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FACTORS IMPACTING FLYERS AS AN EFFECTIVE 
PROMOTIONAL TOOL 
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Abstract:  Flyer marketing can be accomplished with a limited budget and without reliance on design specialists.  
In the competitive businesses environment of today many businesses has resorted to using mobile or internet 

marketing.  However, consumers are still bombarded with flyers at robots, as inserts in newspapers or in their 

mailboxes which implies the extent of its use as a promotional tool.  The primary objective of the paper is to 

explore the factors impacting flyers as an effective promotional tool.  A quantitative research approach was 

followed.  A non-probability sample of 350 respondents was surveyed in the Nelson Mandela Metropole using 

self-administered questionnaires.  An exploratory factor analysis revealed nine factors impacting flyers as an 

effective promotional tool. The perceptions of consumers are positive regarding flyers as an effective promotional 

tool.  It was further found that flyers should be used in addition to other marketing communication tools. The 

analysis of variance results revealed nineteen significant relationships between the demographical variables and 

the identified factors.  It was found that businesses should take note of the impact of demographic variables when 

determining the intended flyer target market, when designing the message, the information it should contain, the 

corporate image it wishes to portray and when appointing flyer distributors. 
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1 INTRODUCTION 

Survival in today's economic climate and competitive retail environment requires more 

than just low prices and innovative products (Grewal, Levy & Kumar 2009:1). With the 

growth of internet and social media, sales promotions play an important role in 

marketing communication.  One of the most well-known, affordable and globally used 

methods of sales promotion today is flyers (Van Heerde & Bijmolt 2005:443).    

From 1994, door to door promotional flyers have been the fastest growing media with 

96% of consumers admitting that they have receive flyers and 76% admitting to 

acting on a promotional flyer in their letter box (Gurler Marketing n.d.: Internet).  This 

is the reason why many businesses spend large sums of money on promotional 

marketing and on flyers in particular (Gázquez-Abad & Sánchez-Pérez 2009:3).   

Organised retailers commonly use flyers to communicate with the customers (Katole 

2012:174).  It is a highly versatile marketing tool for any new or growing business, or 

any kind of business or project that need to create product awareness (Peters 

2006:111).  The more intense business competition, the more retailers will use flyers 

in accessible locations with a high propensity to respond (Lamb, Hair, McDaniel, 

Boshof & Terblanche 2004:355).  Furthermore, some retailers place flyers with 
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discounted prices at the entrance of a shop to encourage customers to purchase 

products which has proven to increase retail sales (Burton, Lichtenstein & Netemeyer 

1999:14).    

The primary purpose of businesses distributing flyers is to enhance overall store traffic, 

sales and promote the image of the business (Alarcon 2008:Internet).  It can reach 

consumers in an explicit geographical location as well as create rapid awareness of a 

business and its products and services (Prendergast & Yuen 2005:124).  Kelly 

(2009:153) however, warned that flyers should only be used on occasion in order to 

market a grand opening, event or promotion. 

2 PROBLEM STATEMENT 

In a study done by Miranda and Kónya (2007:9), the need for research on store flyer 

decisions and composition was indicated.  However, with the increase in digital 

technology and mobile marketing, few articles in the last five years have been written 

on flyers as a promotional tool.  The general public has a very low expectation of 

flyers (Gregory 2003:68).  Many people regard it as useless and discard it (Schell & 

Tyson 2008:196) or accept it only to assist the distributor to complete their job as 

quickly as possible (Prendergast & Yuen 2005:124).   

Another reason given by people not accepting flyers is that when distributed in peak 

hours, they do not have time to stop (Prendergast & Yuen 2005:124).  The response 

rate may be low (about one to two per cent) but are considerably cost effective 

(Marketing minefield 2013:Internet).  Unfortunately it is very difficult to get feedback 

from consumers on flyers to determine the success rate (Kilkenny 2006:155).   

Flyers can be effectively used to remind customers about the business, products or 

services (Burton et al. 1999:14).  According to Maghirang (2009:Internet), small 

businesses should not underestimate the effectiveness of flyers as a promotional tool 

for products and services as it creates public awareness.  This awareness can trigger 

customers’ needs and leads to business sales.    

With increasing clutter as competing businesses scramble for unoccupied advertising 

space, it is important to understand consumer perceptions and how paying attention 

to the design and distribution requirements of flyers can assist in being an effective 

promotional tool (Prendergast & Yuen 2005:124).   
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This has led to the research in question: Can flyers be used as an effective 

promotional tool?  The results of this study can indicate whether flyers can still be used 

today as a promotional tool.  The results will indicate which factors to pay attention to 

when designing and distributing flyers to ensure it being an effective promotional tool.   

