
PRINCIPLES OF INSURANCE 
These are the regulations that govern insurance business. They are basically 5 and they 
include:- 
1. Indemnity 
This principle states that compensation has to be made to those who suffer losses but one 
should not make profits from his policy. The aim of insurance company is to restore the 
insured back to the financial position he was in before the event happened. Therefore the 
insured is not allowed to make again or profit out of the loss. 
2. Utmost good faith 
This is a principle of insurance which requires the person or organization intending to take 
up insurance to disclose all the relevant material facts concerning the items to be insured. 
Should any information be hidden regarding the item, the policy may be canceled and the 
already paid premium may not be refunded. Therefore itrequires one to be faithful. 
3. Subrogation 
This principle states that after compensation, the remains of the destroyed property should 
not be left to the insured but must go to the insurance company. This is because the insured 
may sell off the remains hence making profits from his policy which is against the principle 
of indemnity. 
4. Proximate cause 
This principle states that before compensation is made, the cause of the loss must be close 
to the actual risk insured against. According to this principle therefore it one’s car s insured 
against accidents and then it is destroyed since there is no relationship between fire and 
accidents, compensation will not be made. 
5. Insurance interests 
This principle states that one must insure an insure an item in which he has interest such 
that when a loss occurs to property, he or she is bound to suffer e.g. one cannot insure his 
friend’s car or neighbour’s house according to their principle. 

1. CONTRIBUTION/CO-INSURANCE 
STEP FOLLOWED IN TAKING OUT AN INSURANCE POLICY. 

• Making inquiries. This involves searching out for suitable insurer and must be 
financially stable 

• Filling a proposal form. This involves filling in the relevant information in the 
application form requesting for insurance cover from the insurer. 

• Determination of premium payable. On receiving the application , the insurer 
assess the risk involved and determine the premium payable by the insured. 

• Payment of the first premium. The applicant is asked to make payment of the 
first premium. 

• Issue of a cover note. On receipt of the first premium, the insurer issues a cover 
note. This is temporary document that acknowledges receipt of the first 
premium. It lasts for 3o days only. 

• Issue of the policy. After the one month, the insurer prepares and issues the 
policy and the cover note is rendered invalid. 
 
FACTORS CONSIDERED IN DETERMINING PREMIUM TO BE PAID BY THE 
INSURED. 



a. The type of the policy. Some policies are too expensive compared to others . 
therefore hiher premium will be paid for expensive policies 

b. The valve of the property.. the higher the value of the property , the higher the 
premium paid and the lower the value of the property , the lower the premium 
paid 

c. The number of the applicants. If the number of the applicant exposed to the same 
risk are many, then lower premium will be paid  

d. The nature of the property insured. The nature of the property also determines 
the premium to be paid be the insured.  

e. The precautions taken to reduce the risk. Higher premium is paid for insured who 
have not taken any precaution and less premium is charged. 

f. The age of the property/ person. Higher premium is charged on old items because 
they have higher chances of damage than the new items. 

g. Duration. An item insured for long period of time pay high payment than that one 
which stay for short period of time. 
PROCEDURES OF GETTING COMPENSATION. 

• Notify the insurer of the loss suffered 
• Filling a claim form showing the full detail of the loss 
• The insurer sends the assessor to determine the extent of the loss. 
• On receipt of the survey report, the insured pays due compensation to the 

insured. 
Why a claim may be ignored 

• In case the insured does not disclose all the relevant details of the property 
insured 

• In case of third party policy is only compensated and is not the property of 
the owner and himself 

• In case compensation is already made by another party 
• If the cause of the loss does not result from the risk insured 
• If the insured was after gaining from the insurance policy. 

