts increase sales volumes of the hotel? 2.57 1.60 

Do radio adverts increase profits of the organization? 4.2 2.04 

Do adverts on radio increase the purchase of the hotel products? 4.2 2.04 

Do adverts on radio increase the hotel's relationships with the 2.57 1.60 

customers? 

Does the advertisement on radio improve brand loyalty? 2.57 1.60 

Do radio adverts promote offseason buying of the hotel product 2.57 1.60 

Total 2.35 1.5 
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4.4.2 Newspaper adverts and financial performance 

A set of eleven questions representing different aspects of the extent to which Newspaper 

influenced financial performance of five star hotels were presented to the respondents and they 

were in tum requested to express their degree of agreement on a Likert scale. This was where 1 

represented a strongly disagree, 2 was disagree, 3 was somewhat agree, 4 was agree and 5 was 

strongly agree .. . The respondents were requested to indicate their level of agreement with the 

number of questions administered. The results that were gotten from the questions answered 

were described using descriptive statistics where the mean and standard deviation were 

examined. The results were first described using descriptive statistics where mean and standard 

deviation was computed to give the extent to which radio adverts influenced financial 

performance. As shown in Table 4.3, the overall mean was 2.89 while the standard deviation 

was1.7. This implied that overall, the respondents disagreed that Television influences the 

financial performance of five star hotels 

Table 4.3 Newspaper advert and financial performance 

Use of Newspaper adverts to influence financial Mean Standard Deviation 

performance 

Does the hotel consider the cost of advertisement to 3.14 1.84 

gauge its effectiveness? 

Do Newspaper adverts increase sales volumes? 2.28 1.50 

Do Newspaper advetis increase profits? 2.8 1.67 

Do Newspaper advetis increase the purchase of the hotel 2.8 1.67 

products? 

Do Newspaper adverts increase the hotel's relationships 2.57 1.60 

with the customers? 

Do Newspaper advetis improve brand loyalty? 2.57 1.60 

Do Newspaper adverts promote offseason buying of the 2.57 1.60 

hotel product 

TOTAL 2.89 1.7 
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4.4.3 Television adverts and financial performance 

A set of eleven questions representing different aspects of the extent to which Television 

influenced financial performance of five star hotels were presented to the respondents and they 

were in tum requested to express their degree of agreement on a Likert scale. This was where 1 

represented a strongly disagree, 2 was disagree, 3 was somewhat agree, 4 was agree and 5 was 

strongly agree. The respondents were requested to indicate their level of agreement with the 

number of questions administered. The results that were gotten from the questions answered 

were described using descriptive statistics where the mean and standard deviation were 

examined. The results were first described using descriptive statistics where mean and standard 

deviation was computed to give the extent to which radio adverts influenced financial 

performance. As shown in Table 4.4, the overall mean was 3.36 while the standard deviation was 

1.83. This implied that overall, the respondents disagreed that newspaper influences the 

financial performance of five star hotels. 

Table 4.4 Television adverts and financial performance 

Use of newspaper adverts to influence financial Mean Standard 

performance Deviation 

Does the hotel consider the cost of advertisement to 3.28 1.81 

gauge its effectiveness? 

Do Television adverts increase sales volumes? 2.57 1.60 

Do Television adverts increase profits? 3.57 1.88 

Do adverts on Television increase the purchase ofthe 2.85 1.68 

hotel products? 

Do adverts on Television increase the hotel's 4 2 

relationships with the customers? 

Do Television adverts improve brand loyalty? 3.71 1.93 

Do Television adverts promote offseason buying of the 3.57 1.89 

product 

Total 3.36 1.83 
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4.4.4 Social media adverts and financial performance 

A set of eleven questions representing different aspects of the extent to which social media 

influenced financial performance of five star hotels were presented to the respondents and they 

were in tum requested to express their degree of agreement on a Like1i scale. This was where 1 

represented a strongly disagree, 2 was disagree, 3 was somewhat agree, 4 was agree and 5 was 

strongly agree. The respondents were requested to indicate their level of agreement with the 

number of questions administered. The results that were gotten from the questions answered 

were described using descriptive statistics where the mean and standard deviation were 

examined. The results were first described using descriptive statistics where mean and standard 

deviation was computed to give the extent to which radio adverts influenced financial 

performance. As shown in Table 4.5, the overall mean was 3.84 while the standard deviation was 

1.94. This implied that overall, the respondents disagreed that social media influences the 

financial performance of five star hotel. 

Table 4.5 Social media adverts and financial performance 

Use of social media adverts to influence financial performance Mean Standard 

Deviation 

Does the hotel consider the cost of advertisement to gauge its 4.2 2.04 

effectiveness 

Does social media adverts increase sales volumes of the hotel? 3.71 1.92 

Do social media adve1is increase profits of the organization? 3.57 1.88 

Do adverts on social media increase the purchase of the hotel 4.14 2.03 

products? 

Do adverts on social media increase the hotel's relationships with 4 2 

the customers? 

Do Social media adverts improve brand loyalty? 3.71 1.92 

Do social media adverts promote offseason buying of the hotel 3.57 1.88 

product 

TOTAL 3.84 1.94 
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4.5 Financial performance of the hotels 

From the above information collected. It is observed that clearly the advertising channels do not 

have such an influence on the financial performance of the hotel. Other factors have to be 

considered by the five star hotels in Kenya apart from just the choice ofthe medium. The 

advertisement should include the message and also how frequently the consumers of such 

advertisement are exposed to the message. The five star hotels should consider the combination 

of two or three advertising channels to determine this effect on its financial performance. From 

the study done it is observed that advertising on different channels with all other factors held 

constant only contributes to a positive attitude toward the advert. This positive attitude therefore 

contributes to a positive attitude towards brand loyalty which in one way or another could now 

influence the number of sales hence increases financial performance of the five star hotels. 

4.8 Conclusion 

This chapter has provides a comprehensive account of how data gathered was analyzed in order 

to answer the stated research questions. The first objective of the study was to establish the 

extent to which to which radio adve1is influence the financial performance. From the means of 

responses and standard deviations that were calculated, it can be said that Social media was the 

platform used to the largest extent in order to influence financial performance of the five star 

hotel followed by Television then Newspaper and Radio which was least utilized by the hotels 

to advertise. 

The second objective of the study was to examine the extent to which Radio influenced the 

financial performance of the five star hotels. The study found that Radio had a weaker 

relationship with financial performance. This could be because of radio being an outdated 

medium for advertisement. The audience of five star hotels could possibly not be reached on this 

particular type of medium. The third objective of the study sought to determine the extent to 

which Newspaper influenced the financial .The study found that newspaper had a weak influence 

on financial performance. The fourth objective of the study was to examine the extent to which 

Television influenced the financial performance of five star hotels. The study found that 
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television adverts have a strong effect on the financial performance of five star hotels. This is 

because television adverts are visual and allow for consumers to process the message being 

passed across . It was determined that these were one of the best channels to advertise with when 

it comes to hotels and things like tourism. This is in relation to a study by (Stafford & Day, 

1995) where he talks of how medium appeals to consumers and he agreed that television had a 

combination of both sound and visual which stuck with consumers. 

The fifth objective of the study was to check and examine the extent to which social media as an 

advertising medium affected the financial performance of five star hotels. The study found that 

social media was one of the cheapest medium to consider advertising on. This was included in 

the questionnaires where the respondents were asked if they considered cost of the medium 

before advertising to gauge performance. The responds on social media were different in that it 

was seen as one of the cheapest ways to advertise as consumers were easy to reach. The only 

cost that could be accounted for could be the use of influencers on social media which happens 

to fall on a different criterion. 

The study examined that five star hotels did not hold a major preference for which medium of 

advertisement, however the results found that television and social media majorly influenced the 

hotel bookings ofthe hotels . 
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5. DISCUSSIONS, CONCLUSION AND RECOMMENDATION 

5.1 Introduction 

This chapter of the study presents discussions of the findings in the previous chapter. It also 

includes the recommendations, limitations and suggestions for the study in the future. 

5.2 Discussions of study findings 

This section of the study presents the discussion of the major findings of the study; the 

discussions are in alignment with the objectives ofthe study. The discussions are presented first 

with the primary findings of the study which are later compared with the reviewed literature in 

the second chapter. 

5.2.1 Extent of use of advertising channels to influence financial performance of five star 

hotel 

The first objective of the study sought to establish the extent to which advertising channels 

influence the financial performance of five star hotels in Kenya. A questionnaire was 

administered where the five star hotels in the students were asked to state their extent of 

agreement with a number of items pertaining to the influence of each advertising channel on the 

financial performance. 

The descriptive statistics obtained showed that social media had the highest overall mean of 

responses score of3.84 followed by Television with a mean score of3.36 and then newspaper 

with a mean score 2.89 and finally radio with a mean score of2.35 .These findings implied that 

the hotels were aware of the effect of advertising channels in their financial performance. The 

findings implied that Social media and Television had a major influence and was widely used by 

most hotels to market themselves. 

5.2.2 Extent of use of radio to influence financial performance of five star hotel 

The study sought to examine the extent to which radio as an advertisement channel influenced 

financial perfonnance of five hotels in Kenya. The study found that Radio has to some extent 

significant and positive effect on the financial performance of the five star hotels. Radio however 
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is an important adve1iising channel used when the hotel intends to build brand loyalty with its 

consumers. The findings support that of (Puente, 201 0) who found radio as a means of 

advertisement that does support buying behaviour of products advertised. It is not a tool that 

would be of much effect as hotel advertisements need to be as visual as possible in order to make 

an impact on their consumers. The study's findings support that of (Paul et al., 2017) who agreed 

that perception of listeners was influenced by various factors that allowed them to act to on the 

advertisement or not. He continued to state that effectiveness of radio as an advertisement 

channel would be that it played on the right channel, at the right tie at the right frequency which 

was mostly not achievable therefore effectiveness of radio as an adve1iisement channel was 

minimal especially on financial performance. The study also examined that radio was a good tool 

for one to build brand loyalty and connection among the consumers of five star hotel 

advertisements. 

