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ABSTRACT 

 

Title: Consumers’ perception of Traditional vs. Non-traditional Advertising in Bulgaria. 
A case of Kaufland Bulgaria 
 
Level: Master Thesis in International Marketing 
 
Authors: Simeon Kovachki and Ventsislav Marinov 
 
Tutor: Sarah Wikner 
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Background: There are different ways to promote a brand, products or services. The 
researchers attempted to understand the traditional and non-traditional messages of different 
types of advertisements. The focus of this research is on print advertising, billboards, TV 
commercials and online advertisement.  
 
The purpose of this study is to better understand the perceptions that the Bulgarian customers 
have towards the advertising messages that are sent on traditional and non-traditional 
channels by one of the hypermarkets in Bulgaria. 
 
Method: In order to answer the research questions and fulfill the purpose the researchers 
conducted qualitative and quantitative research. The primary data was collected by carrying 
out a semi-structured interview with one of the Kauflands’ managers in Bulgaria and an online 
survey that was distributed through one of the social media channels. The secondary data was 
collected by using online sources such as websites that are considered trustworthy and also 
companies annual reports which have been reviewed in order to better understand the position 
of Kaufland on the Bulgarian market. 
 
Conclusion: The authors found that both traditional and non-traditional advertising plays a 
major role. However, traditional advertising is still a big convincer towards a purchase. The 
merge between traditional and non-traditional advertising elevates classic advertising into the 
“new classic advertising”. The perception towards both ways of advertising is relatively positive, 
where brochures are the most preferred way when talking about hypermarkets. 
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1. Introduction  

 

This work will present an overview of Bulgaria and the Bulgarian market. The problem 

statement of this study and the purpose of this investigation will be defined. It will also provide 

information connected to the delimitations of this research, also the purpose and the problem 

discussion. Furthermore, in this chapter, research questions will be suggested with the aim to 

build a base for the research. 

 

1.1. Background 

There are different ways to reach the customer such as public relations traditional and non-

traditional promotion. Nowadays, advertising has become an indivisible part of the 

communication process between the company and their customers. Many companies have 

realized the benefits that advertising can offer and the ability to use it is a powerful tool which 

can keep old customers and bring new ones. By using different marketing tools companies 

could reach the customer’s sub-consciousness and understand his/her desires and needs in 

order to provide satisfying products and services. Social media channels are one of the most 

popular ways to introduce the company on almost every market due to the constant usage of 

different media channels by the society, and at the same time, it is the most effective method 

to reach them (Dinner, 2014). 

 

In this century of technology and media communications, it is extremely difficult to reach 

particular target audience because of the noise and the volume of ads released daily (Dinner, 

2014). That is why it is crucial for every contemporary company to have a strong advertisement 

campaign. 

 

The success in the advertising process is grounded on communication phenomenon. At the 

beginning of this technological century, the communication process between the company and 

the customer was one-way communication. As an example, Jobber (2001) has stated that 
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advertising is any paid form of non-personal communication of ideas or products in the prime 

media. 

 

There are various types of advertisement, such as newsletters, print project, brochures, sales 

letters, catalogs, direct e-mail, point-of-purchase, online advertising, sales letters, radio, and 

television. A prosperous advertising campaign could generate sales and attract customers. 

Whether the company is attempting to encourage new customers to buy an already existing 

product or service or simply launching a new one that is unknown by customers, the right 

advertising strategy could bring all the success desired (Ahn, 2012). 

 

The focus of this research is on traditional and non-traditional advertising tools. The focal 

emphasis will be on print advertising, billboards, TV commercials, radio commercials and social 

media of hypermarkets. They not only target the youth but also older people that usually prefer 

to purchase products from the green market and local shops. Distributing brochures could 

create interest in older customers’ minds about the provided products and services. Although 

brochures might sound like a simple task, they require different important components like the 

theme of the picture, quality of the paper, right colors, printing and last but not least the 

content of the information. The idea behind a print advertisement is to catch customer’s 

attention with an easy-to-understand message through the assistance of images. The main 

hypermarkets are also very active on social media platforms which are a completely different 

type of advertising. In doing so, companies target the new generation (Suggett, 2017).  

 

According to Czinkota and Ronkainen (2004), good advertising is based on a strong marketing 

communication which is the process of creating a shared thought and views between the 

sender and receiver. An essential question that hypermarkets could ask themselves is how the 

traditional and non-traditional advertising messages that they are sending are influencing the 

purchase decision of the consumers. 
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1.2. Problem Discussion 

The significance of advertising is constantly increasing on the Bulgarian market. The media of 

advertising messages have its excessive impact on the country. With the use of various tools, it 

represents a powerful and persuasive force that has the capability of shaping attitude, 

behavior, and needs in society (Sharma, 2012). According to Hulme (2010), the advertisement is 

not influencing the consumer perception of products or a brand in an appropriate way. The 

reason for that is that 58% believed that firms or brands are concerned with selling their 

services and products, not necessarily to fit customers’ needs. 

 

The attitude can be seen as skeptical and can be described as advertising skepticism (Obermiller 

& Spangenberg, 1998). It could be explained as the tendency of disbelief towards advertising. 

The contrary perspective of advertising skepticism is advertising credibility. Advertising 

credibility can be referred to the degree to which customers perceive advertising messages 

more believable and to the extent to which customers actually trust the advertisement 

(MacKenzie & Lutz, 1989). 

 

Customers’ needs are truly vital and could illustrate how a customer interprets the advertising 

message and further satisfaction or dissatisfaction from the experience in the grocery store. 

Questions that could be answered by examining customer behavior could be what they buy, 

why they buy it, what convinces them to buy it and how they evaluate it after the purchase. 

This evaluation, if positive, could also lead to future purchases (Schiffman, 2010). 

 

One of the hypermarkets main strategies is to provide products at a reasonable and accessible 

price. Price is undeniably a very important factor in attracting numerous customers, however, 

the problem is how advertisements influence the purchase decision process of customers. 

Therefore, a study like this could be beneficial for the hypermarkets by means of external look 

into their customer minds towards their advertising campaigns. 
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1.3. Bulgarian history, market and culture 

The Republic of Bulgaria is located in south-east Europe. The countries which are her neighbors 

and also part of the EU are Romania and Greece which are located respectively, to the north 

and south. According to NSI (2018), the population of Bulgaria is slightly over 7 million. The 

number of inhabitants that are legally capable to work and contribute to the market is 

approximately 5 million (NSI, 2018). During the last four years the unemployment rate has been 

decreased and in 2017 it has reached 6 percent (NSI, 2018). This indicates that the country has 

conditions that are attractive for foreign businesses.  

 

Figure 1: Bulgaria on the map and the Bulgarian flag 

From 1944 until 1990 Bulgaria was ruled by the communist party. This created a very 

nationalistic society which is strongly attached to its own market and at the same time closed 

for foreign businesses. However, ten years before the beginning of 21 century Bulgaria became 

a democratically ruled republic. Ever since that moment the market has been developed as 

economically opened. In order to do that, Bulgaria became a member of NATO in 2004 and 

European Union in 2007 (Europa.eu, 2017). Retired people make twenty percent of the 

population in Bulgaria (NSI, 2018). According to a research, one-third of the population has 

never had access to the Internet (Europa.eu, 2017).  

Due to the fact that the country has been through communism, elderly people may still have 

different perception towards innovations. During that period people were not free to do as 
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many things as they can nowadays. The variety of brands and products available has been 

limited, leaving less space for marketing and advertising. Nowadays, advertising is a massive 

machine that goes beyond the boundaries that existed during the communism. However, time 

changes and elderly people slowly adapted to the changes and are more and more open to the 

new world.  

On the grounds that communism has been ruling the country for many years, older generations 

are very patriotic and even younger generations are tough to be patriotic (Economic.bg, 2017). 

People believe that the Bulgarian product is the best and are very skeptical when a product is 

Bulgarian but it does not meet the standards of what it used to be years ago. 

 

1.4. Purpose 

The purpose of this study is to understand the different types of advertising applied by 

hypermarkets and their effectiveness. The ultimate goal is to display different perspectives, by 

interviewing a manager in a hypermarket. This could provide insights from an internal point of 

view about the role of traditional and non-traditional advertisement that hypermarkets use.  

Furthermore, the marketing channels will be reviewed in order to better understand their 

strategies. In a form of opposing what the manager shares from his point of view, a survey will 

be conducted, which could reveal how customers feel about different advertising messages and 

potentially reveal which type of advertising is more effective. 

 

1.5. Research Questions 

According to the purpose above, this research explores consumers’ purchase decision process 

after seeing different types of advertising. The research would also attempt to find out to what 

extent the customer’s purchase decision is influenced by different advertisements.  
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RQ1: What are the perceptions of consumers towards the traditional and non-traditional 

advertising messages? 

RQ2: How do the advertising messages influence the purchase decision of the consumer? 

  

1.6. Delimitations 

The research avoids advertising messages from hypermarkets used on an international scale. 

The reason for that is the focus on the Bulgarian market. The research also avoids using the 

Gaps Model because only the perception of the customers is studied. Furthermore, the 

researchers did not execute the abductive research approach because after analyzing the data, 

there were no liabilities found in the used theory. The research is avoiding the price factor, 

meaning, no prices are mentioned in the study. In the theoretical part, the researchers have 

used only some parts of the models in order to narrow it down to the most essential and 

applicable information. In this study, other Bulgarian hypermarkets and their advertising 

messages were excluded in order to concentrate on one particular. 
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2. Frame of reference 
 

A look through previous researches will be made in order to better understand the relationship 

between the advertising messages and the customer perception. With the aim of forming a 

theoretical framework, each theory (the decision-making process, the communication process, 

and the gaps model) will be separated into headings. The theories provided will be used to form 

a questionnaire, analyze the data that will be collected.  

2.1. Decision-making process 

The understanding of the decision-making process, which the individual is going through, is 

based on classical decision-making theory (Huczynski, 2001). The decision making is a process of 

making a choice from alternatives in order to achieve the outcome you desire (Eisenfuhr, 2011). 

This process is based on a model called rational. This model has six elements, which are of a 

great importance. First two are related to the fact that the individual has recognized the 

problem, the need of a product and find substitutes of it.  

 

  

Figure 2: The decision-making process by Huczynski (2001) 
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If we take the example of an individual who needs something that will prepare the morning 

sandwich of his family tastier, the first step will be to recognize the need of improvement 

(Kepner and Tregoe, 2005). Afterwards, he has to make a choice between butter and margarine 

in the store, and the brands associated with those products based on the preference of his 

family (Gilboa, 2011). In the third step of the decision-making process is the evaluation of the 

alternatives, and the final choice that has to be made. The power and effort of the search for 

alternatives are narrowed by the importance of the decision and the number of people who are 

affected by it (Zopounidis, 2011a, b).  

 

For example, if the individual has a choice between butter and margarine then he decided to 

buy butter instead of margarine for his family, there can be different reasons behind his actions 

such as preference, price, quality and etc. Last but not least are the action of purchasing and 

the desired result which might or might not occur after the decision for purchase. For instance, 

the butter he bought has a poor quality which will mean that he will be less likely to purchase 

this product again (Schoenfeld, 2011). 

 

2.1.1. Advertising Implications of the Purchase Decision Process  

Additional information about products has a big role in the consumer purchase decision. The 

traditional and non-traditional advertisement could reach a possible customer while he is 

searching for information. This information will have an even stronger impact if this potential 

customer has spent time and effort to find the information on his own. Customers are more 

likely to trust the information that is presented in the advertisements for products that they are 

interested in (Mendel, 2011). That is why they are the perfect target for the marketer.  

 

An example of strategy which is used by marketers in the traditional advertising is the coupon. 

As a result of this strategy, a customer who is in an information-collecting stage and interested 

in the product is asked to bring back the coupon in order to acquire more information about 

the product or get the benefit from the coupon. After the consumer has identified himself the 
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marketer takes advantage of the situation to provide persuasive messages. For instance, this 

method is used by companies in the field of life-insurance (Bharath, 2011). 

  

Another implication of advertising is that this analysis of the purchase decision process is that 

the marketer has to find a way to reduce the customer’s hesitation about the unique traits that 

the brand possess. The reason behind that marketing effort is related to the fact that every 

consumer takes into consideration only the unique traits when he is making comparison and 

evaluation of the brands he is interested in. Once when the consumer purchases the product he 

will experience either satisfaction or dissatisfaction based on his expectations (Hastie, 2010). 

However, the involvement of marketing in the decision making continues even after the 

purchase has been made. The last stage that the customer is going through is the post-purchase 

in which he is evaluating the purchase he made (Hicks, 2005). 

  

2.2. The communication process 

Communication represents a process of transmitting common understanding and information 

from one person to another (Lunenburg, 2010). Communication is essential because every 

administrative activity involves some type of indirect or direct information. Every 

communication between people and companies requires personal and organizational 

effectiveness (Brun, 2010; Summers, 2010).  

 

The communication process in advertising is to inform the consumers on the company, the 

product, the benefit to the target market, the competitive advantage and most importantly, the 

uniqueness (Ayobami, 2017). As more and more companies are finding that it is essential to 

“understand the right way of communicating through social media”, the focus and resources 

dedicated for content marketing are increasing (Baltes, 2015).  

  

The elements of the communication process determine the communication effectiveness and 

any gap that might occur will reduce the effectiveness and thus will not reach the desired goal 
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(Keyton, 2011). The traditional approach has focused on an active sender and has seen the 

receiver as a passive object in the communication process (Percy, 2005). 