3 OBJECTIVES 

The primary objective of the study is to investigate if and how flyers can be used as a 

promotional tool.  The secondary objectives of the study are to: 

• Conduct a literature study on flyers as an effective promotional tool. 

• Empirically identify the factors that impact the effectiveness of flyers as a 

promotional tool. 

• Empirically explore whether there is a relationship between the factors that 

impact the effectiveness of flyers as a promotional tool. 

• Empirically determine whether there is a relationship between the demographic 

variables and the factors impacting the effectiveness of flyers as a promotional 

tool. 

• Provide guidelines on how flyers can be used effectively as a promotional tool. 

4 HYPOTHESES 

Various null-hypotheses were formulated to investigate the relationship between the 

independent (classification data) and dependent variables (perceptions regarding 

flyers).  The following null-hypotheses were formulated and tested: 

• H01 to H02: There is no relationship between the perceptions of flyers and 

demographical variables of respondents such as educational level and income. 

• H03 to H08: There is no relationship between the distributor of a flyer and 

demographical variables of respondents such as gender, home language, age, 

education level, number of years employed and employment status of 

respondents. 

• H09: There is no relationship between the information required in a flyer and 

respondents’ number of years employed. 
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• H010 to H011: There is no relationship between the flyer acceptance conditions 

and demographic variables of respondents such as gender and age. 

• H012 to H013: There is no relationship between the flyer message design 

specifications and demographic variables of respondents such as occupation and 

number of years employed. 

• H014 to H018: There is no relationship between the corporate image expectations 

of a flyer and demographic variables of respondents such as home language, 

educational level, income, number of years employed and occupation. 

• H019: There is no relationship between the distribution criteria expected and 

respondents’ educational level. 

5 THEORETIAL OVERVIEW OF FLYERS AS PROMOTIONAL TOOLS 

5.1 Definition 

Various terms can be used to describe a flyer, namely a catalogue, free sheet, circular, 

leaflets and a handbill (Gázquez-Abad & Sánchez-Pérez 2009:3).  Heath (2005:603) 

describes a flyer as a communication tool or tactic using direct media and mass 

distribution other than newspapers, magazines, radio and television.  

5.2 Flyers as promotional tools 

Any product- and service business can use a flyer as a promotional tool, even non-

profit businesses (Adkins 1994:4).  Hoggart, Shank and Barksdale (2009:419) 

indicated that flyers can be used to transfer information to: announce activities of a 

business; inform people on how to register for activities, if needed; inform people 

about the existence of a product or service; inform people about the benefits of using 

the product or service; and announce a sale or promotion.  Flyers are also used for 

events planning e.g. local bands, singers and DJs (Volinchak 2003:29).   

5.3 Ensuring effectiveness of flyers 

George (2005:353) recommended that marketers must take into consideration their 

target audience, number of copies distributed, lifespan of the flyer and distribution 

method for effective flyer marketing.  The location selected for distribution is important 

to ensure success (Prendergast & Yuen 2005:125).  Wilson (2010:Internet) advised 
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that flyers must spark the customers’ curiosity; the tone of the flyer must confer with 

the attitude and values of the business and must ignite a response from customers. 

The business must plan what they want to achieve with the flyer distribution, being 

awareness of a product or service, promotional offer or about the existence of the 

business.  The business must be aware of what and how their competitors’ use flyer 

advertising as this can assist them in improving their flyers (Barr 2010:Internet).  The 

success rate of flyers can be increased by attaching samples of the product or 

involvement devices to it (Reed 2006:24).   

5.4 Design requirements of flyers 

Stenning (2009:Internet) asserted that effective flyer marketing requires a well-

constructed flyer to improve the chances of new business development, maintain 

existing business and promote a positive image of the business (Ali 2003:133).  

McLuhan (2003:25) urges businesses to design flyers that are informative, solicit 

involvement and are relevant to the brand advertised.  It must also inspire conviction 

that the product or service is really worth buying, will provide satisfaction and mention 

the price (Lamb et al. 2004:330).  Reed (2006:23) confirmed that from the time a flyer 

is received it only has a few seconds to grab the attention of the reader.  For this 

reason, Kartel (2009:1) suggests a fairly large catchy headline to attract readers’ 

attention. Marsh, O’Connor and Tshivashe (2007:28) specified that a flyer must point 

out the competitive advantage and unique benefits associated with the product or 

service.   

