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ABSTRACT

The present study is carried out to determine the indicators or factors of
market segmentation and consume behaviors that contribute to the shaping of
marketing strategies of Tanzanian telecommunication sector (VODACOM, AIRTEL,
TIGO, TTC and ZANTEL). The results of this research were used as basis for the
target marketing.

The research is a cross-sectional study that encloses a total of 500 self-
structured questionnaires distributed to randomly selected respondents who reside in
five regions in Tanzania. Besides descriptive statistics such as percentages and
frequencies, a cluster analysis was conducted to determine the differentiation among

respondents of the groups (four) of the sample.

The findings revealed the possibility of explaining customers’ buying
behaviour through the market segments, attitudes towards telecom companies and
towards the services provided by these companies. The results also emphasized that
the 4 clusters of consumer groups differ from one another in regards to psychological
characteristics such as: fewer users, light users, medium users and heavy users.
Finally, the study also recommended that Tanzanian mobile telecom services
providers need to reshape their marketing strategy, to plan marketing activities and to

improve the marketing mix.
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CHAPTER 1
INTRODUCTION

1. Background information of the research

Marketing is an individualized and highly creative process. Despite the
availability of high powered computers and sophisticated software capable for
analyzing massive amounts of data, marketing is still more of an art rather than a
science. Each business must customize its marketing efforts in response to its

environment and the exchange process.

In any given year, a group of companies will stand out as the top
performances in terms of metrics, such as profitability, sales or growth value. Some of
these companies will find out their status fades out quickly, due to little more than
fortuitous constellation of circumstances, such as being in the right business at the
right time. But other companies somehow manage to rise to the top and stay there,
year after year, pleasing their customers in the process. Companies such as
VODACOM, AIRTEL, TIGO, ZANTEL and TTCL, come to mind from the
Telecommunication industry in Tanzania. Among these there are those that have
managed to sustain their good performance records. And why is it that some
companies like VODACOM have managed to do well even when others in the
industry are faltering (Farajian 2003). Many factors enter into an explanation of a
company’s performance, of course. Some come from the external environment; others
are internal to the firm. But only one thing can account for the kind of long-lived
success record that we see in the world’s greatest companies- and that is a cleverly

and well executed strategy.

On the other hand marketing strategies, which comprises the analysis,
development, and implementation activities in developing a vision about the market
of interests to the organization, selecting market target strategies, setting objectives,
and developing, implementing, and managing the marketing program positioning

strategies designed to meet the value requirements of customers in each market target.



Marketing strategies seek to deliver superior customer value by combining the
customer-influencing strategies of the business into a coordinated set of market driven
action (David W.C 2006)

Communication technologies have come to play a vibrant role in
democratizing education not only in the developed but also in the developing
countries. However, in spreading the use of information and communication
technology some major difficulties are felt by the policy makers as well as the
implementers. These difficulties are felt both at the growth and application stages of
communication technology. Yavarbaum and Reisman highlight the importance of
three aspects in the application of new information and communication technology.

They are people, software and hardware.

1.1. Marketing environment in Tanzania

Whereas the last two decades have seen a surge in utility privatization
and poor strategies, most dramatic changes have been witnessed in
telecommunication industry. Many countries overhauled their legal and regulatory
framework for fast privatization and liberalization(Farajian 2003; Kasanga 2005) .
Like many other countries Tanzania embarked on a liberalization program of its
different sectors including telecommunication industry during the mid 1990’s. thus
improved strategies on Tanzania Telecommunication Company Limited (TTCL) was
based on the goal to improve its quality and quantity of services by way of strategic
investor who will bring in addition technical know-how, managerial skills and
necessary capital in narrowing the gap between supply and demand. In addition this
study aims at examining the performance of Tanzania’s telecommunication industry
in the move of which strategies are used to achieve their goals in the evolution of
mobile phones and other technologies with reference to TTCL, ZANTEL,
VODACOM, AIRTEL and TIGO.

Below shows the geographical location of Tanzania, which can further

help relate the issues facing the industry in related countries.



Fig 1.1: Geographical location of Tanzania
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Tanzania is a country in East Africa, with a total area of 945,00km,
with a population of 39.8 million of people having per capital income of $§ 365. The
telecom density in Tanzania is now ranging to 19.4%. before that, Tanzania postal and
telecommunication was a union of one thing but in 1994, there was a separation of
Tanzania postal and telecommunication into Tanzania postal corporation, Tanzania
telecom company, telecommunication regulatory authorities, there was partial
liberalization where mobile phones were allowed, and they liberalized the installation
of electronic equipments. Up until 1977, telecommunication and postal services in
Tanzania was controlled and governed by the East African Postal and
Telecommunication Corporation(Noll. R. G.. 2002). The Tanzania postal and
communication company (TPTC) was established in 1978 with the aim of taking over
the functions and powers of both EAPTC and East Africa External
Telecommunication Company EAETC. After the collapse of East African Community
(EAC) that is 1978-1993, TPTC operated under a monopolist environment as the

doors to competitors were closed (Molony (2007).

An important issue is whether selecting a successful strategy has a
favorable impact on results. Does uncontrollable environment largely determine

business performance, or instead, will the organization’s strategy have a major impact



on its performance? Successful business can be found operating in very demanding
market and competitive environment. Of course, favorable environment would further

enhance the performance of this industry.

The evidence suggests that strategic choices matter. While
environmental factors such as technology, political, social, and economic, influence
the performance of the industry externally, the strategic choices made by specific
companies also have a significant impact on their performance. Importantly, the
impact may be positive or negative. Example the VODACOM Company held the
leading market position over ZAIN Company, yet AIRTEL overtook TIGO Company
by investing heavily on tariffs, and low-cost retail network and good network all over

the country.

Economic factors affecting the environment of telecommunication
industry in Tanzania, is due to the environment changes due to the global arena in
African countries and other parts of the world. Before the global financial crisis,
Tanzania’s economy was projected to increase by 8% in 2009; but due to the crisis,
the economic growth was projected to grow 5-6 percent for year 2009/10. By early
2009 there were already indications that the crisis had already affected a number of
sectors, including the agricultural and tourism sectors, thus adversely affecting growth
projection. By May 2009 the Tanzanian government estimates a loss of about US$255
million from domestic income occasioned by the global financial crisis, calling for
concerted efforts in boosting agricultural and curbing excessive spending through

importation of expensive vehicles and unnecessary seminars countrywide.

The financial crisis also affected decisions to review the minimum
wage for both public and private sectors worker. The highly exclusionary networks of
the global economy link only segments of economic structures depending on their
usefulness in the ‘real time’ flow of capital, knowledge and information (UNIDO
2000) (Humphrey 2001). First, the world has experienced a rise of information
technology that has revolutionized production, secondly, global capitalism is more

flexible and no longer attached to the past bureaucracies and power structure. Thirdly



many of the social and cultural movements of the late 1960s, such as the women’s and
civil rights movement continue to affect the social structure at the end of the
millennium (Leichenko 2002). From this perspective of informational capitalism, sub-
Saharan Africa’s economies are largely non-valuable and risk being bypassed
completely by flows of wealth and information and shifted to a position of structural

irrelevant (Leichenko 2002).

Critical issues in competition in industrial structure, it needs to be
identified include who the chief competitors are, the means by which they compete,
barriers to entry in the industry, critical success factors within the industry, and
industry maturity level. In this environment there are many competitors which emerge
as technology is highly changing from day to day. On marketing environment on
telecoms in Tanzania, the distribution is by agents where they take different
commodities from retailers and distribute to local places, from the new technology of
money transfer by cell phones from phone to phone through wholesalers where to

this, consumer just buy from the company itself or to retailed shops.

There are a number of local firms with franchising arrangements with
foreign firms, with the economic changes currently underway in Tanzania these
trading arrangements are expected to increase significantly. While direct marketing on
telecommunications in the country must be conducted with caution, particularly when
it comes to the question of payment. The agreement must have built in the protection
to ensure payment. It means in this case there must be a developed strategy to fight

with competitors.

Policy regulations are critical issues in this industry including the scope
of laws and regulations that may impact what the organization does. It is significant to
point out that in 2003, the parliament enacted the Tanzania Communication
Regulatory Authority Act. 2003 hereinafter (TCRA, 2003), which merged TCC
Tanzania Communication Companies with the Tanzanian Broadcasting Commission
(TBC) thereby creating one entity namely the Tanzania Communication Regulatory

Authority (TCRA). Needless to say that TCRA has replaced and taken over the



regulatory functions of the former TBC and TCC and is responsible for enhancing the
welfare of Tanzania (TCRA 2003). The government’s initiatives have undoubtedly,
paved way to competitive and better regulated telecommunication industry. However,
it may be argued that the initiatives leave a lot more to be desired. On one hand the
pre conditions for the privatization of TTCL Tanzania Telecommunication Company,
discourages serious potential buyers essentially because of the booming and profitable
cellular phone operations business. What strategies should be developed in this
industry to cooperate with these policy changes from 2011 to 2015 for higher

performance in the industry?

Tanzanian postal telecommunication companies (TPTCs), and some of
the environmental factors contributed to the poor performance of telecommunication
industry in the country, inadequate infrastructure and the state of despair (Noll 2002).
Equally important is the fact that its policies were not clearly defined whilst resources
for bringing about change were severely limited. Additionally, the market was
regulated to an extent that importation of basic communication equipment such as
private Automatic Branch Exchange (PABX) systems, telephone sets, computers, etc
was restricted and special permits were required if one was to import these basic

communication products.

Yet, while still holding true at the macro level, these gloomy
predictions for the impending fourth world failed to anticipate that African countries
would experience, an extraordinary boom in the uptake of new information and
communication technology (ICT), especially mobile phones, and increasing rates of
access to the internet. In the short term, it is unlikely that these in-roads will pose any
threat from Africa to the north, but at this early stage, it does allow for more reliable
communication and access to broader sources of information at the domestic level.
Pundits have touted new technologies as the future of mobile communications. The
major attraction of this offering is that these new technological networks can transmit
speed up to 200 times faster than conventional GSM networks. Knott-Craig says: “we

will invest US$126m (R768m) to roll out new infrastructures.



The industry changed also due to the number of available customers
due to global arena. There is a need to compete for customers and make a vast move
in the industry, if the environment of the industry changes then there will be high
performance because customers are the key factor for the industry to succeed. “We
also intend to install an earth station to enable local people to make more affordable
international calls.” Justifying the group’s investment, Knott Craig says that
Vodacom-Tanzania has been a consistent performer in the company’s stable.
Consider a late entrant into the Tanzanian market. Vodacom has dislodged AIRTEL
to become the biggest network, both by revenue and subscribers with a population of
39m and its cell phone penetration rate sitting at 7.6%. Vodacom has 1,7m subscribers
in Tanzania against nearest rival AIRTEL per 900 000. In Vodacom’s last reporting
period ended 30 September 2005, Tanzania contributed about 4% to the group’s
R16,2bn revenue, with data accounting for 5,5% of that figure. “Tanzania is a highly

competitive and challenging market” (Knott-Craig 2009).

Social and cultural forces are environment factors affecting the
industry. Therefore it is necessary to understand how interpretations of cultural
differences are negotiated, and how individuals and groups use them. In this context it
depends on how producers and consumers relate their culture in the marketing

strategies in the market field of telecoms in Tanzania.

From the African continent especially Tanzania, telecom industry
people and decision makers believe that Africa can emerge from poorness with the
advancement and coverage of all population with telecom technology. Tanzania made
great step to emerge from poorly developed to an advanced level of infrastructure
covering internet, even banking example that of cash transfer between customers via
mobile telephones payment methods. Thus due to global economy and every day
crisis on economic level is a big problem in Tanzania thus being the case the study on
this is important. The world market economy is dropping day after day with vast
companies of telecoms that competes each other there is a need for marketing

strategies to reach the organization’s goals.



1.2. Statement of the Problem

Tanzanian telecom companies face new opportunities and threats due
to constant changes in the marketing environment. Competition from overseas
companies entering the Tanzanian market, the government that is forcing the pace of
change in meeting basic consumer needs, the development of new consumption
patterns as well as changes in the existing consumption patterns because of social up-
lifting programmes and redistribution of income, are just some of the changes taking
place. All these changes are taking place in a very short time and are ultimately
causing business to lose touch with the needs of their customers. Consequently a
major challenge facing telecom business is to develop and implement appropriate
corporate and marketing strategies to achieve sustainable success in the domestic
multicultural environment.

Telecom firms will also need to search for opportunities and new
markets to which they can sell in order to grow and survive in today’s competitive
arena. Telecom industry represents a substantial slice of the Tanzania economy and
has rightly attracted considerable research. Despite interest from academics and
practitioners, little research attention has been paid to the market segmentation of
telecom sector. Proactive marketing management is a feature of only a minority of
Tanzania telecom firms. The marketing communications of most would appear to be
aimed mainly at a homogenized consumer population, rather than attempting to target

specific groups.

In relation to this, the main aim of the given research is “to analyse the
consumer behavior with respect to all the telecom products as offered in Tanzanian
telecom industry in order to get base for target market”. This research on telecom
sector will help to determine the consumer behavior toward telecom industry and a
reflection on the Tanzania telecom industry. It will also determine strategies the

companies adopt and how it affects consumer behavior.



1.3.  Research Objectives

1.3.1. General objectives

The main objective of this research is to cluster target marketing of
telecommunication sector in Tanzania.

1.3.2. Specific Objectives

Specifically, the study will attempt to:

(1) Identify the customers and potential customers of five telecom
companies, segment the market categorize these consumers into consumer groups
according to their characteristics determined by cluster analysis and factor analysis
methods.

(i1) To identify the factors influencing the decision of customers
why they are using the telecom companies.

(iii) To propose effective marketing strategies for telecommunication

industry in Tanzania.

1.4. Research Questions
(i) Are there any potential market segments as target market available?
(1) What are the factors influencing decisions to make toward
telecoms in Tanzania?
(111)) What suitable market strategy available for developing target

market?

1.5. Significance of the Study

This study is significant for various reasons, Firstly; the study will be
important to companies in the telecom industry because, the results of the study will
help the management of telecom companies realize the effect of marketing
segmentation on customer loyalty so as to develop the necessary strategies to

strengthen loyalty through relaying emphasis on target marketing.



10

Secondly; for the academicians, the study will bring out the
relationship between Marketing segmentation, purchase behaviour and market
strategy. The results will contribute to the existing pool of knowledge and debate on
marketing, customer quality perception, customer satisfaction and loyalty, which in
turn will be used as a future reference for other researchers by drawing examples from

the Tanzania setting.

Thirdly: the study will identify problems in the telecommunications
sector and suggest recommendations on how the telecommunication companies can

develop strategies that can enable them overcome the challenges in the sector.

1.6. Scope of the Study

Given the nature of the research, this study focused only on marketing
segmentation based on consumer behavior in order to get base for target marketing,
investigated. The study will limit itself to the case of telecom industry in Tanzania

and it will exclusively set for five mobile companies.

1.7. Limitations of the Study

1. This study will be limited by material information, because the
study involves a considerable number of officials from various departments, sections
units and individual staff and other stakeholders.

2. The research will be limited by time, because the researcher will
need to go to the area for data collection through interview.