 

Figure 3: The communication process by Wilkie (1994) 

  

According to Wilkie (1994), the communication process consists of six stages that are assigned 

either to the sender or to the receiver which are two interrelated active parties. It should be 

noted that the presented model is not a “universal solution” and the different stages may not 

be equally applicable to every offering of the company at hand and the sequence may be 

variable. The main aim of this model is to make the consumers go through the second part of 

the process (steps 4, 5 and 6) and ideally purchase the product at the end. This model 

emphasizes clarity and effectiveness, but it also acknowledges that there are barriers to 

effective communication between the advertiser and the consumer in terms of potential 

discrepancies that might occur. 
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At the first stage, the goal of the advertising campaign is established by the company. However, 

one should consider that if the planned goals are unrealistic, not well formulated or if selected 

advertisement strategy does not fit, the planned goals are unlikely to be achieved and the 

customers’ purchase will be hardly directed towards the desired action (Wilkie, 1994). Not all 

activities involved in the process are directly two-way communication, but all communication 

efforts should lead to a customer response.  

 

The various types of messages developed during a continuous communication process should 

either form a purchase decision or their effects are accumulating in the minds of customers. On 

one side, customers should feel that the company shows a genuine interest in them and their 

needs, requirements, and value systems. On the other hand, the company should convincingly 

present products, services or other elements of the total offering (Grönroos, 2004). 

 

The most common goals of the advertisement are persuasion, reinforcement, reminder and 

acceleration of purchasing. Persuasion stands for the intention of persuading consumers that 

the advertised products are better than other products from competitors. Reinforcement is 

when consumers are aided to assess a product after it was obtained. The reminder represents 

the process of evoking positive remembrances about the products and lastly, the acceleration 

of purchasing is to inspire consumers to obtain the product as soon as possible (Scholten, 

1996). 

  

At the second stage of the communication process, the advertising campaign is planned 

systematically considering that selecting an adequate communication message is the most 

crucial aspect. The number of channels varies and the amount of time in each channel should 

be configured. It is vital to decide what words will be used, what the ad will represent, the 

colors and music to be used in order to achieve complete clarity between what is meant by the 

advertiser and what is understood by the consumer, and most importantly of that 

understanding will have a direct reflection on the purchase decision.  
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Furthermore, the sender evaluates and selects the most suitable advertising mean of 

communication that will help to deliver the message it to the target consumer. It is critical that 

the message planned to deliver is selected correctly, otherwise, the second gap interrupts the 

communication process (Meyers-Levy J, 1999). 

  

At the third stage, the message in the form of verbal, nonverbal, or written language is sent. At 

this stage, ‘noise” could occur which will disturb the ad. The third gap of advertising 

communication process is evoked due to technical difficulties during the conveying of the 

advertisement. There are various obstacles that could occur such as interruption of TV 

broadcasting, wrong colors of the published advert etc. (Sliburyte, 2007). 

  

At the fourth stage of the communication process, the consumer receives the advert which is 

conveyed to him and evaluates its visible and hidden content through his senses. It is the 

receiver who determines whether a communication message or campaign has the potential to 

create a relationship between him and the sender and to what extent the receiver will be 

engaged in the two-way process of communication (Moon, 2000). 

  

At the fifth stage information received by the consumer is recoded. This is the intermediate 

stage between reception of the advert and behavior of the consumer - “consciously or 

unconsciously the advert must arouse such psychical phenomena’s as thinking, feelings and 

remembrances about earlier purchasing, usage, and advert of the product” (Vakratsas, 1999). 

At this step, the target customer builds up an emotional connection with the company and/or 

the product. 

  

At the sixth stage of the advertising communication process decision to purchase a product 

(which has been encouraged by the advert) is observed. This is the decisive behavior that drives 

the action of making a purchase or that of a customer adding the offering to their list of 

considerations. The customer might get convinced by the quality as well as the functionality of 
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a product but the consumer might still wish to try out other brands if the message could not 

achieve to establish a preference towards the advertised product (Sliburyte, 2007). 

  

One disadvantage of the model to be considered is that it does not incorporates feedback, 

which usually makes communication a more interactive, two-way process. An effective 

communication process occurs when there is compatibility between the six stages presented in 

the model below (Grönroos, 2004). 

 

2.3. Reasons for applying the two models 

Companies try to avoid their advertising to be perceived in a different way than expected. In 

Bulgaria, there is a lot of competition that creates new advertising content on a daily basis, 

which could eventually be the reason for declination in the selling for some companies. Looking 

through the decision-making process and taking the collected data further in the research, the 

researchers will be able to understand the reasons behind people decision making. Consumers 

are making a choice from alternatives in order to purchase the most suitable products they 

desire.  

On the other hand, the communication process is a great opportunity for companies to inform 

consumers about their brand and products. The researchers chose to apply the communication 

process in order to look “behind the scene”. Nowadays, supermarkets and hypermarkets are 

not only aiming to inform consumers about their brand but also the products, promotions, and 

discounts. However, many times those companies fail to succeed completely by “falling” in one 

of the gaps that the process has. The focus of this process is to evaluate not only the steps that 

go with advertising but also highlight the possible misfortunate gaps that could miss the mark. 

By applying both models and connecting both of them with the collected quantitative and 

qualitative data, the researchers could understand if the advertising messages by a particular 

company are understood positively or negatively.  Moreover, it could be witnessed if the 
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messages are in any risk of “falling” in one of the gaps and what could possibly avoid that 

situation.  

2.4. Advertising practices  

In today’s world, human beings are faced with some form of advertising and have already built 

up some type of opinion on the brands that are attacking his daily life with advertising 

messages. People are overwhelmed with thousands of advertisements, regardless of the fact if 

they notice them consciously, just do not pay attention or deliberately search for them 

(Louise,2007). 

 

Hypermarkets practice different types of advertising in order to create a connection with 

people of all ages. Their different type of advertising includes print media such as newspapers, 

magazines, and brochures also audiovisual media such as radio and television. A further 

method often used by them is the Internet, which is one of the most common ways nowadays 

(Ahn, 2012). 

 

2.4.1. Paper Advertising  

Newspapers target a wide range of audience where advertisers could purchase different sizes 

of advertising space. Magazines offer extensive choices of frequency and readership. Consumer 

magazines could cover series of interests, which encompasses a wide range of readers. 

Typically, magazine issues are published weekly or monthly, which makes it easier for 

supermarkets to advertise their top discounts or offers on a weekly or monthly basis. As with 

newspapers, advertisers purchase classified adverts to full page ads in all type of colors (Hung 

et al., 2005). One of the most common methods for hypermarkets to advertise discounts and 

promotions is by brochures (Hung et al., 2005). They are easily spread around people and they 

could easily be informed about the latest deals.  
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2.4.2. Media advertising 

Advertising on television provides a number of additional positives, which are missing in the 

print media. It incorporates movement, sound, and images to create the whole package 

interesting for customers. If TV ads are used the proper way with the intention of capturing the 

attention of the audience it could start consumers talking, effectively endorsing the 

implemented advertising message. Moreover, cable advertising allows companies to mark 

specific geographic areas at much lower costs. Another method that is part of the audiovisual 

media could be seen under the form of radio broadcasts. The benefits of using this method for 

advertising range from its effectiveness to its low cost (Reid et al., 2005). 

 

2.4.3. Online advertising 

The Internet is also utilized by offline and online organizations with the purpose of promoting 

services or products (Kokemuller, 2013). Hypermarkets in Bulgaria are making use of a couple 

of those types of advertising such as pop up ads, paid search placements and text ads. Paid 

search, which is also known as pay-per-click advertising is one of the most common types of 

online advertising. Companies use paid search in order to bid on relevant phrases and terms 

that may cause text-based adverts to be exposed to users when they go into particular queries 

into Google (Zentner, 2010). 

 

Nowadays, technology overtakes the world, where social networking becomes an avenue 

where hypermarkets can spread their marketing campaigns to an even bigger range of 

consumers. Chi (2011) provides a definition of social media marketing as being “the connection 

between brands and consumers, [while] offering a personal channel and currency for user-

centered networking and social interaction.” Social media became one of the most common 

and reliable tools for companies to extend their advertising to a new level.  

 

Sinclaire and Vogus (2011) cited that “social media represents a broad term which describes 

software tools that create user generated content which can be shared.” Marketers are 
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operating a big range of sites as another way to influence consumers and also provide them 

with a new way to shop (Shankar et al., 2011). Some hypermarkets in Bulgaria rely on their 

wide range of followers on their online platforms and shares different types of data in order to 

connect and inform them about all their discounts and promotions. 

 

2.4.4. The use of advertising 

In order to say that one company is good at advertising, they have to make sure that their 

brand image and products are matching and satisfying the psychological or the physical needs 

of the customer. It represents an active element that embeds marketing in real life (Warren, 

2001). One of the goals of advertising is to boost the business's bottom line. Susan K. Jones 

(2008) explains in her book "Business-to-Business Internet Marketing" that companies measure 

the effect caused by advertising on their profit by analyzing in-depth how much they have spent 

on their advertising campaigns and then comparing it to the earned revenue post ad campaign 

(Jones,2008). The level of involvement is individual and dependent. 

 

The illustration of a product in an ad delivers images, personality, and ideals that match the 

targeted demographics. Customers can relate better to the product after these values were 

closely aligned.  Advertising also plays the role of informing customers about a product’s 

feature, functionality or their purpose (Capozzi, 2016). In other words, advertising is the 

simplest way for consumers to acquire all the public information of the brand, which provides 

them with a choice of consuming or not consuming. 

 

 

As stated by Smith (1996), one of the main criteria for consumers’ purchases in this age of 

communication age will be the ability of marketers to provide relevant information. Each way 

for reaching the audience has its advantages and disadvantages. Depending on 

the company strategy each type could be very successful. Many chain stores are using 

traditional marketing because they are aiming at the passive audience (Malcolm Newbery, 
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2006). Companies which are in different segment are using e-marketing because it’s allowing 

them to target their audience. By using a website, a company could present itself in different 

ways in which the customer could find and study different traits of the company and become 

familiar with it. However, this is impossible to happen in the same way by using traditional 

marketing tools for promotion (Malcolm Newbery, 2006).  

 

It is important to bring up the question of trust while we are speaking of e-commerce and the 

way it allows the customer to find more about the company. The term trust could be defined 

as; “the psychological status of involved parties who are willing to pursue further interaction to 

achieve a planned goal” (Cheung, 2006).To trust someone means that you believe that the 

promises made by him will be kept. This statement also infers that there is a risk involved, for 

both sides and that this trust could be easily broken.  

 

The Internet has turned some of the traditional shopping areas into online shopping 

environment. The online world has also divided shoppers into two groups, respectively online 

and traditional consumers, where the online ones have a tendency to value information highly 

and are more skeptical to pure sale messages (Kotler et al., 2005). The importance and the 

usage of the Internet in our daily life is increasing with every day. That’s why a study has been 

conducted by Boora (2011) with an aim to find out whether consumers still prefer traditional 

market over the online market in the era of electronic revolution has found some interesting 

facts. The research found out that most of the people who participated were more likely to use 

the traditional market than the online one.  The reason behind this is the ability of the 

traditional market to satisfy the experiential need for testing and evaluate the product before 

the purchase. At the same time the online market, cannot offer this experiential factor and it 

has to find another way to attract consumers and bond with them. 

 

A study conducted by Zeithaml (2000) has indicated that service quality and customer 

satisfaction could lead to the profitability of a firm. She also found out that a company’s success 

and future existence depends on satisfying their present and future customers. Another study 
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led in 2006 suggests that the high quality of the product could lead to high levels of customer 

loyalty and positive word of mouth, which is strongly connected to the financial success of the 

company (Fornell, 2006).  

 

2.4.5. The role of patriotism in advertising 

According to Sharma et al (1995), there is a strong correlation between ethnocentrism and 

patriotism. Another study conducted by Balabanis et al (2001) found that people who are 

strongly patriotic are also highly ethnocentric in brand and product choices. Patriotism is 

related to behaviors associated with different ethnocentric attitudes, for instance, self-

enhancement and the sense of belonging (Sharma et al, 1995). Based on the findings of a study 

conducted by Yongjae (2013), patriotism could influence attitudes towards products that are 

promoted in a patriotic manner and are consistent with consumer’s values and norms.  

 

2.4.6. The crucial importance of advertising  

It is crucial for the company to know the key element that their customers value the most 

because it allows the company to allocate the issues and make the improvements which will be 

based on the needs and wants of their customers. However, it is important for every 

contemporary company to know that no matter how good their product is, if it does not have 

good advertising strategy behind it, the product will be either ignored by the customers or it 

will not be recognized by them. This will eventually lead to extinct of the product on the market 

and big losses for the company that invested in the research and development of this product. 

 

This is where the advertising takes place. The purchase decisions that customer is making are 

based on the social view. One of the most used channels for communication used in today’s 

world is the online advertising (Statista, 2016). Some people do not see the difference between 

advertising and promotions and social media which are used for marketing communication. 

That provides the opportunity for some of the companies to take advantage of this lack of 
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knowledge. For instance, chains store that is “promoting” a product which is close to its expiry 

date. That’s why people should not disregard the power of advertising and the tools that are 

used by marketers. On the bright side, those marketing communication channels could be used 

by marketing specialists to reach, analyze and engage with the customer’s needs and wants. It 

also allows them to create a good view of the product which could eventually create good 

customer experience (Schmitt, 1999). 

 

2.4.7. Evolution of advertising 

Nowadays, marketing can be found in a variety of shapes, from traditional advertising to non-

traditional one (Fox, 2011). The evolution of advertising has been a long process and in a world 

of numerous options and opportunities ads become more and more of a platform for creativity 

and come to be more attractive to people than ever. With hundreds of advertisements that are 

released daily, it is understandable why they receive so much criticism. People evaluate the 

quality of the ads and are more open to the ones that are more attractive in design and 

content. However, the majority of ads does not bring any attractiveness and seem to be too 

repetitive (Fox, 2011). 