5.2.3 Extent of use of newspaper to influence financial performance of five star hotel 

The study sought to examine the extent to which newspaper adve1iisement influenced the 

financial performance of five star hotels in Kenya. The study found that newspaper influenced 

the financial performance in a positive and significant way. The findings also showed that 

newspaper had a significant influence on interest income, total operating income and return on 

assets as well as the overall financial performance of the five star hotels. The study's findings 

were in agreement with that of (Egbert, 1981) who found that Newspapers seems to engage its 

readers rationally as the information is perceived well making the readers conducive to receiving 

advertising messages and hence impact their purchases . The rationality that comes with 

newspaper enhances the recognition of a brand by the readers.(Egbert, 1981 ). The studies also 

support findings by (Bansal & Gupta, n.d.) Who are in agreement that newspaper adverts to 

some degree influence the sale of a company? This is because the information received is 

deemed to be rational and hence engages the readers who are the consumers of the adverts. 

5.2.4 Extent of use of television to influence financial performance of five star hotel 

The study sought to examine the extent to which television adverts influence financial 

performance of five star hotels in Kenya. The study found that Television adverts positively 

influenced the financial performance of the hotels in study. The findings found that television 

had a positive influence on the interest income, total operating income and returns on assets as 
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well as the overall financial performance of the five star hotels. The study's finding were in 

agreement with (Shachar & Anand, n.d.). The conclude that exposure of consumers to television 

advertisements heavily influenced the recall of a brand and this led to purchase of the hotel 

products hence high operating income of a hotel. The study are also in line with the views of 

(Krugman, 1965) who agrees that the combination ofboth sound ofvisual products to 

consumers of the adverts was seen to be influencing purchase options and choice of brand. The 

study also agree with the study of (Deng & Mel a, 20 18) who stated that television adverts were 

seen to raise profits relative to show level targeting of the firms that use it as a medium of 

advertising. 

5.2.5 Extent of use of social media to influence financial performance of five star hotels 

The study sought to examine the extent to which social media influences financial performance 

of five star hotels in Kenya. The study found that social media positively influenced the overall 

performance of five star hotels in Kenya. Social media was seen to have a significant influence 

on interest income, total operating income and return on assets of the five star hotels in Kenya. 

The study findings are in agreement with the findings from(Anderson, 2012) who found that 

social media was the best tool to market products or services. This was due to it being cost 

effective and advetis being able to reach consumers quickly, either a retweet or a like or even a 

share could get an advert trending depending on its quality. They also support the study of (Smits 

& Mogos, n.d.) Who reviewed that a company was able to make more sales when it was 

advetiising on social media. The study is also in line with (Anderson, 2012) whose finding were 

that hotel bookings improved over time after consumers were exposed to ratings of the hotel on 

social media. The study agrees with (Luo et al., 2013) whose results showed that social media 

based metrics were a significant leading indicator of firm equity value when compared to Google 

searches which had a weaker predictive relationship to firm equity than social media. This is 

because social media had a wider reach. 
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5.3 Conclusions of the study 

According to the study findings, the study concluded that advertising channels under 

investigation namely radio, television, newspaper and social media significantly explained the 

variations in the or the extent to which they influence financial performance of the five star 

hotels in Kenya. The study concluded that Social media had the greatest influence on the 

financial performance while radio had the least influence on the financial performance of the five 

star hotels in Kenya. 

The study also concluded that these advertising channels were attributed to 78.0% of the total 

variability in the financial performance of the hotels. These conclusions are in line with the 

findings of (Siong, n.d.) Who found that financial performance of each hotel was impacted to a 

different extent by advertising channels? However, the conclusions arise from a study (Tellis, 

2009)that there was no relationship between advertising channels and financial perfo1mance of 

the hotels. The study concluded that advertising is not the variable of choice for increasing sales 

or financial performance but rather this was to build customer relationship and brand loyalty 

which in long term could influence the financial performance. 

5.4 Recommendations of the study 

The study recommends that businesses and fi1ms need to appreciate the potential of the various 

advertising channels to complement each other in influencing financial performance of the 

industry. Therefore, the study recommends that it is crucial for these businesses/films to ensure 

that they exploit the adve1iising channels available to entice or impress their target markets so as 

to achieve greater success in marketing their products/services, brands. 

The study also recommends that the management of various businesses or firms can apply the 

insights from this study for decision making purposes regarding the most suitable an efficient 

advertising channel to use in marketing and reaching out to their targeted customers and what 

action plans can be used to ensure that the platforms chosen are tailored to achieve maximum 

results. The study also recommends that these firms can use the information provided in this 

study to guide the type and amount of resources as well as the efforts that should be directed to 

the various social media platforms used in reaching out to the customers. These hotels should be 

aware of the fact that there are times when the effective use of the advertisement are needed like 

during the festive seasons. The hotels should take full advantage of peak seasons by developing 
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an effective and efficient advertisement campaign that increase consumer's awareness thereby 

leading to increased sales. 

5.5 Limitations of the study 

The current study provided further insight into the influence of advertising channels on the 

financial performance of five star hotels but with limitations. The study's research design used 

which was cross-sectional method. This method was where the various respondents were 

assessed on their perspectives of the variables that were being studied. This method was a 

limitation in that it prevented close investigation of several aspects of the relationships in the 

study. The study suggest for further studies where using longitudinal study whereby the various 

aspects of the study will be assessed to determine if the results will be the same. The use of 

cross-sectional data prevented close investigation of several aspects of the relationships in the 

study. Further study should therefore be conducted on the same sector using the longitudinal 

study whereby the various aspects will be assessed to determine the whether the results will be 

the same. 

Finally, the study only focused on five star hotels only while there are more hotels in the country. 

Future studies could focus on wider coverage of the hotel industry in order to assess the 

influence of advertising channels on financial performance 

5.6 Suggestions for further studies 

The study recommends that a similar study should be conducted involving all the hotels in 

different categories to allow for comparisons as this are a case for five star hotels only. The study 

recommends further research to be conducted to show how the different features of the different 

advertising channels performs on the extent to which each advertising channel influences 

financial perfmmance of hotels. A study that shows whether there are differences in the 

influence ofthe various advertising channels on financial performance is also recommended. 
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APPENDICES 

This data collection tool has been designed to assist the researcher in gathering information 

pertaining to the "Influence of advertising channels on the financial performance of five star 

hotels in Kenya". Kindly answer the following questions as honestly and accurately as 

possible. The information given will be treated with a lot of confidentiality. Please do not 
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write your name anywhere on this questionnaire. You are encouraged to give your honest 

opinion. Thank you. 

1. What is your gender? 

a) Male [ ] 

b) Female [ ] 

2. Length of service with the five star hotels 

a) Less than 5 years 

b) 5-10 years 

c) More than 1 0 years 

B. Please indicate the extent to which you which you use the following social media 

platforms. Using the following scale 1 =Not at all, 2= to a small extent, 3=to a 

moderate extent, 4= to a great extent, 5=to a very great extent 

Advertisement channel 1 2 3 4 5 

a) Radio 

b) Newspaper 

c) Television 

d) Social media 

C. Using the following scale 1 =Strongly Disagree, 2=Agree, 3=Somewhat Agree, 

4=Agree, 5=Strongly Agree. Please indicate the extent to which social media 

platforms influences your purchasing decisions. 

Advertisement channel I 1 12 13 14 15 

Radio and financial perfmmance 

Does the hotel consider the cost of I I I I I 
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advertisement to gauge its effectiveness? 

Does radio adverts increase sales volumes 

of the hotel? 

Do radio adverts increase profits of the 

organization? 

Do adverts on radio increase the purchase of 

the hotel products? 

Do adverts on radio increase the hotel's 

relationships with the customers? 

Does the advertisement on radio improve 

brand loyalty? 

Do radio adverts promote offseason buying 

of the hotel product 

Advetiisement channel 

Newspaper and financial performance 

Does the hotel consider the cost of 

advertisement to gauge its effectiveness? 

Does newspaper adverts increase sales 

volumes ofthe hotel? 
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Do Newspaper adverts increase profits of 

the organization? 

Do adverts on Newspaper increase the 

purchase of the hotel products? 

Do adverts on Newspaper increase the 

hotel's relationships with the customers? 

Does the adve1iisement on Newspaper 

improve brand loyalty? 

Do Newspaper adverts promote offseason 

buying of the hotel product 

Advertisement channel 

Television and financial performance 

Does the hotel consider the cost of 

advertisement to gauge its effectiveness? 

Do Television adverts increase sales 

volumes of the hotel? 

Do Television adverts increase profits of the 

organization? 

Do adverts on Television increase the 

purchase of the hotel products? 
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Do adverts on Television increase the 

hotel's relationships with the customers? 

Does the advertisement on Television 

improve brand loyalty? 

Do Television adverts promote offseason 

buying of the hotel product 

Advertisement channel 

Social media and financial performance 

Does the hotel consider the cost of 

advertisement to gauge its effectiveness? 

Does Social media adverts increase sales 

volumes of the hotel? 

Do social media adverts increase profits of 

the organization? 

Do adverts on social media increase the 

purchase ofthe hotel products? 
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Do adverts on social media increase the 

hotel's relationships with the customers? 

Does the advertisement on social media 

improve brand loyalty? 