3. The researcher will be limited by financial resources, because
doing a research is expensive. It is costly.

4. Technical and environmental constraints coverage will also be

limited, because it will be difficult to research some areas.
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1.8. Definition of key words

In order to understand the specific words that were used in this study,
the following definitions are to be clarified.

1. Marketing strategy: specifies target market and a related market
mix. Is a big picture of what the firm will do in some market. Two interrelated parts
are needed which are target market and marketing mix (McCarthy 1993)

2. Marketing segment: An identifiable group of individuals, families,
groups or organizations that shares one or more characteristics or needs in an
otherwise homogeneous market.

3. Marketing position: A ranking of a brand, product, or company, in
terms of its sales volume, relative to the sales volume of its competitors in the same
market or industry.

4. Cconsumer behaviour: is the decision process and physical
activity individuals engage in when evaluating, acquiring, and using economic goods

and services.(Goldacre 1979).
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CHAPTER 2
LITERATURE REVIEW

2.0. Introduction

The second chapter aims to review the theoretical foundation upon
which the research is based by reviewing the relevant literature. This chapter gives an
overview of the literature relevant for the domains which are combined for the present
research. The literature review will provide a detailed overview about marketing
segmentation; it will go on to further discuss and introduces different market
segmentation variables and models, considering also their respective benefits, caveats

and consumer behaviour and marketing strategy.

2.1. Theoretical Literature Review

Strategy is defined as a major determinant of business. The critical
element is “to have a clearly defined business with a distinctive image serving the

needs of a specific market segment” Go and Pine, 1995:29, (Okumus 1999).

In order to understand and analyze the market, it is important to
understand the concepts of differentiation, segmentation and target marketing. These
tools help the firms to outstrip the competitors, focus the marketing efforts and thus
meet the needs and desires of customers. As (Evans 1989) state, these concepts are

different, but still interrelated, as they are involved in the product marketing.

2.2. Market segmentation

Market segmentation is a popular subject for research and therefore the
literature base is extensive. The following two subsections discuss the most essential
topics related to consumer market characteristics and market segmentation concepts,
to back up the examination of segmentation variables and segmentation models in the

later sections. Business markets utilize similar methodology for segmentation but then
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differ from consumer markets in many other fundamental ways. The scope of this

paper is exclusively limited to consumer market segmentation.

An effective business strategy depends on a proper definition of a
market. A market is the set of all actual and potential buyers of a product or service
(Kotler 2003)and as noted in the previous section, buyers differ from each other in
many ways. Markets are by nature complex and under continuous change and thus
require a diversified analysis to avoid short-sightedness. Day (1981) suggests an
integrated analysis that utilizes two separate methods of defining a company’s market:
the top-down and bottom-up analyses. The top-down analysis specifies the market in
terms of the company’s capabilities and resources. The bottom-up approach installs
customer requirements and usage patterns as the basis for a market. Both methods

have their weaknesses.

The top-down approach is apt to cause delayed responses to rapidly
shifting customer requirements and usage patterns, whereas a dedicated bottom-up
approach may hinder finding new opportunities to exploit a company’s core
competencies and experience. By accepting the need for multiple approaches, the
competencies of both methods can be used to tackle different issues in assessing a
market’s potential and choosing the market to serve. Modern companies seldom try to
appeal to all buyers in their market in the same way. The concept of market
segmentation dates back to the mid-20th century when marketers began to accept
divergent demand as a fundamental market characteristic and started to adjust product

lines and marketing strategies accordingly.

The lack of homogeneity on the demand side can be based upon
different customs, desire for variety, or desire for exclusiveness or may arise from
basic differences in user needs. Through market segmentation, large heterogeneous
markets are divided into smaller more homogenous segments that can be more
efficiently reached with the products and services the customers really want and will
pay for (Smith 1956). Specifically, market segmentation is the process of dividing a
market into distinct groups with distinct needs, characteristics, or behaviour who

might require separate products or marketing mixes (Kotler 2003). A segment is a
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group of customers with similar needs, sharing characteristics that are strategically

relevant (Day, 1981).

Analytical market segmentation has two basic approaches (Green 1977)

1. A priori segmentation, in which the researcher chooses some
cluster-defining descriptor in advance. Customers are then classified into a pre-
definable number of segments and further examined in terms of other characteristics.
For example, segmentation might be formed on the basis of a favourite brand and then
any differences between the segments in terms of e.g. demographics or lifestyle could

be studied.

2. Post hoc segmentation, in which the customers are clustered into
segments according to the similarity of their multivariate profiles. The segments can
then be further examined for differences in other characteristics. The number or
relative sizes of the segments is not known before the analysis is completed only the
set of variables on which customers are to be clustered is pre-specified. For example,
the initial clustering might be done based on customer profiles that describe benefits
sought from a product and then any significant differences between the segments

assessed utilizing other segmentation variables.

Alternatively, a hybrid scheme utilizing both of the aforementioned
approaches can be employed. In Green’s 1977 example, a hybrid scheme starts out
with two data sets, (1) a clustering by favourite brand and (2) ratings on product needs

statements.

The customers are first grouped according to their favourite brand to
produce an a priori segmentation. Next, a clustering algorithm is used to seek out any
common benefit-seeking profiles within each of the brand-favourite groups, to
develop a more elaborate clustering. This way, a hybrid approach also addresses the
problem of intra-segment heterogeneity, the remaining variance of needs within a

market segment.
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Segmentation design: the componential segmentation (COSEG). The
COSEG procedure aims to predict the consumers’ evaluations of new stimuli, e.g.

new products, rather than simply partition the existing market (Green 1977).

The primary objective is to forecast how a consumer would choose
among a set of alternative products. Several alternative variables used for
segmentation are explored in this Section but not all segmentation schemes are able to
meet a particular market situation effectively. (Kotler 2003) list fundamental
characteristics that any useful segmentation scheme and its market segments must
possess:

1. Measurability. The size, purchasing power and profiles of the
market segments can be measured.

2. Accessibility. The market segments can be effectively reached and
served with promotional and distributional efforts.

3. Substantiality. The market segments are large or profitable enough
to serve.

4. Differentiability. The segments are conceptually distinguishable and
respond differently to different marketing mix elements and programs.

5. Action ability. Effective programs can be designed for attracting and

serving the separate segments.

Market segmentation should not be performed concentrating
exclusively on what makes one group different from another. Quite the contrary, the
most important question in the segmentation design should be: what makes the
members of one group more like each other than they are like the members of another
group. The use of similarities allows for the use of statistical methods that cluster

people into groups based on the correspondence of values of the chosen segmentation

variables (Cahill 1997).

Strategies for target marketing adapted from (Hwu 2008) the marketer
a horizontal share of a broad and generalized market, equally successful application of

segmented marketing tends to produce depth of market position in the penetrated
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segments. As an illustration, the product differentiator seeks to secure a layer of
the”’market cake”, whereas one who employs market segmentation strives to secure
one or more wedge-shaped pieces. The drawbacks from differentiated marketing are
the increased costs of e.g. developing marketing plans, conducting marketing research
and creating promotional campaigns to serve multiple customer bases. Anyhow, most
modern companies employ segmented marketing instead of mass marketing as highly
satisfying all consumers with a single product or brand is a difficult, if not an

impossible task.

The next strategy on the way to narrower target markets is called niche
marketing. Niche marketing is a market-coverage strategy in which a company
decides to grab a large share of one or a few relatively small segments, or niches,
instead of chasing a small share of a larger market (Kotler 2003). Nicking is often
employed by relatively small companies that are able to compete by serving any
niches that may be overlooked by larger competitors. This concentrated marketing
strategy strives for a strong market position by fine-tuning the company’s marketing

programs, products and services toward the consumers it can serve most profitably.

The risk in serving a very limited subset of a market is that if it turns
out to be less profitable than expected, this will have a heavy impact on the business.
However, (McKenna 1988) notes that large markets often evolve from niche markets.
Because niche marketing teaches many important lessons about customers — in
particular, to think of them as individuals and to respond to their special needs —
companies learn to respond faster to demand changes and thus become market driven.
McKenna also emphasizes the importance of word of mouth references. Today,
largely due to the global penetration of the Internet, references can travel around the
connected world rather quick and hence word of mouth may effectively make or

break a new product.

In the narrow end of the segment size scale is the strategy of
customizing products and marketing programs to the needs and wants of specific

individuals and locations. This practice is called micromarketing and it consists of
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local marketing and individual marketing (Kotler 2003). Local marketing observes the
effect of local influences on customer needs and wants and takes tailoring of products
to the dimension of cities, neighbourhoods and stores. Thanks to flexible
manufacturing technologies, mass production is no longer dominating niche
production economically and therefore companies can confront fragmented markets
with effective marketing strategies that address regional and local differences. The
downside is that when products and marketing messages are made to vary
substantially in different localities, communicating a clear and consistent overall

image of the company brand can prove to be a challenge.

Individual marketing is the most extreme form of the micromarketing
strategy, in which the preferences of individual customers are considered as the
starting point for marketing operations. Following the developments in computing
power and manufacturing technology, companies can employ a strategy of mass
customization, the use of flexible processes and organizational structure to produce
varied and often individually customized products and services at the price of
standardized, mass-produced alternatives (Hart 1997). Technology evolution has had
a profound effect on manufacturing; already in 1988, 75% of all machined parts were
produced in batches of 50 or fewer (McKenna, 1988). Moreover, consumers are now
increasingly taking more responsibility for the choice of brands and products. The
Internet, with a vast amount of communities and discussion forums, provides an easy

way to search information relevant to a purchasing decision.

2.3. Segmentation variables

Performing market segmentation requires the selection of a basis for
segmentation (the-dependent variable) as well as descriptors (the independent
variables) of the various segments (Wind 1978). These variables can be divided into
(1) general customer characteristics, including demographic and socioeconomic
characteristics, personality and lifestyle characteristics, and (2) situation-specific
customer characteristics such as product usage and purchase patterns and benefits

sought in a product category. Usually, multiple segmentation variables are used in
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combination to achieve smaller, better-defined target groups. The most useful
techniques have often resulted from practical successes, not as much from theoretical
studies. Marketers must identify which of them provide the best view of the market

structure currently in question.

2.3.1. Geographic segmentation

Dividing a market into geographic segments is one of the oldest ways
to perform market segmentation. The underlying assumption is that people have
different needs and wants based on where they live. Commonly, a geographical
segmentation scheme divides a market into units such as nations, states, regions,
counties, cities or neighbourhoods. A company can decide to operate in only a few of
the segments, or in all of them but customize their offering according to the
geographical differences in needs and wants (Kotler 2003). Geographic segmentation
is most commonly used by multi-national industrial and high-tech businesses, who
alter their marketing mix based on the differing needs of consumers in each of the
geographic segments they wish to serve. Simple geographic segmentation is usually
an easy, manageable and comparatively inexpensive way to handle a market —

especially an international one.

The downside of geographical segmentation schemes is the used
hypothesis that the customers within an area have homogenous product preferences.
Often this is not true even at the most local level. For example, people living on the
same street do not generally choose similar groceries, furnishings or clothing. The
practicality of geographical differentiation on a multi-national scale has also been
criticized (Kotler 2003); (McDonald 2004). Global markets are usually divided into
regional segments like Western Europe, Eastern Europe, North America or Latin
America. Inside such Western European segment, for example, exists enormous
environmental (from sunny southern Spain to chilly northern Finland), economical
(the gross domestic product of Switzerland is seven times that of Portugal), cultural
(neighbours France and Germany) and linguistic (Romance and Germanic languages)
variety. Equally, Canada and Mexico in North America are no more similar than are

Brazil and the Dominican Republic in Latin America.
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Regardless of these obvious pitfalls, geographical variables do have a
role in consumer market segmentation. Although geographic areas are inadequate to
define the proposition required by a segment, background information about buyers
helps in identifying where the customers from each market segment can likely be

found and, consequently, how they can be effectively reached (McDonald 2004)

2.3.2. Demographic segmentation

Another widely recognized consumer market segmentation scheme
makes use of demographics. Demographic segmentation is defined as the division of a
market into groups based on demographic variables such as age, gender, family size,
family life cycle, income, occupation, education, religion, race, generation and
nationality (Kotler 2003).Demographics have gained much popularity because they
are easily measured and often vary closely with consumer needs and usage rates. The
complexity and costs of the scheme also stay relatively low. Demographic variables

must, however, be handled carefully.

Although there generally are behavioural differences between e.g. men
and women or teenagers and elders, they are at best displayed by only a large majority
of the group. Consequently, the remaining subset whose behaviour does not fit into
the framework of the demographic group (e.g. youngsters acting like elders, or vice
versa) might not enjoy being reminded that they do not fit in with their peers. The
majorities may also resent being stereotyped, even more so in Western cultures where
individualism is one of the most revered values. Reaching the desired segment
without offending anyone belonging or not-belonging to the target group can thus
prove to be a challenging task (Andreano 2006). Demographic segmentation has also
been criticized, together with geographical segmentation, of the approach of
predetermining how the market divides into segments (McDonald 2004). In reality,
customers do not slot themselves into any categories determined beforehand, and this
is why companies should rather focus on getting a holistic understanding of their
customers’ needs than engaging the market with ready-made pigeonholes for groups

of buyers.
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When employed properly, demographic variables can provide a
productive basis for consumer-centric market segmentation. Demographic and
geographic variables have been combined to create geo-demographic segmentation
schemes based on the principle that people are more similar to those who live around
them than they are dissimilar. The Potential Rating Index for Zip Markets (PRIZM)
system regards each U.S. Zip Code area as a cluster that has a marketing and
attitudinal personality of its own. With geo-demographics, PRIZM aims to capture the
lifestyle of a neighbourhood and classify it into one of 62 segments that cover every
one of the 260,000 U.S. neighbourhoods. (English & Solomon 1995) empirically
examined how consumers’ cognitive representations of meaningful social types relate
to lifestyle data generated by PRIZM. They discovered that consumers may stay clear
of purchase, ownership, and use of such products and activities that might identify
them as members of a negative reference group, an avoidance group. The principle of
geo-demographic segmentation schemes could therefore be alternatively phrased, “if
people are where they live, they certainly are not where they do not live” (Cahill,

2006), thus emphasizing the role of avoidance on product choice and use.

Anyhow, regardless of the used segmentation basis, the information
provided by demographic characteristics is often used after performing a market
segmentation to profile the customers in the different market segments. This helps
assessing the target market’s size and determining how to reach the customers

efficiently.

2.3.3. Psychographic Segmentation

Using a psychographic segmentation scheme means dividing the
market into different groups based on various psychological characteristics of the
buyers, such as social class, lifestyle or personality (kotler 2003). Marketers have
understood that to attract or motivate a particular group of consumers, it is necessary
to know how they think and what their values and attitudes are, as well as who they
are in terms of the traditional demographic variables (Fenwick, Schellinck et al. 1983)

(Zift, 1971). The power of psychographics is that it identifies basic beliefs and



21

attitudes that influence consumer behaviour in various situations. Ziff’s study
suggests that by finding a core of attitudes and values that affects the buying
behaviour for a class of products, one can gain general understanding that can be
applied to other related products or even completely different classes of products.
Because the changes in person, family and occupation throughout life affect buying
behaviour, psychographic and demo- graphic segmentation bases are often used in
combination to better identify market segments. Behavioural variables, e.g. usage

rates, can also be used to complement a psychographic segmentation scheme.