 

However, companies find it hard to upgrade their already existing adverts into more appealing 

ones (Fox, 2011). They increase the quality of the paper or turn videos or pictures into more 

effective ones which can turn an ordinary ad into a one that gives consumers the “wow factor”. 

Marketers also tend to mix colors and play with the structure of texts and pictures. 

Furthermore, marketers concentrate on the language style and choosing specific topics that 

could lead customers to a specific memory. 

 

Every advertising strategy includes two essential factors which are information content of the 

advertisement and target audience (Anand et al, 2009). The provided information is presented 

to the target audience through the advertising media selected by the company. Furthermore, 

consumers are informed enough about a particular product when they are exposed to the 
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product’s advertisement which leads to decreasing the risk involved with the product and this 

phenomenon is called the advertising role of risk reduction (Byzalov et al, 2004). 

 

Moreover, proper advertising is not enough by itself. The major key to customer satisfaction is 

when his desires and needs are completely fulfilled, good services are provided and also a fair 

pricing has been practiced (Hanif et al, 2010). Availability and credibility are also essential 

aspects that should be considered. An advertisement that contains information about the 

product influences prospect’s opinions, where advertisement with image effects or prestige 

influences prospect’s opinion and consumer’s opinion about (Ackerberg, 2001).  

 

When the sale rate of a products or service rises, it usually is because the customer is well-

aware about the value of the product and this is achieved through the help of efficient 

advertising tool (Barroso, 2008). However, in some cases, adverts with no information about 

the product still can reflect quality, which happens when market mechanisms develop a 

positive association between advertising expenditures and product quality. 

 

As stated by Weilbacher et al (2003), advertisement contributes with value to what consumers 

have learned and perceived about companies and it is important to present the whole 

advertising idea in such way that the product remains fresh in mind. A different consumer 

perception is that consumers prefer companies that participate or are active in donations and 

different charities (Mohr et al, 2001).  

 

In order to increase the positive predisposition of consumers about a company, the ethical 

behavior of organizations should be maintained and visible. Furthermore, as claimed by Li et al. 

(1999) shopping orientation, channel knowledge, demographics and perceived channel utilities 

are major factors that should be taken into consideration when analyzing consumer purchase 

decision. As stated by Raj S. P. (1982) consumer purchase of a product increases when the 

advertising of a product also increases and this increase is due to high loyalty to the company. 

 



27 

Based on all reviewed scientific works above we could say that numerous communication 

methods have the power to reach out the minds of the customers. Though, advertising is the 

most logical tool that could provide information and promises to the customers. Some 

hypermarkets are focusing on developing trust-worthy advertising messages and creating a 

positive perception among their customers. In the following sections, we will further proceed 

with describing the decision making process and the communication process which are the two 

main pillars for understanding the connection between advertising message and purchase 

decision. 
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3. Methodology 
 

The third chapter provides information about the research approaches and techniques that are 

applied in this thesis. The methodology section offers an overview of each stage of the data 

collection. 

3.1. Research Philosophy 

Stated by Kothari (2014), a research is a systematic and scientific search for information that is 

related to a clear topic and is conducted through scientific investigation. There are specific 

steps and stages in order to conduct a research. The essential ones are research philosophy, 

research approach, and time horizons (Saunders et al, 2009).  

Research philosophy is a conviction of how the world is and how it will influence the method 

choices in this research.  Sanders et al (2009) categorize the research philosophy into four 

categories, which are positivism, realism, interpretivism, and pragmatism. Due to the 

characteristics of this research, the pragmatism approach provides the possibility to use various 

sources and combinations of methods in order to answer the research questions (Sanders et al, 

2009). 

Pragmatism is mainly regarded as a philosophical partner of the mixed methods approach. This 

philosophy offers a set of assumptions about enquiry and knowledge that support the mixed 

methods approach. This differentiates the approach from just quantitative approaches that are 

built on a positivism philosophy and just qualitative approaches that are built on an 

interpretivism philosophy (Johnson & Onwuegbuzie, 2004; Maxcy, 2003; Rallis & Rossman, 

2003).  

Furthermore, pragmatism provides a basis for applying mixed methods approach as a “third 

alternative”, meaning another option open to the researchers when neither qualitative nor 

quantitative research alone provides will provide adequate findings for the research questions 

(Tashakkori & Creswell, 2007b; Johnson et al., 2007). 
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3.2. Research approach 

The research methods are divided into three general ones respectively the inductive, deductive 

and abductive approach (Saunders et al, 2012). The deductive approach is indicating to develop 

a hypothesis and/or a research question as it is in the following thesis. Moreover, developing a 

choice of variables and the resultant measures based on existing philosophy (Wilson, 2010). In 

contrast, the inductive approach is contributing to the generalization of a theory or creating a 

new one (Saunders et al., 2012).  

In this research, a deductive approach has been applied. The deductive approach can be 

explained by the means of a research question(s), which can be consequent from the proposed 

theory. In other words, a deductive approach is concerned with the deduction of conclusions 

from propositions and premises (Alvesson & Sköldberg 1994).  

The deductive research approach uses a theory or phenomenon that is known such as the 

advertising strategies used by companies. By using this approach, the researchers are testing 

the advertising messages of a hypermarket and the perception from their consumers. A further 

test of the proposed theories will assist in the process of explanation of collected data.  

 

3.3. Research design  

The purpose of a research is often explained by the research objectives and the research 

questions (Saunders et al., 2009). This research conducted can be identified as a descriptive 

research. The descriptive research represents a type of conclusive research where the major 

objective is to describe something relevant or not, which frequently is related to market 

functions or characteristics. Prior formulation of specific research questions and hypotheses is 

what characterizes this type of research (Malhotra & Birks, 2007).  

Consequently, a descriptive research is structured and pre-planned. Normally, a descriptive 

research is based on representative samples. One of the main advantages of the descriptive 

research is the opportunity to integrate the quantitative and qualitative methods of data 
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collection (Saunders et al., 2009). This descriptive research is consisted out of a conducted 

online questionnaire and personal interview with a manager. 

The survey research combined with an interview goes beyond only descriptive statistics in order 

to draw inferences. Through the use of triangulation, the researchers will combine both 

qualitative and quantitative methods.  

 

3.4. Qualitative and Quantitative Research 

As argued by Silverman (2010), the choice between quantitative and qualitative research 

method should be made by bearing in mind the particularity of the task at hand. As mentioned 

above the researchers used methodological triangulation which suggests the use of both 

qualitative and quantitative methods. This could allow the researchers to observe the results 

and find out if both data collection methods are similar (Creswell, 1998).  

The qualitative research represents a design based on rather small samples, with the intention 

to provide further insight and understanding of a phenomenon (Saunders et al., 2009). Through 

qualitative research, researchers are continually attempting to find better ways to understand 

consumers’ thought processes and motivations for their actions (Malhotra & Birks, 2007). The 

most significant reason for using qualitative research in this research is to gain a better 

understanding of this complex phenomenon through the help of someone that is professional 

and conducts all the advertising strategies of a company. Furthermore, to better explain and 

interpret fundamental reasons causing the phenomenon by conducting a semi-structured 

interview with the manager. 

On the other hand, the use of quantitative research in this research is with the purpose of 

determining the relationship between one independent variable and another within a 

population (Silverman, 2010). Quantitative research mainly focuses on gathering numerical 

data and then generalizing it amongst groups of people or to give an explanation to a specific 

phenomenon (Silverman, 2010). The data is usually gathered using structured instruments. In 
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this case, a survey is conducted in order to approach the phenomenon in a completely objective 

way that could reveal consumer’s perception of traditional and non-traditional advertising 

messages. 

 

3.5. Time horizon 

An important aspect defined by researchers is the time horizon of the research. In terms of the 

time that has been dedicated to the research, the study can be either longitudinal or cross-

sectional (Saunders et al., 2009). The former represents a study that is oriented towards 

apprehending the changes that a phenomenon goes through over time (Saunders et al., 2009).  

On the other hand, the latter represents a study that is concerned with understanding how a 

phenomenon is defined at a particular moment in time (Saunders et al., 2009). Regarding the 

time horizon of this current research, the study is considered to be a cross-sectional, since the 

respondents’ attitudes and also the reasons behind them are being studied at a particular 

moment in time. As other research projects undertaken for academic courses, the time issue 

plays a big role. For this research, an interview with the manager is taken only at that particular 

time. Furthermore, the survey is transmitted amongst Bulgarians for a certain period of time 

and the execution takes place only once.  

 

3.6. Method for data collection 

The present thesis is relying on both types of methods for data collection, namely secondary 

data and primary data. These methods have been defined based on their different functions. 

The primary data techniques that have been used in this research for the purpose of collecting 

answers on the specific topic are a questionnaire and an interview. On the other side, 

secondary data has been used from previous studies and different journals in order to build 

upon the findings (Malhotra et al., 2007). 
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3.6.1. Secondary Data 

Secondary data is commonly a data gathered from sources, which are addressing a problem in 

the same or similar area of study (Malhotra & Birks, 2007). Usually, this type of data is collected 

for background research. However, it could be used to discover something that the prior 

researchers neglected and also to help with answering the study questions. Secondary data is 

really beneficial because it is easily accessible, obtainable and inexpensive. This type of data is 

already published and can be found in journals, books, magazines, online portals, newspapers 

etc. 

Secondary data has its advantages and disadvantages which were evaluated and analyzed 

before choosing the materials that are used in the present thesis. Nowadays, big data and its 

accessibility make it attractive for researchers. Nonetheless, it should be bear in mind that 

these data have been gathered for dissimilar purpose and it only applies the requirements of 

those particular studies and could not be found as a good match for future studies. The 

phenomenon could be described as a mismatch between the time frame during the data 

collection, the measurement techniques used and the variation between terms in the research 

(Zikmund, 2000).  

Therefore, special attention has been devoted to the kind of secondary data used in the present 

thesis. Only the most reliable data that is related to the main topic and research questions have 

been included and only minor feasible adjustments have been made with the aim to fit the 

present study. In the interest of gathering the most suitable secondary data for this research, 

the resources available on the Jonkoping University Library have been benefited from. 

 

3.6.2. Primary Data 

Primary data is not available from any other source and it is accumulated by the researchers 

through different channels in order to investigate the research problem (Smith & Albaum, 

2005). Benefits that newly generated data could provide are related to the fact that it could 
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offer new insights and find significant correlations between two or more dependencies. The 

data accumulation can be separated into two clusters, respectively statistical form and 

quantitative. 

 

3.6.3. Choice of hypermarket for the research 

The researchers have decided to select Kaufland Bulgaria as the case of this study. The main 

three factors that formed the choice of a hypermarket were the size of the company, the 

market share and the willingness of managers to take part in an interview. Kaufland Bulgaria is 

one of the main leaders in Bulgaria for hypermarkets. The company is well-established and 

well-known to the Bulgarian population. Their stores could be found in all regions in the 

country. A further reason to choose Kaufland was the attempt to contact all managers of the 

biggest hypermarkets in Bulgaria and a manager from Kaufland showed interest in the research.  

 

3.6.4. Company overview 

The hypermarket chain "Kaufland" was based in 1984 in Germany. It is part of the Swartz 

Gruppe (the world's fourth-largest retailer) which is also the owner of the famous hypermarket 

chain “Lidl”. After the first store was opened in 1984, the corporation rapidly became a leader 

in Western Germany. 

Nowadays, the chain operates stores worldwide, having over 1,000 stores in Germany, Bulgaria, 

Romania, Croatia, the Czech Republic, Slovakia, Poland, Moldova and now Australia (Kaufland, 

2018). 

The company has been present on the Bulgarian market since 2006 and currently has 58 

hypermarkets in 33 cities. For a period of 12 years, Kaufland Bulgaria has become a sustainable 

leader in the fast-moving retail sector and daily preferred by the Bulgarian household and the 

Bulgarian manufacturer. According to Kaufland (2018), a major role for that success is the 
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combination of traditional and non-traditional advertising methods, which connects with all 

range of ages. 

Another reason for the appreciation and good image of Kaufland Bulgaria is their sustainable 

development and becoming a significant factor in stimulating national and regional economics 

and local infrastructure with investments of over BGN 1,4Billion since 2006. Kaufland Bulgaria is 

also one of the largest employers in the country with more than 6,400 employees. In addition, 

the company donates money to numerous charities which are well-known by Bulgarians. In 

2017, the company also entered into an active phase of modernization, with a fully customer-

oriented concept and developed after a couple of in-depth researches of customer’s attitude 

(Kaufland, 2018). 

 

3.6.5. Target group and sampling process 

This research is targeting the managers of Kaufland Bulgaria and their customers. The managers 

are the ones who are responsible for the advertising tools which they apply to their strategies. 

Furthermore, the advertising messages that are spread throughout the Bulgarian market could 

only be explained by the people that manage them. The company is using mass marketing as a 

market strategy which means that Kaufland has decided to ignore the difference in the market 

segment and appeal the whole Bulgarian market with one strategy. The managers are the ones 

that are responsible for the strategies of the chain and could provide a large amount of insights.  

In order to look through a different perspective, the research aimed to target a larger group of 

people that represent the consumers. Those people are either Bulgarians or people that are 

living in Bulgaria. They either use the services of Kaufland on a regular basis or simply have used 

their services or even have never used their services. The age did not play a role as a major 

factor in deciding on the target group. The purpose of the thesis is to look through both 

traditional and non-traditional advertising messages, which reflects on all ages.  