 
 
 
TYPES OF INSURANCE 

There are two major categories of insurance i.e. life insurance and general insurance or 
insurance of property. 
1. LIFE INSURANCE 
It is referred to as life Assurance. This covers insurance of human life. A person can enter a 
contract with an insurance company to guard or give protection to life he has got as insurable 
interest e.g. his own life, a debtor’s life, a business partner’s life etc. policies which are 
available under life insurance include:- 
(i) Whole life policies 
This is a life assurance policy aimed at assisting the family of the insured when he dies. 
Premiums under this policy are paid throughout the life of the insured or specified period. 
Therefore the policy is meant to provide financial assistance to beneficiaries after the death 
of the insured. 



(ii) Endowment policy 
This is a life insurance policy aimed at benefiting the insured after he has retired from the 
job or during his old age. 
 
Premiums under this policy are paid for a specified period of time. Claims are made at the 
expiry of such a period or at death which proves to be earlier. These life policies are normally 
taken by individuals. 
(iii) Group life insurance policy 
This is a life assurance policy under which families or businesses take up insurance to 
provide them persons during old age. 

(iii) Sickness policy 
This is a life assurance policy taken up to cover the insured against a specified disease or all 
forms of curable diseases. Under this policy, the insurer pays the medical bills of the insured 
and other expenses involved depending on contract. 
2. GENERAL INSURANCE (INSURANCE OR PROPERTY) 
There are three branches of general insurance namely:- 

(i) Fire insurance 
(ii) Accident insurance 
(iii) Marine insurance 

(1) FIRE INSURANCE 
This covers property against damage and destruction by fire or loss through household 
breaking. It is sometimes referred to as fire and theft insurance. Fire insurance has policies 
like:- 
a) Fire policy 
This is a policy aimed at protecting property against fire outbreaks. 
b) Household risk policy 
This is a policy that covers household property against damages or loss especially house hold 
furniture and kitchen utensils. 
c) Burglary (theft policy) 
This is a policy that covers against forced out breaking of burglars. This policy is normally 
taken up by businessmen, banks and landlords. 
d) Fidelity guarantee 
This policy covers against losses arising from the dishonest of particular employees or the 
entire working staff. This policy is necessary especially for cashiers, accountants and banking 
officers who handle large sums of business money. 
e) Cash in transit policy 
This policy safeguards money losses while going to or leaving the business firm. 
f) Cash in safe overnight 
This policy covers against loss of money which has been kept in office overnight. It is 
necessary for businesses which receive large sums of money after banks have closed e.g. 
night clubs, bars etc. 
g) Bad debts policy 
This policy protects the insured against losses arising from debtors failing to pay the firm. 
(2) ACCIDENT INSURANCE 
This protects the property against damage or loss arising from accidents. This insurance has 
got a number of policies which include:- 



a) Motor vehicle insurance policy 
This policy insures vehicles or motor cycles against damage or loss resulting from crashing 
or over turning. Motor accident may be provided in two forms i.e. 
(i) Comprehensive policy 
This covers the vehicle, its occupant and any other person who might be affected by the 
accident. 
(ii) Third party policy 
This policy covers against damages or losses caused by the vehicle to the people either 
travelling in that vehicle or knocked down by the vehicle e.g. pedestrians. 
Note: 
There are three parties involved in motor vehicle insurance:- 

- The 1st party is the owner of the vehicle 
- The 2nd party is the insurer. 
- The 3rd party are the passengers travelling in the vehicle. 

The third party policy therefore covers passengers travelling in the vehicle and the people 
injured or property destroyed as a result of accident. 
By law, all vehicles in Uganda are required to take up the third party policy. 
d) Aviation insurance policy 
This policy safeguards against large damages or life losses resulting from air craft clashes. It 
is usually taken up by airline companies. 
e) Personal accident policy 
This is a policy taken up by individuals to cover against any accident which may affect them 
especially due to vehicles. 
f) Employer’s liability policy 
This policy is taken up by employers to cover their employees or customers against any 
injury that may occur to them while at work during working hours. 
g) Public liability policy 
This policy covers against any injury which may occur to a person who is passing near the 
property of the injured. This policy is normally taken up by building construction companies.  
(3) MARINE INSURANCE 
           This is insurance cover for cargo and vessels against loss at the sea. The policies 
available under this department are as follow.  