The utilization of lifestyle variables has particularly gained popularity
among psychographic segmentation bases. Lifestyle focuses on the questions, “What
we do”, "What we want” and ”What we think”. Variables mapping activities (work,
hobbies, social events attended), interests (family, fashion, choice of medias) and
opinions (of themselves, of social issues, of products) — the so-called consumer’s AIO
dimensions — are used in building a lifestyle profile to predict the customer’s buying
behaviour (Cahill 2006). Relationships between products and AIO statements have
been studied by Wells (J. 1971), who noticed that some products are “richer” than
others in terms of correlation with activity, interest and opinion items. Thus, AIO

variables are not guaranteed to work in every market situation.

A widely-used tool for lifestyle segmentation is the proprietary VALS
scheme that blends research of values, hierarchy of needs and sociology in its
operation. The original VALS combine demographics and psychographics to describe
the nine types of customers it recognizes. Later, the typology was developed further to
put more emphasis on psychology and downplay demographics (Cahill 2006). The
second edition of VALS classifies people according to how they spend their time and
money, dividing the customers into eight segments based on two major dimensions:
self-orientation and resources (Kotler 2003). An alternative psychographic
segmentation scheme, the List of Values (LOV), has been developed to further
improve the predictive utility of lifestyle segmentations and to provide a tool that is in

the public domain and thus accessible to all researchers (Kahle 1986).
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Critique concerning psychographics is most often related to issues in
reliability and validity of the measures used. (Harrison. 1979)concludes that
psychographic measurements and procedures can have satisfactory reliability, but
generally satisfactory reliability does not imply adequate reliability. He also points out
that while the wvalidity of psychographic measurements does vary greatly,
psychographic variables are capable of producing substantial differences between
groups of consumers, and these differences are often larger than the differences
produced by standard demo- graphics. (Cahill 2006) notes that if the goal of market
segmentation is no deeper than to directly increase profits, then on surface validity,
doing it just because it works, is fine.(Geraldine Fennell 2003) examined the
relationship of psychographic and demographic variables with product use, brand use
and relative brand preference across 52 product categories. The study provided
evidence that these variables could predict product use and unconditional brand use,
but could not predict brand choice conditional on product category use. Variables that
can be expected to explain brand preference must reflect the substantive conditions
that lead people to action — and potential brand use — and thus they reflect a more
granular explanation of behaviour than demographic and psychographic variables are

able to provide.

Marketing practitioners, psychographic methods offer a new way of
describing consumers that has many advantages over alternative methods, even
though much work on reliability and validity remains to be done. Psychographics is
one technique among many, and with a qualitative motivation research approach, it
can provide information about customers unavailable with quantitative methods(W.
Thomas Anderson 1984) . Beginning with the people — their life styles and
motivations — and then determining how various marketing factors fit into their lives,
fresh insights are often acquired into the market. Psychographic segmentation
techniques should therefore be used to enrich the understanding of target markets and

augment the total package of market segmentation tools(Plummer 1974) .
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2.3.4. Behavioural Segmentation

Behavioural segmentation divides buyers into groups based on their
knowledge, attitudes, uses or responses to a product. Common approaches are, for
example, usage rate and occasion segmentations (Kotler 2003) A behavioural
segmentation scheme has the advantage that it is rather closely tied to the product or

service that the company is offering.

Usage rate segmentation divides the market into light and heavy users,
according to the product or service consumption volumes.(Twedt 1964) developed
the so called, “heavy half” theory by studying the annual purchase concentration of
700 U.S. households in 18 product categories. He divided the studied households into
non-users, the light half and the heavy half by purchasing rate. If a household’s
purchasing rate was greater than zero but less than the median for the category, the
household was classified into the light half. If the rate was greater than the category
median, the household was placed in the heavy half. (Twedt 1964) found out that the
heavy half is generally responsible for over 80% of the overall consumption. The
study emphasizes the importance of a heavy half household to the marketer, as the
purchase volume can be nine times that of a light half household. (Haley 1968),
however, notes that not all heavy consumers are seeking the same kinds of benefits
from a product, and therefore cannot be effectively reached with the same brand or
marketing messages, (Wansink 2000) studied the characteristics that differentiate
heavy users from light users. They found out that the differentiating characteristics are

related to five basic lifestyle factors and six personality factors.

(Victor J. Cook 1984) replicated Twedt’s original study twenty years
later and found out that the two decades’ changes in product penetration and lifestyle

had not altered the relative strengths of the usage categories.

Occasion segmentation groups consumers according to the occasion of
getting the idea to buy, actually buying or effectively using the purchased product

(Dickson 1982) claims that because demand results from the interaction of a person
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with his or her environment, a segmentation perspective that includes both the person
and the situation is needed to explain demand and target marketing strategy. Customer
segmentation should therefore not be equated with market segmentation; markets can
also be subdivided by usage situation. (Sandell 1968) discovered that situational
factors are responsible for variation in choice behaviour; an alternative with a high
choice probability for a person in one situation does not necessarily have a high
choice probability for the same person in another situation. Sandell’s experimental
scenario studied the beverage preference for satisfying the need of quenching thirst in
various situations. However, (Dickson 1982) points out that there are also other
possible goals that people seek by consuming beverages. The alternative drives can
be, for example, relaxing and reducing shyness, sedating, cooling down, warming up,
stimulating taste buds, relieving throat irritation or celebrating. Thus, the observed
situation-specific preferences can be caused by very different needs (Belk 1975)
reviewed the influence of usage situation for various other products and also considers

the dimensions characterizing a consumer situation.

2.4. Benefit Segmentation

Benefit segmentation divides buyers into groups according to the
benefits they seek from a given product. (Haley 1968) describes benefit segmentation
as an approach whereby it is possible to identify market segments by causal factors
rather than descriptive factors. Therefore, the benefits which people are seeking from
a given product are the basic reasons for the existence of true market segments.
Benefit segmentation is reviewed here as an independent segmentation scheme, but it
has also been categorized as an instance of psychographic (Haley 1984) and
behavioural (Kotler 2003) segmentation schemes. According to (Kotler 2003), benefit
segmentation requires finding the major benefits people look for in the product class,
the kinds of people who look for each benefit and the major brands that deliver each
benefit. (Haley 1984)notes that it is the total configuration of the benefits sought
which differentiates one segment from another, rather than one segment seeking one
particular benefit and another a quite different benefit. Individual benefits are likely to

have appeal for several segments because most people would like to have as many
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benefits as possible and thus they choose products with benefits that add up to the
most value and satisfaction. (Yee 2006) researched the motives for playing massively-
multiplayer online role-playing games (MMORPGs). By asking 3,000 MMORPG
players 40 questions about their reasons for playing through online surveys, a wide
variety of alternatives emerged. Yee performed a factor analysis on the survey data
and as a result obtained 10 motivational components that could be factored into three
main component categories:

e Achievement (advancement, mechanics, competition)

¢ Social (socializing, relationship, teamwork)

e Immersion (discovery, role-playing, customization, escapism) For
example, the players that seek satisfaction from reaching goals, gaining status,
understanding the game mechanics and challenging other players have achievement as
their main motivational component. A MMORPG player is not exclusively tied to any
one of the categories, but can have connections of different strengths to several
motivational components, thus building up the total value. (Nardi 2004) studied the
benefits sought from another popular form of online user interaction, blogging, by
conducting interviews with bloggers and following the interviewees’ blogs at their
web sites. As a result, they identified five major motivations for maintaining web
logs:

e Document of life, using a blog as a record to inform and update
others of personal activities and events.

o Commentary, using blogs to express opinions on the topics that are
important to the writer.

e (atharsis, using blogs to let out thoughts and feelings concerning
personal issues.

e Muse, using blogs to get an audience for writings and archive
thought pieces for future use.

e Community forum, using blogs to express views and exchange

information within a community.
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As a summary, identifying the variety of motives behind the usage of
any product or service is essential to be able to analyze the customers’ buying

behaviour correctly.

After segmenting a market based on sought benefits, the segments
should be compared in terms of e.g. demographics, usage rates and lifestyles to
deepen the understanding of the persons who make up a segment, to allow for

reaching the market effectively (Haley 1984).

2.5. Segmentation Models

Various segmentation models have been developed to assess the
exploitability of market segments. The models usually complement segmentation
variables with more or less extensive use of data mining methods to evaluate a
concrete market situation. The Techno graphics Segmentation model categorizes
consumers based on their attitudes, motivations, and abilities to use or acquire
technology. The holistic segmentation model uses three dimensions of a techno-
economic framework to estimate the profitability of different psychographic segments
(Bjorksten 2007). The customer value model confronts the segmentation problem of
dynamic markets by modelling customer value in three dimensions (Agatz 2008). The
reviewed models serve as good examples of the various applications of market

segmentation.

2.5.1. The Techno graphics Segmentation Model

As technology products are getting more versatile and the variety of
services is expanding, market researchers strive to understand the motivators behind
technology purchases. The customer base of ICT businesses displays a diversity of
attitudes towards technology. To understand the buyers’ level of openness to
technology, research must go beyond demographics and buying patterns — it must
capture how people use technology day to day, and how they feel about it. Forrester

Research Inc.1999 developed the Techno graphics scheme to analyze consumers’
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motivation, desire and ability to invest in technology. In Techno graphics, data
collected with a study of 100,000 North American household is analyzed with
multivariate statistical methods to split consumers into 10 different segments. The

multivariate model classifies customers in three dimensions:

e Attitude toward technology divides consumers into technology
optimists and pessimists. Optimists are willing to change their behaviour to acquire or
use a new technology for need satisfaction. Pessimists are not interested in using
technology to fulfil needs that can be satisfied with traditional methods.

e Income further divides technology optimists and pessimists into
high-income and low-income consumers.

e Primary motivation divides the motivations for the use of
technology into career, family and entertainment categories. Career motivations relate
to the need to have a status at work, family motivations correspond to the need to
provide care and entertainment motivations are associated with the need to have fun
of the classes. For example, technology optimists tend to be younger and better
educated than technology pessimists. Entertainment-motivated customers are least
likely to be married and own homes, whereas family-motivated customers are likely
to be married and have grown children. The classes also exhibit differences in
technology usage habits. While the high-income optimists regularly use on-line
services themselves, the high-income pessimists do own computers but their main
users are the household’s children. Thus, after the framework has identified the
receptive customer segments, the potential buyers should be further profiled for

employing targeted marketing.

The Techno graphics study suggests that the level of technology
optimism has a considerable influence on the acceptance of a technology-based offer.
Naturally, technology optimists are the most likely prospects for technology products
and services as they are early adopters of technology for home, office and personal
use. The Techno graphic Segmentation model can be used as a tool for determining
market potential and profiling the potential buyers to find a suitable marketing

communications mix for reaching them efficiently. Recently, Forrester has introduced
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the Social Techno graphics scheme that classifies people according to how they use
social technologies e.g. publish self-generated content or visit social networking web

sites (Forrester Research, 2008).

2.5.2 The holistic Segmentation Model

A techno-economic model is a representation of a certain business
ecosystem created with the combined use of (1) data describing technologies and (2)
data describing the economic environment. Techno-economic models aim to provide
a holistic understanding of the interaction between these two factors in a system.
(Bjorksten et al. 2007) present a holistic techno-economic framework developed to
serve as a concrete basis for revenue stream analysis of service delivery ecosystems.
The holistic techno-economic modelling framework consists of nine modules,
describing the economics related to different parts of the service delivery value chain.
Specifically, the “User” module models the user behaviour in different segments
when various changes are introduced to the system. The segmentation scheme used in
this framework is based on psychographic segmentation variables that divide the users

into four segments.

e Achievers are pragmatic and business-oriented. They want to make
life more efficient and have an ambition to succeed.

e Explorers accept challenges, are intrigued by new things and get
involved with many communities.

e Connected wusers value stability, family connections and
responsibility.

e Seckers follow role models, seek acceptance and want to show

status through appearance.

The perceived value — the price ceiling of a product — and the
profitability of different market segments is assessed in three dimensions; based on

the needs, value of time and user experience of each segment.
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The needs of a user segment define the use of services and
applications. The techno- economic model splits user needs into four main categories:
social, usefulness, entertainment and esteem. The prospective importance of a service
to the customer can be analyzed by studying the dominant needs of the user’s
segment. Applications that foster the most intensive needs of the segment will be used
by its members. For example, connected users have highly intensive social needs, and

thus they are likely to use applications that enable social communications.

The second dimension in the techno-economic framework is called
value of time.

This concept depicts the user’s opportunity cost of time. Opportunity
cost is the cost that incurs when a person chooses one option over another, and
thereby loses the opportunity to experience the other, next best alternative. The cost is
not necessarily financial by nature, but as in the case of lost time, something that is of
value to the person assessing the situation and making the choice. Here, the use of a
service is mutually-exclusive to performing some other — often equally desirable —

activities with the same time span instead.

The user segment’s technical capabilities form the third dimension in
the holistic user segmentation model. Technical capabilities influence the user’s
choice of applications, and further the number of successful usage sessions. Services
that require advanced technical capabilities force the technically illiterate segments to
invest more time in getting their needs fulfilled by applications. This decreases the
perceived value from the service. The study of (Bjorksten 2007) illustrates various
points of view into customer market segmentation. Building holistic understanding of
the service market requires taking multiple approaches by, for example,
psychographics, techno graphics, cost analysis and assessing the perceived customer
value. Each of these provides their own insight and contributes to the overall success
of the segmentation scheme. The model also highlights the role of customer
segmentation in building techno-economic frameworks for assessing the profitability
of markets. A useful segmentation scheme entered on users’ needs and values makes

it possible to predict customer behaviour in case of a changing service environment.
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2.6. Segmentation Model based on Customer Value

Customer lifetime value (LTV) is an important part of the customer
relationship management (CRM) business strategy. Customer relationship
management is defined as the overall process of building and maintaining profitable
customer relationships by delivering superior customer value and satisfaction (Kotler
2003). Practically, this means that companies retain and grow their existing profitable
customers, going beyond the view of just constantly attracting new potential buyers.
In fact, because of the competition and overcapacity common to modern industries,
the costs of searching, studying and assessing new target customers often prove to be
substantially higher than those of keeping the current customers satisfied. CRM is
closely bound to customer segmentation, since careful market segmentation allows a
company to focus its relationship building to the segments that exhibit the greatest

business potential.

The concept of customer lifetime value relates to assessing the value of
revenues that a customer brings in for the company. That is, the value of the entire
stream of purchases that the customer would make over a lifetime of patronage
(Kotler 2003). This complements the CRM principle of building long-term
relationships, as the worth of a customer is understood to be more than simply the
worth of a single sale. Various LTV models have been developed to assess the value

of a customer in the period that they stay as customers to the company.

However, because of the stiff competition in dynamic business
environments, such as the mobile service business, customer defections are common
and therefore the attempts to model the long-term value of a customer often prove to

be fruitless.

(Hwang 2004) have approached this problem by suggesting a new,
more elaborate LTV model that is based on regularly and continuously renewed short-
term customer value. They also derived a way of performing customer segmentation

with the customer value results from this model.
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The key idea behind the research is that customer defection probability
should be taken into consideration when calculating customer lifetime value. The so-
called customer churn of users switching their service providers is a serious issue in
turbulent environments, such as in the case of the wireless telecommunications
industry.