Furthermore, in order to analyze a rather ambitious dataset and due to lack of financial 

resources, the option to limit the target group was excluded immediately. The target group was 
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reached through the use of non-probability sampling, to be more precise the convenience 

sampling. The non-probability sampling takes place when the researcher has rather small initial 

control over the chosen respondents or in this case when it is not necessary to control 

respondents (Neville, 2007).  

A convenience sample is a method that relies on data collection from population members who 

are conveniently available to participate in research (Neuman, 2005). The questionnaire was 

shared on the social media channel: Facebook. The survey was shared on the month of April 

2018 and the period of collecting expired on April 14th, 2018 at midnight. Therefore, the data 

was collected in exactly 7 days. 

 

3.6.6. Interview 

Interviews can be defined as a purposeful discussion between two or more people (Saunders et 

al., 2009). Interviews can be helpful in order to gather reliable and valid data that are relevant 

to the research questions and objectives (Saunders et al., 2009). 

 As Healey (1991) have stated, managers are less likely to disagree to be interviewed, than to 

complete a questionnaire, particularly when the interview topic is seen to be thought-

provoking and related to their present work. A conduction of an interview provides them with 

an occasion to reflect on events without the need to spend too much time on writing anything 

down. As in this case, interviewing a manager might be problematic because managers often do 

not dispose of with free time (Saunders et al., 2009). 

For the purpose of the research, it has been used semi-structured interviews which are 

established questions that are discussed with the participants. Semi-structured interviews are 

non-standardized and are often denoted to as ‘qualitative research interviews’ (King, 2004). 

These types of interviews provide with the opportunity to ‘probe’ answers, where the 

conductor desires interviewees to be more descriptive or to build on their responses. The semi-

open discussions are a great source of entering into new areas that had not been previously 
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considered but do build up valuable and significant understanding, which is a great way to 

address the research question properly.  

The purpose of those interviews and the desired result is to collect rich and detailed data that 

contributes to the research questions (Saunders et al., 2009). The interview is conducted on a 

one-to-one basis, in this case between the conductor and the manager of one of the chains of 

Kaufland Bulgaria. Due to incapability to conduct a face-to-face interview (which is the 

recommended form of an interview by (Saunders et al., 2009), the interview was held on the 

telephone.  

The data used in this thesis was gathered on the 16th of March, 2018 via a phone call. The 

manager of this particular chain in Bulgaria set the date according to his busy schedule. The 

information regarding the single respondent and the interview can be found in Appendix Online 

Survey. The interviewer should be aware of the manner in which he interacts with the 

interviewee and asks appropriate questions that will impact positively on the data collected 

(Silverman 2007). “What”, “How” and “Why” are questions that are typically associated with 

semi-structured interviews (Saunders et al, 2009). 

The formulation of the questions that were set to be asked was a long-thought process in order 

to avoid misunderstanding during the interview which might confuse the interviewee. 

Questions are closely related to the company’s advertising strategies and the manager’s 

perception of their successful implication. The interview went smoothly without any obstacles 

and the discussion provided the research with valuable insights that are useful for the research 

questions. 

 

3.6.7. Questionnaire 

The data collection instrument that was used in this research is an online questionnaire. This 

suggests quantitative data collection. Before the release of this online survey, selection of 

demographics factors was put into consideration. Afterward, a representative sample of 
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respondents was selected and collected. This research suggests the use of a logically structured 

survey because this is the only way to prove that there is or is not existing relationship between 

two or more variables that were analyzed from the data that was accumulated from the sample 

(Neville, 2007). 

The website known as Qualtrics was used for the purpose of questionnaire creation and data 

gathering. The survey was created in order to explore the perception of the customer towards 

the traditional and non-traditional advertising.  Respondents were reached through non-

probability sampling which allowed the researchers to select only the responses that are 

relevant for the purpose of this study (Neuman, 2005). The questionnaire consists questions 

connected to the top of the mind also questions that are related to different statements which 

are evaluated by a 5-point Likert scale.  

The reason behind this is that the respondents might truly feel neutral about a given topic. 

Therefore, presenting respondents with a scale without a neutral midpoint can turn respondent 

bias as they would be obliged to choose a more positive or negative response. A 5-point Likert 

scale is used to escalate response rate and also the response quality while reducing the 

“frustration level” that could be met amongst some respondents. A five-point scale is readily 

comprehensible to respondents and allows them with the chance to either express their 

position or simply stay neutral (Saunders, 2012). 

All advertisements used in the second section of the survey were from Kaufland’s advertising 

catalog used in 2017-2018. The questionnaire had pictures implemented and every respondent 

had a chance to provide answers concerning the influence that each advertisement had on 

them. This allowed the researchers to look through the perception of those respondents 

towards those advertising methods used by Kaufland. 

A test of the questionnaire was made among 278 participants in order to check its suitability, 

clearance of the asked questions and the level of comprehension. After the test, some 

modifications were applied. The changes that were made were mainly concentrated on words 

that could lead to misunderstanding from participants’ side. Additionally, more elements were 
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added to the measurement scale in order to improve the sight and understanding towards the 

two types of advertisement. 

 

3.7. Data analysis 

The Tables that will be generated from the online survey will be based on quantitative data. The 

information that has been collected from the techniques and methods mentioned above were 

analyzed with the use of statistical analysis program called SPSS and also manually. There will 

be also qualitative data from the interview with the manager and the open-ended questions in 

the survey.  

Qualtrics was used for the creation of the online questionnaire. All the statements in the 

questionnaire were formed positively in order to avoid reversed scoring. All the inadequate 

data has been deleted, leaving only the reliable, valid and usable information to be processed 

and then analyzed.  The data retrieved via the survey were implemented in the SPSS program 

and analyzed through the use of various statistical tests. The information out taken from the 

SPSS program was applied to come up with a solution to the research question.  

Subsequently, graphs will be made in order to illustrate and clarify the results. The data 

collected with the use of a semi-structured interview has been manually sorted in order to 

arrange a starting point, resulting in valuable data which is later used throughout the whole 

thesis. In the end, conclusions, recommendations, and implications are provided. 

 

3.8. Trustworthiness 

The perceptions of validity and reliability defined by Joppe (2000) were included in the 

quantitative methods. However, Golafshani (2003) adjusted those terms in order to create new 

ones for the qualitative method. He came up with the term trustworthiness, which is used to 

check and demonstrate the credibility of a research. This is why the researchers are recording 
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the interviews that were made. This allows the researchers to make a transcription the 

conversation and increase the credibility of their findings (Silverman, 2010). 

 

3.9. Limitations 

Even though the research reached its final goal, we are aware of the limitations. Starting with 

our first limitation, which is the lack of time. If the research was conducted for a long period of 

time we could contact more Bulgarian customers. The collected samples are not going to be big 

enough and the data that will be accumulated cannot be generalized. Additionally, since the 

secondary data which was used in the project was collected by other researchers there is a 

certain degree of subjectivity. Moreover, one of the methods used in the research was an 

interview and due to the financial impossibility to undertake the interview face-to-face, it was 

executed on the phone. A further limitation was the lack of connections in order to interview 

more than one manager. It is essential to mention that the questionnaire was distributed only 

through online social media. Therefore, the non-users of the Internet could not participate, 

which limited the respondent rate and variety. That is the reason for collecting only a few 

responses from elderly people, which could not generalize the perceptions that this age group 

has towards advertisements. In order for the sample size to be representative of the 

population, the number of respondents had to be 384. However, the researchers could not 

reach the needed amount.  

 

3.10. Validity and Reliability 

Reliability represents a consistency, and thus, it tests the strength of the survey. It considers the 

extent to which a specific measurement produces consistent results in case the process of 

measurement were to be repeated (Malhotra & Birks, 2007). In other words, it verifies if 

coherent outcomes will be discovered with the same questionnaire under different 

circumstances and times (Saunders et al., 2009). For instance, if a test is specially designed to 
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measure a trait, then every time this test is administered to a particular subject, the results 

should be nearly the same.  

However, it is important to mention that reliability is impossible to be calculated exactly, but a 

number of different ways can be estimated. By applying different models and studies, it has 

been attempted to accomplish reliable information in order to start with this research. To 

ensure that the variables of all the different elements that are regarding this research, the 

researchers cautiously selected suitable measurement scales for each variable. Furthermore, 

the internal consistency of the measurements scales used will be tested statistically with the 

coefficient of reliability Cronbach’s alpha.  

In order to perform the reliability test the researchers had to exclude questions that are not 

entirely quantitative but mainly related to a personal opinion, therefore they could be 

considered more as qualitative data. Due to the character of those questions, they could not be 

taken into consideration when performing the Cronbach’s alpha test. 

Validity is generally concerned with whether the received results can accurately perform what 

they are supposed to be all about. Furthermore, what is actually occurring in a particular 

situation and if it is being dependent on the precise measures (Saunders et al, 2009). According 

to Cooper and Schindler (2003), in order to ensure a valid research, it should be fulfilled the 

following criteria: criterion-related validity, content validity, and construct validity. Criterion-

related validity is about the predictive capabilities of the measurements’ capabilities (Saunders 

et al., 2009).  

Furthermore, content validity represents the validity of each measurement question and 

illustrates how well each measurement question covers the research question. With the 

assistance of the frame of reference, this criterion was covered. All the different measurement 

scales input in the survey were derived from the literature review, with the aim to ensure 

content validity. Moreover, construct validity covers the extent to which the measurement 

questions actually measure the constructs that the researchers intended to measure (Saunders 

et al., 2009). This criterion is also tested by using overall correlation analysis.  
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4. Empirical Data 
 

This chapter will present the collected data which will be reviewed and analyzed. First, the most 

significant data which was accumulated from the respondents will be reviewed through the 

statistical software SPSS. Afterward, the researchers will make different tests in order to 

determine if there are significant correlations. Last but not least, the data which was collected 

through phone call interview with one of the Kauflands’ managers will be discussed manually. 

4.1. Qualitative Data 

 

4.1.1. Kaufland providing customer’s satisfaction 

According to the manager, Kaufland is providing top quality products at the lowest possible 

prices. They also use the same message on their marketing channels in order to attract the 

customers. The advertising message of Kaufland is “low price and high quality”. They also claim 

to provide the same services as they mention in their marketing message.  

The manager of Kaufland claims that the most important thing is the satisfaction of their 

customers, that’s why they are allowing their customers to express their opinions on the 

website of the company or reach the customer service via phone or email. They can also get 

information about everything that is offered in the section “current offers” from on products 

produced by the company to promotions, games, and discounts. On their website, customers 

could find useful information regarding cooking topics, recipes and product warranty services. 

The attitude of the employees is also of great importance for communication with the 

consumer because the employee is in constant contact with the client and he is the one who 

could play a big role in the customer’s satisfaction.  

The employee is the face of the company and the good manners, attention, and respect he 

shows for the client are of great importance for the image of Kaufland. Another strategy that 

improves the quality of the service is the involvement of the customers in the process. Kaufland 
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Bulgaria is motivating their customers to bring expired goods that they have found during their 

journey in the store by offering them a small financial reward.  

 

4.1.2. Interview with manager of Kaufland Bulgaria 

The researchers have received permission from the manager of Kaufland Bulgaria to use the 

data for the purposes of the research. As mentioned in the methodology part the interview was 

semi-structured, therefore some of the questions were slightly modified during the interview. 

The reason for that was to follow the conversation without repeating any already mentioned 

information by the interviewee. Another reason was to build on the manager responses and 

enter new areas that had not been previously considered. The manager did share a great 

amount of information, which could be specified as in-sight information that could not be 

found online. It could be said that the interview played a major role in extracting valuable 

information that turned out to be beneficial for the purpose of this research.  

The interview started with a direct question regarding the most effective channels that 

Kaufland has for advertising. The manager said that Kaufland has been using brochures for 

many years and this has been their main media for many years. He also mentioned that they 

hypermarket has been using radio and online advertising too. The interesting part is that they 

have only started using TV ads two years ago as a form of advertising because they did not have 

the need to. As TV advertising is quite expensive in Bulgaria they found the need to apply it as a 

strategy due to the stiff competition. The manager claims that “Kaufland in Bulgaria was an 

absolute market leader and we did not have to invest in it”. Due to the fact that most 

hypermarkets have started advertising on TV, Kaufland Bulgaria has decided to start doing so 

too in order to remain in favorable position and not lose any market share. 

When asked if they adapt their messages on different channels, the interviewee claimed that 

“we advertise in two directions” and “the first one is the image advertising that is related to the 

brand image”. Therefore, the company is putting effort on both strategies in order to inform 

people about their discounts but also embed the brand and the meaning behind this brand in 
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the back of consumers’ minds. In some occasions, the company mixes both strategies as the 

manager commented: “this can happen when we have a new campaign, then we start with 

image advertising on TV, and then gradually apply the product advertising”.  

The Kaufland manager provided the interviewer with the exact number of printing of brochures 

which is 1 800 000 weekly. Most of the marketing budget goes to brochures and with the 

number mentioned above the manager explained that “on average, one household in Bulgaria 

has 2.1 people, and by multiplying it by 1.8 million, it shows to how many people it gets”. 

However, the interviewee has admitted that “the importance of this type of advertising will 

decrease in the future and will shift to online advertising”.  

When the manager was asked about the target groups he revealed that the target group is very 

broad because they are hypermarket and their products could be related to various types of 

people. He also revealed that “gradually we begin to target the typical Bulgarian housewife for 

the family market and aim the advertising campaigns at her” and “more active targeting of the 

Bulgarian housewife starts this year”. 

An interesting fact that the manager of Kaufland Bulgaria shared with the interviewer was that 

the company has a very high percentage of brand awareness “…of 98 percent”. He also 

mentioned that “we continuously do market researches and the opinion is very positive”. 

Nevertheless, he admits that there is also a small percentage of people that feel neutral or 

negative about the company.  