(a) Marine hull policy. This covers the vessel itself 
(b) Marine cargo insurance policy. This cover goods on the ship against sea pirate, 

theft, and loss In water. It’s taken out by the owner of the goods. 
(c) Ship owners’ liability. This cover losses, damage or injury on cargo or people 

resulting from carelessness of the navigator, under this policy, the ship owner 
may be covered in the following policies 

• Voyage policy. This undertakes to cover the subject matter against 
damage or loss for a specified journey e.g. from port rottandum to port 
Mombasa 

• Time policy. This undertakes to cover the subject matter only for a 
specified period of time. e.g. from May to July 

• Mixed / open policy. Time covers both the time and the voyage. E.g. 
from port rottandum to port Mombasa for three months. 



• Floating policy. This covers the ship on a regular route for a specified 
voyage. But the period does not exceed 12 months. 

ROLE OF INSURANCE IN DEVELOPMENT OF A COUNTRY 
i. Businessmen can use insurance policies as security for loans. 

ii. Insurance companies act as trustees for the businessmen. 
iii. Promote trade. 
iv. Compensation in case of sickness or loss of life leads to reduction f costs. 
v. A larger party of the funds collected are used to set up real estates and re-investments 

in development projects e.g. factories, buildings etc. 
vi. It enhances the habit of saving among people especially in life insurance. 

vii. Insurance contributes to a country’s invisible exports hence earning foreign 
exchange. 

viii. Employment opportunities. 
ix. Provide revenue to the government through payment of taxes. 
x. Compensation in cases of sickness or loss of life leads to reduction of social costs to 

the government. 
Disadvantages of insurance 

i. It does not cover all risks. 
ii. The doctrine of insurable interest limits the scope of items to be insured. 

iii. The compensation is not obtained immediately. 
iv. The legal principles of insurance are confusing e.g. proximate cause. 

Problems facing insurance industry 
i. Many people are not well sensitized about insurance business. 

ii. Loss of confidence in insurance because of reluctance to compensate in case of loss. 
iii. High rates of inflation 
iv. Limited market for insurance policies due to widespread poverty. 
v. Insufficient capital by the insurance company. 

vi. Getting an insurance policy has many complications with confusing policies. 
vii. Benefits as the insurance are invisible. 

Similarities between gambling and insurance 
i. Both have participants contributing money to a common pool. 

ii. Both are based on the element of probability or chance. 
iii. In both, membership or entry is voluntary and out of free consent. 
iv. In both, at least two parties are involved. 

Differences between gambling and insurance 
There are some basic difference between the two as explained below. 

• While insurance is legal in all countries, gambling is illegal in many countries 
• Insurance aims at helping the unfortunate individual who suffer loss to be 

compensation while in gambling the money is paid to the winner as a price. 
• In insurance, one must have insurable interest in the property being insured which is 

not the case with gambling 
• In insurance the event insured may never happen while in gambling the event 

speculated must occur to determine the winner. 
• In insurance, the insured is restored to the financial position he was enjoying before 

the loss occurred while in gambling the winner is helped to become rich. 



• Insurance does not tolerate lies while gambling does so 
• With gambling both parties contribute money but in insurance only one party 

contribute. 
• In insurance money is paid in installment while on gambling money is paid at once 

and taken at once. 
 
 
REASONS WHY INSURANCE IS NOT COMMONLY USED BY MOST BUSINESS MEN IN 
UGANDA 

• Insurance service or benefits are invisible and only realized when the risk occurs. 
• Getting an insurance policy is not easy for example the principle of insurance are not 

readily understood 
• Insurance service in Uganda are widely spread i.e. they are limited to few urban 

Centre 
• The insurance industry is misunderstood as gambling 
• People luck huge valuable assets to insure against. 
• Insurance contracts is expensive and therefore adds to running cost of the business. 
• The compensation procedures are not clear. 