According to Keirle (2002:86), attention should be paid to the structure, size and 

quality of paper used.  The flyer must be printed using good quality photographs or 

images with a stunning visual, in an appropriate size and texts without appearing 

cluttered (Debelak 2000:110).  Balance in terms of space to text, images and white 

space to lead the target readers’ eyes to the most vital part, is an important 

consideration when designing the flyer (Gurria 2007:223).  Bullets and power words 

such as avoid, free, bargain, earn, special or win can ensure that consumers pay 

attention to the content of a flyer (Gerber & Du Plessis 2009:282).  

Corporate image in terms of logo, name and contact details, business hours and a 

location map of the business and highlighting the major benefits of the product, store 
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or service, may prompt consumers to take note and buy the products or services 

advertised (Barr 2010:Internet).  To determine the response rate a contact person, 

email address or replied paid response card must be supplied (Hesketh & Laidlaw 

2010:250).  If it is a promotion, it is important to specify the expiry date of the special 

offer (Miranda & Kónya 2007:2).  A flyer for a service business is challenging as a 

customer experience is called for and therefore should include a story to capture the 

attention of the intended target market (Sullivan 2004:111).   

5.5 Distribution requirements of flyers 

Arto (2000:22-23) confirmed that prior to distribution, it is important to establish which 

needs must be accomplished, what information needs to be communicated (how, 

what, when, where, why and who) and how will the reader respond (call, register, 

write or attend).  Therefore the business must know its target market and has a 

defined objective in mind (Hingston 2001:106).  Various distribution methods exist for 

flyers such as (Gázquez-Abad & Sánchez-Pérez 2009:3; Govoni 2004:89; Gurria 

2007:227; Harold 2002:52; Kilkenny 2006:155; Noble 2007:107; Purcell 2010: 

Internet; Stan 2010:153; Thomas & Housden 2002:140; Whitebread 2009:148-149): 

solus distribution; shared distribution; inserted in a newspaper or a magazine; in 

public areas; posting on bulletin or notice boards; and at entrance in retail stores.  

Strategic distribution can be used successfully when distributing flyers in a high-cost 

housing neighbourhood to reach affluent customers (Stan 2010:154).  

The norm is to distribute flyers in high pedestrian places during peak hours 

(Prendergast & Yuen 2005:124).  Flyers should be distributed periodically e.g. daily, 

weekly or monthly to potential customers to ensure maximum exposure to the flyer 

(Alarcon 2008:Internet).  Schermerhorn (2008:Internet) confirmed that one-time 

promotional efforts usually does not achieve the desired outcome and suggested 

distributing flyers at least eight times to get noticed.  Distributors must be 

knowledgeable of what they are marketing and need to be polite, enthusiastic and 

appropriately dressed (Flyer distributor 2009:Internet), preferably in a low cost branded 

uniform to add credibility (Link Communication 2013:Internet).  According to Lamb et 

al. (2004:335), the retention of the information conveyed in a flyer peaks somewhere 

between the third and fifth message received which is advantageous as a reader can 

pick it up a week later to continue reading it or pass it on to someone else to read.   
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6 IMPACT OF DEMOGRAPHIC VARIABLES ON FLYER MARKETING 

For any marketing strategy to work it must be designed with a clear understanding of 

the demographics of its audience (Duron 2013:1).  Various authors found a link 

between the impact of demographics such as gender, age, income and number of 

members in a family on flyer marketing.  FitzGerald and Arnott (2000:31) found that 

the use of female-orientated advertisements create a positive effect among women 

while men will only respond to masculine-gender brands with women buying about 

80% of products and services.  Gijsbrechts, Campo and Goossens (2003:12) found 

that older consumers, families with lower income, no infants or toddlers or single 

households react more positively to flyers advertising discount.   

Darley and Smith (1995:41) pointed out that men and women process advertising 

messages differently, with females being more sensitive to product risk.  Dhar and 

Rossi (2004:Internet) reported that higher income consumers to be more likely to use 

flyers to save time while older consumers are more price sensitive.  Marks 

(2011:Internet) found that affluent customers expect flyers to be printed on high 

quality paper and projecting a professional image distributed where they gather.  

Lines (2007:Internet) blamed the media for focusing mostly marketing to younger age 

groups and urged businesses to target the 50 plus age market.  

7 METHODOLOGY 

The positivistic or quantitative research method is used in this study, whereby the 

emphasis is on the quantification of variables and statistical controls.  The main 

approaches followed are exploratory and descriptive research aimed at exploring and 

describing the factors impacting the effectiveness of flyers as a promotional tool.  