Mobile user switching behaviour as a phenomenon has been studied by
e.g. (Ranganathan 2006), who found evidence that relational investments made in the
user-provider relationship decrease user migration — the users with higher levels of

usage and multiple services bundled into their service plan were less likely to defect.

The study also indicates that demographics and usage patterns have an
effect on customer churn. Male users are relatively more prone to switching mobile
service providers and the customers who use a mobile phone for functional and work-
related needs differ from those who use it more for social and lifestyle purposes.
(Hwang 2004) classify customer value into three categories:

e Current value, the profit contributed by a customer during a certain
period

e Potential value, the expected profits obtained if a customer used
additional services of the company

e Customer loyalty, an index of a customer’s probability to remain as

a customer to the company

Each category was set up as an axis in three-dimensional space and cut
in half by a plane to produce a visualization of a customer segmentation scheme with
eight compartments, Segmentation based on customer value in three dimensions

adapted from (Hwang 2004).

The segmentation figure clearly shows that the most valuable
customers — with high current value, high potential value and high customer loyalty —
are found in Segment 1. Naturally, this is where all customers should be pushed to
maximize the profits. As the research paper suggests, different marketing strategies
can be applied on the basis of the segmentation results to move the users into more
profitable compartments. For example, the customers with high current value can be

presented with volume discounts, while the users with high potential value could be
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approached with free trial periods for new services. The segmentation model thus
provides a viewpoint for identifying financial potential, cross-selling opportunities

and the durability of the two aforementioned values.

2.7. Segmentation techniques and criteria for telecoms

The explosion of customer data in the last twenty years has increased
the need for data mining aimed at customer relationship management (CRM) and
understanding the customers. It is well known that the telecom sector consists of
customers with a wide array of customer behaviors. These customers pose different
risks, making it imperative to implement different treatment strategies to maximize
shareholders profit and improve revenue generation. Segmentation is the process of
developing meaningful customer groups that are similar based on individual account
characteristics and behaviors. The goal of segmentation is to know your customers
better and to apply that knowledge to increase profitability, reduce operational cost,
and enhance customer’s service. Segmentation can provide a multidimensional view
of the customer for better treatment targeting. An improved understanding of
customer risk and behaviors enables more effective portfolio management and
proactive application of targeted treatments to lift account profitability (Dulling

2007). In this paper we use technique using cluster analysis.

Clustering/techniques:

Clustering is a technique used to identify different segments in a
market. Each cluster represents a group sharing some kind of similarity. The purpose
of clustering is to identify specific elements, perceptions or preferences in a market.
The findings may help a company design marketing campaigns to appeal to specific
market segments. There are several ways to divide a market into clusters. Although
there are many different statistical methods used, they all fall under the broad heading
of their hierarchical or “K — means” clustering. Hierarchical clustering involves
grouping data by starting with many clusters and breaking it down into multiple
clusters. “k-means” clustering identify cluster centers in a data set and calculates

clusters around these center points (Collica 2007).
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2.8. Consumer markets and buyer behavior

Successful marketing begins with understanding why and how
consumers behave as they do. (Berkowitz 1994) refers that consumer behavior is the
action a person takes in purchasing and using products and services, including the
mental and social process that proceed and follow these actions. “ Behavior” is
characteristic of each person influences and reflects a society’s values, beliefs and
preferred ways of organizing social life based on the social significance of being male
and female. As individuals are socializing into their culture, they learn to express their

masculinity or femininity in social interactions (Wood 1994).

2.9. The factors influence buyer behaviour

Customers choose between competing products and services based on
their assessment of superior value. In other words, they choose the proposition that
consists of the benefits they are looking for at a price they perceive as providing
superior value for money. The challenge for companies is to understand from a
customer’s perspective what these propositions need to be. (McDonald 2004) argue
that, from this point of view, customers segment themselves and what the companies
must do, is understand the motivations that drive the choices made by the customers.
Many of the characteristics influencing a consumer’s behaviour toward the
organization and its marketing offers cannot be affected, but they must certainly be
taken into account when planning business strategies divide the characteristics

affecting consumer behaviour into cultural, social, personal and psychological factors:

1. Cultural factors: include the basic values, perceptions, wants and
behaviours learned by a member of society from family and other important
institutions. Cultural factors are further divided into influences from culture,
subculture and social class. Growing up within a society, a child learns to respect the
basic values of that society’s culture. For example, in the Western Countries, values
such as achievement, progress, youthfulness, individualism and freedom are

cherished. Each culture also contains smaller subcultures, groups of people with
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shared value systems identified by e.g. nationality, religion, race or geography.
Subcultures often make up important market segments, such as the growing Hispanic
market in the United States. Social classes are defined as relatively permanent and
ordered divisions whose members share similar values, interests and behaviour.
Buyers from different social classes have distinct preferences concerning products and

brands, influenced by their class background.

2. Social factors: include the influences from small groups, family,
social roles and status. Social groups influence consumer behaviour in two main
ways. Membership groups to which a person belongs have a direct effect on buying
behaviour. Reference groups, in turn, are used as points of comparison in forming
attitudes. A person may, for example, aspire to belong to a group that has a certain
lifestyle and thus will try to conform to the product and brand choices of the group
members. Family members also influence consumer behaviour, as the wife, the
husband and their children have different roles in decision-making. Because a person
usually belongs to various different groups, clubs and organizations, the status in each

affects buying behaviour.

3. Personal factors: include the personal characteristics affecting
decision-making such as the buyer’s life-cycle stage, age, occupation, economic

situation, lifestyle and self-concept.

4. Psychological factors: include the influences of motivation,
perception, learning plus beliefs and attitudes. Brands and products that reflect the
perceived status will often be favoured. Consumer buying behaviour is shaped by the
personal life-cycle stage. Such stages might be, for example, young singles, married
couples with children, same-sex couples or the recently divorced. A consumer’s taste
in products varies through the different stages in life, while the changes in occupation
and income level also affect the choice-making. Lifestyle is an increasingly popular
differentiation factor for people coming from the same subculture or social class.
Lifestyle deals with a person’s psychographics, measuring consumers’ activities,
interests and opinions thus aiming to profile the whole pattern of acting and
interacting in the world. Psychological factors influence consumer behaviour in four

major ways.
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2.10. Target Marketing

Target markets are derived from segments, but as distinct from
segmentation, focus on more narrow groups of customers, on specifically one part of
the market (Lewis and Chambers, 1989). An illustrative example here can be the
segment, which is quite broad, as it may include the people from different spheres of
business: salespeople, self-employed — all these people have different interests and
thus different expectations from services in telecom that is why should be divided into

different sub segments, which are target markets.

The heterogeneous requirements of speciality markets mean that
success is rarely achieved by undifferentiated strategies or overall cost leadership.
Even though the major multinationals typically operate in these markets, it is seldom
that a competitor has the capability of achieving broad market coverage by product
differentiation. More focused strategies are their general characteristic (for some
example see Hall 1980, Levitt 1980, Woo and Cooper 1982). The number of segments
that the firm will compete in will depend upon its overall share goals, the flexibility of
its manufacturing base, and the heterogeneity of the buyer’s requirements (Peter

Doyle & John Saunders 1985).

Having identified an unmet need in the market place, the organization
must perform an in depth “scoping review” that includes preliminary market
assessment as well as technical and business assessments of the potential product
(Centre on knowledge translation for technology transfer 2009). The scoping review
should be comprehensive; when looking for competing products or technologies, the
company must not only scan the current market place but also review the history of
the market place to identify products that have failed in the past. From time to time,
someone will reinvent a product for a small, niche market need that had already failed

due to insufficient demand (Leahy, James 2013)
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Invariably and understandably client acceptance exceptions can
become commonplace in these early days. Unless these exceptions are minimized,
however, it will be difficult for a firm to progress forward on the right path toward
sustainable growth. A host of opportunities open up by defining a target client and
tailoring the firm’s marketing, operations and servicing capabilities towards profitably
delivering the maximum value to the target client type. Establishing and pursuing a
target market enables the operator firm to make the most of its scarce resources,
driving efficiencies and greater productivity while improving its ability to consistently
deliver the desired client experience. These are opportunities a firm can benefit from
throughout its life cycle by better positioning the firm to accommodate future growth

(De Pardo, Eliza 2013).

Developing products and services for specific market segments allows
for a better focus on matching the customers’ unique needs. New and old products
alike should be designed to fit exactly the needs of some segment of the market. By
targeting two or more segments simultaneously, their appeal is not maximized to
anyone, and there is a risk of ending up with a dangerously fuzzy brand image (Haley
1968). Target marketing is the company’s process of evaluating each market
segment’s attractiveness and selecting one or more segments to enter (Kotler 2003).
Strategies for targeting often balance between cost efficiency achieved with using
fewer manageable segments and ultimate customer satisfaction achieved with

customizing the deliverables even for the tiniest of subgroups.

When a firm decides to target several market segments and design
separate offers for each of them it is utilizing a differentiated marketing (or segmented
marketing) strategy (Kotler 2003). This is in contrast to the undifferentiated marketing
strategy, mass marketing,. By offering product and marketing variations to these
subsets of a market, companies aim to strengthen their positions within several
segments, to attain a larger total market share than just by undifferentiated marketing
across the whole market. (Smith 1956) concludes that while a successful product-

based strategy will result in giving Market segmentation.
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2.11. Market Positioning

After the choice of the target market segments, management has to
decide how it will compete in these segments. Production oriented managers often
underestimate the need to develop competitive advantages if they are to profitably
gain market share. Ideally, too, this positioning should be sustainable and not easily

matched by competitors.

Clearly, companies have less direct control over this stage of the
positioning process. Market positioning is determined largely by the perception of the
market place. Customers build a certain image of the product, and no one can argue

with their decision.

It is possible, however, to influence the market-positioning process. By
understanding the workings of the market, companies can influence the perception of
their products. They can create a stronger image for their products. They can take
steps to make themselves and their products seem more credible. Credibility is a key
to the whole market —positioning process. With so many new products and new
technologies on the market, customers don’t know who to believe, they don’t know
who to trust. Many customers don’t even understand the technologies involved in new
products. Technology based products are links in a chain: they are attractive because
they are linked in the future. But when people are buying a piece of the future, they
need to be reassures. They want to buy from a supplier with credibility (McKenna
1985).

Strategic position deals with impacts of the external environment on
the strategy, with strategic capability of the company (various resources) and the
expectation and influences of stakeholders (Johnson et al, 2005). Market positioning
is based on the market segmentation and market targeting, as they define to which
market the positioning is directed. Market positioning is the third step in the target
marketing and it deals with “developing a competitive positioning for the product and
an appropriate marketing mix” (Kotler et al, 2003). Positioning is creating the image

of the product in customers’ minds (Lewis and Chambers, 1989). A product’s position
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is the perception of customers about the product based on its various attributes.
Marketers choose the positions which, in their opinion, will be successful in the
selected target market, and then create the marketing mix to gain this position (Kotler
et al, 2003). When the marketers understand the target market, know about the images
the customers have about product, the process of developing the positioning strategies

can be effective.

2.12. Differentiation

According to Porter, differentiation is a strategy, when the company
attempts to be unique and different from other companies, when producing the similar
product or service, in the attributes (one or a few) significant for the consumer (Porter,
1998). Lewis and Chambers define the concept of differentiation as, “simply
differentiation of your product from those of others for the entire potential market”
(Lewis and Chambers, 1989:197). That is making the product distinct from the one of

competition, so that demand meets the supply.

The challenge of the marketer is to make the product unique and show
the customer that this particular product or service is of high utility, has better price
value, better quality, and can become a better problem solution (Lewis and Chambers,
1989). As Porter states (1998:263), “differentiation can be based on the product itself,
the delivery system by which it is sold, the marketing approach and a broad range of
other factors”. The differentiating strategy in the industry is considered to be

successful if its price premium exceeds the costs of differentiating (Porter, 1998).

2.13. Marketing strategies for telecoms in Tanzania

Researches that intend to classify people’s internal motives and
behavior is called psychographic research (Chon 2000). Hospitality promoters use of
psychographic research data to decide which market segments to target and what
kinds of amenities to offer at a location. All psychographic motives can be classified

as either basic or secondary motives. Basic motives influence everyone and include
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unlearned need such as thirsty, hunger, sex, fear, and avoidance of pain. Secondary
motives are learned needs and include achievement, desire for power, and other

specialized needs. Secondary motives usually vary from person to person.

The market concepts has been defined as a process of achieving
organizational goals through determining the needs and wants of target markets and
delivering the desired satisfaction more effectively and efficiently than competitors do
(Kotler 2003). Marketing strategy serves two purposes: (1) to help determine the
nature of business the firm should engage in now and future, and (2) it provides the

plan to allocate resource to compete successfully in chosen market (Hawkins 1983).

Marketing strategies can help establish a business framework which

can put the business to faster track to growth (allardyce 2003).

Marketing mix was originally developed by Professor Neil Borden of
Harvard in what have come to known, through subsequent alteration, as the “Four Ps”
Borden’s six original elements are product planning, pricing distribution, promotion,
servicing and marketing research. It were later reduced into four elements by
McCarthy (chambers 2000). Nevertheless, the marketing mixes later were expanded
to “Seven Ps” by Booms and Bitner (Gronroos 2006). The 3 additional Ps to the
original marketing mix are people, process and physical evidence. The marketing mix,
involves the developing and implementing of an appropriate mix of marketing
activities direct towards marketing and target markets. This activity includes the
creation and presentation of products and services; the methods used to get the
customer through this products and services (or vice versa) for an appropriate price,
and the various techniques employed to communicate with customers. Therefore
marketing mix is comprised of seven sub mixes. But this study will look at the four Ps

as below:
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1. Product strategies

Is the combination of product and services, whether free or for sale that
is aimed at satisfying the needs of the target market? (Kotler 2003) devised a very
interesting concept of benefit building with a product. Kotler suggested that a product

should be viewed in three levels.

Level 1: core products: what is the core benefit product offers?
Customers who purchase a camera are buying more than just a camera they are

purchasing memories.

Level 2: actual products: all cameras capture memories. The aim is to
ensure that your potential customers purchase your one. The strategy at this level
involves organizations branding, adding features and benefits to ensure that their

products offers a differential advantage from their competitors.

Level 3: Augmented products: what additional non-tangible benefits
can you offer? Competition at this level is based around after sales service,
warranties, delivery and so on. John Lewis a retail departmental store offers free five
years guarantee on purchase of their television sets, this gives their customers the
additional benefit of peace of mind over the five years should their purchase develop a

fault

2. Price strategies

Pricing is one of the most important elements of the marketing mix, as
it is the only mix, which generates a turnover for the organization. It is difficulty and
must reflect supply and demand relationship. Pricing a product too high or too low

could mean a loss of sales for the organization.
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An organization can adopt a number of pricing strategies. The pricing
strategies are based much on what the company has set itself to achieve (keegan
2000).

1. Penetration pricing: where the organization sets a low price to
increase sales and marketing share.

2. Skimming pricing: the organization sets an initial high price and
then slowly lowers the price to make the product available to a wider market. The
objective is to skim profit of the market layer by layer.

3. Competition pricing: setting a price in comparison with competitors.

4. Product line pricing: pricing different products within the same
product range at different price points. An example would be video manufacturer
offering different video recorders with different features at different prices. The
greater the features and the benefit obtained the greater the consumer willing to pay.
This form of price discrimination assists the company in maximizing turnover and
profits.