 
 

SALES PROMOTION 
 
 
Definition 
This refers to those activities or methods employed by business men to increase the 

market of their products 
It also refers to attempts made by a business enterprise to give a temporary boast to its 
products in order to create a high demand which increases sales. 
METHODS OF SALES PROMOTION. 
Traders employ various forms of sales promotion which include the following:- 
1. Offering free gifts (premium) 
The premium is an item of value or a free gift given to a buyer of a good or service as taken 
of bonus e.g. offering one free opener when he buys ten creates of beer. Omo and soap for 
buying more litres of fuel. 
2. Offering credit facilities of worth customers 
This can also promote sales since it attracts buyers to buy more goods at ago than they would 
otherwise buy if they were to be sold on cash basis. 
3. Offering free samples 
A sample is an item given to the intending buyer to try out and later buy the product if she/he 
is impressed. This may lead to an increase in sales. (free sanitary pads are always given to 
girls in free samples). 
4. Price reduction 
Reducing prices of products can promote sales since more customers will be attracted by the 
reduced prices to buy the products. Both the new and old should be shown e.g. Bata shoes. 



5. Offering after sales services 
After sales services are free services offered by the seller to the buyer after he has bought 
goods and services from him. This can be in form of free transport, advise, free packing 
material etc. This may attract more customers and increases sales as well e.g. roofings, Lweza 
clays etc. 
6. Advertising 
This is the means by which information is spread by producers and sellers about the 
availability of their goods and services in an attempt to increase sales e.g. coca-cola 
advertises on radio, TVs and newspapers. 
7. Market research 
This means the act of obtaining information about the demand of the products and opinion 
of the customers regarding the products of the competitive firms. In view of this information, 
a firm can make better decisions to promote he sales of its products. 
8. Branding 
This is the act of giving trade marks and names to enable customers differentiate the 
products. It is used to attract/win more customers which also increases sales e.g. Garden tea. 
9. Packing 
This is the designing of attractive containers for goods being sold and also making sure that 
containers can be put on to other uses e.g. omo, NOMI, Kimbo etc. 
10. Exhibition and trade fairs 
E.g. UMA’s regular shows at Lugogo and the agricultural shows in Jinja will also promote 
sales. 
11. Sponsorship of programmes 
This is done on both radio and TV e.g. MTN, Airtel, Coca-cola, Katumwa Sports Centre, 
Peacock paints etc. 
12. Giving out brochures and manuals to customers 
These will increase or promote sales of products. 
13. Promotional offers 
It is a system where by a firm gives a customer more units for a given amount of money e.g. 
an extra crate of beer for 10 crates bought, hire purchase, wide use of bill boards etc. 
14.      use of personal selling 
             This is a process where salesmen are used to sell goods directly to the customers. 
For personal selling to be effective, the salesperson must have the following qualities 

• Attractive ie he must be attractive to make a good first impression to customers 
• Honesty. Must be honest and sincere in his dealing with the customers 
• Politeness. Should be polite and not short tempered  
• Knowledge of the product. Should have thorough knowledge of the good he or she is 

selling 
• Ability to face customers. Should be able to assess customer’s behaviors and needs. 

 
 

Questions: 
1 a) Distinguish between sales promotion and market research. 

b) Outline ways a firm producing a new brand of soda would make its products 
to be known to the public. 



2 (a) with examples, explain the forms of sales promotion. 
 (b) What are the qualities of a good salesman? 