Secondary data was collected by means of an extensive literature study which 

included text books, journal articles and the Internet.   

For the purpose of this research project, the target population consists of all 

consumers in the Nelson Mandela Metropole. A non-probability sampling technique 

(convenience sampling) was used.  Primary data was collected by means of a survey 

by distributing a self-administered questionnaire in various areas within the Nelson 

Mandela Metropole. A total of 400 questionnaires were distributed by fieldworkers.  
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The final sample size was 350, giving an 87.5% response rate.   The questionnaire 

consists of two sections: 

• Section A comprises of 57 statements regarding the perceptions of respondents 

on the factors impacting the effectiveness of flyers as a promotional tool.  The 

type of ordinal scale used is by means of semantic differential scaled-response 

questions according to a five-point Likert-type scale (ranging from strongly agree 

to strongly disagree).   

• Section B provides classification data (demographic characteristics) of 

respondents and contains a nominal scale of measurement, using categorical 

variables.  Eight classification data variables were tested, namely: age, gender, 

home language, highest educational level, monthly income, occupation, number 

of years employed and employment status.  

As the questionnaire has never been used previously, it was distributed to 20 

respondents in Nelson Mandela Metropole (convenient sample). The questionnaire 

was also given to a few academics in the field of business management. Some 

problem areas were identified and suggestions for improvement were provided which 

ensure face validity of the questionnaire.   

Completed questionnaires were inspected, edited, coded and data transferred to an 

Excel spreadsheet.  The results were processed and analysed by means of the 

Statistica 10 package.  The statistical process comprised of the following phases, 

namely: 

• Demographic profile of respondents. 

• Exploratory factor analysis to extract the factors and to assess the validity of the 

measuring instrument. Items that did not load to a significant extent (loadings > 

0.30) and on a unique factor were deleted. 

• Cronbach’s alpha reliability coefficients to verify the consistency of the inter-item 

reliability of the research instrument. 

• Correlation analysis to determine the inter-item correlations between the items in 

the factors. 
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• Analysis of variance to investigate the relationship between the independent 

(factors impacting flyer effectiveness) and dependent demographical variables 

and to test the stated hypotheses.   

• Descriptive statistics to indicate the mean scores and standard variation of the 

factors. 

8 RESULTS 

8.1 Results of the demographical data 

Table 1 highlights the results of the demographical data. 

TABLE 1:  RESULTS OF THE DEMOGRAPHICAL DATA 

Biographical data % Biographical data % 
Gender Male 41 Occupation Construction and engineering 5 

Female 59 Medical 3 

Educational level Matric 22 Transport/Travel 6 

Certificate 11 Education 5 

Diploma 24 Communication 2 

Degree 23 Retail/Wholesale 26 

Post degree 18 Leisure and entertainment 21 

Other 2 Manufacturing 1 

Age 18-25 36 Agriculture, forestry, fishing 3 

26-35 28 Catering and accommodation 8 

36-45 18 Architecture 1 

46-55 9 Financial, insurance, real estate 1 

56-65 5 Other 20 

>65 4 Number of years 
employed 

None 11 

Employment 
status 

Unemployed 11 < 1 year 20 

Owner 7 1-3 years 23 

Manager  11 4-5 years 10 

Employee 71 > 5 years 36 

Language Afrikaans 21 Monthly income < 5000 41 

English 46 5000-9999 20 

Xhosa 21 10000-14999 20 

Zulu 2 15000-19999 8 

Other 10 ≥ 20000 11 

Source: Researcher’s own construct 

More males than females participated in the survey with most respondents English 

speaking.  It must be noted that in South Africa there are 11 official languages, which 

reflects in the other category. As 11% surveyed were students, they were 

unemployed with no working experience and having income (pocket money) of less 

than R5 000 per month.  Most respondents earn between R5 000 and R14 999, with 

a few (11%) earning R20 000 or more.  Forty one per cent of the respondents had a 
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degree or post degree with only 22% having at least matric.  Over a third of the 

respondents were between 18 to 25 years of age with 18% older than 46 years old.  

Most of the respondents were either employed in the retail/wholesale or in the leisure 

and entertainment sector.  Nearly half (46%) of the sample had four years or more 

working experience. The majority of respondents were employees, with a few 

managers or owners surveyed. 

8.2 Results of time, frequency and place of distribution 

Respondents could provide more than one response which time they receive most 

flyers.  Most flyers are distributed week days (f = 186).  This could be contributed to 

the fact that the working class was targeted, probably on their way to their workplace.  