The manager did avoid mentioning any negative reflections and reviews by consumers on their 

ads. On the other hand, he did suggest that sometimes there could be mistakes done by 

workers and people could be fooled by the price of an old campaign or promotion and when 

they get to the cashier they understand that there is a new price to the product. He 

commented that “in this case, the customer either gets his money back or the difference is 

returned”.  

The manager also added that if customers somehow feel like something is wrong “Kaufland has 

a so-called client phone where customers can call for free and say what problem they have 
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met”. He admits that advertising has a strong impact on the company’s’ turnover and “if we 

make an incorrect ad campaign for a given week, it is immediately reflected on the numbers in 

the turnover”. What they could do after any type of mistake done is simply “take a note and not 

repeat previous mistakes”. 

A further question was related to the non-traditional advertising. After mentioning that the 

company is still managing their marketing budget mainly towards one of the traditional 

advertising methods, the researchers decided to add an additional question that could explore 

Kaufland’s vision on online advertising. The manager believes that “the effectiveness of 

traditional advertising slowly decreases at the expense of advertising through social media”.  

Nonetheless, he added that still, both types of adverting are essential for the Bulgarian market 

because “there is a very high percentage of retirees in Bulgaria, somewhere around 2 million”. 

Not many retirees have access to the Internet and this is the reason for them to still invest 

mainly in brochures. In addition, the interviewee also shared how “there is a difference each 

year, for example, April, pensions may have been paid last year on the 7th and this year on 8th 

and we see that the 7th of this year has a loss of turnover compared to last year”. Thus, having 

older people informed and aware of the brand is essential for Kaufland and having all major 

types of advertising plays a major role in the hypermarket.  

 

4.1.3. Respondent’s perception towards Kaufland adverts 

The researchers decided to move some of the questions from the survey into the qualitative 

section. The reason for that action was the way that those questions were structured and their 

incompatibility with the type of answers that were pre-made for the rest of the questions in the 

survey. Consequently, the structure of those four questions was decreasing the level of 

reliability. However, those four questions were important because they allowed the researchers 

to better understand what perceptions the customers have towards the advertisements that 

Kaufland is using on the Bulgarian market.  
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The first question that was asked was related to the online advertisements that Kaufland is 

using and the way that Bulgarians are interpreting them. The respondents had been provided 

with adjectives to choose from and the opportunity to freely express their opinion.  As 

presented in Table 3 the majority of respondents decided to refrain from describing their 

feelings towards this ad. The next highest rate is suggesting that this online advertisement is 

boring. However, the researchers decided to divide the provided answers into positive, 

negative and neutral. In the positive category are answers such as “Attention-getting, Creative, 

Believable, Memorable and Informative”. In the negative cluster are answers such as “Boring, 

Dishonest, Irritating and Offensive“. In the last section which is the Neutral one are adjectives 

such as “Patriotic, Nostalgic and obvious answer Neutral”. Referring to Table 3 the highest 

volume of answers is in favor of the Positive section. This indicates that the overall opinion that 

the respondents have towards the online advertising that they observed is positive. In the 

additional section “Other” we found answers such as “not original”,” aiming the wrong 

audience” and “suspicious because the hypermarket is big and it is advertising on Facebook” 

that won’t change the overall results. However, they are unique and they could be put into 

consideration from Kaufland. 

The second question was connected to the advertisements that could be seen on the Bulgarian 

TV programs. The responses were allocated into the same three groups. As seen in Table 4 the 

most frequent adjective that was used to describe this particular advertisement is “Patriotic”. 

The second most common met adjective is “Attention-getting”. After summing up the number 

of positive, negative and neutral answers it could be seen that the overall opinion towards this 

type of advertising that the company is using is positive. This positive result might be observed 

due to the patriotic elements that were used in this advertisement. Additionally, in the section 

“Other” there is a division of answers such as “fresh and nice“, “well-made video”, „Stupid, not 

informative” nevertheless they are mostly positive. 

Next question was related to the traditional advertising that Kaufland is using, more precisely 

the brochures/newspapers. As illustrated in Table 5 the majority of respondents have pointed 

out that this advertisement is “Patriotic” which in the Neutral section. The second most 
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frequent answer is “Informative”. After placing each adjective in a cluster the researchers can 

observe overall positive attitude towards the print advertising that Kaufland Bulgaria is using. 

Last but not least are the traditional billboard advertising that Kaufland is using and the 

customers’ perceptions towards it. As presented in Table 6, the most frequently met answers 

are “Creative” and “Attention-getting”. This positive attitude towards this type of 

advertisement could be also seen after the answers were arranged in the three sections. The 

additional information that could be observed in the section “Other” indicates that people also 

find this advertisement “Funny” and “Amusing “. After reviewing the results, the conclusion is 

that the overall attitude that the respondents have towards Kaufland advertisements on each 

channel is positive.  

4.2. Quantitative Data 

 

4.2.1. Demographic Statistics 

This section covers a brief presentation and analysis of the two demographical factors that are 

considered to be essential in the study. It is important to mention that 278 respondents have 

participated in the research questionnaire. There were a couple of uncompleted responses 

which had to be excluded. In addition, there were some responses which were repeated. 

Therefore they were also omitted from the results list. After applying the data in SPSS and 

cleaning the unsuitable responses the final number of the respondents was 258. Being aware 

that the survey was distributed through the social media platform Facebook, the researchers 

expected the majority of the respondents to qualify in the age group between 18 and 24.  

In Table 7 it could be seen the number of respondents and the age group they fit in. As 

expected the majority of the respondents were between 18 and 24 years old. A hefty 

percentage of respondents were in the age group of 25-34 and a big number of people in the 

age group of 35-44 participated in the survey. Additionally, more than 15 people older than 45 

participated in the questionnaire which made possible for the researcher to include all ages and 

base the results from the questions to the various age groups. 
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Table 7: Frequency age 

Table 8 illustrates the number of males and females that participated in the survey. Men 

respondents were 74, while women were with more than 100 on top making total 175 female 

respondents. The reason for having more women participating could be due to the fact that 

both researchers that shared the survey on their Facebook profiles have more female friends 

than male friends. However, even with a smaller representative number of their gender, male 

respondents were enough in order for the research to be continued and results to be sufficient.  
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Table 8: Gender frequency of people who took place in the survey 

 

4.2.2. Descriptive Statistics  

Table 9 displays the visit frequency of the respondents of supermarkets. In the bar chart, it 

could be seen that the majority of people are visiting supermarkets three or more times per 

week. Only 5 percent of the respondents are not visiting so often or at all supermarkets. 

Approximately, 95 percent of the respondents are visiting supermarkets once or more times 

per week. Therefore, this result leads to the assumption that most of the respondents have 

experience with supermarkets and their advertising activity.  
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Table 9: Frequency of the number of times customers visit supermarkets  

 

Before conducting the survey, the two researchers have conducted a poll on their Facebook 

accounts in order to evaluate people’s preferences on chain stores in Bulgaria. After collecting 

all the data submitted, results presented in Table 10 confirmed our poll that Kaufland is the 

most desired supermarket by 28 percent of the respondents. The supermarket is followed by 

BILLA with 26.1 percent, making it the main competitor of Kaufland. The rest of the options 

provided by the researchers make approximately 20 percent altogether of people’s 

preferences. Not surprisingly the 26.5 percent of the respondents chose other not specified 

competitors or options due to the fact the Bulgarian marker is saturated. Furthermore, the 

competition is various leaving customers with many options to choose from (Economic, 2017). 
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In Table 11 it could be seen one of the direct questions that indirectly is connected to one of 

the research questions. The researchers do understand that this type of questions might be 

quite difficult for respondents to answer. The reason for that is that advertisements often 

influence people on a subconscious level leaving them with the persuasion that they do not 

play a major role in their buying behavior (Ahn, 2012). Around 50 percent of the people claimed 

that it has a medium or strong influence on their buying behavior, while not surprisingly 45.5 

percent of the respondents believe that adverts have little influence over their behavior.  

 

4.2.3. Crosstab Analysis 

In the following section, the researchers have analyzed different questions with the help of 

cross tables. The main factor taken into consideration is the age groups. They are embedded 

with the chosen question which researchers believe to be appropriate for the purposes of the 

research. The reason to choose the age group demographic factor over the gender factor is that 

Kaufland practices all forms of advertisement with mainly unisex messages. Therefore, by 

looking into the age groups and their opinions on those questions it could be easier to 

distinguish any differences in the perception of younger and older people towards traditional 

and nontraditional advertising.  

According to the results in Table 12, product information is the main factor that consumers are 

looking out for. The purpose of this question was to reveal the most important aspects of an 

advertisement that supermarkets should concentrate on. After analyzing the data, it could be 

said that product information, price, brand, and discounts are the main criteria that could 

saturate customer’s curiosity in one ad. Humor was selected by 45 people positioning it in the 

top five most essential factors. According to the different age groups, the importance of the top 

five factors is almost the same and in the same order. 
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Table 12:  The most important factor in ad among different age groups 

 

A further question that investigates another aspect of the advertising activity is their level of 

excitement. As seen in Table 13, the majority of the respondents believe that most adverts are 

boring. However, it could be observed that people older than 55 do not agree with the 

statement.  

In order to better understand the observed results from Table 13, the researchers asked the 

respondents additional question. The results that are observed in Table 14 present that the 

majority of respondents claim that most of the advertisements are alike. This could be one of 

the reasons behind the negative opinion that the Bulgarian respondents had towards ads. In 

addition, the Cramer’s V test indicates weak dependence between age and the views that 

Bulgarians have towards the advertisements that they see. 
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Afterward Table 15 illustrates the responses that people from different age clusters. It is also 

indicating the views of the respondents towards the idea of having ads that have more original 

content. As we can see most of the people who took place in the survey have answered that 

they are more likely to purchase a product due to the more attention-getting ad. From the 

Cramer’s V test it can be observed that the age does not play a big role in the opinion about the 

content that the respondents are expecting. 

 

Table 15: Cross-tab between statement and age 

 

Table 16 shows results that could be considered surprising. Approximately 60 percent of the 

respondents do not believe that advertisements are helpful when doing groceries. Again as the 

result seen in Table 13, people older than 55 are with a different opinion.  

After the results that were observed from Table 16, the investigators decided to check if the 

age and the advertisements that are played have an impact on the store that will be chosen to 

purchase products from. From Table 17 can be seen that the majority of respondents agree 

with the statement. Based on the results that can be observed from the additional Cramer’s V 

test, there is a relatively weak connection between the age and influence of the shopping 

choice through advertising. 
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Following the data that was examined above the most logical and related question is if people 

are willing to spend money on the product because of its advertisement. Table 18 presents the 

results which are connected with the responses of different age clusters. Most of the 

respondents are supporting this statement which indicates the strong influence of 

advertisements over the Bulgarian consumers. However, Cramer’s V test is showing a weak 

relation between age group and advertisements that influence people to buy a new product. 

After the review of the general perception of Bulgarians towards advertisements, the 

researcher decided to check which traditional advertisement channel is the most important. 

Starting with, Table 19 which is illustrating the interest towards magazines and newspapers, the 

majority of people are showing low interest in this kind of advertising. 

Table 20 is presenting results related to the advertisements which are distributed through radio 

and TV channels. As shown the most frequent answer is “Neutral” followed by “I agree” that 

shows that the people who took place in the research have interest in advertisements that are 

shown on the TV.  

The third advertising tool which is observed is the billboard. By reviewing the results from Table 

21 it could be determined that the majority of Bulgarians who filled the survey are not 

interested in this kind of advertisements. 

 The last traditional method for an advertisement that is included in the survey is regarding the 

brochure. As seen in Table 22 most of the people regardless of their age find this type of 

advertisement interesting. However, based on the Cramer’s V test which was made for Table 7, 

8 and 9 there is no significant connection between the age and the variables which have been 

used for those Tables. 

After reviewing the data that was related to the traditional advertising, the researchers decided 

to check the customers’ perceptions towards online advertising. The first test made is between 

customers’ age and their inclination to pay attention to online ads. The results from the test are 

illustrated in Table 23 from which we could see that the most frequent answer between all age 

groups is “sometimes”, followed by “Yes”. This indicates interest in the advertisements that are 
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released online. In order for the researchers to understand whether there is a significant 

connection between those two variables or no. The investigators performed Cramer’s V test, 

which indicated a weak connection.  

 

Table 23: Cross-tab between willingness to pay attention to online ads and age 

 

Customers are looking for information and they are finding it on different channels. That’s why 

the researchers decided to perform a test which could determinate whether there is an 

association between the customers’ age and his willingness to search for additional information 

online. As presented in Table 24 the majority of respondents are more likely to search for 

additional information on the internet after they see an advert on the traditional channel. 

However, the volume of people that are neutral and stating that they would not look for other 

information is nearly the number of people that are agreeing with this statement. An additional 

Cramer’s V test is performed to each cross-table. In this case, the researchers indicated the 

value of 0.160 which indicated a weak correlation between the exanimated variables. 
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4.2.4. Correlations 

In the following section, the researchers have analyzed the correlations between different 

questions. The correlations in this section will help the researchers to determinate whether 

there are positive or negative correlations. This could help the researchers to better recognize 

the main findings and explore connections that could be interesting for conducting a further 

research. 

The first correlation that the researchers decided to investigate is between the statement 

“Advertising is beneficial to customers because it provides important information about goods 

and services” and “How much influence do you feel advertisements have over your buying 

behavior”. As seen from Table 25 there is a statistically significant correlation between those 

two questions which is considered weak positive due to the score of 0.224. This means that 

companies like Kaufland could use this connection by using different marketing tools to 

persuade more customers. 