 
ADVERTISING 

This refers to the means by which producers and sellers convey information to consumers 
regarding the availability of their goods and services in attempt to increase sales. 
It is also defined as the publication of facts and opinions on goods and services available for 
sale in order to influence the public to purchase or buy them. 
OBJECTIVES/AIMS OF ADVERTISING 

i. To inform the potential consumers of new products or services. 
ii. To indicate new uses of the existing product. 

iii. To increase on the sales of the product. 
iv. To give information on price charges, special orders etc. 
v. To build the firm’s image. 

vi. To create more employment opportunities. 
vii. To encourage more efficient use of the products e.g. an advertisement like MTN 

everywhere you. 
viii. To create brand loyalty. Advertising creates brand loyalty so that the consumer 

continues to buy a firm’s product in preference to other firm’s products. 
GENERAL FUNCTIONS OF ADVERTISING IN BUSINESS 

i. It bridges the gap between the manufacturer and the consumer. 
ii. It enables the consumer to know the available goods on market for proper choice 

making. 
iii. It induces customers to buy hence increasing sales. 
iv. It enables introducing of new products on sale to the consumers. 
v. It encourages competition leading to better quality products and at reasonable prices. 

vi. It provides necessary information about the salient features of different products e.g. 
size, quality, colour etc. 

vii. It helps consumers to know the technical use of products and their applications. 
TYPES OF ADVERTISING 
a) Indirect Advertising 
This is advertising to the public as a whole e.g. means of posters since it does not appeal to 
any specific groups of customers. It is the most effective when used for basic essential 
commodities like salt, sugar, soap etc which are bought by the majority of the population. 
b) Direct Advertising 
This is meant for certain income groups of people in certain professions. It is applicable when 
a product or service appeals only to a limited number of people e.g. through the press aims 
of selling to those who can read. 
c) Informative Advertising 
This simply alerts/makes the consumer aware of the existence of a commodity. It merely 
announces the presence of the products and gives details to the potential buyers e.g. cold 
soda is sold here, buy spare parts from here. 
d) Persuasive Advertising 
This aims at convincing the consumers that the advertised product is better than one of the 
similar kind/better than another e.g. “omo digests stains and dirt”. MTN, the better 
connection etc. Persuasive/ competitive advertising aims at creating and maintaining 



demand and market respectively and it is commonly used by firms producing similar 
products. 
ADVANTAGES OF ADVERTISING TO THE PRODUCER 

i. Advertising expands the market for producers’ goods and services by informing 
consumers of the existence of the products on the market inducing them to buy. 

ii. It increases sales of the producer leading to mass production and more profits to the 
producer. 

iii. It bridges the gap between producers to establish contacts with customers. 
iv. It enables the producer to retain his share of the market through constantly 

reminding consumers of his products. 
v. It encourages consumers to frequently use the products which increase sales for 

profits. 
vi. In areas where their demand of the producer product is low, advertising may remind 

the consumers about the producer’s product hence promoting sales. 
TO THE GOVERNMENT 

i. Advertising provides employment to some people which enable the government to 
solve the problem of unemployment. 

ii. The government gets revenue through taxation of advertising firms, advertising 
media and all those engaged in advertising which enables it to finance its activities. 

TO THE CONSUMERS 
i. It creates employment among producers of similar goods which forces them to 

improve on the quality of goods and services which is an advantage to the consumer. 
ii. Through advertising, consumers are exposed to a wider range of goods and services 

from which to make choice. 
iii. Advertising enables consumers to know the prices of different goods and services 

which saves them from being overcharged by traders. 
iv. It creates companionship among producers of similar goods or services which force 

them to reduce prices. 
v. It saves the consumers form the burden of looking for the products since they are fed 

with the information of where to find the commodities, their appearance, size etc. 
vi. Consumers get to know the commodities available on the market. 

vii. Some adverts explain to consumers how best to use some goods which saves the 
consumers from the problems associated with the misuse of the products. 