Do social media adverts promote offseason 

buying of the hotel product 
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1. c 'HAPTER ONE 

·: 

1.1 Background of the stud)• 

Advertising is considered to be a communication process. The conummication is done through 

different channels to reach different audience. The advertisement information is perceived 

differently by the conS\Ime~s .. ri~is Jo~1i1 qf rt:l!lr~etlng bon~ist~ of both tangiple a.nq intapgib.Ie 

assets which are product~, s.ervic~s and id~a.~. Since advertisement is a process based on the;: 

gener11l scheme of the marketingcomn~unicatiot). process, it uses impersonal media such as 

radio, television, newspaper and social media (Bogdan Nichifor, 2014) 

The effectiveness of advertisement is based on the channel use. The choice of the media channel 

is very crucial to .an organization. This is because the channels are differentin terms of who they 

·· r~aclt, 'cost and .other factors~hat iw~_dt(j' b~ .conslde~ed (Kim~ Hwang, & Fesenniaie~. 200.5). 

pu~ to. the ~iffe_r_enc~s . ~d~\fe.rtfs~_meri'tS. ?~ Ii_~,~~~d by _d(fferel)_t chamtels addres§..diffe:fent e[fectiv~ 
.(lnd co~nitiye pro'ces.ses .a~d .. th~ref9.re:diftf.~¢n,t,ci@ensionsof psychologica~, it i_s theref()re · 

important for .. the five star hci fi Filid~s.hy_·. to undeistana the impact of the advertisement ch~n:nel 
selection. This research now t!_ims to ~onJrib_ut.e to .ti1e ·research in hotel industry ad~er~i-suig 

,effectiv~ness by e¥Cllnining ti!e different clian~els i1sed and how they affect the financial 

performance. 

a. . . . - . . . . . :, 
· Tourism i_s:the .~eco_ug source offoreign e..!xchjmg~ in Kenya after agriculture("Tpurism in 

]<.eriya," 2019). Tr~vei · and toliris'n_r ·i~ K~~y~gr'ew' by ~.G%which beats the average glob~l 

growth of3 .9% and Sub Saharan Africa of3.3%. This makes Kenya the third largest touris~ 

economy jn Sub Sal~ara Africa.aftt;:r Sputh A.tficaand Nigeria(Tourism in Kenya," 2019) 

The Kenyan hospitality industry is expected to grow by more than 8% from 2018 Onwards. It is 

still expected to increase at .§,9%_co~QOJ.!.llcl ~u~l growth rate to 20.6 millio_n visitors in 202~ 

fr~m, 14. 7il}!llion In ~9rz. .five year forecast by PWC states that thirteen hotels with2GOO 

rooms will enter the market aCCO);!llti!t.g fo~ a i4'J:P Ul~re~se in l10tel capaci~y, . There has been 

in~reased traveiler demand ivhichhas .been driven by the position of Nairobi which is an Ea~t 

Africa's commercial hub. The report by PWC has shown that there has been a significa!lt 

.; ... ··· 
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ctitrer2 ntiadon withill the hotels se~ tor specificaliy among the four and fi ve star hotel. Certalli 

hotels were able to host gJqballeaders and ht~emati9~1al conferences helping to position them :as. 

high en~· and wqrld CI!!~S. Kenya has been reported to have the highest number of branded hotels 

in S_ub Sahara Africa topping NigeJ.iC!, ~.thiopia and ~gmzai}.ia who are its competitors i~ the 

tourism market. The introduction of the direct flights by Kenya airways to New York will boost 

travel and hence increase the munber of tourists visiting the cotmtry. 

1.1.1 Radio advciiiscmcnt 

Radio was a mass medium before the invention of.the television and print, it appealed to 

majority of the people back then. Radio has Iiowever b_een considered highly specialized 

medium. Nowadays the people listei1tng to it might be the commuters in the metropolitan. This is 

because majority of the people in the ~etropolitan a~eas use radio so that they can have 

information such as traffic or weather as they are in the go(Egbert, 1980) Despite radio being 

considered an old and o'utdated me iiun, i~: ~till hold~ the audience from large cities and 

metropolitan areas. Conside'ring ~dyerlisi~·g.~ ~pti ~~s lik!! c;!ev~Iopip:g· appropriate COilllilunicatiq~ . 
. m'ix ~nd Cr~a~jni )il~ssages, ~e nipst u's e.q pr\)i119~qn~r' n~ecllt;IU is radio advertisements . . 

HO\ve~er sttidies like(Piiente; 20'i0) 11ave . ~~!m~sted ·titrit radio advertisements is not applicable · 
. .• • . ! ·~ . ~ . ,. • • • . . 

and neither is successful in certain industries like the .travel and tourism. This is because 

consumers of such industry have :a differ'ent reactio~:to a ~service rendered 

Because of how specialized radio as medium has. become programs are formulated so as to 

attract members of very specific demographics and psychographics(Puente, 201 0), organizations 

. therefor~ ha~e to know iri mind tl~eif target audiet~c~ before doing their adverts on radi~ . 

. 1.2 Television advertisements 

Television advert.isement is .consipered to be tl1e n.iost efft<ctive qiedium to influence the 

purchase decision of consumers(Ha_ssan, 2015) Television as a broadca~~ media has been 

considered to be more emotionally involving. This is because it works through a uniqu~ 

combination ofsm.md, li'ght and m,ov~ment. 
.·, m. ·... .. . . 

It is considered effective due to its satisfactory flexibility of rapid broadcasting o_f tl,le message 
. ·--; ,. - ., . 

at ctjfferent times·. Advertisers hO\vey~~ have to know their audience in depth so that they can · 

fonn~1late their. messag~ ·ac6orcHngly ~·Tiils is. because consmners perceive message different!),.· 

.. '· 

-. '~ 
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Fin~s that arc considering television adv~rtisemc~t should consider persuasion and repetition of 

the formulated message for purpose of effectiveness. These advertisements seem to be effective 

as they involve the consumer. This medium has been considered effective for the service 

industry like tourism and hotel industry(Hassan, 20 15) 

1.1.3 Newspaper advertisements 

The print media js one of tllC 9ldest and .most hig~iy. reg,ards;:d media for advertisement. The print 

contributes to providing info~mition and transfer lnessriges which have a long~! i!Upaci op Jhe . 

minds of the consumers. The newspaper is considered to. have such a high level of integrity as 

readers rely on it for factual information. Newspapers seem~ to engage its readers rationally as 

the infonnation is perceived well making-the readers conducive to receiving advertising 

messages and hence impact their purchases . The rationality that cokes with newspaper enhances 

the recognition of a brand by the readers; (Egbert, 1981 ). 

1.1.4 Sociai media advct1iscmcnts ~ 
\.· 

Social media· is a media that is gaiiun·g popularitjespecially. among the millennia!. Companies 
. .. •. ,.. !( 

have res.orted to using the social mediatools to reach tl1eii: c;us~q!ners(Ainin, Parveeni 

Mogh~vvemi, ;Jaafar; &;. M~hd Sh~i6, .26 _i5). ~Dti~· i6 .~e't,:tlsy lifes·t),Ie of the peo.ple, more and 

more people are opting for less televisism ruid more ofthe digital media 

This media is considered to be cost effective because the audience is a click away and this 

therefore prevents firm from spendinglots 9fmoney on it. It is beneficial as the millennia! 

generation seems to have: a huge presence· on thiS·Chaimel- therefore it is easier to reach the 

desired audi~nce eiTecti~dy . 

1.1.5 F_ive star hotels in Kenya . ' s ·. ' , ... 
Hotels are establishments that offer accommpdat~on:, fopd (lnd drinks for travellers, temporary 

residents and other facilities for Ule. tra~}sqction of business. meetings, conference and recre.ation 

and _entertainment (Florence, 2018).This then makes hotels essential to economies. The hotel 

industry in Kenya plays a v_itai' roie (9· its ~copomy as it supports tourism. The hotels are 

regulated by th~ Keny-~ Hqtel a!J-4 Restaurant .t\.utllOritY_ (kHRA) .The general growth of the 
' ' .. . . . . . 

Kenyan economy and touris.m sector'h.as"ied.to exp<illsipn ofl1otels. Hospitality industries have . ' . . . 

tl1rned to measurement and miinagem~nt for tritermHional organizations in order to quaii:ty for 

. ' ·-.. ; ,, 
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standardizations staridard certific.atlon and compaqy_ of the year awards. The ri1anagements of 

hotels in Ken)ra pave p~rfected the purs_uit by focysi11g theJr atte_r~~ion on the coveted five star 

collections and have triggered the need for improved performance in the hotel industry which has 

contributed to the need for improved performance in the industry. This has pressured hotels to 

achieve the coveted five star ratings (Florence et al, 2018) 

The five star hotels offer highest levels ofluxlll)' to its guest; they have range of amenities and 

sophisticated accommodation. In Nairobi theyi~cl~de ; Serena_ hate( Panari, Ole sereni; Sankara, 

Safari park etc . 
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1.2 Research problem 

Tourisn1 is the second income canter for Kenya after agricultme. This tells us that it is one of the · 
. . 

key drivers of Kenyan soCio-economic. The hotel in'dustry also contributes to the Kenyan 

tourism industry. Reports have shown that there . !1as been a declinejn the mimber of tourists that 

are visiting Kenya, this could be attributed to the post-election violence and the teiTorist attacks. 

This has therefore threatened the hotel ind~tstry as many hotels ar~ dependent on the foreign . . 

tourist. This factor has contributed to the reduced bed occupancy rates "vhieh further trickles 

down to low financial pet'fomwnce: Ariothel'possible cause in the decline in the number of ·· 

tourist could be attributed to inappropriate advertising channel that is undertaken by the hotel 

industry 

A study by (Notta & Oustapassidis; 200 1) evaluated tlie effects of the different advertising 

media and how they affect the profitability of the Greek food industry. This study evaluated tl1e 

different advertising channels .. ~he study' examined t)le intensjt)::ofthe different ~hanll~ls and 

how they each individually affect profitability oftlie ·rmn :the resu,Its of the study shin\' that 

televi~ion ' is the only inediun~ that is likely· tC> affec(tlle:profitabilitY ·of the indi.tstr:Y'. Thi~ is' . 

. becattse products of the food industry a~e ex~erience pt9du6ts ' ili~r:efbre television ~w~s effective ·. 

in improving the profitability because ·ofitspers~as1ve na~re. Tlus study sho~vs that diff~rent 
adv~rtising media have different impact on ·tl\e industries toritemed. It was analyzed that other 

factors too affect the financial p~rfonumice of i;1du~tries apart frot~ ~dvertisement it~ elf. A . , . . . 
· question of how the other advertising channels· affecting the indtist:ry and the ·significant 

contribution however little did not really come out in this study. 
~ '. '. : . ,· .' . . . . 