5. Bundle pricing: the organization bundles a group of products at a
reduced price.

6. Psychological pricing: the seller here will consider the psychology of
price and the positioning of price within the market place.

7. Premium pricing: the price set is high to reflect the exclusiveness of
the product. An example of product using this strategy would be Harrods, first class

airline services, Porsche etc.

3. Place or distribution strategies

Place is how an organization will distribute the products or services
they are offering to the end users. The organization must distribute the product to the
end users at the right time. Efficient and effective distribution is important if the
organization 1is to meet its overall marketing objectives. If organization
underestimates demand and customers cannot purchase products because of it

profitability will be affected(Doole 2001).
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Distribution strategy depends on the type of product being distributed
there are three common distribution strategies available.

1. Intensive distribution: used commonly to distribute low priced or
impulse purchase products. For example, chocolates, soft drink etc.

2. Exclusive distribution: involves limiting distribution to a single
outlet. The product is usually highly priced, and requires the intermediary to place
much detail in its sell. An example of would be the sale of vehicles through exclusive
dealers.

3. Selective distribution: a small number of retail outlets are chosen to
distribute the product. Selective distribution is common with products such as
computers, television households’ appliances, where consumers are willing to shop

around and where manufactures want a large geographical spread.

4. Promotion strategies

This includes advertising, sales promotions, personal selling, and refers
to the various methods of promoting the product, brand or company.

(Palmer 2001) stated that an organizations promotional strategy consist
of five different methods:

1. Advertising: any non personal paid form of communication using
any form of mass media. The advertisement objective is a specific communication
task to be accomplished with a specific target audience during a specific period of
time.

2. Public relations: involves developing positive relationships with the
organizational media public. The art of good public relations is not only to obtain
favorable publicity within the media, but it is also involves being able to handle
successfully negative attention.

3. Sales promotion: sales promotion commonly used to obtain
increases in sales of short-term incentives. It could involve using off coupons or
special offers. Sellers may use consumer promotions to urge short-term customer

buying or to enhance long-term customer’s relationships.
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4. Personal selling: personal selling is the most effective tool at certain
stages of buying process, particularly in building up buyer’s preferences, convictions,
and actions. It involves personal interactive between two or more people, so as each
person can observe the other’s needs and characteristics and make quick adjustment.

5. Direct mail: direct mail is a direct marketing, which allows an
organization to use their resources more effectively. This can be done by sending
publicity material to a named person within their target segment by personalizing

advertising, response rates increase thus increasing the chance of improving sales.

2.14. Study Related To Marketing Strategy

Strategy is the fundamental pattern of present and planned objectives,
resources, developments and interactions of an organization with markets,
competitors and other environmental factors. (Nasit 2011) for this reason, a good
strategy should always specify; what is to be accomplished, Where — the product,
market, or industries that are to be focused and How — resources and activities that

will be allocated to each market/ product to gain sustainable competitive advantage.

Marketing is a process for analyzing, planning and managing the
organization’s resources while identifying and serving current and potential client
group and their needs profitability. Reason for developing marketing strategy (Dirks
1991) mention, that company managers choose to introduced and / or reemphasize
marketing strategy for a number of reasons, which may range from personal interests
to corporate policies. However the reason usually centres around an opportunities or
an identified problem that the company management needs to explore. For example:
Introducing new products or services, expanding into new markets, differentiating
products or services, revitalizing products, services or markets, deleting or ,,de-
marketing product or service, responding to a drop in sales or profits, evaluating
financial or legal risks of opportunities and enhancing company image, brand or

reputation.
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Strategic marketing planning are documents that outline in detail the
marketing strategies which will help a company, product or brand accomplish its

overall business objectives (Mitchell 2004).

The article published by (vargo and lusch 2004) in the journal of
marketing comes up with a proactive “new dominant logic “for the field of marketing.
It questions the differences between the marketing of goods and services. Some of the
main arguments made by these authors are the following; Material goods are only
distribution mechanisms for service distribution, knowledge is the fundamental source
of competitive advantage, all economies are service economies and the customer is

always a co-producer.

Relationships as a focus on marketing aids in the understanding of
consumer needs and wants, which is useful to implement profitable exchanges.
Relationship marketing helps customising solutions to important customers, more
efficiently than otherwise, knowledge and application of relationship marketing helps
in achieving customer satisfaction ,customer retention and customer acquisition,
Relationship marketing a tool of furthering the customer understanding and
interactive processes. Relationship marketing outputs can thus be usefully used, as
inputs in product design and development, want identification, improving selling
systems, pricing strategies. It is one of the supports to systematic action setting in

competitive marketing strategy (Nagasimba 2006) .

Author such as (stanton 1991),(McCarthy 1993) and (Kotler. 1997)
agree that the traditional marketing mix has been defined as a set of controllable
instruments to manage the uncontrollable and dynamic marketing environment and
consist of four major element price, product, promotion or marketing communication
and place. According to (donath 1999) there is an overemphasis on price and product
as marketing instruments and an under emphasis on place and promotion. A danger
exists that organizations will there for make a misallocation of organizational
resources between the four marketing mix instruments (Chintaganta & vikassinh

1994) Showed that inspired leadership, a customer-minded corporate culture,
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excellent service-system design and efficient use of information and technology are
crucial for achieving superior service quality and service marketing. They argued that
superior quality is vital to sustaining success. They insisted that customer satisfaction
through integration of service quality throughout the system must be the focus of any

company (Leonard L. Berry 1991)

Developing a model of how customers with prior experiences and
expectations assess service performance levels, overall service quality, and service
value. The model was applied to residential customers' assessments of local telephone

service (Ruth M. Bolton, James H. Drew 1991).

The model was estimated with a two-stage least squares procedure
through survey data. Results indicated that residential customers' assessments of
quality and value are primarily a function of disconfirmation arising from

discrepancies between anticipated and perceived performance levels.

However, perceived performance levels also were found to have an
important direct effect on quality and value assessments. (Kenneth Teas 1993)
examined conceptual and operational issues associated with the "perceptions minus-
expectations" (P-E) perceived service quality model. The examination indicated that
the P-E framework was of questionable validity because of a number of conceptual
and definitional problems involving the (1) conceptual definition of expectations, (2)
theoretical justification of the expectations component of the P-E framework, and (3)
measurement validity of the expectation (E) and revised expectation (E*) measures
specified in the published service quality literature. Consequently, alternative
perceived quality models that address the problems of the traditional framework were

developed and empirically tested.

Satisfaction and service quality are both important tools for creating
competitive advantage. However, there is a lack of consensus on whether the two are
separate constructs and how they should be measured. The research presented a

number of conceptualizations of customer satisfaction and service quality based on
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disconfirmation, a transactional versus global view and the inclusion of cognitive
and/or affective factors. Possible antecedents and consequences of both constructs
were examined, and suggestions for future conceptualization and measurement of the

constructs were provided (Pratibha A. Dabholkar 1993).

Association between customer satisfaction and willingness-to-pay or
price tolerance, the goal was not only to determine whether the association between
customer satisfaction and price tolerance is positive or negative but also to gauge the
degree of association. The empirical analysis indicated a negative association between
the level of customer satisfaction provided by the firm and the degree of price
tolerance exhibited by its customers. However, a positive association was found
between year-to-year changes in the levels of customer satisfaction and price

tolerance (Eugene W. Anderson 1996).

Many companies are considering investments in complaint handling as
means of increasing customer commitment and building customer loyalty. Firms are
not well informed, however, on how to deal successfully with service failures or the
impact of complaint handling strategies. The results of the paper supported a quasi
“brand equity” perspective-whereas satisfaction with complaint handling had a direct
impact on trust and commitment, to a limited extent, on the effects of poor complaint

handling. Implications for managers and scholars were also discussed Stephen S. Tax

et al. 1998.

Among the areas which need to be addressed in service quality
research is the nature of consumer expectations across the range of intangibility.
Previous research had compared consumers(| service quality expectations across
services, but different groups of subjects were evaluated for each different service.
The problem with using different subjects for each service is that the subject’s
demographic characteristics may be responsible for the significant differences in
expectations of quality (Bepko 2000). The paper used a controlled, repeated measures
design where subjects were each asked to evaluate three services, varying in their

degree of intangibility, over a ten week period.
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2.15. A Review of the Five Companies

Currently in Tanzania there are six telecom companies but mostly
known and mostly used are the big five mentioned. Communications in Tanzania
have in the past often been very unreliable. The mobile telephone services are usually
available only in urban area, and few rural areas, although there are currently efforts
to provide nationwide mobile phone coverage. Competition in Tanzania’s
telecommunication sector is expected to get stiffer after the country’s regulatory
authority licensed for more cellular phone service providers to bring the number to
ten. The telecom companies are regulated by the Tanzanian communication
Regulatory Authority (TCRA) which is a statutory regulatory body responsible for
regulating the communication and broadcasting sectors in Tanzania. It was
established under the TCRA Act no: 12 of 2003 which merged the Tanzania
communications commission (TCC) and the Tanzania Broadcasting Commission
(TBC). TCRA became operational on 1* November, 2003 and effectively took over
the functions of the defunct two commissions (TCRA 2011).

In this study, is concerned with Tanzanian’s telecommunication
industry, particularly the role of AIRTEL, TIGO, ZANTEL, VODACOM and TTCL.
Whereas under the focus is on bureaucracy/political interference and oligopolistic
environment, TTCL era is characterized by the effects of liberalization and
privatization. Suffice to say that although the privatization of TTCL has attracted a lot
of attention, there have been a few empirical researches given the confidentiality
associated with its privatization. As pointed out earlier on under objectives of the

study, most of the relevant information is classified and thus unavailable.

2.15.1. VODACOM

VODACOM investment will focus on improving data and mobile
commerce services, says MD Rene Meza. VODACOM Tanzania is planning to invest
$100 million in the next 12-18 months in order to reinforce its position, according to

the local reports. Rene Meza, the operator’s managing director, said the investment
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will be used for boosting network coverage capacity, enhancing mobile data service
and the M-PESA mobile commerce service. The money will also be used to recruit
agencies for technology and corporate services. The company is owned by
VODACOM in South Africa, ultimately controlled by the Vodafone group. Meza, a
member of global Telecoms business 40 under 40 in 2011, said in an interview with
the Citizen: “The company’s growth is based on the fast expanding subscriber list,
mobile financial services arena and voice services, and these are appropriate for an
emerging economy like Tanzania,” Meza said that the company will focus on internet
to expand 3G network and mobile commerce. Vodacom saw more than 8 million
customers for the last 15 months, witnessing growth at the rate 20,000 new users on a

daily basis(press 2005).

2.15.2. AIRTEL

AIRTEL is the 5™ largest telecoms company in the world. In Africa,
AITEL has over 42 million customers and aims to attract more than 100 million
customers across the continent by 2013. AIRTEL Tanzania is a dynamic company
that offers excellent career paths for talented and motivated people. It is big and it is
growing big day by day. The company always is adding new towns and regions to
their coverage so that to keep customers enjoying their services and keeps on getting
better. It was launch in October 2001 and is Tanzania’s most innovative mobile phone

operator, which has introduced first in the telecommunication sector (Airtel 2011).

2.15.3. TIGO

TIGO was the first cellular network in Tanzania, started operations in
1994 and is Tanzania’s most affordable and innovative mobile phone operator. TIGO
is part of the Millicom International Cellular S.A (MIC) and provides affordable,
widely accessible and readily available prepaid cellular telephony services to more
than 30 million customers in 13 emerging markets in Africa and Latin America. The
success to TIGO is based on the “Triple A” strategy which stands for, Accessibility

and Availability. The company creates a world where mobile services are affordable,
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available and accessible everywhere and to all. This guarantees that the subscribers
experience the best services at the most affordable rates throughout the 26 regions in

both Tanzania mainland and Zanzibar (TIGO 2011).

2.154. TTCL

TTCL currently provides voice and data communication services, to
300,000 business and residential customers in Tanzania. The company also provides
work services to other licensed telecom operators. TTCL’s aim is to remain the
leading fixed network operator in Tanzania. In order to achieve this goal, a strong
focus has been made on customer satisfaction by providing high quality and
affordable services to the customers. TTCL is and will continue implementing best
practices based on the company’s vast experiences and unique knowledge of the
Tanzanian market conditions. The modern world globalization, TTCL has been able
to keep pace with the global mobile, communication scenario by having strategic
business associations, through its 40% shareholding partnership in AIRTEL Company
thus making them one of Tanzania’s leading providers of wireless services. The days
being a telephone company are long gone. TTCL of today is reliable to offer all its
customers integrated, quality, reliable and competitively priced total communication
solutions. The business community can participate actively and efficiently in the
knowledge economy, while millions of ordinary Tanzanians including those in rural
areas who for so long were cut off from the global age, now have access to
communication solutions through a fixed line, or wireless connection, paid solutions

or public payphones (TTCL 2001).

2.15.5. ZANTEL

ZANTEL will start operations in Tanzania mainland by 2012, the
Tanzanian communication Authority (TCRA) has announced. The TCRA public
relations manager, Isaac Mruma, said ZANTEL, which has been struggling for years
to expand its services to the mainland, would be free to do so when the monopoly

over use of communications links that the Tanzania Telecommunication Company
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(TTCL) enjoys expires. Mruma said one of the conditions in the lease agreement of
TTCL was that all other mobile phone companies had to use its satellite center at
mwenge in Dar-es-salaam as their gateway. He said presently, ZANTEL is barred
from using its devices because of the legal agreement which is still in force until
February 2013 (ZANTEL 2012). Tanzanian operator Zanzibar Telecommunication
backed by emirates telecommunication corporation (ETISALAT) of the UAE, says it
is looking to boost its mobile subscriber base by two thirds within one year, despite an
ongoing price war in the sector that has shaved a considerable amount of overall
sector revenues. To achieve its goal the operator, which is based on the nearby island
of Zanzibar, is looking to expand its operations on the mainland, through it warns that
competitions is affecting its investment plans. It says that the ongoing price war is

worst thing that has happened in the country’s telecom sector.

2.16. Empirical studies

In this section, the researcher will try to relate the study with the same
or similar studies done by other researchers. The researcher will concentrate on
viewing different studies done which are related to the problem on board. These
include different reports that have been published locally and internationally as well

as all studies done locally and internationally

2.16.1. Telecommunication situation in other parts of Africa

Thanks to the growth of mobile telephony, Africa has now far in excess
of the total number of phones in Manhattan, though, perhaps ironically, most of that
growth has been in African urban centers. In 2004 alone, there were some 25 million
new mobile subscribers on the African continent, a figure almost equivalent to the
total number of telephone subscribers-fixed and mobile-in Africa in 1996. Many
telecom analysts would see this explosive growth as proof of African ‘pent-up
demand’ for basic telephone services. If that is true, then African demand remains
confined. Despite having 14% of the world’s population, the continent still have less

than 3% of the world’s fixed-line phones and 8% of its mobile. Internet penetration is
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even smaller with, in 2005, and estimated 16 million internet users out of 900 million
people, or 1.8% (AFRISPA 2005).