It was decided to correlate the first statement which was mentioned above in order to discover 

more significant information that could be useful for the conclusions and recommendations. As 

presented in Table 25. There is one more positive and statistically significant correlation with 

the question “Do you pay attention to online advertisements”. This correlation indicates similar 

dependency like the one mentioned above.  

Table 25 is indicating statistically significant correlations between the statement that was 

mentioned above and questions such as “I find advertisements the most useful way to find out 

what is available in the supermarkets“, „I often try new product because of an advertisement“, 

“The advertisement that interests me the most is on TV/Radio/Brochure” and etc. However, the 

observed correlations are considered weak and negative with scores which are between -0.166 

and -0.245. All those negative links indicate that customers don’t think that advertising might 

be beneficial for them but there are other and better ways for them to acquire the information 

that they need. 
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The second question that the researchers tried to find additional links is “How much influence 

do you think that advertisements have over your buying behavior”. The first correlation was 

observed at the beginning of the correlation analysis. However, the researchers found three 

more positive and statistically significant correlations. First one is with the statement “I find 

most of the advertisements boring”. The score is 0.304 which means that the connection 

between those two questions could be considered weak, however, it also indicated that the 

more boring the advertisement is the less likely is the customer to go and purchase. The second 

question that indicated weak but positive and statistically significant correlation is “I don’t think 

that advertising makes me more likely to shop at superstore supermarket which is already well 

established like Kaufland”. This correlation shows that even without the advertisements there 

will be people who would continue buying from Kaufland because they already know what it 

offers. 

Table 25 is illustrating weak but statistically significant and negative correlations between the 

statement “How much influence do you think that advertisements have over your buying 

behavior” and questions such as “I find advertisements the most useful way to find out what is 

available in the supermarkets“, „I often try new product because of an advertisement“, “The 

advertisement that interests me the most is on TV/Radio/Brochure” and etc. The observed 

correlations are indicating that customers think that the higher the influence is the lower are 

the chances for them to make a purchase decision for a new product. 

Next set of correlations that the researchers decided to do is linked to the question “I find 

advertisements the most useful way to find out what is available in supermarkets”. The reason 

behind this decision was related to the fact that the researcher found two negative but 

statistically significant correlations in the observed correlations above in the text. Surprisingly, 

the links that were tested indicated seven positive and statistically significant correlations. Six 

out of seven are considered weak and one of them is considered moderate.  

The strongest relation is with the statement “I think advertisements are useful when I need to 

do the groceries”. This could be used by companies like Kaufland at moments before some 

holiday like Easter because the customers will be searching for deals. The connections with 
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weaker coefficient are related to the communication channels and are showing that customers 

support the originally observed statement are finding more or less all types of advertisements 

interesting. 

After discovering two negative and one positive correlation related to the question „I often try 

a new product because of an advertisement” the researchers decided to perform additional 

correlation tests. As seen in Table 25 there are three negative and seven positive correlations. 

They are statistically significant but considered weak due to the low coefficient. The negative 

correlations indicate that there is no connection between the number of times that consumer 

will see an advertisement and his willingness to purchase a new product. This means that after 

viewing the ad the customer is creating an opinion about the product and no matter how many 

times he will see the ad it won’t change his views. The second negative correlation shows that 

the less boring the ad is the more likely the customer to purchase is. The positive correlations 

illustrate that those customers that find advertisements on different channels interesting and 

helpful are more likely to purchase a new product. 

The fifth question used for correlation is the statement „I find most advertisements boring”. 

The researchers recognized five negative and one positive linear relationship. They are 

statistically significant and considered weak. The negative correlations which are shown in 

Table 26 are suggesting that people who find advertisements boring are less likely to find those 

ads interesting and helpful when they are shopping. The positive correlation is related to the 

statement which is close the one that is observed. It is showing that people who think that 

advertisements are boing believe it in because all advertisements are really similar to them.  

Next statement that the researcher decided to test for correlation with another group of 

questions is “I think advertisements are useful when I need to do the groceries”. Besides the 

fact that the researchers have already discovered some of the correlation they also have found 

five additional correlations. The tested statement indicated weak statistically relevant 

connections with statements such as “The advertisement which interests me the most is in 

magazines, newspapers/on TV/radio/billboard/brochure” and “I do find advertisement helpful 

in making decisions about which supermarket to shop from”. Consequently, people who find 
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advertisements useful when they are purchasing products are more interested in most of the 

advertisements that are released on different channels. The reason behind that is the need for 

information about locations and offer products that might be beneficial for them. 

Next four statements that were tested are connected to the most preferred channels for 

advertising. As seen from Table 26 there is found weak but positive and significant connections 

between each question that is related to advertising channel. The correlation between these 

clusters of questions is understandable because they are investigating customers’ preferences 

towards the channeled that they want to use in order to keep themselves informed. The 

strongest correlation (which is close to moderate) that has been found is between „The 

advertising that interests me the most on is a brochure” and “I do find advertisement helpful in 

making decisions about which supermarket to shop from”. This indicates that the more people 

are interested in information which is provided on brochures the more they are likely to find 

those brochures useful and informative for their decision when they are shopping. Additionally, 

there each statement that is related to most preferred channel indicates that people believe 

that is also a useful way to find information for purchasing a new product. However, we can 

also see that there is weak negative but significant correlation connected to the people beliefs 

in the influence that those advertisements have.  

As illustrated in Table 26 there are four statistically significant correlations related to the 

question “I don’t think that advertising makes more likely to shop at the supermarket which is 

well established like Kaufland”. The first one is weak and positive and is connected to the 

question “how much influence do you feel advertisements have over your buying behavior”. 

This indicates that people who do not believe that advertising could influence the choice of the 

supermarket that they would buy from would not influence their decision to purchase a 

product. The second statistically significant correlation is also weak and it is tested with the 

statement “I find ads being quite similar and none can really stand out “. This link indicates that 

the people who support question one also believe that those ads are not showing anything that 

could grab their attention and attract them to some specific store.  
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Next two correlations are weak and negative. The first one can be observed in Table 27. The 

question that is related to “I don’t think that advertising makes more likely to shop at the 

supermarket which is well established like Kaufland” is “I do find advertising helpful in making 

decisions about which supermarket to shop from”. The correlation clearly shows the 

perceptions of people towards advertisement and choice of the superstore. The second one 

shows that people who do not support the first statement are less likely to find brochures 

interesting. 

It was decided to explore the results that were accumulated from the correlation between the 

question „When you see an advertisement on TV/radio/newspaper/ or on brochure how likely 

are you to check on the internet for more information?” and fifteen more questions from the 

survey. The results indicated eight weak but statistically significant correlations. The highest 

score of 0.301 was accumulated from the test with the statement” I often try a new product 

because of advertisement”. This score suggests that people who are willing to search for more 

information on the internet are more likely to purchase a new product because of the 

additional information that they have found.  

The second and third correlations were made with the help of questions” I think advertisings 

are helpful when I need to do groceries” and “ I do find advertising helpful in making decisions 

about which supermarket to shop from”. This shows that people who are willing to search for 

additional information online are doing in because it helps them to make a decision what 

products to buy and the location from which they want to purchase products. 

The next four correlations are related to the questions “The advertising which interests me the 

most are on TV/radio/newspaper/brochure”. Those positive correlations indicate that people 

who find traditional advertisement interesting are more willing to search for additional 

information online. The eight and last correlation that the researchers have found is with the 

statement “When an advertisement is more original, I am more likely to purchase the product”. 

This relation shows that people who are looking for more information online are usually 

attracted by advertisements that are innovative. 
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4.2.5. Reliability Test 

In order to perform the reliability test, the researchers had to use all Likert-scale questions. The 

coefficient of reliability Cronbach’s alpha is an important measurement that cannot be 

disregarded when the researchers are relying on descriptive data. This measurement indicated 

how strong the intercorrelation between the questions that were asked in the survey is.  Some 

researchers like, Hair et al. (2006) suggested that the limit for Cronbach’s alpha value is 0.7, 

however, it may be reduced to 0.6 and still be acceptable. He is also stating that this tolerance 

is acceptable and applicable to exploratory research. 

 

 By observing at the reliability coefficients of every dimension presented in Table 28, the 

researchers could determine that some dimensions have coefficients slightly below 0.6. 

However, the overall result that is presented in Table 29 is higher than 0.6 which is indicating 

that the asked questions are looking for answers that are investigating the same topic. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.580 17 

 

Case Processing Summary 

 N % 

Cases Valid 241 93.1 

Excluded 18 6.9 

Total 259 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

47.73 33.939 5.826 17 

 

Table 29: Cronbach's Alpha test 



61 

Additionally, the researchers have provided the script of the interview (Appendix 2) which was 

made with the assistance of Kaufland manager in Bulgaria. This additional step was made in 

order to strengthen the credibility and validity that this research has. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



62 

5. Data Analysis 
 

5.1. The Influence on the Consumer’s Decision Making Process 

As mentioned in the theory section the decision-making process is representing the steps that 

each customer is going through and could be used as an influential tool in the advertising 

strategy. Based on the qualitative and quantitative data that was accumulated and analyzed the 

researchers can evaluate the influence that Kauflands’ advertisements have on the 

respondents.  

 

Starting with the question like “Do you used different strategies for each channel or you adapt 

your message to all of them „from the qualitative analysis. As stated by the manager of 

Kaufland they are using classic product advertising related to discounts on certain products 

with which they want to attract customers. This shows that they are trying to influence step 

two and three respectively “Generating alternatives” and “Evaluating alternatives” from the 

decision making process. In this step, each individual will have the desire to check the products 

that are offered and compare the price and the quality of the products among other alternative 

offerings.  

 

Speaking of decision-making process the researchers had the opportunity to observe to what 

extent the respondents feel influenced by the advertisement that they see. As presented in the 

results most of the people have stated that they believe that advertisements have little to 

medium influence on them. This means that they do not think that the company affects their 

decision making. However, after the SSPS analyses that were made, the researchers found a 

correlation between statement above and “Advertising is beneficial to customers because it 

provides important information about goods and services”. This indicated that no matter how 

little influence the respondents think that those ads have it still has influence that is strong 

enough to make them watch it for information. This information is helping them in step three 

and four respectively “evaluating alternatives” and “choosing an alternative „from the decision-

making process. 
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Next question that it has been reviewed is “The more times advertisement is viewed by a 

consumer, the more likely is the consumer to purchase it”. This question is directly connected 

to the fifth step “Implementing the decision„ and it is crucial for the company to play their ads 

as much as possible and also place the outside ads on places which are part of the daily route of 

many people as possible. This action will stimulate more people to purchase the offered 

products. 

 

After reviewing those steps of the decision-making process it is important to indicate which are 

the most significant and insignificant factors that could influence the decision of a customer. 

According to the results from the survey, the main criteria that could the customers are looking 

for are “Product information” and “Discount and deals”. Understanding the expectations that 

customers have is extremely important for the company because without it they would not be 

able to influence their customers to recycle the process and eventually buy something more the 

next time when they are shopping. 

 

The last two questions that have been reviewed are “To what extent do you think that 

advertisements have an impact on the purchase decision” and “what you do when this 

happens”. Those two questions are related to step six “Evaluating the decision effectiveness” 

and “The recycle process as necessary”. The answer that the manager provided the researchers 

with, showed that the managers have realized how crucial is for them to understand the way of 

thinking that their customers have. 

 

5.2. The Communication Process between Consumers and 
Hypermarkets 

The decision-making process cannot be enough by itself when analyzing the perceptions of 

consumers towards the traditional and non-traditional advertising messages. The researchers 

chose to apply the communication process in order to look more “behind the scene”. As many 

companies, Kaufland is not only aiming to inform consumers about their brand but also the 
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products, discounts, and promotions they offer. As the manager of the hypermarket claimed in 

the interview, they divide their adverts into brand image ones and product-concentrated ones.  

The elements of the communication process are the ones that could create either effectiveness 

or certain gaps that could reduce that effectiveness which could fail to reach the goals that 

Kaufland has. One of the goals they have for this year is to promote the typical housewife in 

order to attract women that are in this category. However, Kaufland should take into 

consideration all the possible flows that could turn their campaign into a disaster. In this 

traditional process, an active sender (Kaufland) has seen the receiver as a passive object. The 

communication process is part of six stages, where the first three stages are assigned to the 

sender and the last three stages are meant for the receiver.  

The first stage is the goal of the advertising campaign by the company. As mentioned above 

Kaufland separates their ads in two and sometimes even mix them. After analyzing many 

adverts that Kaufland Bulgaria has released in the past five years, it could be said that Kaufland 

relies on patriotic and simple ads. Therefore, they do rely on a realistic advertisement, 

however, sometimes it could be risky because Bulgaria is a patriotic country and if interpreted 

the wrong way Bulgarians my boycott the hypermarket (Gelder, 2010). Another aspect is 

advertising the right products at the right time. The manager admitted that if the chain makes 

an incorrect ad campaign for a given week, which immediately reflects on the numbers in the 

turnover. Meaning, if Kaufland does not promote products on a certain week filled with 

traditions when people buy certain products that would be the first gap, which will stop them 

from the final goal.  

The chain shows a genuine interest in their customers as the manager confirmed that one of 

the most important aims they have is to satisfy their customers at any time. Furthermore, 

Kaufland has some of the most common goals which could be categorized as persuasion, 

reminder, and acceleration of purchasing. The hypermarket often persuades their customers 

that they buy top quality products for a low price and their slogan which is “With love for 

Bulgaria” reminds people that they can find multiple qualitative Bulgarian products in their 

stores. From their different but very patriotic adverts, Kaufland aims to evoke positive 
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remembrances about their products and nevertheless inspire consumers to return to their 

stores and obtain those products again and again. 