To a much lesser extent are flyers distributed on weekends (f = 66), end of the month 

(f = 44) or public holidays (f = 11).  Table 2 depicts where flyers are mostly received 

by respondents. 

TABLE 2:  DISTRIBUTION PLACES AND FREQUENCY OF DISTRIBUTION  

Place Often (%) Sometimes (%) Seldom (%) 

Robots 55 27 18 

Mailbox 49 32 19 

Newspaper 60 29 11 

Entrance of shop 30 38 32 

Source: Researcher’s own construct 

Respondents often received flyers as an insert in newspapers, at robots or to a 

lesser extent in their mail box.  The results of the robots tie in with the fact that 

respondents received flyers mostly on weekdays.  It seems they are targeted at 

robots on their way to work.  Only 30% of the respondents receive often flyers at the 

entrance of the shops.  It must be noted that some respondents sometimes or 

seldom receive flyers at robots, in their mail box, as newspaper inserts or at the 

entrance of the shop.  This could point to being students not having a mail box, not 

buying newspapers or consumers in the low income group which do not travel where 

the flyers are distributed or buying newspapers. 

Table 3 shows which information could be conveyed successfully using flyers.  

Respondents could provide more than one response for this question.  The ranking 
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was based on the highest frequency of the results of the information that could be 

conveyed via flyers.    

TABLE 3: USEFUL INFORMATION TO CONVEY VIA FLYERS 

Flyers is useful for f Rank 

Commercial specials 251 1 

Health oriented products/services 197 2 

Functions/Seminars 151 3 

Emergency information 123 4 

Political campaigns 116 5 

Recruitment drives 90 6 

Sport information 88 7 

Community information 80 8 

Business prospects 76 9 

Source: Researcher’s own construct 

Table 3 shows that respondents regard flyers most useful for commercial specials, 

health products/services and to advertise functions or seminars and less suitable to 

convey information about business prospects, community or sport information.  It can 

also be used for emergency information, political campaigns and recruitment drives.   

8.3 Results of the exploratory factor analysis 

The principle component factor model using the normal varimax rotation was used to 

extract the factors and to foster interpretability by maximising factor loadings close to 

1.0 and minimising factor loadings close to 0 (Albright & Park 2009:Internet).  All 

factors not loading to 0.3, the cut-off point for significant loading associated with a 

sample size of 350 and above, were deleted and excluded from further analysis (Al 

Muala 2011:22).  Table 4 shows the results of the exploratory factor analysis to 

determine the validity of the measuring instrument.   

 TABLE 4: RESULTS OF THE EXPLORATORY FACTOR ANALYSIS 

 F1 F2 F3 F4 F5 F6 F7 F8 F9 
A1 0.6694         

A2 0.6393         

A3    0.4003      

A4 0.6682         

A5 0.6408         

A6 0.6532         

A7    0.4946      

A8    0.5427      
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 F1 F2 F3 F4 F5 F6 F7 F8 F9 
A9 0.6659         

A10 0.6950         

A11 0.6973         

A12 0.4146         

A13     0.3031  0.3409   

A14     0.3583     

A15     0.5797     

A16   0.3789  0.5199     

A17     0.5799     

A18     0.5300     

A19   0.3074  0.5372     

A20     0.3878     

A21    0.5812 0.3612     

A22    0.5756   0.3529   

A23     0.3103   0.3951  

A24    0.6454      

A25   0.3892     0.3306  

A26       0.6525   

A27   0.3528    0.6728   

A28   0.45390    0.5535   

A29   0.6788       

A30   0.7255       

A31   0.6102       

A32   0.6427       

A33   0.3444 0.3318 0.3373     

A34   0.7409       

A35   0.7703       

A36   0.6195      0.3033 

A37 0.4181         

A38 0.3984         

A39        0.6000  

A40        0.6329  

A41      0.7647    

A42      0.8234    

A43         0.6892 

A44          

A45  0.6185        

A46  0.7678        

A47  0.6343        

A48  0.6541        

A49  0.6889        

A50          

A51      0.3416    

A52  0.3273  0.5494      

A53    0.4195      

A54      0.3283    

A55   0.3594       

A56 0.4239       0.4370  

A57        0.5108  

Source: Researcher’s own construct 
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As can be seen in Table 5, a total of nine factors were extracted with Factor 9 being 

eliminated from further analysis as only two items were valid.  According to Costello 

and Osborne (2005:Internet) a factor is weak and unstable if less than three items 

are retained.  Statswiki (2012:Internet) stated that if cross loadings exist then it 

should differ by more than 0.2.  If items had cross-loadings, only the item with a 

loading of 0.5 or above was considered to increase the validity of the measuring 

instrument.  This also contributes toward ensuring convergent validity.  Items 13, 23, 

25, 33 and 56 were thus deleted from further analysis.   Items 44 and 50 did not load 

onto any of the nine factors. 