 
DISADVANTAGES OF ADVERTISMENT/ADVERTISING 

i. Advertising is expensive and its costs are usually passed onto the consumers in form 
of high prices. 

ii. Persuasive advertising may force consumers to buy goods or services which they do 
not really need. 

iii. Some adverts are misleading and end up driving consumers to buy poor quality 
goods. 

iv. Advertising interferes with the free choice of goods or services to the consumers 
especially persuasive advertisements. 

v. It may sometimes force consumers to live beyond their means because at times 
consumers are forced to borrow money and buy what they cannot afford under the 
influence of advertising. 



vi. It outcompetes some industries which lead to the rise of monopolies which have a 
tendency of overcharging the consumers and offering poor quality goods and 
services. 

vii. Some advertisements promote immorality such as adverts for condoms, cigarettes, 
videos, lockers etc witch doctors, child abuse like kidnapping. 

 
ADVERTISING MEDIA 
This refers to the various ways or means/channels through which advertising information 
is conveyed to the public. They include the following:- Newspaper, magazines, TVs, radios, 
trade fairs and exhibitions etc. 
Newspapers:  
This is one of the most important medium in E. Africa (Uganda) firms and sellers advertise 
their products and services through daily English newspaper like New vision, monitor, 
Bukedde. 
The national newspaper circulates throughout the country and they are therefore suitable 
for advertisements addressed to the general public. 
ADVANTAGES OF ADVERTISING USING NEWSPAPER 

i. Newspapers are cheap: Many people can afford buying them which enables the 
message to reach many people. 

ii. Adverts made in newspaper can stay for a long time so that it cannot easily be 
forgotten. Any time a person reads a newspaper, the message will be received. 

iii. Newspapers can be found in different languages which favour those who can read and 
write the language used e.g. English, Luganda, Swahili, Langi etc. 

iv. Newspapers have got a wide coverage i.e. can be sent to distant places within the 
country and beyond. 

v. They favour both the deaf and the dumb who cannot read and write since it involves 
seeing and writing only. 

vi. They promote sports activities in the country since most of them give sports details 
to the teachers. 

DISADVANTAGES 
i. It is very expensive to buy them everyday. 

ii. They do not favour the blind who may also need the information contained in them. 
iii. They do not favour the illiterates since they involve reading and writing. 
iv. Some newspapers do not reach all parts of the country while others reach very late 

and when some information has already passed. 
v. It is expensive to advertise through newspapers and therefore small firms are not 

favoured which makes their commodities less known to the public. 
vi. Newspapers can easily be destroyed by water, fire, rain and can easily be harmed in 

case of mishandling. 
vii. Newspapers sometimes lead to moral decay especially those which display rude 

pictures e.g. red pepper. 
RADIOS 
This is where advertisements are broadcasted from the radio station. 
Advantages 

i. It covers a wide area and therefore information reaches very many people. 
ii. It favours both the illiterates and literates since it involves only listening. 



iii. Adverts can be conveyed in different languages. 
iv. It caters for the blind since it does not involve seeing. 
v. It is fast since messages are received as soon as they are sent. 

vi. Once an error is made, it can be corrected unlike written messages 
Disadvantages 

i. Only people with radios can receive the information. 
ii. It leaves on record for future reference since radios do not share information. 

iii. It is expensive to advertise using radios; the adverts need to be repeated over and 
over. 

iv. Languages used to advertise over the radio are limited because of the limited time. 
v. Radio advertisements need to be over exaggerated since a lot of persuasive words are 

used which may encourage buyers to buy poor quality goods. 
vi. Many people with radios may not listen to the advertisement especially the youth 

who prefer music and sports. 
TELEVISION 
This is where advertising information is brought to the notice of viewers and listeners within 
a short time. 
Advantages 

i. It favours both the literates and illiterates since it does not require writing and 
reading but seeing and listening. 

ii. It is fast. The time taken is short and messages are required effectively. 
iii. It covers a relatively wide area and hence the message reaches a big number of 

people. 
Disadvantages 

i. It can only favours people with T.V sets yet very few people can afford to buy TV sets. 
Therefore many people do not receive the message. 