Telecommuting clearly fits this context, since it allows an organization
to overcome distance and bypass national borders and thus allows flexibility and cost
savings in its workflows (Agpar, 1998; Crandall & Gao, 2005; Davenport &Pearlson,
1998; Kurland & Egan, 1999; Potter, 2003). As the firm depends more on
international employees, telecommuting can help the workforce improve its human
capital by having ready access to valuable knowledge and skills without the limitation
of national borders. Absence of network would make it more difficult to attract and
retain talented international employees who are embedded in their communities and

who might prefer to work from their home base.

Worker preferences aside, telecommuting reduces the need to invest in
employee transfers, comply with the immigration process (which may be expensive
and lengthy), and open expensive facilities overseas (which often carries economic
and political risks). Last, when employees are spread out across countries, Tele work
gives the organization much greater access to dispersed intellectual capital (Daniels,
Lamond, & Standen, 2001), with the distinct advantage of coordinating the activities
of highly skilled effective and what they can expect as rewards (Bass, 1990).
Researchers have found contingent reward leadership to be positively associated with
followers’ commitment and performance (Bycio, Hackett, & Allen, 1995; Podsakoff,
Todor, Grover, & Huber, 1984).

2.17. Conceptual Framework

2.17.1. Description of Framework

The conceptual framework intends to summarize proposals,
provides clarifications and guides in the predictions of practical observations. This
research is started with the presumption that main challenges that the telecom sector
facing nowadays. Those main challenges replace the mass marketing strategy into the
segmented marketing strategy for telecom business. Moreover this research will

conduct causal market segmentation based on telecom image. The next phase is the
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market targeting process that will be conducted by measuring each market segment
based on their perception toward the companies attributes and based on their customer
behavior in order to identify and to select the potential market segment to be served
and treated specially. After finding the potential market segments together with their
perception information and the customer behavior; then the development of marketing
strategy can be established. The summary of the theoretical framework can be seen as

flow chart below

Figure 2.1 Conceptual Framework Chart

The conceptual framework is designed after the researcher reviewed the literature,

related concepts and theories. The concept of this study is shown below:

Marketing segments

e Demographic

e Geographic
e Psychographic
e Behavioral

Target marketing Marketing strategies

e Product

‘ e Price

e e Place/distribution
Positioning

e promotion

e Product attribute
e Benefit gain
e Usage rate

e (lasses of users

Source: this study
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CHAPTER 3
RESEARCH METHODOLOGY

3.0. Introduction

In this chapter attempt will be made to presents the research
methodology employed in gathering information for the study. The chapter will
describe type of the study, the study area, its study population, units of analysis,
sample size and sampling techniques, types and sources of data, data collection

methods and data analysis methods.

3.1. Research Strategy & Design

This study is intended to identify different market segment based on
consumer behaviour in order to get the base for target market. The research will be a
descriptive research because it portray on accurate profile of person, events or
situation. The nature of this research necessitates the use of participant observation
and surveys approaches. For the purpose of this study, the adoption of this method is
most applicable, because of their capacity in collecting large and standardized data.
Field research will be conducted in the five telecom companies in Tanzania and the

researcher will use a case study research strategy.

3.2. Study area

The study is expected to be conducted at Dar es Salaam, Morogoro,
Dodoma, Iringa and Kilimanjaro Regions of the United Republic of Tanzania. The
considerations in choosing this five regions as the place of research are as follow;
firstly these are the largest regions with big population in Tanzania, secondly it easier

to get most adequate representative sample.
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3.3. Targeted Population

The population under study is all consumers living and working at the
selected regions the people whose works and life depend on services provides by five

telecom companies.

3.4. Sample size

The researcher will use 500 respondents from five telecom companies
in five regions in Tanzania.The sample will be based on a broad category of
customers who form part of the population of the selected regions from companies
and are usually involved in services provided by telecom sector, they range from
employees from formal and informal sectors, students and parents. Due to the
sensitive nature of the subject and the fact that the subject under consideration is
within the domain of ordinary people the sample size will be much smaller. It will

also dependent on the availability of respondents for this study.

3.5. Sampling method

Sampling was done randomly as the field of study is large; the sample
size was chosen according to the population size of the country. Sample size was
selected randomly. Moreover the researcher selected convenience sampling method,
which is convenient and inexpensive for the sample sze of 500 customers of telecom

users.

3.6. Instrument selection

Tools for data collecting process were designed as the questionnaires

for customers of telecoms. The questionnaires used in the study for customers of

telecoms consisted of three parts as following.
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1. The first part is closed- end questions which gathered the
respondent’s general information pertaining to age, marital status, race, gender,
occupation, education and monthly income etc.

2. The second part is rating scale, which measured the influential
factors on the customer’s decision making in choosing telecom companies

3. The third part is opened- end questions, which gather the

respondent’s recommendations to the telecom industry and Tanzanian Government.

3.7. Data collection

This study will be based on both primary and secondary sources of
data,

3.7.1. Primary data

Primary data will be obtained from respondents using self administered
questionnaires to get data on the study variables. The questionnaires were given to
500 customers in Tanzania. The purpose of this questionnaire is to gain an inside
knowledge of how telecom companies analyse their marketing mix and their projects.
The questionnaire was collected in five regions in Tanzania from December 2012 to

January 2013.

3.7.2. Secondary data

The objective was to get the statistical information of marketing share
of telecom companies and perception of customers of telecoms in Tanzania. The
researcher also collected secondary data from reports material information from
library research, archival research, and government documents, internet and other

sources of information to strengthen the findings got from the primary data.
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3.8. Data analysis

This study will use a number of methods to analyze the data collected
from the field. Quantitative method of analysis will be used to interpret statistical
figures through tables and Charts. The data collected will be presented in tabular form
while in data analysis, frequencies and percentages will be used. Lastly, the data will
be computed by the Statistical Package for Social Science (SPSS) to measure the

accuracy of the information, since data collected will be quantitative in nature.

3.8.1. Cluster Analysis

Cluster Analysis was used to identify and to classify the customers of
Telecom companies into several groups or segments based on their perception toward
the perception of the services provided to costumers. The researcher did analysis of
two step by clustering each variables separately, demographic, geographic,
psychographic, consumer behavior, on each categorical table, get the percentage of
each cluster, then later the researcher copied the tables to excel data sheet to confirm
the percentage of each independent variable. The researcher also used pie charts to
show the percentage of the distributed clusters, analyzing the nature of customer’s

general information by analyzing the frequencies and percentages.

3.8.2. Factor Analysis

This analysis eased the researcher in making general interpretation
toward the differences of perception of each customer segments by reducing some
variables in the same dimension into one factor that represent the positioning of
companies. The researcher will finally analyze the mean of each factor and get the
perception of each group from each company. The researcher will use descriptive

analysis to get the mean of each factor of each company.
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1. Part 1- Analyzing the criteria for telecoms by mean and standard

deviation

2. Part 2- Collecting the recommendations and suggestions from the

customers of telecoms to telecom industry and the government.

3.9. The level of importance to be measured

The researcher can range important factors in 5 levels with the interval

of .50 as follows:
Scores 3.00
Scores 3.50
Scores 4.00
Scores 4.50
Scores 5.00

very low important factor
low important factor
intermediate important factor
high important factor

very high important factor

To compare the opinion of telecom users in Tanzania relating to

marketing mix, T-test at 0.05 Significance level (95% significance level) was the tool

to indicate the significance level among factors.
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CHAPTER 4
PRESENTATION OF FINDINGS, ANALYSIS AND DISCUSSION

4.0. Introduction

This chapter presents the results of the study and interpretation of
findings. The chapter comprised of three sections. Section one presents the sample
characteristics showing, gender, marital status, level of education, level of income,
age group, occupation, density and social class, attitude, loyalties, user status, usage
rates. The presentation begins with a description of the sample characteristics using
cluster analysis by two-step method. The second section of the chapter presents
statistics on the mean distribution of each company by each factor using factor

analysis.

4.1. Descriptive of Respondents

The questionnaire was distributed to five selected areas that cut across
the various rating in Tanzania. A projected five areas namely Dodoma, Dar es
Salaam, Kilimanjaro, Morogoro and Iringa were expected to respond to
questionnaires. Questionnaires that capture marketing segmentation based on
consumer behaviour and marketing strategy so as to determine target market of the
mobile phone companies were asked. Consistent follow up was made since some of
them were busy with their office works and needed time to read through. The actual
questionnaire distributed was 500 of which all the 500 respondents completed the

questionnaire giving a response rate of 100%.

Table 4.1: Country of origin

Nationality of the respondents Frequency | Valid Percent

Tanzanian 500 100

Source: Field data April, 2013



59

4.2. Segmentation variables

To present sample characteristics, cluster tabulations of percentages for
each variable were used to indicate variations of respondents based on gender, level of
education, income, social class, density, age group and level of management. The
sample characteristics were presented basing on the responses from the respondents.

The sample characteristics were presented basing on the responses in tables below.

The Nationality structure of the respondents presented in Table 4.1

illustrates that 100% of the respondents were Tanzanian.

4.2.1. Segment markets of telecoms in Tanzania

The researcher presents these based on demographic, geographic,
psychographic and consumer behaviour of the customers of telecoms in Tanzania.
The classes were distributed into four clusters which represents the target group of
telecoms. Percentage tabulation was used by the researcher to present the clusters of
telecom and their percentages. Table below shows the percentage of all clusters

market share and percentage distribution.
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Table 4.2: Results of cluster analysis

NUMBER OF CLUSTERS

CLUSTERS TOTAL

1 2 3 4 %
% OF MARKERTING
SHARE 14.6% 26.3% 22.6% 35.6% 100.00%
DEMOGRAPHIC
1.Gender:
e Male 66.23%  51.07%  44.82%  49.10%  51.30%
e female 33.76% 48.92% 55.17% 50.89% 48.70%
2. marital status:
e single 13.00%  45.00%  10.30%  29.00%  26.00%
e married 73.00% 41.00% 83.00% 54.00% 60.00%
o widow 0.00% 9.00% 5.00% 48.00% 5.40%
e scparated 14.00%  5.00% 1.70% 13.00%  8.20%
3. Education level
e primary school 2.60% 26.00% 9.00% 0.00% 9.80%
e sec school 18.20%  67.00%  44.00%  3.60% 32.80%
e bachelor 79.20%  7.00% 4530%  90.40%  55.00%
o any other 0.00%  0.00% 1.70%  6.00%  2.40%
4. Age
o 18-25 2.60% 2230%  5.10% 0.00% 7.80%
o 26-35 0.00% 41.00% 49.60% 44.30% 37.80%
o 36-45 30.00% 24.50% 43.60% 52.70% 39.20%
o 46-55 58.40%  10.80%  1.70% 2.40% 13.20%
o 56-65 9.00% 1.40% 0.00% 1.00% 2.00%

5. Occupation
e Self employed 0.00% 29.50%  27.40%  2.40% 15.40%
e Unemployed 2.59% 49.00% 14.50%  2.40% 17.80%
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e Co: employee 42.85%  7.90% 43.60%  50.00%  35.60%
e Gvt employed 51.97%  2.60% 9.40% 47.00%  26.60%
e Studying 2.59% 11.00% 5.10% 0.00% 4.60%
.

e DEMOGRAPHIC

6. monthly income

e 50,000/= 0.00% 45.00% 10.30% 0.00% 14.80%
e 50,000-250,000 2.60% 43.60% 32.50% 6.00% 22.20%
e 250-450,000/= 42.80%  4.30% 35.90%  42.00%  30.20%
o 450-650,000/= 18.20%  7.10% 16.20%  52.00%  26.00%
. >650,000/= 36.40%  0.00%  5.10%  0.00%  6.80%
7. social class

e Lower class 1.20% 17.00% 0.00% 0.60% 5.20%
e Upper class 5.19% 60.00%  39.30%  15.00%  31.60%
e Working class 18.18%  21.00%  21.00%  44.30%  28.20%
e Middle class 41.55%  2.00%  36.00%  38.30%  28.20%
e Uppers class 20.77%  0.00%  430%  1.80%  4.80%
e Lower lowers 12.98%  0.00% 0.00% 0.00% 2.00%
8 .Religion

e Christian 44.20%  58.00%  63.20%  52.10%  55.20%
e Muslim 53.80%  42.00%  37.00%  46.00%  43.40%
e Hindu 2.00% 0.00% 0.00% 2.00% 1.20%
e Jowish 0.00%  0.00%  0.00%  6.00%  0.20%
GEOGRAPHIC

1.Density place

e Rural 23.00% 34.00% 42.00% 10.10% 26.20%
e Semi urban 21.00%  40.00%  52.10%  26.00%  35.00%
e Urban 56.00%  27.00%  6.00% 64.10%  38.80%




62

PSYCHOGRAPHIC

1.Attitude
¢ Enthusiastic 0.00% 12.20% 7.00% 13.20% 9.40%
e Positive 97.40%  60.40%  93.20%  68.30%  76.40%
e Indifferent 0.00% 19.00%  0.00% 16.20%  10.60%
o Negative 0.00% 7.20% 0.00% 2.40% 2.80%
e Hostile 2.60% 1.40% 0.00% 0.00% 0.80%
2. lifestyle
e cultural oriented 15.60%  31.00%  20.00%  66.60%  17.80%
e sports oriented 84.40% 45.00% 29.10% 43.00% 43.00%
e outdoor oriented 0.00% 24.50% 51.30% 39.20% 39.20%
3. personality
e compulsiveness 5.20% 10.80%  21.40%  4.80% 10.40%
e gregarious 86.00%  3530%  19.00%  23.40%  35.20%
e authoritarian 6.50% 31.0% 23.70% 64.10% 36.40%
e ambitious 2.60%  23.00%  37.00%  6.60%  17.60%
e other 0.00% 0.00% 0.00% 1.20% 0.40%
BEHAVIORAL
1.loyalties
e none 0.00% 6.50% 0.00% 0.00% 1.80%
e medium 13.00%  78.40%  0.00% 0.00% 51.00%
e strong 87.00% 15.10% 75.20% 36.00% 47.20%
e absolute 0.0% 0.00%  2.00%  0.00%  0.40%
2. user status
e ex user 0.00% 0.71% 0.00% 0.00% 0.20%
e potential user 63.63% 28.77% 19.65% 2.22% 27.60%
e first time user 2.59% 431% 1.70% 0.59% 2.20%
33.76%  66.18%  78.63%  83.83%  70.00

e regular user
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. length of customer