A st11dy by (Hu, Sung, & Ke~ler, 1995) analy~ed the effect advertise·ment on tlt~ cigarette 

company. The study explains that advertisements do not really affect consumer preference nor 

does it affect financial perfonnance_ Despite the,' bim on advertisement of tobacco and its product 

tl1e tobacco industry was seen to have increased sales. This clearly shows that advertisement 

does not in any way affect how consumers perceive products in any way. The study however 

does not analyze how the negative advertisem~nt to be an iinpact in this kiti.d of industry, 

These contradictory findings have mady it qiffjeult to tell if really advertising channels affect · 

· fin~cial performance. A study was therefor~ cond~~ted to :approve or disapprove these 

ftridings . . 

·.· ... · .·. : . 

... •· . . · : -. ,' '.·· 

'·· ·. 
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1.3 General objectives 

L 
, , I • 

L The main purpose of the study is · to. identify. fue efJ'f<qts of advertisement QU the fin~ncial 

perfom1anc~ of a five star hoteltg.Nain;bi . · 

L 
L 
L 
L •• 
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1.3;1 Specific objectives 

1.' 

2. 

3. 

4. 

to assess tlu:! effects of newspaper advertising OI! financial perfonnance 'of.five sta( 

hotels · irt Nain>bi 

To assess t,he efTect .of radio advertisement QI' frnancial Pf:ff6rma11ce ()f fiye,star l1gtels ir1 

Nairobi 

To assess tile effect of television advertisement on financial perfonmmce of five staf 

hoteis. !n Nairobi 

To assess the effect of social media advertisement on· financial perfo'ni1 ant e .o(five 

hotels in Nairobi 

~f • 

I. How has n~wspaper ad vertisement affect.e . th~ fii:l~~{ci.? l :-p~[fori~·a·n·c~ ·of-fiye·: ~'t~r hot'el.s: . . . . ' 

· • · 2: Ho_,'-: has radio advertisement affected the 4.ti_~kia!P~r.foq!li.m2(offlv~~s~~r ~pt~E<¥.~ .. 
'. ~ -~ 

Hmv have television advertiseinent affec'te.d fhe fin~nci.a! perfoi:m~nce: of fW/~tar)oteJ. 
ill: Naiiob.i 

4. How has social media advertisement affected the financial perforrmi!lCeoffiye s'tar hoi_els 

· i11 ~Nairobi' 

1.5 Value of the study 

·. ;fhe ·stp.i:ly may act as a tool for the five star hotds.to,plitn their advertising stt~tegies as tl1ey 

target their preferred audiences using the correct .rliediitm arid focus on reducing cost of 

. ·, ·; 

.; : ·-,: 

. ·•. '· :·.•·· .· ',• ~. 
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advcrti~ement. It can also help the hotel industry to gauge their fin~cial pcrfonn~nec on the 

advettisement strategy used. 

The study will also be a valuable to academics since it will have added to the ·existing 

· infonnation b~ the effects of advertising strategies on financial perfonnance ·or fl.\'ie star 

hotels. 
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i1 introduction 

This chapter has been based qn the .. researc4 objectives. It basically reviews literature that is 

· relevant, theoreticaL fotmdations and the effects of the different channels of advertisement on · 

financial performance of industries. · 

2.2 Theoretical review 

This tries to explain the reteyant theory that tries tq link how different advertisement chaMels 

affects finns financial performon~e ln general based on their saies,oper~ting 1n6o;ne andrevenue 

earned for that financial year. The theories that will be discus'sed in this chapter are; market 

response theory , cognitive theory an~ affective theory . 

2.2.1: Market response thCQ!1' 

This is a theory that measure advertising as a function. It measures the effort invested against 

resul~s gained(Brandt, n.d.). The purpose of n'1arket r~spqnse. th~ory. is to measure !)le reaction of 

. sales and market shore to a certain advei'tising qal'npaign.The theory is further divideq into t\vo 
: . ' . . .. ·. ' . - .... · '• ., ·. · .. · -·: : 

dimensions which is aggr:eg~te afld iJ:tdiyidt,~&\ .dim~nsiori . ~ggi:(:!gat(dij:neB~lC?ll meas.ures ~he_ 
L . ' • •. • - • • 

relationship between m_arkGt daJ? reg~r,ding a~ye~isigg·_sp&~diJ:lg 9!:: t!i~:.~l!.~.i~n?e ·and: brand sales 

or market share while individual dimension measures the. bhoic.~ ·of.~rand o; ·n~6ei: 0~ 

exposures to purchase power(Horsk-y, 1977) . . 

The market response theory uses the concept ofrettirn on investments. The purp.ose ofROI is to 

measure how much is gained by .investing in advertising. This helps investors to determine 

. '''here to invest their resources so as to get the most profitable -results (Brandt:, n:d.) (Hors~"Y , 

. 1977) agree that this theory helps m~agers plan theU: advertisement exp~nsesand co~e up with 

the best strategies of advertising that will earn them a return over a certain period of time. 

,, 
2.2.2 Cognitive response theon; 

This theory assumes that people are rational when making decisionabout their purchase(Brandt, 

n.d.). The model considers two categories ~f g'oqds in the .market, those inv~lving the consumer 

experience and the ones that are r~l~ted to search dm1e by the c~nsi.uner. The ones involving the 

consumer experience are as a result of continued use of the product by the consumer while Lhe 

. ,:·· 

· .... ·. 
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on~ r.elatcd to searches is based on the objectives 'such as price. The model therefor~ explains th'e'. 

!.i•,lk ·betW~flJ14V~r_tising- ~Jld IJQC~~elasticity of d~m flr)4. 

There are two types ~f cognitive responses: ~ irect and indire·Ci:Direq responses a.,-e rel~,;ant to: 

· the material being presenting and can increase persuasion. 

2.2.3 'Affc\=tivc response theory 

This :model .oc;y~9s QJ! t~~.~~motioJ:t.al respQD.Se !!•<Jt--ill!y~l.ti~e•Jlent_f~n W!~.rate: T.his theo(Yr · 

assumes that consumers form tlleir p,refereoces ba,sed od the emotion that arises on exposure to 
the_ ·message. The model emphasizes on the repeate4 exposure on the product to <).etermi1,1e the. 

. :_effect (Brandt, i1.d.) . Studies by(Tellis, 2009) however show· that the repeated exposure .might 
; . . 

~e effectjveness over a cert(!jn period of~ime,: This ." s called cl1e wear in-wear out. 
~~--~~----~ fu order Jo measl!_re the effec,tivene~ of this theory !wo cr~teri11 were eo!_nbined: attitude tO\~'l!'ds 

fldvertis,eg pr.Q.c:[_uc! ~14 intention _tQ. !ry advertised pr_od.l:!et, ·.· .. 
•' •·, ', '"I ' 

. . - ~ - . . ' .. .. - - ' ·---- ' . : ... ·-·-'·1 
Wegener & BraVerman (2004) provided_ {!.Vidence th?t . peopl~.··\vh9)re -iri.a gQodinQ._od 'lik~ .. 

. ·-.-· · 
· · .~dY~!~ .'!hore i nd are .iJ.·on!cap_abfe 3J1d \viiling· tci-pj ocess, the fru:Qrf!i-:a tt~ri th~y hri;e iec~i.~:ed : .: .. ·· 

.. . ;'rh:i-s:!P.ea.fis '.tii(l{\Yh~n -P~~pie are ·i-n go~4· •Jio:od yi~~·tiie \v9fla thrQugji · i-_os_~~~ol~~~-\!__glisi~.sJn{ .: •· . 
. -f"'l ... :.' ~- ~ -. ' - . .. . .. ., .-.~ .... :· .· 
e'1l!.t! ~!.e · e\'f?.!l!S ar9uqd them po~itively, (Garsper, 2004) _, . 

2.3 Empirical review 
···. 

. . 
···,· 

This sectioi1looks at the different channels which include: radio, television, newspaper and : 

.. . : s~ci~! media. The relationship between these channels and financial perforinance is exmn,ined.: _ · 

2.3.1 Radio advertisements 

Radio has been the largest medium for communication for a long time.Jt is able to reach a very 

large population and is very cost effective. This makes it the appropriate medium for advertising. 

There are so many factors that industries should understand when using this kind of medium; 

... there is the growth of other advertising ehmmels and sometimes makes it redundant and old 

fashioned for use. 
.. .. - . 

A study by (Paul, Dihhlon, Bansal, & Bagga, 2017) researched on the effecthre·ness oftadio as . 
... _, 

' anadv:ertising medium. The study -assessed how radio could be effective.fdr busirie~seSin In~ia · 

, .. 

~ :-,. . ; 
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by analysii~gits cffectiv~ness; a primary rcscar~h was conducted through ru~ online survey to 

study the listenership pattern of a consumer. The study also aims to understand what ki.tid of 

radio advertisement of advertisements aired on radio become successful and how consumers 

react to such advertisements. A primruy research was conducted with structured questionnaires. 
~ . . . ' . . . 

The results of this research showed perception of listeners is influenced by various factors that 

allow them to act on an advertisement or not. 

A study by (Puente, 2010) researched on the effect of radio advertising among urban . . 

· commutets.The., study used empirical analysis to analyze the data that it collected. The study .. ··. w '. . . . 
revealed that ~he shQppit)g :behavior of urba11. c9nsum~r~ on retail stores in re.sponse _to radio 

. •' . . . 
advertisem~11.t is highly influe~ced by the physical, cognitive a:t~d economic variable's. Despite 

ri"ct,io be_ing old fashioned it~ radio are still effective even in this time ru1d age. 
'· .. :·: .. 

·. ~ iu:ticl~- ~Y >~rgiiven, 2015) studies the use of humotir in radio advertiseme~ts at19, ho\v ilu1( · ·: · 

' . ' affect~d consuine~s. The: stUdy airiH~:d to .find the creative ' of commerciais and the it effects b~ . . ·. : , .. · .· . .. . . . . . . . . 