ii. The costs of advertising on TVs are too high to be afforded by many businessmen. 
iii. It does not leave any record for future reference so information is easily forgotten. 
iv. It does not favour the blind since it involves seeing. 
v. Information is not always detailed compared to that in newspaper because of the cost 

involved. 
vi. T.V transmission is limited to a particular geographical distance therefore some 

people especially in areas which are not reached do not get the information. 
vii. Exaggerations hence enjoying poor quality goods sometimes e.g. omo 

 
MAGAZINES 
Advantages 

i. Magazines are widely circulated both domestically and internationally so the 
message is received by many people. 

ii. They are published in many languages both local and foreign making it easily for the 
message to be understood by many. 

iii. The use of colours is possible which makes the adverts attractive to read. 
iv. It leaves record for future reference i.e advert made can be stored for quite a long 

time. 
Disadvantages 

i. Adverts made in magazines tend to be expensive compared to newspapers. 



ii. They are mostly written in foreign languages neglecting the local language. 
iii. Some adverts tend to be more persuasive than informative. 
iv. Some magazines carry immoral pictures which may be a problem especially to the 

young children. 
OUTDOOR 
This involves all adverts displayed outside shops, stadium and on streets. They include 
posters, sign post, banners etc. 
POSTERS 
This refers to all paper advertisements hanging up or displayed. They are attractively 
designed which encourages people to read them. Posters have a wide coverage but they are 
usually affected by rainfall and wind. 
SIGN POSTS 
These are designed on wooden or metallic material and are displayed in strategic places 
alongside roads. Sign posts are permanently natured and are affected by weather e.g. school, 
sign posts, witch doctors etc. 
BANNERS 
These are in form of a cloth bearing the message being advertised. 
NEON SIGNS 
These are normally hanged outside shops and are lighted at night so that the message can be 
read both during day and night. 
They are advantageous because information can reach many people since they are displayed 
in strategic points. 
Disadvantages 

i. They are not suitable for illiterate people since they involve reading. 
ii. Installing and maintaining neon sign is expensive. 

iii. They do not favour blind since they involve seeing. 
TRADE FAIRS AND EXHIBITIONS 
Trade fairs is a media advertising whose manufactures and businessmen deal in various 
products display their products from well designed stocks to show grounds to make them 
known to the public e.g. UMA (Uganda Manufacturers Association). 
 
Trade exhibition refers to an occasion whereby one or more producers of related produced 
display their products a t a show ground on well designed stocks at a show ground to make 
them known to the public e.g. Uganda National Farmers’ Association Annual Agricultural 
show in Jinja. 
Advantages 

i. It is effective especially with advertising new products on the market since it attracts 
many potential customers from outside and within the country. 

ii. Manufacturers are able to interact face to face with potential customers which enable 
them to find out the customer’s opinion about their goods. 

iii. Manufacturers can interact with one another to trade fairs and may be able to 
improve on the quality of their products to match those of other competitive firms. 

iv. Businessmen and manufacturers can get agents since trade fairs attract many buyers 
both domestically and internationally. 

v. It boosts the sales of businessmen since during trade fairs many customers take 
advantages of price reduction to buy in bulk. 



Disadvantages 
i. Trade fairs are limited to few areas. 

ii. They are in most cases temporary. 
iii. They are expensive to organize 
iv. They do not favour the blind. 

WINDOW DISPLAY 
This is the placing of goods in glass windows of shops, well arranged in such a way that they 
attract people who stop, look and admire. This practice is known as window shopping. 
Advantages 

i. Goods can be seen clearly attracting people to buy them. 
ii. It is available to all passersby at free charge. 