8.4 Results of the Cronbach’s alphas 

Table 5 indicates the results of the Cronbach’s Alphas.  Values close to 1 is desirable 

(Gunawin 2012:Internet).  

TABLE 5: CRONBACH’S ALPHAS  

Independent variables Number of Items Mean Standard 
deviation 

Cronbach’s 
alphas 

F1 Perceptions 11 3.22 0.63 0.72 

F2 Distributor 5 3.05 0.80 0.71 

F3 Information 8 4.24 0.48 0.70 

F4 Acceptance conditions 5 3.05 0.65 0.72 

F5 Message design 7 3.88 0.51 0.70 

F6 Distribution criteria 4 3.04 0.78 0.72 

F7 Corporate image 3 3.70 0.67 0.70 

F8 Strategic distribution 3 3.77 0.62 0.70 

Source: Researcher’s own construct 

The Cronbach’s alpha for the measuring instrument was 0.75 indicating it was a 

reliable measuring instrument.  All Cronbach’s alpha values are 0.7, or exceed it, 

therefore indicating internal inter-item reliability of all eight identified factors. 

Respondents are on average neutral regarding their perceptions of flyers as a 

promotional tool, whether the distributor must appeal to them, whether the flyer must 

meet their acceptance conditions or distribution criteria to ensure flyers’ success.  

However, respondents tend to agree that for flyers to be effective the right flyer 

information, message design, corporate image portrayed and strategic distribution is 

important.  There is not much variation in responses regarding the impact of these 

factors on the effectiveness of flyers as a promotion tool.   



S PERKS Factors impacting flyers as  
an effective promotional tool 

 

 

 
 

Journal of Contemporary Management 
DHET accredited 
ISBN 1815-7440 

 
Volume 10 

2013 
Pages 405 - 426 

 

 
Page 418 

 

 

 

8.5 Results of correlation 

An inter-item correlation exercise conducted to determine the correlation between the 

variables constituting each factor is shown in Table 6. 

TABLE 6: CORRELATION RESULTS 

 F1 F2 F3 F4 F5 F7 F6 F8 
F1 1.0000        

F2 0.1201 1.0000       

F3 0.3129 0.1921 1.0000      

F4 0.0120 0.3705 0.1778 1.0000     

F5 0.2575 0.2186 0.4438 0.3147 1.0000    

F6 0.1655 0.3166 0.2367 0.2478 0.2158 1.0000   

F7 0.3877 0.2063 0.4724 0.1356 0.3876 0.1972 1.0000  

F8 0.4038 0.2398 0.4407 0.2026 0.2866 0.2484 0.3660 1.0000 

Source: Researcher’s own construct 

As can be seen in Table 6, all relationships are positive with most rather weak.  Only 

factor three (information) had moderate relationships with message design (F5), 

corporate image (F7) and strategic distribution (F8).  The information contained in the 

flyers thus correlate moderately with the message design and the corporate image it 

wishes to portray as well as the intended purpose and where and to whom it should 

be distributed. 

8.6 Results of ANOVA 

Table 7 only reports those ANOVA results that show significant relationships 

between the independent and dependent variables and those that exhibit no 

significant relationships are excluded.  

TABLE 7: ANALYSIS OF VARIANCE RESULTS FOR FACTORS 

Dependent variable Categorical variable F p 

Perception (F1) 
Education level  2.2801 0.046** 

Income  2.9521 0.013** 

Distributor (F2) 

Gender 18.440 0.000* 

Home language 2.3011 0.045** 

Age 2.3548 0.040** 

Education level  6.0185 0.000* 

Number of years employed 2.7772 0.027** 

Employment status 2.4853 0.043** 

Information (F3) Number of years employed 4.7215 0.001** 

Acceptance conditions (F4) 
Gender 4.5436 0.034** 

Age 4.2412 0.000* 

Message design (F5) 
Occupational sector 1.9505 0.024** 

Number of years employed 2.5047 0.042** 

Corporate image (F6) Home language 2.5153 0.030** 
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Dependent variable Categorical variable F p 
Education level  3.0093 0.011** 

Income  3.2330 0.007** 

Number of years employed 3.7856 0.005** 

Occupational sector  3.2362 0.000* 

Distribution criteria (F7) Education level  5.1963 0.000* 

*p<0.001 **p<0.05 

Source: Researcher’s own construct 

The ANOVA results clearly indicate that Hypothesis 1 to Hypothesis 19 can, in all 

cases, be rejected and the alternative hypotheses (H1 to H19) can be accepted. 