· .•• pur9~ase: det isl<>.ns us.ing ~h~ 'conte.nt analysis. techniques. The fi11ditlgs were that th~tradio : 
crerit~s - d1i~ eAiotf;·nal con~ecti~m witli. its 11ster1ers. Consitm.ers that are in~olved emoti~milly in ·• . 

. iu1 ad~ertis~ine~it '~ereseen. to 111a·k~ a purchase made. The inore impersonal an advert l~cks · 

connection, the less of an 'emotional connection the consumer will feel. The loyalty and 

co~n:ection . that listeners feel when listening to the chosen radio host means they trusftheir : .. 

. adviC:¢ ~nan advertisement and are heavily influenced. 

·fii fetevisioh adver1iscments 

T~ evision is the most prominent modality for the transmission and reception ofvideo content. 

· [f<~l~:v:isl.gri a~ver~seineJi.t is J:On~!9ei't<d to be !.he niqst ~ftedjv~ tnedium tq_ inflt~ence t!~~ · 

· Il.~fchas~ ~ec!sion. of <,:Q.!1Sl!mers(H_assjll1, _2015) Television as a broadc~media has been 

considered. to be more emoti~nally involving. This is because it works ~1rqugh i1 unique, 
;. ' .. .· ... . ' . - . . ' 

. ~omQ.inilli9!l Qf s_qund, light an~ mo\1ement. 

:._. ·. 
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A research by(Notta & Oustap~ssidis, 200 1) studied the ad ':ertisement of food products on 

television and the effect it had on consumers. The research !ln~yz~ tl~ ~ati'ng behavior o-f 
• • ~ r ~ 

coii~wners· or th.e purchase o a fOQ.Q, product after being exposed to it. The results showed that 

their behavior was heavily influenced by the .advertisements. The study used the quantitative and . . . 

qualitative method to analyze data .The res~arch concluded that exposure to advertisements 

influenced buying decisions of consumers f!§.. it aid.§ recall of branc!s at point of pitrchas~. 

A research Q)" (Smimendra, 1018) studied thee:ffectivt;ness of television· advertisement on · 

purchase intent of yo ling people in the fc1shion industry on exposure to adverts. The research 

focused on certain products·advertised and how it gets the brar d awareness it needs. They used 
. . ,; . 

data from random cross-section sample to analyze data. The con<i_lusion ''las that adverts he!p in 

enhancing knowledge about roducts brands and availabili~y. Th. research noted that 

advertisement quality and timing directly affects consumers . 

. , . 

2.3.2 Newspaper advcrtisenieiit .· · .. . . · : ~: ,,. 

A study by (Gur~~ & Buti~r,: zol2}has analy;.edori. th~ immediacy, flexibility and relative .. ' . ' · ' . . . . '' :_ .. ~' . . ' . . . ~ . . ' . . " . ' . . . . . . 

econo~)' of newspaper adyertising in. busii1esses. The study assesses how newspapers can be a 

useful ~ooi in' gener~ting bu~inesses f~~ vario~~ compa~ies. The study re~lized that. newspapers 
. . . . . . 

are relatively cheap and are .arrdrdableto everyone; this therefore makes it accessible to all 

audiences hence m~iJ1g itthe best tool for advertisement. The study used the quantitative and 

qualitative method to analyze d.ata collected,. Nev;rspapers are rational in nature and therefore 
' . ' ' ' . 

engage their consurners orreaders in a rational manner, making it an effective method of 

advertising · .. . 
,,: ·. ' 

.·, 
•, 

2.3.4 Social media adver1isement 

(Luo, Zhang, & Duan,20 13) did a ~tudy ot~ the effects of so~i~l medja advertisements and the 

imp!}~t they have q~ the finn ~qujty. The study scrutinizes the pr~gic.tiv~ relationship betweeq 

social .~edia an,9 fJim egY.ity \l{llu~, tb..e t:~a~ve effects of ~<?Qi~lJl!~Ia. cc;>inpared 'vvith 

conyen.tlQ!lai o.Qjille ~.~i;~~j(mial in~·~rlcs_and t4e dyn!J.mics of tiles .. elatiCH:!~h,lp~. The study used ... 
. . ,.., - . -: . · .. : ·-~ · ~ '. ; ·:-. ' : . .· . . . ...~ 

·the vec_tQI auto regression (V AR) method to analyse data. Results §ho\v~1at social med,i~ · 

. ' 

.. ·. 

. ' 
# ~ .~· •• -1 

.. . . 
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,based in(;!tri~. were a signi:ficantJ~ading indicator of r¥m equity va!u~ wh~n compared to Googlc . . 

searches which had a weakE!r predjctive relationship to finn equity ~11an !\OcialtrH~dia. This is 

because social media had ii wider reach. 

m . 
A research by (Smits & Mogos, n.d.) Sh~died the impact of social media on business 

performances. Analys~d I}~'Y :~!l4 wlmt (;!f[ects so~ial medi~ has .on ~usiQ.es~ei.The study 

analysed hci\\r and what effects soci'id media has on businesses. They shtdied a gami!:'lg company 

and reviewed that the company was able to make more sales when it was advertising on social 

· . media. The shtdy used !Uixed r~s~earch rilethod including qualitative ·~miJiysis b~~ed'on ihtervlews 
.• ·-.4 ,. .;.. .,. -· . 4 . 
and qil\ll~ti.!~~~y~ a,J!Mysi~ to analyse data. The findings were that use of,spci.E!l ntegia- ~nha_!lc~_s 

~~§Y ~~ei:nth_a-~!l~~l§.s ;cqgfdinhtioJiJ>~iwe~p i'n!~rpal and extemal _bl!:sipe~s :P,rqp.es.sf~. ·. 
. . • . ' ' ! . 

·-.. -.· .. ... 

'-··,_·· .. 
. .·. 

· ... · .... . 

. While various · authors ' show advertising channels have. rut tii.e; :financial . ._ .......... 

J:l.erfqmi'anc~(Egbert, i981) very little attention is given to the specific variables Jh\lt iea_d to·J:h~ 
imp.roved financi?.l p_~f.fprm·rutce of. Vte industries. (Siong, n.d.) Showed the e~tent t~ \vhich 

. . 

various advertising channels had been used by industries in gauging the finrutcial perforinance but 
. . ' . . . 

withmixed feelings :·. 

. .· 
The review showed that much concentration had been directed to social media and television, for 

· . instance a study by (Tellis, 2009) while Radio and newspaper had received little attention in this 

setting despite findings from other scholars on the increasing use of these tvvo advertising charmels 

by industries. The existing studies on effects of radio and newspaper did not clearly show how the 

financial performance of tlie industries was influenced but focussed on purchase decisions. The 
. . 

review also showed that studies on this study area among five star hotels il{ ~~nya yvere, .limited . 

despite them b~ing recognized as major advertising channels. 
~ . . ' 

I '•', 
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A study was therefore COI~ducted to check of the effects of advertising channels on the financial 

perfonnance pf fiv~· ~t4r }l_otel~ in !'fajroqi was crucial in order to approve or disapprove the 

varying vievipoints on this study area which would lead to the expansion of the body of 

knowledge in this study area. 

··. 

2.4 Conccptu~l framework 

This is a model where th~ relationships ,betwee.n the ;variables are ·tt_xplaine_l Radio 

advertisements, television advertisement, newspaperadvertisement and social media 

adv~rtiscment are the independent v~riabies while finan~iai pert'6rinan6·e ofhotels is the . . . . ~ - . ·. -·.. . ~- . . . 

dependent variable. . . . .. 

··, .- . .. . , 

·' : · ; 
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FIGURE 2. 1 CONCEPTUAL FRAMEWORKS 
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2.6 Conclusion 

The literature review chapter illustrated the theoretical background and. conceptual framework. 

From the literature reviewed in tlus cha ter, tlwre seemed to be mixed feelin:gs with regards to 

the influence of advertising channels on t~e ffuancia l_performanc~ o( ftye star. h_otels in Nairobt. 

There were suggestions that radio adverts ';vere the least effective when it came to financial 

perfonnance. 
·.: 
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: J.l Introduction .. . .___,____ .. , . 

~bi~Qh-apter. talks of the n1ethodology that was used to carry O!~t tli.~- @.!d);. It describes the 

research de~igD, population and samiJie, data. collection and data anaJysis. . 

. ).2 Res~r<;P,Jl~!ign 
,_._.·., ••• '1. ' •• '- :. • • . ,~ • • -- • - • ' .. ~ f.' ...... . •. ,-.. ·--· . ,. ... ~... ~: ..•.•. ' ·. 

··' f... te~~~rcQ. 'qe:~igri .is not jt~st a w9rk_pJan; a ,vprk plq_n details \vhat ha~ :tq_ P.,e' if.o.P~~:i9 q.qi~P.!.it,e, tl;,~ ·' · 
·> ' f' ' ~- • I • ' '·I _.., • ' ', ' . ' ' ' • •' /: .. • ~ . ': ' ~ .< , 

·· proje~ Tl_1.e f!!I~c;tion of aresear~q design !s· to ens~re that the .~vid~ep.qe~ obta~Jl~.c;! .(;na~les us lQ 

;:-· .:· 
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. ' p.ps'Y~!. ~i~ iq~!~t: qJ:Iesti6!1 ·~5 t_~ant_bi~o~1sly. fl~ poss_i~le (Silva, ~9 17). This desi~~ is importa11t 

· , ..• ·:~o as '~'e could explq're how the different channels of advertising ~ffect 0~ fi~~aii~la! p~·rrpmian~e' · 
. ()f fiy~ star hotels: 

Th~ !~search-d.~sign that was employed in this s_tudy was d~scriptlve, eros~ ~ectional [_un~ey . The 

P,esiim: aiins at de.scribirig tlte subject by i.lse or" data collected to its f;eg!l~:;nci~s '9h. re~earch 
.. v~ria't:>~~s·. The subjects of tile study .,were the top inanagers of tlu; five star hQ.te_is: in Nairobi . . 