iii. Goods can be arranged at a low cost. 
Disadvantages 

i. Window glasses are very expensive. 
ii. Once glasses break, they can cause injuries 

iii. It does not favour the blind. 
SPECIALITY ADVERTISING 
This involves producers or business firms offering specific articles to customers with their 
trademarks, trade names and symbols. Such articles may include T-shirts, openers, 
containers, pens, cigarettes etc. 
TRANSPORT ADVERTISING 
This is where a firm advertises their products in moving vehicle e.g. local musicians. It is also 
direct mail advertising which involves suppliers and producers sending catalogues to 
potential customers advertising their goods through the post office. 
This in most cases takes place in reply to the letters of inquiry. 
INTERNET is also another form of advertising media 
 
FACTORS AFFECTING THE CHOICE OF AN ADVERTISING MEDIA 

i. Cost of the media: Manufacturers or traders should consider the cost of the media in 
relation to the value of the commodity to be advertised. More expensive goods like 
cars, machinery etc can be advertised through more expensive media like televisions 
while cheap products advertised mainly through less expensive media like radio, 
posters etc. 

ii. The age group to which the media appeals its goods to be advertised mainly for 
teenagers than media such as magazines, T-shirts etc which supply to teenagers 
should be used. 

iii. The geographical area covered by the media. If the producers want to introduce a 
product aimed at the local market, then the media such as posters and other local 
appeal media may be used. However if the product to be advertised is intended for 
the whole country, then media with national wide appeal such as radio, televisions 
and newspaper may be used. 

iv. The common group to which the media appeals with advertising a commodity which 
is mostly demanded by the rich people, one can use television or magazines. On the 
other hand when advertising commodities demanded by common people, sign posts 
and posters and local newspapers can serve best. 



v. Social class: If goods are mainly demanded by local people, radio and local newspaper 
can work, televisions and magazines can work better for commodities demanded in 
urban centres. Radios and televisions are good for literates and illiterate society. If 
the advertising is intended to cover many people, the manufacture and traders may 
prefer using radios, newspapers, magazines and televisions. 

vi. The interest of the listeners should also be put in mind e.g. the media should be able 
to motivate and attract customers 
Advertising agencies and preparation of advertisement. 
Advertising agencies are business organizations which undertakes to design adverts, 
select the media and carry out promotional complain for other companies. 
In advertising, there are three parties involved i.e. the advertiser, advertising agent, 
and the media. 
Function performed by advertising agencies 

➢ Creating the advertisement. Adverts are created based on information 
provided by the advertiser about the nature of the product. 

➢ Producing the advertisement. This is done by the production department 
where artists produce a draft of posters, design and make slides. 

➢ Placing the adverts. On approval of the advert, the agency books advertising 
time in the agreed media 

➢ Market research. They carry out market research before the creation of the 
advert to get to know the target market. 

➢ They connect the advertiser with the media owner. 
➢ Advice. They give advice on media to be used, the name of the product, its 

packaging etc. 
Qualities of a good advert 

• Should have a good theme or appeal 
• Should have a good lay out 
• should have an objective 
• Must be shown on the most appropriate correct media. 

 
Type of information an advertiser should give to enable advertising agent design a suitable 
advertisement. 

➢ The nature of the good 
➢ The brand name of the good 
➢ The location of the business/ good 
➢ The terms of sale of the good/service e.g. cash / credit 
➢ The contact address of the advertiser 
➢ The slogan used if any. 

 
APPEALS 

This are enticing words or phrases that are used to attract customer’s interests to buy goods 
or services. Appeal can either be psychological, rational prepared for the audience with the 
intention to attract their attention. For example 

➢ Prestige. If you want to get a head, buy Mercedes Benz 
➢ Responsibility. Devoted parents buy eggs and fruits for their children. 



➢ Age. Every woman has a right to look younger with fair and lovely lotion 
➢ Health. Colgate herbal toothpastes makes your teeth whither and gives fresh breath 
➢ Danger. Tomorrow your house may catch fire. Insure your house now. 
➢ Social acceptability. You are alone in this world if you don’t visit Sheraton hotel 

Kampala 
 

Methods used to create an appeal 
• Using music 
• Using colour 
• Use of famous and successful people  
• Using emotional appeal 

 
 

 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 