less than 1 year

1-5 years

5-10 years

More than 10 years

4.number of lines

e One

e Two

e Three

e Four

e Five

5.most preferred

e Vodacom

e Airtel

e Tigo

o Ttcl

e Zantel

6. preference reason
e low cost

e good service

e customer focus

e innovations

7. usage rate

e ones a week

e ones a month

e few times a month
e cveryday
8.industrial changes

e cost

network coverage

2.60%
6.50%
53.40%
38.00%

95.00%
0.00%
2.60%
2.60%
0.00%

21.00%
22.10%
18.20%
28.60%
10.40%

0.00%

57.10%
25.00%
18.20%

0.00%
2.6%
2.6%
95.5%

40.30%
18.20%

4.30%

23.00%
20.10%
53.00%

73.30%
9.40%
5.60%
0.00%
12.00%

35.00%
31.00%
0.00%
31.00%
3.60%

35.30%
31.00%
24.50%
9.40%

5.00%
1.00%
31.00%
63.30%

54.00%
33.10%

0.00%
0.00%
18.00%
82.10%

59.00%
32.50%
5.10%
0.00%
3.40%

39.39%
9.40%
6.80%
22.20%
22.20%

7.00%
56.00%
7.70%
30.00%

0.00%
2.10%
2.10%
97.00%

82.10%
18.00%

0.00%
0.00%
4.20%
96.00%

49.00%
31.10%
17.00%
2.40%
1.00%

52.10
35.00%
0.00%
13.20%
0.00%

9.60%

28.00%
22.20%
42.00%

1.20%
0.00%
13.2%
86.00%

78.00%
16.00%

1.60%
7.40%
19.40%
71.60%

1.00%
20.60%
8.80%
1.20%
4.20%

39.40%
25.80%
4.40%
22.60%
7.80%

14.60%
39.00%
19.80%
26.60%

1.80%
1.00%
13.80%
83.40%

66.40%
22.00%
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e services

9. usage reason

e work

e entertainment
e business

10. influential to
decision

o family

e friend

e boss

11. strength of network
o weak

e very weak

e strong’

e very strong
12. stable
region/network
¢ Kilimanjaro

e Morogoro

e Dodoma

e Iringa

e Dar es salaam
13. challenges of
telecom

e Government restric
e Economic crisis

e Cultural interfering

42.00%

52.00%
13.00%
35.10%

5.205
0.00%
92.20%

26.00%
0.00%
90.00%
7.80%

25.00%
14.30%
9.10%
0.00%
52.00%

0.00%
95.00%
5.20%

39.00%

24.50%
68.30%
5.80%

52.00%
41.00%
16.00%

5.00%

12.20%
63.00%
20.10%

10.10%
1.40%
70.00%
9.00%
79.10%

52.00%
42.40%
5.80%

0.00%

4.30%
74.00%
22.20%

58.10%
20.00%
22.20%

12.00%
1.70%
86.30%
0.00%

0.00%
1.70%
0.00%
0.00%
98.3%

54.00%
44.40%
1.70%

4.80%

6.00%
57.00%
26.00%

60.00%
6.60%
34.00%

4.80%
0.00%
53.00%
43.00%

5.40%
0.00%
0.00%
4.20%
90.40%

62.00%
38.30%
0.00%

11.60%

21.40%
57.20%
20.40%

49.00%
15.80%
35.40%

6.20%
4.00%
69.00%0
21.00%

8.40%
3.00%
1.60%
3.80%
83.20%

47.60%
49.60%
2.80%
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Cluster 1: from the results above, the market share of cluster one is
14.60% respondents from cluster one mostly are presented by men with a percentage
of 66.23% and most of them are married in this case. Married customers who present
cluster one are having a percentage of 73.00% having bachelor degree and above as
their education level and are having a percentage of 79.20%. This shows that most
men in cluster one are educated, nevertheless, they range to an age of between 46-55
years and are mostly company employees. Men with this age are having a percentage
of 58.40% and 43.00% company employees. The results also shows that most men in
cluster one receive a salary of 250,000-450,000/=Tsh which is normal salary for an
employee in the country and these are represented by 42.90%.

Men in cluster one are of middle class with a percentage of 42.00% and
are Muslims by religion with a percentage of 53.20%, while in the same cluster, these
people are mostly from urban areas having a percentage of 56.00%. Most respondents
of cluster one, are having a positive attitude with a percentage of 84.40% toward
telecom companies and are sports oriented men having a percentage of 84.40%.
Together with that their loyalties stand to be strong with a percentage of 87.00% and
are potential users of telecom in Tanzania. In addition to this, cluster one users have
been a customer to this industry for five to ten years and having a percentage of
53.40%, but also these customers prefer to use only one line for communication and

they are represented by 95.00%.

Respondents in cluster ones shows that they prefer TTCL company
than other companies and this is having a percentage of 28.60%. The results show that
they prefer this company because of good services being offered, this is having a
percentage of 57.10%. Cluster one customers use TTCL for communication every
day, but in addition to that these customers want the industry to change on its
services, this is having a percentage of 42.00%, this is because they use TTCL
Company mostly for business which is presented by a percentage of 52.00%. The
results show that bosses are the main influential to using this company with a
percentage of 92.20%, the network for this company is plotted strong with a

percentage of 90.00% and the region with a strong network is said to be Dar-es-
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salaam having a percentage of 52.00%. Cluster one customers are getting a lot of
challenges from economic stability where they claim it not stable with a percentage of
95.00.

Cluster 2: the results from this cluster shows that most men are using
telecoms having a percentage of 51.07%, most of respondents in this cluster are single
45.00%, and are having secondary school certificates as the level of education
67.00%, apart from that, cluster two respondents are 26-35 years old which means
they are teenagers 41.00%, whereas they are unemployed having a percentage of
49.00%, the results show that these people in this cluster are receiving a salary or
money for living of about 50,000/=Tsh these people are presented with a percentage
of 45.00%. Considering that, 60.00% these customers are of upper class and mostly

are Christians.

40.00% Customers of cluster two are coming from semi urban areas,
having 60.00% of positivity attitude towards telecom industry. However 45.00% of
their lifestyles are also sports oriented and are 35.30% gregarious. 78.40% of these
respondents stand with a loyalty of medium and 66.18% are regular users of telecoms.
Furthermore, the results still shoes that 53.00% of the customers of cluster one uses
telecom for more than ten years of time to present and 73.30% prefer using one line
for communication. In this cluster 35.00% of customers prefer using Vodacom
Company and 35.30% of them prefer because of low cost. 63.30% of them use

telecoms every day and the same time, 54.00% want the industry to change on cost.

The reason for using telecom for communication in this case shows
that, 68.30% use it for entertainment reasons, and 52.00% are being influenced by
their families to use telecom. Cluster two shows that 70.00% of region with stable
network is Dododma and 52.00% of these customers get challenges from government

restrictions.

Cluster 3: the results from the table above shows that 55.17% are
females who use telecoms in Tanzania. 45.00% of these customers in this cluster are

married and the same time 45.30% of them are having education level of bachelor and
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above.49.60% of cluster three customers are still young stars having 26-35 years. And
still 49.00% are unemployed. The results show that 35.90% receive a salary of
250,000-450,000/-Tshs. 39.30% are of upper class and 63.20% of customers in this

cluster are Christians who come from semi urban areas presented by 52.10%.

93.20% of cluster three customers are having a positive attitude
towards telecom industry, while 51.30% are outdoor oriented. So far the results show
that this age group, are having 37.00% of ambitiousness. These customers stand with
75.20% of loyalties to be strong. 78.63% of respondents are regular user of telecom in
Tanzania, and it shows that 82.10% of customers have been using telecom for more
than ten years. Also in this cluster 59.00% use only one line for communication.
39.39% prefer to use Vodacom Company and 56.00% suggested because of good

services. Thus this makes a 97.00% of subscription every day.

82.10% of these customers in this cluster want the industry to change
on cost. This cluster also shows that 74.00% of its customers use this company for
entertainment and 58.10% are influenced by family members to join the company.
The results show that 86.30% of its network is strong and 98.30% of stable region in
network coverage in this cluster is Dar-es-salaam. 62.00% of cluster three customers

get challenges form government restrictions.

Cluster 4: 50.89% of female are customers of cluster four. The results
show that, 54.00% of customers are married and 90.40% are having an education
level of bachelor and above. 52.70% of these customers here are mid age having 36-
45 years, therefore 50.00% are company employed and 52.10% receive a salary of
450,000-650,000/=Tshs. This shows that 38.30% are working class and 55.20% are
Christians also. The table above shows that 64.10% of cluster four customers come
from urban areas. In addition to that, 68.30% are having a positive attitude toward

telecom using.
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66.60% of the customers here are cultural oriented, 64.10% of these
customers are authoritarian. The table above describes this cluster four having a
36.00% of customers’ stand of loyalty being strong and in this case, 83.83% of the
customers are regular users of telecoms. 96.00% of them have been using telecom for
more than ten years to date and 31.10% use two lines for communication. 52.10% of
the customers here prefer Vodacom Company and 42.00% prefer the company
because of innovations, thus 86.00% subscribe with the company every day.
Nevertheless 78.00% would like the industry to change on cost. The reason for using
this company, 57.00% use it for entertainment and 60.00% are being influenced by
their families. 53.00% of network stability was reported to be strong and the same
time 90.40% was the suggested region with stable network was Dar-es-salaam.

62.00% of the customers here were getting challenges from government restrictions.

figure 4.1:Pie chart showing the cluster
size.

0%
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The extracted four clusters explaining 14.6% of cluster one, 26.3% of
cluster two, 22.6% of cluster three and 35.6% of cluster four of market share. The five
companies extracted a number of factors according to the distribution of each
Company’s’ variance. The four identified market segments were named and
characterised. The clusters were given different names according to the marketing

shares.

e Fewer users these are those customers whose attitude on telecom is
positive but they rarely use telecom for communication and they use only for a special
purpose.

e Light users are that who are just introduced to telecom using and
have used not more than five years, their perception towards telecom is also positive.

e Medium users are customer whose attitude towards telecom is
positive also but they use not every day.

e Heavy users are customers whose usage rate is everyday and having

a positive attitude also.

4.3. Marketing positioning.

Factor analysis was conducted by the researcher to reduce the factors
into one group of variables and the mean of each group was shown in each given
table. From factor of marketing mix the researcher realized few factors which
influence the decision to using telecoms in Tanzania. Tables 4.3 - 4.12 shows the
positioning of the five companies in the market of telecommunication in Tanzania.

From the below table 4.3 and 4.4 shows the VODACOM company
position in the marketing of telecoms in Tanzania. The company extracted three

factors and percentage of variance and percentage of cumulative.
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Table 4.3: Factor and % of variance and % of cumulative of each customer’s

attitude towards VODACOM telecom companies in Tanzania

VODACOM FACTORS
MARKETING . ) 3 % of % of
POSITION variance cumulative
Occasions: 34.21 34.21

e Delivery speed .872
e Friendly user 827

e Regular use
768

e Business user

e Special use 688

.682

Services: 24.23 58.44

e Different .924
varieties 914
e Services
. 877
provide
e Communication
Special matters: 74.56
e Family user .862

o Friendly user .833

From the above table of Vodacom marketing positioning, the company
is mostly positioned to three positions namely occasions, services, and special use.
Occasions comprising of delivery speed, friendly user, regular use. Business use and
special use while that of services provided comprising of different services, serviced
provided and communication. The last which is special matters comprising of family

user and friendly user.
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Table 4.4: Mean scores & standard deviation of each customer’s attitude

towards VODACOM telecom companies in Tanzania

Level of importance Std
MARKETING POSITIONS MEAN

deviation
Vodacom strong and stable 4.58 high 615
Vodacom communication 4.52 high .679
Vodacom Friendly user 4.49 intermediate 710
Vodacom Regular use 4.49 intermediate .604
Vodacom Service 4.44 Intermediate .662
Vodacom Variety 4.39 Intermediate .658
Vodacom Delivery speed 4.39 Intermediate .699
Vodacom Family use 438 Intermediate 766
Vodacom Businesses user 4.38 Intermediate 814
Vodacom Friendly user 4.32 Intermediate 735
Vodacom Special use 431 Intermediate .789

The above table, Vodacom shows that all its customers are
intermediate level of importance except for Vodacom communication and strong and
stable which is high level of importance. According to the level of factors, Vodacom
has three factors which are occasions, services and special matters. The results show
that Vodacom strong and stable is 4.58 and that of communication is 4.52. This shows

all customers’ level of importance towards Vodacom is intermediate.

The tables 4.5 and 4.6 show the positioning market of AIRTEL
Company in telecommunication industry in Tanzania. A number of four factors were

distributed, and percentage of variance and cumulative.
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Table4.5: Factor and % of variance and % of cumulative of each customer’s

attitude towards AIRTEL telecom companies in Tanzania

AIRTEL
MARKETING
POSITION

FACTORS

% of
variance

% of
cumulative

Varieties

e Communication
e Different varieties

e Different services

998

936

741

50.77%

50.77%

End users

¢ Business user
¢ Friendly users

e Family users

.849

.807

.644

11.36%

62.14%

Strength

e Strong and stable

908

10.11%

72.25%

Specials

e Delivery speed
e Friendly user
e Regular use

e Special use

-.981

-.980

-.695

-.400

9.49%

81.74%

The table above presents the positioning of AIRTEL Company; it is

positioned into four positions which are varieties, end users, strength and specials.

Whereas varieties comprises of communication, different varieties and different

services while that of end users comprise of business user, friendly user and family

users. Strength comprise of only strong and stable whereas the last which is specials

comprising of delivery speed, friendly user, regular use and special use.
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Table4.6: Mean scores & standard deviation of each customer’s attitude towards

AIRTEL telecom companies in Tanzania

AIRTEL POSITIONING MEAN ) Level of STD.DEVIATION
Importance
Airtel communication 431 Intermediate 709
Airtel services 4.28 Intermediate .694
Airtel varieties 4.24 Intermediate 721
Airte family user 4.14 intermediate 731
Aietel regular use 4.12 intermediate 774
Airtel delivery speed 4.08 Intermediate 763
Airtel friendly user 4.08 Intermediate 782
Airtel business user 4.11 Intermediate .808
Airtel special use 3.93 Very Low 878
Airtel strong and stable 3.30 Very low 774

Source: Field data April, 2013

From the table above, the results show that customers of airtel are all
intermediate level of importance but only airtel Company seem to be very low in its
strength and stability and the customers do not use it for special use. Thus all
customers of Airtel Company fall on one factor. They prefer the company because of

its communication and different varieties, together with services provided.
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Tables 4.7 - 4.8 shows the positioning of TIGO Company. There was a distribution of

two factors, percentage of variance and percentage of cumulative.

Table 4.7: Factor and % of variance and % of cumulative of each customer’s

attitude towards TIGO telecom companies in Tanzania

FACTORS Voot Voot
TIGO marketing positioning variance  cumulative
1 2
satisfaction
e Tigo communication 979
e Tigo variety 977
e Tigo services 957
e Tigo friendly user .836
63.08% 10.98%
e Tigo special user 748
e Tigo strong and stable 742,
e Tigo family use 580
e Tigo delivery use 580
e Tigo Regular use 457
ccasions
Tigo friendly user 979 63.08% 74.06%
Tigo business user 811

The above table is of TIGO position in marketing. It has two positions
which are satisfaction and occasions. Satisfaction comprises of communication,
variety, services, friendly user, special user, strong and stable, family use, delivery

speed and regular use. While that of occasions comprises of business user.
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Table 4.8: Mean scores & standard deviation of each customer’s attitude

towards TIGO telecom companies in Tanzania

Marketing positioning mean Fevel of Std. deviation
importance

Tigo Communication 4.08 Intermediate 1.026
Tigo Variety 4.00 Intermediate 976
Tigo services 4.01 Intermediate 1.054
Tigo strong and stable 3.55 Low 1.001
Tigo delivery speed 3.91 Low 947
Tigo friendly user 3.84 Low 1.022
Tigo regular user 3.84 Low .890
Tigo special use 3.58 Low 1.022
Tigo family use 3.96 low 935
Tigo business user 3.62 low .989
Tigo friendly user 3.70 low .1.006

The results above in the table show that Tigo is having two factors

which are satisfaction and occasions. that the level of importance of Tigo Company is

low apart from, communication, different varieties and services which are having an

intermediate level of importance. Most customers of Tigo company prefer using this

company on factor one and because of services of communication.
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Tables 4.9 — 4.10 shows the positioning of TTCL Company to the market of
telecommunication in Tanzania. The distribution of one factor was extracted and

percentage of variance and percentage of cumulative.