Cross sectional survey is described as a teclmique that is used to evaluate the relationship 

between variables and correlation studies(Silva, 2017). By using descriptive ~ross sectio!}al 

~urv~y, "questions .. vere p"o~ed to the respondents being studied titus faci!itatl~g the ~nv~stigations . 
that ~nswered the res~arch guestions . 

. 3.3 Populatio.n and sample 

. t\. pgpqlation is defined as 'the total respondents under the study focu§ )vb_i~lt . C.~ h¢Ip -~)e 
.. fese~rcher to achieve tlt_e i,ntende~ plJ!"pOse. Popu.latiori de_fi1~es tlw· el~h\.ehJ~ that~re :\vitl!i_~j.h~ 

. .. . . ~ .. 
· .. :. . · .. . 

:. 

·;. ··.: • • ~ :;. .. 1,• ::' __ .. ' -~ •. ··.' '. 

'' ... ', ., ~ ·' ·.·:·· ' 

! . 

.. · .. 



: r 

[, 

L 
·t 

··.·. 

1 ,. . . . . 

l 
L 

L 

l 

L 
L 
t 

':-':. 

3.4.1 \r alidity 

In order to achieve content villiditi thei:esearcher s_ought a~sistance 'frorl! experts; supervisor 

who helped in the' development of questi01maires so as to ensure that the data collected was 

relevant in answering the questions under the study. 

~.4 .:i Reliability 

The respondents involvecr fire. able' to aniv~ at the srune. res'ults i(they use the sarne instrurnents 

under the same circirmsta_nces. This res~~ch ug:s the ~ron bach 's alp_ha test method to check for 

reliability. Cronb~ch ' s _alpha t~st is used to measuq~·.con~ istenc 1in a set of survey options that 

the researcher believes measure the same construct ("Cronbach's Alpha," 2008) 

3.5 Data collection 
. ~ ·. ., . 

•; ,, 

The questionnaires were carrleq . out either qio'i1gl1 · emails, ·word of inouih and on social media by 
...... . : t • • • • • \.. ·. 

creating various links so as tq engage_ as many . p~opJ~ as po~sible, Follow ups were done to 

. · ens~·e that the questiOJ).s asked w~r~ -~vell unde~stood ,and they \¥ere notha~ring trouble . 

answering them. This was alsotomake .sure that the questions ·were answered within the given 

timeframe. This ,vas d~ne to ensure th:iit. they were valid and reliable for this study. 

3,6 i>ata analysis 

Data analysis refers to th_e 'prqcess gf ,data· r,eduqing;'sumt]l<\ri~ing, _pa!tem exan'iination and 

statistical evaluation iu:_c_~~~.a.rit~ .R~~ye :qr ct!~approve h)'PPJIJesi~ '(GQ_op~-qnd fu:hlridler, 2006). 

The data collected was checked for co!!!Pieten~ss and errors in the entries. It was then ar_talyzed 

using the Statistical Program{9.r So~i~l -~~ie!)ces (SPS~), which is _the statistical program 

commonly used in research stu ies and has also been used in pre~ious research work that have 

focused on a similar topic. The data colle~ted \~as coded and categorized to make it e~sy to 

analyze and make conclusions ~d meaning of the ~d~ta. Che'cking of enors ~_efore data analysis 

was undertaken to check for "orrectne~_s'.of da(~ i11p~t to the system_. 

3.6.1 Dcscriptiyc $i~tlstic~ 
· ·, .. 

. .. ,, 

· Tlii~ wa_s u~ed to analyze_ the gbj~~h;e Juiract~reitising channels have an effect on · tl~ fin~ri:t.i a.J 
perfq_r~arice of fi~e ,star hoti}s 'in Na)r~bi_._Jh~ mean and standard deviation were examined in 

i _.: .. · 

·, ' 
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this case. D~scriptivc stati~tics financial perform.ances of the fi ve star hotels .were also extracted. 

Information related to the demographic characteristics the hotels was sunimarized in ternis 

frequencies and percentages . . · 

· .,. _ . 

. ·'. ' ... ~~~ . 
,, ·. ' ', ··, :,,>i,' 

· ·. · .• 4 1::JiATA..' A,N''f\~)'S~$ AND PRESENTATIONS. 

·- . i t j ntn >duction • . 

: - Thii ittclctded th'e . deinogr~phic inform~ti6n :Of th~ students, descriptive statistics or's~tial~edia 
.. phitfotms, c6rrelation 'and regression analysis as well as a summary of the ch?pter . 

. . ~ 

· ~j d~inog,~aphic 'iiiforiAat_ip_~ 

Jh,i~ _sec.tiOfl discussed the informatio that describes the characteristics of the managers of the 

five star hotels. This included their ~ge ~gender le!'lgth of servic~ with ih~ hotel, }eve! ·of 

education and we also looked ·a_tthe duration of the hotel as a five star. 

4:3.1: Lev~! of education · .. ,_ 

i ills 'sbction sfudied the ievel of education each manager attained, tltis was essential-in tlt11t._!t · · ·. 
•''• ·' ' ' '· ,. '•· . ,., ,. •· • • ' , ' • ' .• · I '.• 

helped the research to identifY if tltey \Vere well versed witlt the advertisement channels and if · 
. - . . . . 

·': . '· 

.: , 

~. . ' .·, 
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they underst~od how each channel individually affected the tmancial performance of th~ hotel. 

. This was also necessary in that it helped the research to knO\-v if the hotels really hired based on 

the qualifications too or if the considered other factors in the advertisement and marketing 

department. . 

4.3.2 Length of service with the hotel 

The study included in the questionnaire the length of the service of each manager with the hotel. 

This was usefui in that it would help the research to know 1fthe person is well versed \vith the . 

activities of the hotel. The longer the length of service the more answers we -..vould get. 

4.3.3 Duration ofthe hotel as a five star 

The research also included a section on the questionnaire where it asked about the duration of the 

hotel as a five star. This is because of the competitive nature if the hospitality industry which has 

necessitated the rauipant growth of five star hotels , A hotel that had beei1. in. serv.ice for~ longer .· 

. tie\J~s : h~Ip~~lin ;~~~ - research)n that it would bring out tlie ~Cimileffects ofthe differe~t . .. _. . ,. . . ' ' . . ... 

. . adveit,isii;lg,~hal:mels qp ~tJ!~ ftn,~QiaJ. perfonng~_Iice of tl}e !)d.~~( over i!~t 'teng_tJ! p{ time. . 

4.4 I)¢iicfipti~;e· an~Iys'!s . 

This section pr~se;1ts descriptive the statistics pertaining t~ tl1e extent to ·which five star hotels 
.· · '• ' . . ··-· 

use advertiseiUent iiiStnunents such as radio, television, newspaper and SOCil'tl media pertaining .· 

to theirfi11ancial perfonnance . 

·.. ' . . ~- . . ' . 

4A.l R~dio adve11s and financial performance . . . 

set ~f eleven questions representing different aspects of tile extent to which radio influenced 

fmcytcj~l p~rfo.nn_ance of fi ve star hotels were presented to the respondents and they were in tum 

. requested to express their degree of agreement on a Likert scale. This was ,where I r(!pre~\'!~te4, a 

. sl:!:ongly dis1).gree, i was disagree, 3d as somewhat. agree, 4 was agree and 5 was strongly agree ... 

The respm~dents \V\'!re requested to indicate thyir level -of~g.reel_llent With the number pf q~esJ!9n!:\ 

administered. The results that were gotten from the questions answered were de~cribed us'l.rig 

· .. descriptive statistics where tile m~an an~ stanqarcl deviatio11 were examined. · · 

' . ·. 

· .. :~. . 
'.' .• 

. •. 
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shown in Table 4.2, the overall mean was 2.35 whil~ the sta~dard ·deviation was 1.5 . This 

implied that overall, the respondents disagreed that radio influences the financial performance of 

five star hotel. 

. 4.4.2 Newspaper adverts and financial performance 

A set of ele,·en questions represe1~ting difl~rent a~pects of tl1e extent to which Newspaper 

influenced finanqial pe[form.an~e of fi ve Sl?{ hg!el§ were. presented !.Q the respondents ru;td they 

were in turn requested to express their degree of agreement on a Likert. scale. This was where 1 

reP-resented a strongly disagree,~ was ~isagre~ 3 W omewl1at a~ee, 4was agree ~nq 5 was . .• . 

strongly agr~« ... The re_~ponde_nts ~vere requested td Indicate their level of agree~enr witi! the 

number 9f ues!-_ions administered. The res.ults that '1-VC e go~t~_n froni· ~1e questions answered 

e~ruhined . lfhe r~sult~ were first described using descriptive statistics \\rheie mean.ands t8f\dard · 

· 4evi<iliQil was ~Q!:n.Rttle9 to, give ih~ extent to whiCh r~dio.:ad\,erts : iiifluenced financial 

performance. As shOWil il~ Table 4.3, the oveniii I~C~ ~v~~ 2.89 ,~iuie tile standard deviation 

was 1. 7. This implied that overall, the respondents disagreed that ~eievision influences the 

financial performance of five star hotels 

·. ' 

4.4.3 Television advc11s and financial pctiormancc 

A set of eleven questions representing different aspects of the extent to which Television 

influenced financial performance of five ~ tar hqt~"rs, were 'presented to. the respondents m~d they 

were in turn requested to express their degree ofagreement on a Likert scale. This was ·where .i 
. . ··, ' •'. . . - .. 

repre~_ei~te4 a ,strongly di~~gr~e, i was ~Js?gr~,e ,"G' ms s(;>gu;what ag~ee~ 4 was agree and 5 was . 
. , . , , - . ~ ' ·. . I . . , ' 

stfo_ngJy agree. The r~spgnde1its ~veri requested )'i-to..,, · l"!l!""d';;~-<;:a_t_e~th-:-o_-..e~iroo:.l-e-ve~l""o~f::-a..,.g-~-e-~-m-e-n-t ""w.""i~~.! the 
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uesticni:s admit1istercd. The results that were gotten from the questions a~swcred .. 

were described using descriptive statistics where the rtea_n a.ncf~tand_<!@ 'dev 'atfun wer~ . 
examined. Erhe results were first described using descriptive statistics where [!tleari and·standarQ: 

cleviatJo was cot~puteg to' give the extent to which radio adverts influenced financial 

performance. As shown in Table 4.4, the overall mean was 3.36 while the standard deviation was 

1.83. This implied that overall, the respondents disagreed that newspaper influences the 

financialperformance of five star hotels. 