Hypothesis 1 to Hypothesis 19 fall within the rejection region (p < 0.001 and p < 0.05) 

which indicates that there is a significant or highly significant relationship (difference) 

between the perceptions of respondents regarding the factors impacting flyers as a 

promotional tool.   

 9 CONCLUSIONS AND RECOMMENDATIONS  

The following conclusions and recommendations are based on the analysis of 

variance between the independent variables (classification data) and dependent 

variables (factors impacting effective flyer distribution): 

• There appears to be a significant relationship between the perceptions of 

respondents on flyers as a promotional tool and their educational level (H01 

rejected).  Less educated consumers seems to regard flyers as having useful and 

credible information and handy to keep till needed.  They are also prompted to 

enquire or buy the products or services advertised or visit the store to view the 

advertised products and service.   More educated consumers tend to prefer to 

receive flyers at robots or in their mail boxes which prompt their decision to make 

enquiries, buy or visit the store.  Businesses should ensure they identify their target 

market when distributing flyers e.g. more educated working class at robots on their 

way to work. However, more educated consumers may receive notifications of 

promotions electronically and may decline the offering of printed flyers.  This could 

also be the reason for the differences in perception of respondents of flyers as a 

promotional tool based on income levels (H02 rejected).  The more affluent 

consumers may only respond favourably to electronic promotions or when 

presented with flyers at places which they frequent and not to flyers distributed at 

robots or in their mail boxes.  The results clearly indicated that respondents agreed 
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that flyers can be used as a promotional tool.  However, to ensure effective 

distribution to the right target market it is suggested to use free newspapers that 

could target in particular the lower income groups for everyday consumption 

products.  Alternatively inserts in paid-for newspapers for products and services 

that are less frequently bought could be used to target the more affluent 

customers.   

• There seems to be a significant relationship between how respondents view the 

flyer distributor based on their gender, home language, age, educational level, 

number of years employed and employment status (H03 to H08 rejected).  Male 

consumers may rather accept flyers from attractive, friendly or neatly dressed 

female distributors and vice versa.  The relationship between how respondents 

view the distributor of the flyer based on home language is not clear.  It may be 

linked to race e.g. with a black distributor distributing flyers written in an African 

language or a white distributor if written in English.  Children may also urge their 

parents to accept flyers, especially when the distributor is dressed in a funny 

costume while adults regard distributors dressed in the T-shirt of the business as 

more credible.  The latter could also apply to those with higher educational levels, 

many years working experience and higher occupational status.  It is suggested 

that the distributor reflects the target market aimed at and dressed according to 

the image the business wants to portray e.g. being credible or funny. 

• There seems to be a significant relationship between the type of flyer information 

required by respondents based on their number of years employed (H09 rejected).  

It seems that consumers with more working experience will pay attention to 

product details e.g. price, features, business address, as well as contact person or 

web address.  The product information must fit the target market’s working 

experience as they become more knowledgeable to scan for specific information 

and ascertain whether it is reputable. 

• There appears to be a significant relationship between the flyer acceptance 

conditions of respondents based on their gender and age (H010 to H011 rejected).   

It seems that older consumers prefer flyers linked to receiving a benefit, 

advertising specials or price reductions with the special price indicated in bold, or 
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accompanied by a freebie as they are probably retired and price sensitive.  As 

females are shopping more than males, they may be more likely to respond 

positively to flyers, especially if targeting females specifically.  Children or 

younger consumers most likely accept flyers if colourful and printed in capital 

letters to attract their attention.  It is suggested that if targeting retirees some 

benefits are attached to taking up the flyer invitation.  Flyer distributors should 

rather target females, however, the flyer message must be gender orientated e.g. 

females with a feminine emotionally charge message or having a masculine 

appearance by using a font that appeals to males. 

• There appears to be a significant relationship between the views of respondents 

on flyer message design based on their number of years employed and 

employment status (H012 to H013 rejected).  The more working experience 

consumers have and the higher their employment status, the more likely they will 

pay attention to an eye catching flyer headline if printed on one side, on good 

quality paper and not folded.  The less working experience consumers have and 

the lower their employment status, the more likely they require that flyers contain 

both text and pictures and is addressed to them e.g. “The householder”.  