At the second stage, it could be seen how Kaufland consistently select their advertising 

messages and spread them throughout their channels. It is essential what words, music, and 

colors are used. Kaufland relies on patriotic messages, which are completed with colors of the 

Bulgarian flag – white, green and red. That could be seen in both of their traditional and non-

traditional adverts. The music used is always on the happy side, leaving a happy feeling in the 

customer's mind. It is vital that Kaufland Bulgaria select their messages correctly, otherwise it 

could fire back on their reputation. As the hypermarket has one of the most positive 

reputations in Bulgaria, every wrong usage of words could decrease immediately their 

trustworthiness. 

At the third stage, the advertising message is being sent. Here comes the possibility for the 

third gap, which could be evoked due to technical difficulties. There are various reasons for this 

to happen, in the case of Kaufland that could be for example if they reverse the colors of the 

Bulgarian flag. This has happened before in different situations for different companies and 

even if it might be an innocent mistake it could harm reputation at a very high level. It could 

also happen if a TV commercial is played at the wrong time due to unexpected reasons. No 

company is saved from technical mistakes.  

At the fourth stage, it is all about how the consumers receive the message. It is the receiver 

that determines what they have heard or seen is going to create a relationship between him 

and the hypermarket. In one of the questions in the survey, the researchers desired to discover 

if adverts that are more original could make consumers purchase the product. The results 

showed that around 65 percent of the respondents agree that the more original the advert is 

the bigger the chance to purchase the product is. Therefore, the impact of the ad is something 

that should not be dismissed and the more it creates a special feeling the more the chance to 

impact that person is.  

At the fifth stage, similar to the previous one it is all about the connection between the 

consumer and the company. At this step, the targeted customer builds up an emotional 
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connection with Kaufland Bulgaria. However, the gap that could disrupt the connection is the 

lack of being memorable. In one of the questions in the survey, the researchers have asked 

directly respondents if they feel like most advertisements are boring and surprisingly or not 

more than 65 percent feel like they are. Furthermore, an additional question where the 

researchers asked if people believe that ads are being quite similar and none can really stand 

out, again a great number of people agree with the statement (about 45%). Taking into 

consideration those percentages, it is hard to be remembered nowadays and to stand out it 

takes innovation and a great deal of creativity.  

The final stage of the communication process is all about the final decision to purchase a 

product. If Kaufland does not succeed at establishing a preference towards the advertised 

product, consumers might decide to try out different hypermarkets even if the products in 

Kaufland are of great quality and price. In one of the questions in the questionnaire people 

were asked if they often try new products because of an advert and 40 percent agreed with the 

statement and many remained neutral. Consequently, this final stage is important and it might 

evoke that gap of people choosing another hypermarket because of an ad.  

 

5.3. The Communication Process on Traditional Advertising 

The communication process is vital for the successful promoting of products and brands. 

Kaufland in a country like Bulgaria with a great amount of competition should avoid the 

suggested gaps in order to remain competitive. In sequence, analyze the communication model 

slightly more in-depth, the researchers decided to look into it from the perspective of 

traditional advertising and non-traditional advertising. They have suggested different types of 

traditional adverts, where respondents in the survey could share their opinion through the use 

of positive, negative and neutral comments.  

The first ad was a TV commercial. The manager in the interview claimed that in the beginning, 

Kaufland Bulgaria did not feel the need to invest in TV advertising due to their dominance on 

the Bulgarian market. However, a few years ago many of their direct competitors have started 
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practicing this type of advertising and in order to remain competitive, they have begun the 

practice too. Kaufland Bulgaria has stayed true to themselves and the ads bring a sense of 

patriotism but also family and happiness. In the particular ad used in the survey the ad 

concentrates on the Bulgarian products, Bulgarian nature and mainly Bulgarian kids and their 

future depending on the good food.  

Not surprisingly, 77 respondents have categorized this commercial as patriotic. As mentioned 

before, patriotic ads could be risky due to the sensitive topic. Nonetheless, most of the 

comments about the commercial are positive, where people find it attention-getting and 

creative. Therefore, gaps like one, two, four and five are filled and due to the history of the 

commercial on the Bulgarian broadcasting gap three is also filled. The commercial represents 

what Kaufland Bulgaria stands for and is mainly for their brand image. It is a way to convince 

consumers that even if Kaufland is a German hypermarket, they respect the Bulgarian culture 

and only desire to enrich people with it. 

As it was found out in the interview with the manager of Kaufland Bulgaria, the company 

invests mainly in issuing millions of brochure every week. Therefore, this type of advertising is 

the most important one for Kaufland at this particular time. The brochure used in the survey is 

again patriotic and all of their brochures issued in the past are concentrated on showing the 

Bulgarian spirit and traditions. The particular brochure illustrates Bulgarian nature and food and 

91 respondents have categorized it as patriotic. Furthermore, 85 respondents believe it is 

informative, which is one of the main purposes of the brochures to inform consumer more 

about the products and discounts. However, it should not be overlooked that 56 respondents 

claim that the advert is boring which could evoke gap number 5 and could stop the process 

from encoding to behavior.  

In the last example given in the survey, the researchers gave an example of one of the 

billboards used by Kaufland. It is a different approach from the company that is not connected 

to patriotism. The ad is more of a play with words and hidden meaning which probably is the 

reason why 80 respondents have categorized it as creative and 70 respondents as attention-

getting. However, it is important to mention that this type of advertisements with hidden 
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messages creates a certain degree of risk of misunderstanding which could be perceived as 

offensive. The ad is perceived as offensive by 13 people and even irritating by 35 respondents, 

which proves the fact that it is a risky ad, which could be perceived differently by different 

consumers. Consequently, it could be said that gap 4 is existing to a certain degree in this 

situation and could disrupt the communication process.  

 

5.4. The Communication Process on Non-Traditional Advertising 

More and more companies find that it is crucial to not neglect the communication through 

social media and increase the focus and resources for content marketing. The manager of 

Kaufland admitted that the effectiveness of traditional advertising slowly decreases at the 

expense of social media and online advertising in general. The hypermarket is striving to 

balance both types of advertising in order to maintain the communication process not only with 

young and middle age people but also older people. Reason for that is the 2 million elderly 

people living in Bulgaria. Most of them do not have access to the Internet, leaving them out of 

sight. In consequence, the hypermarket would not have achieved a vast advertising influence if 

the focus was solely on non-traditional advertising.  

After collecting the data from the survey, the researchers found out that most of the comments 

on the online advert provided in the questionnaire were on the positive side. However, 60 

people did find it boring leading to the possibility of gap five. One of the questions in the survey 

asked respondents if they agree with the statement that a company is more innovative if they 

use social media to advertise. A hefty 65 percent of the people agreed with the statement, 

proving the fact that social media cannot be overlooked as a method of advertising. It does hide 

the risk of evoking gap three where technical issues could appear. Although it is the cheaper 

way of advertising, it still requires serious investment and if the ad does not end up with the 

right audience it could be a waste of effort and money.  
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6. Conclusion 

 

The last chapter presents the most significant findings that were drawn from the analyses that 

were performed and the way that they are helping the researchers to answer the research 

questions. 

According to the findings extracted from the survey, the researchers could conclude that 

advertisements play an essential role in the purchase decision of the consumer. The more times 

an advertisement is viewed by a consumer the more likely the consumer is to purchase the 

product. Through the frame of the communication process it was found that advertising 

messages do play a major role, however, it is necessary to avoid evoking gaps that could disrupt 

the final goal. Advertising messages should connect the consumers on an emotional level, 

which creates a strong connection with them and follows all stages of the communication 

process. It does not depend entirely on the consumer’s perception. It starts with the goal of the 

company and how they execute the whole process in order to awake emotional connection 

with their audience. 

Bulgaria is a competitive market for supermarkets and hypermarkets where advertising plays an 

essential role in order to stay competitive and make people aware of the promotions and 

discounts. In a small country like Bulgaria with a population just above 6 million people, 2 

million of them are elderly. Those people rarely have access to the Internet which means that 

non-traditional methods of advertising would not be sufficient to range all citizens in the 

country. People that took part in the survey are mainly people in the range of 18-44 years old, 

meaning that the data from the elderly people is not enough to prove any point about the 

perception of that group of age towards online advertising. On the other hand, the data 

collected from the survey together with the interview of the manager provided interesting 

information that was sufficient to look into different perspectives regarding the research 

questions.  
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The perception towards traditional and non-traditional adverts is relatively positive where 

brochures were mostly preferred from the respondents followed by TV and radio commercials.  

The perception directly towards the messages provided in the survey was mixed, as researchers 

divided them into positive, negative and neutral. Mostly positive and neutral comments were 

given on the exampled adverts in the survey, where the neutral comments could be seen as 

positive. The reason to label them as neutral is that sometimes when they predominate some 

people could find them annoying and turn from positive to negative.  

After analyzing all the data from the survey and the interview with a manager and then merging 

it with the frame of reference it was found that both traditional and non-traditional advertising 

still plays a major role. It is the traditional advertising that is ahead due to the big number of 

elderly people living in Bulgaria who do not have access to the Internet. Furthermore, most of 

the traditional ways still act as great convincers towards a purchase. When all types of 

advertising are in play, it makes it easier to reach a bigger range of people and connect on 

different levels with consumers. Nowadays, brochures, which are the main source for adverting 

by Kaufland Bulgaria, could be found in an online version. Consequently, the merger between 

traditional and non-traditional advertising elevates classic advertising into the “new classic 

advertising”. New generation is demanding modernization and it is a trend that will continue 

according to the manager of the hypermarket. Kaufland Bulgaria is aware of the “new paths” 

that appear every year and is investing in the future. However, they move with slow and steady 

steps and do not rush more than they need to. 
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7. Managerial Implications and Further Research 

 

As some of the findings from the collected data shown, brochures are the main channel for 

advertising yet a big number of people found the given brochure in the survey boring. In order 

to avoid gap five from the communication process, Kaufland should make sure that they not 

only imply patriotism in their brochures. It is necessary to attract attention, even though the 

main purpose of brochures is to inform people, in the nowadays competitive market it is more 

than just that.  

In addition, the products and discounts promoted via social media could also be improved in 

terms of creativity. In the provided example of the online advert in the survey, many 

respondents found it boring. In a world of big data and tons of adverts online it is crucial to 

stand out and make people not only swipe through the post but get attracted and actually look 

at it consciously.  

Understanding the expectations that consumers have is particularly important for the 

hypermarket because without it they would not be able to influence their customers to 

reprocess and eventually purchase something more the next time when they are shopping. 

Moreover, it is vital for the Kaufland Bulgaria to showcase their ads as much as possible and 

also place the outside ads on places which are part of the daily route of many people as 

possible. This action could stimulate people to be interested in the offered products and 

eventually purchase them. 

 

Further comments that were given on this advert are that the ad is very typical and not 

distinctive enough. After comparing it with other online adverts by Kaufland’s direct 

competitors, the researchers would suggest a new approach that could be found more 

interesting for the audience. It is not enough to share an online type of brochure, an interesting 

cover that reveals the brochure could be a better way to grab consumer’s attention.  
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As discovered in the questionnaire, the majority of the respondents were negative or neutral 

towards its celebrity endorsement. The researchers believe that celebrity endorsement in 

advertisements by Kaufland could be further researched to see if their role plays an essential 

part in creating trustworthiness. Due to the fact that Kaufland has recently started making TV 

and radio ads with famous people, it would be beneficial for the company to investigate their 

influence on the decision making process.  

A further research that could be undertaken would gather much more concrete information 

that could be valuable for Kaufland. Therefore, a bigger sample of advertisements could be 

applied to the survey and bigger sample of people participating. Moreover, it should be more 

diverse regarding the age groups in order to be able to generalize even more. One of the 

limitations of this research was the impossibility to include more age groups. Therefore it was 

limited to sharing the survey online, where many elderly people were automatically excluded.  

A further research that follows the results of the survey could be related to the patriotism that 

Kaufland applies in their advertising strategies. This research found that people see most of the 

adverts in a patriotic way. However, that does not mean that people are convinced by it to 

purchase a product. What could be researched is the level of influence over the consumer’s 

decision making by patriotism.  
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Table 3: Frequency of customer perceptions towards Kufland’s online ads 
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Table 4 : Frequency of customer perceptions towards Kufland’s Tv ads 
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Table 5 : Frequency of customer perceptions towards Kufland’s brochures 
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Table 6 : Frequency of customers view towards billboard ad  
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Table 7: Frequency age 
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TABLE 8: gender frequency of people who took place in the survey 
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TABLE 9 :  Frequency of the number of times customers visit supermarkets  
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TABLE 10: Most frequently visited supermarket  
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Table 11: Internal customer believes related to advertisements and their influence  
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Table 12:  The most important factor in ad among different age groups 

 

 

Table 13: Cross-tab between statement and age 
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Table 15: Cross-tab between statement and age 

 

Table 16: Cross-tab between statement and age 
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Table 14: Cross-tab between statement and age 

 

Table 17: Cross-tab between statement and age 

 

Table 18: Cross-tab between interest in new product because of ads and age 
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Table 19: Cross-tab between interest in newspapers/magazines ads and age 

 

Table 20: Cross-tab between interest in TV/radio ads and age 

 

Table 21: Cross-tab between interest in billboard ads and age 
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Table 22: Cross-tab between interest in brochure and age 

 

Table 23: Cross-tab between willingness to pay attention to online ads and age 
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Table 24: Cross-tab between willingness to search additional info and age 
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Table 25: Statistically Significant Correlations related to customer perceptions towards types of 

ads  
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Table 26 Statistically Significant Correlations related to statements and perceptions  
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Table 27: Statistically Significant Correlations related to age, gender and statements 
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Table 28 Questions used to perform the reliability test 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.580 17 

 

Case Processing Summary 

 N % 

Cases Valid 241 93.1 

Excluded
a
 18 6.9 

Total 259 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

47.73 33.939 5.826 17 

 

 

Table 29: Cronbach's Alpha test 
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Appendix 

 
Online Survey 
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Intro:  

Welcome, 

We are conducting a research for our Master Thesis at Jonkoping International Business School 

in Sweden. Our topic is related to the perception of advertisement messages and their 

influence on the purchase decision. The survey should take no longer than 8 minutes, and your 

responses are completely anonymous.   