4.4.4 Social media advetis and financial performance 

Aset of eleven questions representing different aspects of the extent to which social rnedia 

influenced fmancial performance of five star hotels were presented to th<:l_ respondents and they 

were in tum requested to express their degree of agreement on a Likert scale. This was ~vpere· ); 

. · ;~;e;etft~<! a ~&.q_rgljr .'dis.agr~e, 2, was .. disag~ee·, 3: 'v. s . ~oni~\V.!1~t ?ir~~. 4 was agree·~~ ·5.\,,a·s .. · 
~- f\: ":" • ' '· ~ ; ~ ' ' f •' ' '· • • ,~ • ' ·• , ' • •, : •' I '•, :'- ' ·_' ~ ;:· ~ ' 

. Str'f>!igly ~ag!:e~. · Th~ _g!_spond~nts '"-'~r~. requested to i~1cj~~te .thsjr l~veL9f agreeme'ilt ,:Vith the ; 

i:leviati~n \Vas c~_ll.!.P.uted to' give the extent to which radio adverts infiue~ced fm~dill 
perf~~~nce. As shmvn in Table 4.5, the overall mean was 3.84 while the standard d~·~iationwas 
1.94. This implied that overall, the respondents disagreed thilt social media influences' the .. 

.. •: .· . · . 

:) . 

-;·_ .. · 
· ,. 

.(inruiC.ialperformance of five star hotel. 

4.5 Financial performance of the hotels m .. 
. From the ~bove information collected. It is observed that clearly the advertising channels do n9t . 

have such an influ~nce on the fit:~ancial performance of the hotel. Other factors have to be 

. considered by the five star hoteis in Kenya apart from just the choice of the medium". J'jle 
. ' 

advertisement should include the message and also how frequently the consumers of such . . 

advertisement are exposed to the message. The five star hotels should consider the ~~inb~iltion 
· ·of t\v9 or three advertising chimnels .to determine this effect on its finru1cial perfoiinance. From 

< •. :· · 
· the study done it is observed at adveitising on different chatmels with ~II qtherfactors heJd 

- -~ -· -~.. ; ; ; ·,: 

· . .' 

. ' . 

\' •. 
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. c"ontributes to ~ g_ostti v~ attitude towards brand loyalty which in one way or ai1othcr could ~ow 

influence the munbcr of sales hence increases financial perf(mnance of the five st~r hotek 

4.8 Conclusion 

This chapter has provides a comprehensive account of how data gathered was analyzed iri orde~ 

to aiiSwer the stated research questions. The first objective of the study was to establish the 

, extent tq w.!}ic~ to which radio adverts influence the financial performance: From the m~ans of 

· .. ~espo~se's ai1d $:tai1dard deviations that were ~alculated , i cati. be said that So~ial media ~v~s t~e . 

platform used to the largest extent in order to influence financial perform~nce of the fi ve star 

iwte! followed by Television then Newspaper and Radio which was least utilized by lh~ hotels : 

to advertise. 

The second objectiv~ of the s ~udy was "to. examine tl1e extent to which Radio ipfluehc~d tl~e 

fmancialperformance of the five star hotels . The sti.tdy found that Radio P?d ~ weake·r 
.- .- f- •• ~- - - .... - -~- ... ~ · -:-·~·.·,..,_,, , · ·~- ' . ' , .. • · .• · - - - -~ 

. ~~lati9.t1sl1ip'_ 'Y !Jiffrnajl~ialp~rformanct:. This could be because of radio being im outdated . · ,; · . 

: .~ciedi~~Tor a'd.ve~tisement. Th~ ciudiel).Ce of five s ~ar hotels .could possi.bly not be ;cac~~~·o~ this. ' 

.·, .. pa~icul~r ~·pe, ~fmedim~. The third obj't:_yti~re of the s~tldy sought to determi~e ihe eit~J1ftq 

. . . ... : . : . . : . : . . . . . . . . . . . . . . . . . . -~' )_ . 

·: :"' rhjch'f,bvs . ~per influenced the financial.The study found that ne\vspaper had.a '~eak.inri~ence ·' 
. . 

on financial perfon~ance . The fo.urth objective of th~ study \Vas to.ex1:Ulliiu;, the ext~ilt tg which 

·• T~le~ision influenced. the financiai perfoi·ma_nce of fi ve star hott::ls: Th~ st11dy found that · 

.· .. tel~visimiadverts have a strong effect on the financial perfonnance offt\~~- s,t~ ~otgls. This i~ 
·. bec.ause television adverts are visual and allow for consumers to process the mess~ge being . 

' . ' ·. passed across. It Wi\S determined that these were one of the best channels to advertise' "~l.fu when 
. . ·' · . .: . ' ' ·,. . ... . ' ··. 

. it c.orries to hotels and things like tourism. This is in relation to a S~Idy by (Stafford & Day, 

1995) where he talks of how medium appeals to consumers and he agreed that television had a 

combination of both sound and visual which stuck with consumers. 

The fifth objective of the study was to check and examine the extent to whicK social media as an 

advertising medium affected the financial perfonnance of five star hotels. The._study fomid. th;;~~ . 

soCial media was. one of the cheapest medium to consider advertising on. This wa~ inc,luded .in 

. , . th~ questimmaires where the respondents were asked if they considered cost. of ~1e medium , . · 

,: 

.\: pefore advertising_ to gauge performance.The responds on social media \Vere differe~t in that It · 

. \ vas seen as one of the ~heapest ways to advertise as consumers were easy to -~each. The only . 
. . . 

. : ' 

·'· · .. "' 
.··· . , . 

' ·.·. 

-. ·.· 
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cost th~t could be accounted for co~ld be the usc of influcnccrs on social media which happens 

to fall on a different criterion. 

The study examined that five star hotels did not hold a major preference for which mediw'n of 

advertisement, however the results found that television and sociafmedia majorly influenced the 

hotel bookings of the hotels. 

.: . 
· .. · .. . 

·-.: 

5. DISCUSSIONS, CONCLUSION AND'RECOMMENDATlON 
. . ' . -·. . ... -· - ·- ... 

This chapter of th~ study presents dis~ussions of the findings in the previo~s ch.flp!_er, It also 

includes !l!_e recommendations, limitations an9, suggestions for the study in the future. : 

5.2 Discussions of stud)' findings 
I , 

TJ!i,s .ie.cdbn of th~. study presents the ~isc_ussion of the 111<\ior fmdings of the study; the 

.. ·' · 

.. , ·discussions· are in alignment :with the objectives of the study. The discussions are presented first 

: :~ \viti~ the. prim~ ~ndings of the study which arc~ later compared w·ith the revie\\red I1t6.r~tuie in· . 
. . . .. . . . ' . . - . - __ , _· ,. 

' the second chapter. 

·, · .. ·'· .. '- . 

. · 
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5.2.1 Extent of usc of advertising channels to influence n·~ancial jJcJformance of five stm; 

hotel 

The first objectiye of t.he study: sought to establish the extent to which advertising channels 

influence the financial perf9r111ance of five slar hotels in Kenya. A questionnaire was. 

administered where the five star hotels in the students were asked to state their extent of 

agreement with a number of items pertaining to the influence of each advertising channel on the 

· fmancial perfonmince. · 

The descriptive statistics obtained showed that social media had the highest overall mean of 
. -

responses score of3.84 followed by Television with a mean score of3.36 a~1d then newspaper 

with a mean score. 2.89 and finally radio with a mean score of2.35.These findings implied that 

the hotels \vere aware of the effect of advertising channels in their fmancial performance. The · 

findings implied that Social media and Television had a major influence and was widely used by 

inosthotels ·to market themsely~s: . 

, :-· , -·, - ·: , ~ . ·. ,; ' - . . . , , . . : I ' • , • , . 

. : 5;2.2 Extc'n_t of use of radio to. inflU:ence fin~~ci~IJJer(orm~nc~ of fi.Y!; st!Jt ·hq_t~J ._ . · · ~ 

. ~h~ st~g~1 s~u~ht to .exruni~e the ext~nt to wi1ich ~adio a.s an advertisement charinel influenced · · , :· .. 

. :(Jl}anci~.i p,erfonnar{~e· of.[tve h_gtd.s .In Kenya. :The study found that Radio has to som~ -e~tent 
·' significant ru1d positive ~ffect on the ·financial performance qf the five star hotels. Radio however 

is an ~po~tant advertising chimn~l used \.vhen the hotel intends to build brand loyally \vith its 

consuiners. The findings s~pport that of (Puente, 201 0) who found radio as a me~ns ~f ; 
a~,;~~tisement that does support buying behaviour of products advertised. It is not a tool that 

lvouid be of much .effect as hotel advertisements need to be as visual as possible in order .to 1~ak~ 

an impact on their consuii1e·rs . . The stiidy ' s findings support that of (Paul et aL , 20 17) who aireed 

-·. '.: ' 
---:·-

that perception of listeners was influenced by various factors that allowed them to act to on the 

advertisement or not. He continuecLto state that effectiveness of radio as an advertisement 

channel would be that it played on i:lle right chat~nel, at the right tie at the right frequency which . 

was mostly. not achievable tl1erefore effectiveness of radio as an advertisement channel was 

niinimalespecially on fmancial performance. The study also examined that radio was a good tool ·· 

for. one to build b.rand loyalty and connection among the consumers of five star hotel 
. '· ' .. . - .. -~ ' . ·;··. -··;. 