• There seems to be a significant relationship between the expectations of 

respondents on the corporate image that should be portrayed by flyers based on 

their home language, educational levels, income, number of years employed and 

occupation (H014 to H018 rejected).  Consumers with higher educational and 

income levels, more working experience and employment status may expect that 

flyers provide a brief business overview, clearly stating their main services and 

benefits of the service, to judge if worthwhile pursuing the service offering and to 

evaluate if it is a credible business.  The link between home language and 

expectations of the corporate image portrayed by flyers may lessen if a consumer 

is illiterate or cannot read the flyer message language.  It is recommended that the 

flyer content indicate the business offering, years in operation or success rate as 

well as indicating how the consumer can benefit from using the service.   

• There appears to be a significant relationship between the flyer distribution criteria 

expected by respondents based on their educational levels (H019 rejected).  If a 
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flyer targets certain suburbs, the educational level of these customers should be 

considered e.g. in poor communities they are likely to have a low income and 

educational level.  Consumers with higher educational levels seem to notice flyers 

only if distributed more than once within a given time period and at two distribution 

points e.g. at robots and in free news papers as was confirmed in literature.   

Based on these above conclusions and recommendations, it is clear that flyers can 

be used as an effective promotional tool.  However, some factors need to be taken 

into consideration when planning flyer distribution.  The limitations of this paper are 

next acknowledged and future research areas worth exploring are indicated. 

10 LIMITATIONS AND FUTURE AREAS OF RESEARCH 

It is important to take note of the following limitations of this paper when concluding 

the findings: 

• Survey responses came mostly from respondents in the retail/wholesale and 

leisure and entertainment sector, speaking a non-African language.  This 

suggests that the survey be replicated to African language speaking respondents 

to determine if the identified factors are similar for the African target market. 

• The factors identified needs to be further tested in a model to link to flyer 

effectiveness.  The sample should be expanded to include other provinces in 

South Africa. 

• The measuring instrument was quantitative in nature.  It is suggested that a 

qualitative study amongst all gender, races, income groups and educational 

levels be conducted.  This will ensure that the findings of this paper are either 

further validated or contradicted and ensure richer data. 

In spite of the above limitations, this study has made a positive research contribution 

to an area that seems to be neglected as a research area due to the rise in mobile 

and internet marketing.  Flyers are still today used extensively and can be an 

important promotion tool for a new or small business to create awareness of or 

remind consumers about the business and its offerings.  The cost effectiveness of 

flyers negates the disadvantage of the not being able to ascertain the exact response 

rate.  
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11 GUIDELINES FOR EFFECTIVE FLYER DISTRIBUTION 

Table 8 suggests some guidelines to businesses for the effective distribution of 

flyers. 

TABLE 8: GUIDELINES FOR EFFECTIVE FLYER DISTRIBUTION 

No. Guidelines with regard to effective flyer distribution 
1 Flyers can advertise:  

• products and services for commercial specials and health information  

• events such as functions; seminars; sport information 

• information related to emergencies; political campaigns and business prospects 

• recruitment drives and community information 

2 Flyer should provide business and products or service information: 

• with contact details such as web address, contact person and expiry date of promotion 

• in a way that reflect the corporate image for the intended target market like using quality 
paper, high gloss photographs for the affluent market or mostly pictorial for low literacy level 
consumers 

3 Flyers should target: 

• the right target market e.g. affluent, females, low education level 

4 Distribute  flyers at: 

• robots during the week if targeting working class 

• prestigious events over weekends or evenings for affluent youth market 

• shop entrance for retired or working class or to save time for higher income groups 

5 Ensure the flyer distributor is: 

• Dressed to relate to target market e.g. funny costume for children, business T-shirt for 
educated 

• Attractive opposite gender of targeted consumer  

• Friendly and polite 

• Knowledgeable on product or service promoted 

6 Flyers should be used: 

• In conjunction with other promotional tools 

• Frequently within the same time period for impact 

• Simultaneously in more than one promotional tool e.g. in free newspaper, at robots and in 
mailboxes 

• With an incentive attached to encourage a store visit, enquiry or purchase 

Source: Researcher’s own construct 

This paper confirms that flyers can still be used in the digital era.  However, it should 

be used in conjunction with other promotional tools.  Using social media and internet to 

distribute flyers can effectively target many consumers but cannot replace traditional 

distribution points such as at robots, in mail boxes or as inserts in free newspapers.  In 

the poorer income areas, printed flyers, especially at the entrance of shops will still be 

the most cost effective form of promotion.  The importance of paying attention to 

demographical factors when designing flyers should not be underestimated.   
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