Thank you very much for your time! 

  Ventsislav & Simeon 

Q2 How often do you visit supermarkets? 

o Once per week  (1)  

o Twice per week  (2)  

o Three or more times per week  (3)  

o Not so often  (4)  

o I don't shop from chain stores  (5)  

 

Q3 From which of the provided supermarkets you are purchasing the most?  

o BILLA  (1)  

o Kaufland  (2)  

o Lidl  (3)  
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o METRO  (4)  

o CBA  (5)  

o Other  (6)  

 

Q4 How much influence do you feel advertisements have over your buying behavior? 

o Strong influence  (1)  

o Medium influence  (2)  

o Little influence  (3)  

o Not sure  (4)  
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Q5 To what extent do you agree with this statement? ‘Advertising is beneficial to consumers 

because it provides important information about goods and services.’ 

o I agree  (1)  

o I disagree  (2)  

o Not sure  (3)  

 

Q6 To what extent do you agree with this statement? ‘Consumers can often be tricked by 

advertising through the purchase of unnecessary items’.  

o I agree  (1)  

o I disagree  (2)  

o Not sure  (3)  

 

Q7 To what extent do you agree with this statement? ‘The more times an advertisement is 

viewed by a consumer, the more likely the consumer is to go and buy the product.’ 

o I agree  (1)  

o I disagree  (2)  

o Not sure  (3)  
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Q8 What do you look out for in an advertisement?  

 Please select answers based on your views. 

▢  A brand that I am familiar with and trust  (1)  

▢  Product information  (2)  

▢  Price information  (3)  

▢  Celebrities and famous people  (4)  

▢  Discounts and deals  (5)  

▢  Humour  (6)  

▢  Patriotism  (7)  

▢  Other, please specify  (8) ________________________________________________ 

Q9 What types of advertisements are most influential over your buying behavior?    

Please select answers based on your views. 

▢  Radio adverts  (1)  
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▢  TV adverts  (2)  

▢  Newspaper and magazine adverts  (3)  

▢  Mail and post adverts  (4)  

▢  Email adverts  (5)  

▢  Online adverts (Internet advertising)  (6)  

▢  Billboard adverts  (7)  

▢  Other, please specify  (8) ________________________________________________ 

Q10 Please read the following statements and tick the option which applies best to you.  

 
Strongly 

disagree (1) 
Disagree (2) Neutral (3) Agree (4) 

Strongly agree 

(5) 

I find 

advertisements 

the most useful 

way to find out 

what is 

available in 

supermarkets. 

(1)  

o  o  o  o  o  

Advertisements 

which include 

celebrity 

endorsements 

o  o  o  o  o  



112 

are the most 

effective forms 

of 

advertisements. 

(3)  

I find most 

advertisements 

boring. (4)  

o  o  o  o  o  

I think 

advertisements 

are helpful 

when I need to 

do the 

groceries.  (5)  

o  o  o  o  o  

The advertising 

which interests 

me the most is 

in magazines 

and 

newspapers. (6)  

o  o  o  o  o  

The advertising 

which interests 

me the most is 

on the 

television 

and/or radio. 

(7)  

o  o  o  o  o  

The advertising 

which interests o  o  o  o  o  
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me the most is 

on the 

billboard. (8)  

The advertising 

which interests 

me the most is 

on a brochure. 

(9)  

o  o  o  o  o  

I would prefer 

advertising to 

be more subtle, 

involving more 

product 

placement for 

example. (10)  

o  o  o  o  o  

I do find 

advertising 

helpful in taking 

decisions about 

which 

supermarket to 

shop from. (12)  

o  o  o  o  o  

I don’t think 

advertising 

makes me more 

likely to shop at 

a supermarket 

which is already 

well established 

like Kaufland. 

o  o  o  o  o  
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(13)  

I find ads being 

quite similar 

and none can 

really stand 

out. (14)  

o  o  o  o  o  

When 

advertisements 

are more 

original, I am 

more likely to  

purchase the 

product. (15)  

o  o  o  o  o  

I often try a 

new product 

because of an 

advertisement. 

(16)  

o  o  o  o  o  

Q11 Do you pay attention to online advertising? 
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o Yes  (1)  

o No  (2)  

o Sometimes  (3) 

 

 Q12 If you were describing this online ad to a friend, would you say this ad is... 

  

▢  Attention-getting  (1)  

▢  Boring  (2)  
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▢  Creative  (3)  

▢  Patriotic  (4)  

▢  Nostalgic  (5)  

▢  Believable  (6)  

▢  Dishonest   (7)  

▢  Informative   (8)  

▢  Irritating  (9)  

▢  Memorable  (10)  

▢  Offensive  (11)  

▢  Neutral  (12)  

▢  Other, please specify  (13) ________________________________________________ 
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Q13 When you see an advert on the TV, or from the newspaper, magazine or brochure, how 

likely are you to search on the Internet for more information?  

o Extremely unlikely  (1)  

o Unlikely  (2)  

o Neutral  (3)  

o Likely  (4)  

o Extremely likely  (5)  
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Q14 Which methods of online advertising are most influential on your buying behavior?    

Please select answers based on your views. 

▢  Google advertising  (1)  

▢  Facebook adverts  (2)  

▢  Instagram adverts  (3)  

▢  Youtube adverts  (4)  

▢  Banner adverts (image-based ads that appear on the side, top, and bottom sections of 

websites)  (5)  

▢  Mobile and smartphone adverts  (6)  

▢  Other, please specify  (7) ________________________________________________ 

 

 

Page Break 
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Q15  

If you were describing this TV ad to a friend, would you say this ad is... 

(https://www.youtube.com/watch?v=hlz8jQLj1Ao) 

 

▢  Attention-getting  (1)  

▢  Boring  (2)  

▢  Creative  (3)  

▢  Patriotic  (4)  
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▢  Nostalgic  (5)  

▢  Believable  (6)  

▢  Dishonest   (7)  

▢  Informative   (8)  

▢  Irritating  (9)  

▢  Memorable  (10)  

▢  Offensive  (11)  

▢  Neutral  (12)  

▢  Other, please specify  (13) ________________________________________________ 
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Q16 If you were describing this brochure/newspaper ad to a friend, would you say this ad is... 

 

▢  Attention-getting  (1)  

▢  Boring  (2)  

▢  Creative  (3)  

▢  Patriotic  (4)  

▢  Nostalgic  (5)  

▢  Believable  (6)  
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▢  Dishonest   (7)  

▢  Informative   (8)  

▢  Irritating  (9)  

▢  Memorable  (10)  

▢  Offensive  (11)  

▢  Neutral  (12)  

▢  Other, please specify  (13) ________________________________________________ 

 

 

 



124 

Q17 If you were describing this billboard ad to a friend, would you say this ad is... 

 

▢  Attention-getting  (1)  

▢  Boring  (2)  

▢  Creative  (3)  

▢  Patriotic  (4)  

▢  Nostalgic  (5)  

▢  Believable  (6)  
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▢  Dishonest   (7)  

▢  Informative   (8)  

▢  Irritating  (9)  

▢  Memorable  (10)  

▢  Offensive  (11)  

▢  Neutral  (12)  

▢  Other, please specify  (13) ________________________________________________ 
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Q18 Please read the following statements and tick the option which applies best to you.  

 
Strongly 

disagree (1) 
Disagree (2) Neutral (3) Agree (4) 

Strongly agree 

(5) 

A company is 

more 

innovative if 

they use social 

media to 

advertise. (1)  

o  o  o  o  o  

Paper 

advertisement 

is not 

necessary 

anymore. (2)  

o  o  o  o  o  

Q19 What is your age? 

o Under 12 years old  (1)  

o 12-17 years old  (2)  

o 18-24 years old  (3)  

o 25-34 years old  (4)  

o 35-44 years old  (5)  

o 45-54 years old  (6)  

o 55-64 years old  (7)  
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o 65-74 years old  (8)  

o 75 years or older  (9)  

 

Q20 What is your gender? 

o Male  (1)  

o Female  (2)  

 

 

Interview with Manager 

 

 Hello, do you hear me?  

 Yes, nice to meet you! Before we start, is it possible to tell me a few words about the 

direction in which your topic is focused?  

 Of course! We would like to explore Kaufland's advertising and its perception by your 

customers.  

 Ok! Wonderful, I hope to be helpful!  

 Which are the most effective channels for advertising communication with your 

clients (TV advertising, radio advertising, social media, brochures, etc.)?  

 Kaufland has been using brochures for many years. This has been our main media for 

many years. After that, we started to include radio online, and for two years we have 

been actively using television advertising as well. TV advertising came later in use, 

because Kaufland in Bulgaria was an absolute market leader and we did not have to 

invest in it because television advertising is pretty expensive. We started it only because 
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our competitors started practicing it and we did not want to be in a less favorable 

position, and to protect our high market share, we started television advertising too.  

 Do you use different strategies for each channel or you adapt a message to all of 

them?  

 We advertise in two directions. First one is the image advertising that is related to the 

brand image. The other is the classic product advertising related to discounts on certain 

products with which we want to attract customers in our chain stores. Depending on the 

media we either use image advertising or the product advertising. Sometimes we mix 

them. This can happen when we have a new campaign, then we start with an image 

advertising on TV, and then gradually apply the product advertising.  

 Over which channels do you spend the most from your marketing budget and why?  

 Most of our marketing budget goes to brochures. Why? Because that is our advertising 

strategy. Kaufland Bulgaria produces about 1,800,000 copies each week from our 

brochures and we are distributing them all over the stores across the country. 

Therefore, we cover almost all households. On average, one household in Bulgaria has 

2.1 people, and by multiplying it by 1.8 million, it shows how many people it gets. The 

importance of this type of advertising will decrease in the future and will shift to online 

advertising. However, brochures are still the main advertising media used by Kaufland. 

 Are Kaufland ads targeted to a specific customer group and are ads targeted to a 

specific group?  

 Kaufland’s target group is very broad because we run a hypermarket, that has a lot of 

goods compared to the other competitors and our target is very wide. From this point of 

view, we do not target a certain group of people, but gradually we begin to target the 

typical Bulgarian housewife for the family market and aim the advertising campaigns at 

her. More active targeting of the Bulgarian housewife starts this year, with a determined 

who our client is. 

 What do you think is the dominant opinion of the Bulgarian people about your brand 

image?  
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 We continuously do market researches and the opinion is very positive. Kaufland has a 

very high brand awareness of 98 percent and overall the opinion is very positive. Of 

course, there is also a neutral opinion and in a very small percentage of negative 

opinion.  

 To what extent do you think your advertising messages have an impact on the 

purchase decision?  

 We count on it to a great extent. If we make an incorrect ad campaign for a given week, 

it is immediately reflected on the numbers in the turnover. Advertising of chain stores, 

especially those specializing in food products, is of great importance because 

competition is big and, in the case of an incorrect advertising strategy, immediately 

changes in the turnover can be felt. 

 What do you do when this happens?  

 If we put items that are not attractive enough, the client traffic is also lower. What we 

can do to take a note and not repeat previous mistakes.  

 What do you do if you receive negative feedback or complaints from your customers 

regarding some of your ads/goods? 

 In general, Kaufland has a so-called client phone where customers can call for free and 

say what problem they have met and on the basis of this customer feedback, we strive 

to rectify. Generally, these ads are not related to ads, but to a specific problem. There 

can always be a human error. Each week, 300-400 items are advertised, and when the 

price is advertised, the price is reduced centrally. Accordingly, all new affiliates have 

their new prices lowered and they have to be changed manually, as we do not have 

electronic labels yet and sometimes it can happen that there is no price change. For 

example, if the 3 kg washing machine powder Ariel was discounted, but the employee 

the next week forgot to change the label and left the reduced price from the previous 

week then the customer takes this item, the cashier will pass the updated higher price 

on the cashier stand. In this case, the customer either gets his money back or the 

difference is returned. There are different ways to compensate, but we always strive to 
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leave the customer happy and satisfied. We have mechanisms to avoid this type of 

errors with different ways of checking, but an error can always happen.  

 Do you now apply more often online advertising? Are you influenced by age groups in 

this direction?  

 Yes, of course! The effectiveness of traditional advertising slowly decreases at the 

expense of advertising through social media and the so-called “Opinion Makers” 

advertising. The future is in this direction and a transformation is taking place, albeit at a 

slow pace, but there is a change from traditional to non-traditional advertising. We 

strive to make a swing, so that young and elderly people are also included. Let us not 

forget that there is a very high percentage of retirees in Bulgaria, somewhere around 2 

million. They are a very serious group of customers that should not be overlooked. Extra 

interesting is that in Bulgaria on the day of payment of pensions, there is, as an 

unwritten rule, an increase in the turnover. There is a difference each year, for example, 

April, pensions may have been paid last year on the 7th and this year on 8th and we see 

that the 7th of this year has a loss of turnover compared to last year. After analyzing, we 

see that last year's pensions were paid on that date and therefore we expect the large 

turnover to come at 8th due to the different day of payment of pensions.  

 These are all the questions, thank you for your time and the comprehensive answers!  

 No problem! If I can help with something else, do not doubt to contact me again. And 

wish you success!  

 Thank you so much and wish you a great day!  

 Thank you! 

 

 