- ~ .. 
· ad~ertiseinents , · 

__ . _.. 

; ·· .. · 

-., .· 

;. ~.. . 

,,_·. . ,-, 
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5.2.3 Extent of us~ of newspitp.cr to influence financial performance o'f fiv(! s'tar hqtel 

I he study: sought to ex?_tni[l.e the extent to which newspaper advertisement ir}fluenc~d· the . 
. ' . 

fman<;:ial performance of-five s~r ho-tels in Kenya. rrhe study found tha~ newspaper influenced 

,the fmancial performance in a p_Q§iti\'e arig s !gnifica11~ way . The fmdil}gs also showed that 

newspaper had a significant ~1fluence on interest income, total operating income and reh1rn on 

assets as well as the overall financial performance ofd1e five star hotels . The study 's findings 

,,;ere in agreeme;1twith that of (Egbert; 1981) who found that Newspapers seems to engage its . 
. . . . . 

readers rationally as the iirformation is perceh·ed well making the readers condti'cive to receiv ing 

advertisillg messages and hence impact their purchases . The rationality that comes with 

ne~v;paper enl1anc_es th~ recognition of a brand by the readers. (Egbert, 1981 ). The studie~ aiso 

support findillgs by (Bansal &Gupta, n.d.) Who are in agreement that newspaper adverts to 

some degree influence the sale of a company? This is because the information received is 

deemed to be rational and hence. engages the readers who are the consumers of the ·adverts . 
. ,. ,· 

·, ;: • • : • • • '• ·•' • . _· ••• •• ' ' ,... • ' ' • • • ' ·- •• f '•· -.,. :_. 

5.2.4 :extent «;>fuse oftcievision to influence f1n.ar~c!!il perf.orm!\~l.ce of live star _l;l_oW · ·· 

' Jl{es~gyJ s~u~ht to ex~mine tile ~x'terit to '~hich tet~vision adverts influence ftn~ncial . 
p~~fQ~I~ali~i_o(fiy~ stgr h.o.te_Is _in.Kenya: T~e study found th~t Television adverts p_o§itiv~y · - > 
. . ~ -·.' . . . ' .. ·. ... .. · . . . . . '. . . . 

~nflu~n~ced. t,h~ [!n~ci~!.fp_erfqrin~fe of th~ hot~js li~ study. The findings found that televisi~n , 
. . . . . . . . -· 

. had a positive iilfluence on the in~erest income, total operating income and returns on. assets as '. 

well as tlle,overall f!f!?!ltial perfq_nna.~c.~ of th~ five star hotels. The study's finding were in 

qgreeinent witli (Shachar'& Anand, ttd ,). The conclude that exposure of constuners. to television 

advertiscmen·ts llea,rily influeticed the' recall of a brand and this led to purchase ofthehotel 
. . • ' ,. . ... 

p~oducts h~nce high ope~ating in~ome of a hotel. The st11dy are also in line with the vie,vs ~f 

(Krugman, 1965) who agrees tl1at the combination of botll sound of visual products to 

consumers of the adverts was seen to be influencing purchase options and choice ofbrand. The · 

srudy also agree with the study of (Deng & Meta, 20 18) who stated d1at television adverts were 

seen to raise profits relative to show level targeting of the finns that use it as a medium of 

advertising:. 

5.2:5. 
1 
x~en.t _of usc of social mcd_ia to influence ,On!i.'!ci.a_l pcrfoqnan.cc of fly!-! ~tar. 9QJels, 

. irh.~ sw4.Y' ~-o~ght. to examine the extent to \\:hicl{ social media influences financial perf.ont1ili1Qe' . 

: ~ffiy~ '~ia'r .. hoteis 'in Kenya. Th·e stitdy, fo~d that social media positively inffuenc~.d, til~ ~~erall • 

,· t. 

'• ·,' 

.. , ,, .. , 
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performali.G'e_ of five st.ar iiq·t~ ls i ~ Kenya. Social media was seen to_have a significant iitfltJence 

on interest in~:;ome, total operating income and ret11m on assets of the five star hoteJs in Kenya. 

The study l1Jl9ings ~rein agreement \yith the fmdings from(Anderson , 2012) who found that · 

social media was th~ best tool to market products or services. This was due to it being cost 

effective and adverts being able to reach consumers quickly, either a retweet or a like or even a 

share could get an advert trending depending on its quality. They also support the study of (Smits 

& Mogcis, n.d.) Who r~viewed that a coinpaity was able to make more sales when it was 

· advertising on sociai media. The study is a.! so in line with (Anderson . 20 12) whose fin:airtg were 

that hotel bookings improved over time after consumers were exposed to ratings of the hotel on 

searches which had a l'{eak~r pred!ctiver elationship to fum equity. than social medi?. This is 

because SOCj~l n:t.ed_ia had a: wider reach. 

. . ( .~. . .. .. . 

"·:' 

a· ... - - ... ,. -
p .J~Conclu~iol_l~ of t_he StJJtl~ 

A~cording to Pt~ ~tu_q)1 findiitgs, the study po.ric}ufle.fl .that advertising channels under 

·] . . .. . · 

· ·investigation nainely radio; television, ne\vspaper and social media significantly explained the· 
.. ; ' . . :. . . . .:; . . . ' ~ . : ~- . 

·variations in the or the extent to which they iitfluence fin<l.!tcial p~rfqrmance_of the 'fi~ g_,g 

hotels in Kenya. Jlje stuciy concluded l:ha~ Social media had the greatest influence on the 

financial perfm:!l}aitce while radio had the least influeitee on the financial performance of the five . 

variability in the fin_ancial _ _p_erformanc;e of ~e ~10tels. Thes~ conclusions are iq line with the 

findit1gs o((Si~n-!p1.d.) Who found that financial performance of each hotel was impacted to a 
· differe~t exterit by advertising channels?However, the conclusionS-arise from a study (Tellis, -·· 

. ·.: . . . . . . . ' . 
2.009)that there was rio relationship between advertising chrumels and financial perf.or_mat'!.c~.f 

..... . ·~· . ,. 
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!he"h~til§ : file -~ tudy' concluded ih?i ~dve~tising is not the v~iablc of choice for inc~·easing sales 

or financial perfonnance bitt rather tllis was to build customer relationship and brand loyalty 

which in long term could influence the tmancial performance. 

-p .4 Jiccommenclation~ of ,the study 

:The study recommend_s that businesses and firms need to appreciate the potential of the various 

advertising charmels to complement each other ip. ii!:fJu_encingflnancial perform_ance .of th~ 

industry. Tl~erefore, the study recommends thai 1tis cnicial for these businesses/fmns to ensure 
. . . . . . 

that they exploit the advertising channels av~ilable to entice or impress their target markets so as 

· to achieve greater success in ti1arketing.theif pro?ucts/services, brands. 

The study also recommendsthat the management of various businesses or finns can apply the 

insights from this study for de~ision making purposes regarding the most suitable an efficient 

advertising channel to use in marketing and reaching out to their targeted customers and what · 

· ac.tioh pla!lS can b'e us~d .to ~tisure tll~tjhe p-l.atfdrtn~ chO~en are tailored to achieve maximum 
. . ' . ~ . ' . . . ~ ' . ' . ,. . 

"results. The study also recorn~rie'nds th~atthese :t)(Ins can liSe the information provided in this . 

study t~ guide;the ~)ipe and·. amo~ntof~.e~Ottf·ces ,as wei·I as tl1e -efforts that should be di rt::ct~~ to -

~e va~i6u~ soci~~ tnedia .platfon~;su~ed ~;1 t~ri~I~h1g o~~.t6 the custotners. These hotels iJ"i.guJ~ -b~ . 
. . . . 

aware ·of the fac f'that the-re are 'tiines wheri the .effective tise of the advertisement are neededlike - " . -· . . ... ... . .... ·- .. · .... _:_. '. . ' . 

duririg the festive seasons. The hotels sli'ould tak~ f-iii l ,advantage of peak seasons by de~elop,ing 
~ri e'ff~ct{,ie ~\1d _eff;idetft adverti~ement, catnpajgn t_hat increase consumer' s awareness there~by, 

. . '' .. ' . . 

leading to increased s~les . 

The current study· provided further ~1sight into the influence of advertising channels 011 the, 

financial.P.erfonna.n_ce offive,star l}q_tels. butwith limitations. )"he. study's research design used 

which was cross-sectional method. This method was '~'here the various respondents were 

assessed on their perspectives of the variables that were being studied. This method was a 

limitation in that itprevented close investigation: of several aspects of the relationships in the 

study . The study s~tggest for further studies where using longitudinal study whereby the various 

aspectsof the s4Jdy 'will be-assessed to determine if the results will be the same. The use of 

cross-sectional data prevented close in\restigatioil of several aspects of the relationships in the .· · . . ' .. ·.. .. ' . . . . ·. . . . 

. . st~dy. · Further ~tudy ~h~uld therefore be co!tducted on the same sector using the longitudinal . 

. ··~ ...... .. . .. ,• ., 

'-<·. 

: ... 
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study w11er~by the various aspects will be assessed to dctciminc the whether the results will be 

the Sflme. 

Finally, the study only rci'cused on fiv~ star hotels only while there are more hotels in the country. 

Future studies could focus on wider coverage ofthe hotel industry in order to assess the 

influence of advertising channels on financial perfonnance 

5.6 Suggestions fg~ furt_~e rl studies 
. .- - . . .. , . 

. T'J\e stu_d), t:econu11ends that· a similar st~i.Qy sh.oti ld .be conducted im·olving all the hotels in 

different categories to allow differences in .the influei1ce of the various advertising channels on 

financial perfonnal1ce is also recommended.fo:r compa~isons as this are a case for five star hotels 

only. The study recommends further. research to be conducted to sho·w how the differentfeatures 

of the different advertising channels performs on the extent to which each advertising channel 

influences :fii1ancial performance of hotels. A study that.,shows whether there are · 

~ ·. ~ 
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