Table 4.9: Factor and % of variance and % of cumulative of each customer’s

attitude towards TTCL telecom companies in Tanzania

TTCL FACTOR % OF % OF
MARKETING 1 VARIANC CUMMULATIV
POSITIONING E E
Products: 84.65 84.065
Friendly user 957

Strong & stable 950

Communication 949

Delivery speed . 948

Special use 942

Varieties 936

Services 925

Regular use 922

Business user 915

Family use .897

Friendly user 765

Source: Field data April, 2013

The table above shows the positioning of TTCL where it only have one
positions which is products. Comprising of friendly user, communication, delivery

speed, special use, varieties, services, regular use, business user, and family use
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Table 4.10: Mean scores & standard deviation of each customer’s attitude

towards TTCL telecom companies in Tanzania

Level of
TTCL marketing mean Std deviations
importance
TTCL 3.28 Very low 1.406
communication 326 Very low 1.390
TTCL varieties 313 Very low 1.275
TTCL services 317 Very low 1.270
TTCL strong & 311 Very low 1.355
stable
3.11 Very low 1.383
TTCL delivery
3.13 Very low 1.229
speed
. 2.98 Very low 1.266
TTCL friendly user
2.96 Very low 1.317
TTCL regular user
. 2.98 Very low 1.339
TTCL special use
_ 2.78 Very low 1.284
TTCL family use
TTCL business use
TTCL friendly user

The company is having one factor in its product. From the above
results of TTCL Company, most customers prefer the Company because of its
communication services and different varieties, but the results in the table shows that
TTCL has few subscribers because the level of importance is very low. This shows
that, customers do not see any importance of using TTCL for communication. . They
also prefer the company on the services provided, but few or no customers who prefer

the Company because of the availability for family, friends and business issues.
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Table 4.11: Factor and % of variance and % of cumulative of each customer’s

attitude towards ZANTEL telecom companies in Tanzania

% OF
%O0F
FACTORS CUMMULATI
VARIANCE
VE
ZANTEL MARKETING 5
POSITION
Strength 57.63 57.63
zantel varieties .995
zantel services 944
zantel communication .884
zantel friendly user 724
zantel delivery speed .690
zantel strong and stable .689
end users 17.39% 75.02%
zantel friendly user 941
zantel family use 918
zantel business user 756
zantel regular user 747
zantel special use 544

Zantel Company is positioned into two positions namely strength and
end users. Strength comprise of varieties, services, communication, friendly user,
delivery speed, strong and stable while that of end user comprise of family use,

business use, regular use, special use.
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Table 4.12: Mean scores & standard deviation of each customer’s attitude

towards ZANTEL telecom companies in Tanzania

Zantel marketing mean Level of Std deviation
importance
Zantel 3.20 Very low 978
communication 3.20 Very low 878
Zantel varieties 390 Very low 904
Zantel services 332 Very low 879
Zantel strong & 5,5 Very low 817
stable
3.23 Very low .859
Zantel delivery
3.14 Very low 905
speed
) 3.00 Very low 778
Zantel friendly user
3.14 Very | .824
Zantel regular use ey oW
) 3.20 Very low .795
Zantel soecail use
3.09 Very low 936

Zantel family use
Zantel business user

Zantel friendly user

Source: Field data April, 2013

The results above show the company of zantel having two factors
which are end users and strength, the companies prefer using zantel because of
communication speed, different varieties and services provided. Most of customers
are using the company for communicating with friends and family members. Strength
factor is having a cumulative percentage of 57.63% while that of end user factor is
having a cumulative percentage of 75.02% thus the customers prefer factor two than

factor one.
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4.4. Marketing mix.

Tables 4.13 shows the marketing mix of the five telecom companies in Tanzania.
From each company the 4Ps were being extracted Product, price, place and promotion

which were shown by mean, standard deviation and level of importance.

Table 4.13: VODACOM category of marketing mix showing mean score,
standard deviation, and level of importance

VODACOM Mean Standard deviation  Level of importance
Vodacom services provided 4.56 591 High
Vodacom network coverage 4.53 621 High
Vodacom customer services 4.46 .664 Intermediate
Vodacom convenience to buy 4.36 797 Intermediate
Vodacom advertisement 431 738 Intermediate
Vodacom low value price 4.11 909 Intermediate
Vodacom public relations 4.08 922 Intermediate
Vodacom economic price 4.02 991 Intermediate
Vodacom premium price 3.98 977 Low
Vodacom sales promotions 3.97 907 Low
Vodacom technical assistance 3.78 926 Low
Vodacom personal selling 3.75 957 Low
Vodacom  direct marketing 3.63 .1.147 Low

(internet, social media)

Source: Field data April, 2013

From the above table, the results show that Vodacom is providing good
services, and good network to its areas of coverage. Services provide and network

coverage are of high level of importance while with a mean of 4.56 and 4.53 while
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customer services, convenience to buy, advertisement and value price with public

relations are having an intermediate level of importance with a mean between 4.02 to

4.45. hence the results also show that the premium price of Vodacom and sales

promotion, technical assistance, personal selling, and direct marketing are having low

level of importance with a mean of between 3.63 to 3.98.

Table 4.13: AIRTEL category of marketing mix showing mean score, standard

deviation, and level of importance

AIRTEL mean Standard deviation Level of importance
AIRTEL services provided 4.29 .999 Intermediate
AIRETL network coverage 4.22 976 Intermediate
AIRTEL convenience to 4.15 .1.029 Intermediate
buy 4.04 948 Intermediate
AIRTEL customer services 304 966 Low
AIRTEL advertisement 383 966 Low
AIRTEL public relations 379 1.059 Low
AIRTEL low value price 374 1.005 Low
AIRTEL technical 370 1.021 Low
assistance

3.70 1.098 Low
AIRTEL sales promotions

3.59 1.077 Low
AIRTEL economic price

3.55 1.057 Low
AIRTEL premium price

3.27 1.097 Very low

AIRTEL personal selling

AIRTEL direct marketing

(internet, social media)

Source: Field data April, 2013
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The results of the table above show that most of customers of AIRTEL

use the company because of services provided and network coverage and because it is

convenient to buy, and services provide. All these four factors are having an

intermediate level of importance. The customers of AIRTEL seem not to be happy

with other services because all other services are having low and very low level of

importance

Table 4.14: TIGO category of marketing mix showing mean score, standard

deviation, and level of importance

Standard Level of
TIGO mean . .

deviation Importance
TIGO services provided 3.34 .880 Low
TIGO convenience to buy 3.88 1.021 Low
TIGO network coverage 387 943 Low
TIGO customer services 376 082 Low
TIGO public relations 367 1.013 Low
TIGO advertisement 3 64 960 Low
TIGO low value price 3 50 1.029 Low
TIGO sales promotions 342 1.030 Very Low
TIGO economic price 335 912 Very low
TIGO technical assistance 398 1011 Very low
TIGO premium price 3.19 975 Very low
TIGO personal selling 301 966 Very low

TIGO direct marketing

(internet, social media)

Source: Field data April, 2013

From the table above, the results show that few customers use TIGO

for communication. The level of importance is very low and low
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Table 4.15: ZANTEL category of marketing mix showing mean score, standard

deviation, and level of importance

ZANTEL Mean Standard deviation Level of importance
Zantel advertisement 3.37 .990 Very low
Zantel convenient to buy 3.33 919 very low
Zantel service provided 3.33 944 Very low
Zantel sales promotion 3.23 782 Very low
Zantel public relations 3.19 906 Very low
Zantel customer services 3.16 754 Very low
Zantel network coverage 3.12 .879 Very low
Zantel low value price 3.09 610 Very low
Zantel economic price 3.07 704 Very low
Zantel premium price 3.07 828 Very low
Zantel technical 3.07 737 Very low
assistance 3.02 740 Very low
Zantel personal selling 3.00 663 Very low

Zantel direct marketing

Source: Field data April, 2013

The results above show there are few customers who use ZANTEL and
all having very low level of importance. Few who prefer the company they prefer

because of advertisements, convenience level, service provided, and sales promotions.
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Table 4.16: TTCL category of marketing mix showing mean score, standard

deviation, and level of importance

TTCL Mean Standard Level of importanct
deviation

TTCL service provider 3.27 1.201 Very low
TTCL convenient to buy 3.22 1.064 Very low
TTCL sales promotion 3.20 1.096 Very low
TTCL network coverage 3.16 1.102 Very low
TTCL public relations 3.16 1.155 Very low
TTCL advertisement 3.12 1.089 Very low
TTCL premium price 3.12 1.125 Very low
TTCL direct marketing 3.04 1.049 Very low
TTCL customer price 3.02 1.029 Very low
TTCL low value price 3.02 1.029 Very low
TTCL personal selling 3.00 1.114 Very low
TTCL economic price 2.86 971 Very low
TTCL technical 2.86 1.114 Very low
assistance

The results of the table above on TTCL, it shows that all customers’
level of importance is very low, customers do not prefer to use the telecom company
but few who use it prefer it because of it providing services, convenient to buy, sales

promotions network coverage



85

CHAPTER 5
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS

5.0. Introduction

This chapter presents the discussion, conclusions, and recommendations
arising out of the research findings in chapter four and suggests areas for further study.
From the study, can be discussed the results of the research purposely with 1 general
objective and 3 specific objectives: generally to cluster target marketing of
telecommunication sector in Tanzania, specifically the study will make the customer
segmentation based on the customers’ perception toward the services provided by
Telecom Company, to identify the factors influencing the decision towards using
telecom companies, and finally to propose effective marketing strategies for

telecommunication industry in Tanzania.
5.1. Discussion

The results of this research can be used both to make marketing
recommendations to improve the service at telecom industry in Tanzania and
communication policy recommendations to support domestic mobile services
providers by suggesting a good strategy to use.
5.2. Potential market segments

The cluster analysis identified four market segments, i.e. four types of
customers at telecom companies in Tanzania; fewer users, light users medium and
heavy users. The first two segments show the less potential for service providers.

5.2.1. Differences between market segments

In this chapter the extracted market segments are described using their

behavioural characteristics, which were also used in the cluster analysis. The
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difference between segments according to socio-demographic and geographic
characteristics, importance of the attributes concerning the mobile services on telecom

companies variables,

The following are those variables, which differ significantly between
segments such as personality, loyalty, and number line usage. Other variables

differing significantly between market segments are lifestyle, race, and religion.

Heavy users are the working class customer group and most of
company employees are found in this segment. They spend the highest amount of
money for internet and other multimedia services. Similar to all other customer
groups, the most important issue is the quality services of the product. Compared with
other customer groups, to them the most important product attributes are low cost and

the information provided about the entertainment

2.20% of light users use services less often than other customer groups
and they usually once a week. For them product characteristics are not as important as

to other customer group.

About 27.60 % of medium users use services several times a week
compared to customers from other segments probably because customers in this
segment are more likely to be working than those in other segments. Potential users
consider the quality of the service more important than other customers and they are

more satisfied with the quality than with other characteristics of the products.

0.20% of fewer users do not consider mobile services an important part
of their daily life; they spend the least amount of money for the services compared to
other customer segments. Almost half of all housewives who took part in the survey
are in this segment. Costs are the most important product characteristics for this

segment.
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Cluster one gave out the name of the customers in the group to be
fewer users with a percentage of 14.6% of market share. In this targeted group, ex
users are more males than females, and most of them are married with a bachelor
degree and above, ex users customers belong to the age of 36-45 years old and are
company employees. This means the customers who do no not have the meaning of
using telecom are those who are busy in companies or industries. A number of them
get an income of more than 650,000. According to the age mentioned the group is
likely to be of middle class because the high the salary the high the living standard. In
this group, ex users are Muslims, and from urban places, unlike other customers most
Muslim prefers living in urban areas. Ex user despite having a positive attitude
towards telecom using but they are lagged behind in the use of telecoms, apart from
that it is seen that most of ex user are sports oriented, as seen already that most are
men, this satisfy that they must be sports oriented as men are highly tuned to sports,
nevertheless ex users are having a gregarious type of personality whereas their loyalty
remain strong on telecom. Subscribers of this group have used telecoms for 5-10 years
now and they only use one line for communication, behind the scene, they prefer
TTCL company and its because of good services provided by the company.
According to what the results predicts that most of ex users are company employees,
thereafter they are being influenced by their bosses to join TTCL for communication,
thus they use it for work purposes. Customers of this class give out that TTCL
network is strong and mostly strong in Dar es Salaam. Moreover, ex users customers

would like the government to reduce restrictions.

Cluster two gave the target group and was classified as light users
with a percentage of 22.1% market share. In this cluster of potential users, most are
men and are single. Potential users of telecoms are plotted to be secondary school
leavers and of 26-35 years old, these customers are unemployed getting monthly
money of 50,000Tshs and below. They live a living standard of upper class and are
Christians by religion having a positive attitude towards telecom using. These
customers tune their life styles to sports orientation, but also potential users are
gregarious and share a medium loyalty stand. Potential users have been using telecom

for more than ten years but since then they have been using only one line for
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communication. Potential users prefer one line which is Vodacom because of low
cost. Although these customers subscribe every day, they ask the industry to change
on costs. These customers use Vodacom for entertainment and are mostly influenced
by family to join the company, and they voice out that Vodacom is having strong
network coverage; hence these customers are asking the government to reduce on

government restrictions.

Cluster three: the group which belongs to cluster three was assigned a
name by medium users with a percentage of 26.3% market share. Most customers of
this targeted market are female, married and having an education level of bachelor
and above, in this target group, the customers are having 26-35 years and are
company employees who receive at least 250,000- 450,000Tshs who lives a normal
life of upper class. First time users are Christians who lives in urban areas and have a
strong loyalty of positive attitude toward telecom using. Females are always out of
sports but to this study most females seems to be outdoor oriented and more
ambitious. First time users have been plotted to be using the telecom in more than ten
years and using only one line which is Vodacom where they choose it because of
good services. They use this line of the company everyday for entertainments. First
time users are being influenced by family members, they also claim that Vodacom is
still the stable company in network coverage and mostly stable in Dar-es-salaam
region. Hence the customers here would like the Government to reduce government

restrictions.

Cluster 4: customers of this group are classified as heavy users having
a percentage of 31.6% of market share. More customers from this group are men and
are married with a bachelor degree and above. Regular users in telecom industry are
ranging between, 36-45 whereas almost all regular user customers are company
employees from urban areas with positive attitude and cultural oriented. It was found
out that regular users of telecom are authoritarian, as read from above, the group has a
lot of men so this shows how ambitious men are sweating for life. These customers
are having a medium loyalty stand and they have been using this one line for more

than ten years. All of regular customers prefer Vodacom Company because of good
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services and this make them to subscribe/use every day. Moreover they need the
industry to change on cost because mostly use the line for entertainment. Regular user
do not complain on network coverage of the company because it is plotted to be
strong than other companies. Dar es Salaam is stable region and these customers

would like the government to adjust its restriction.

5.2.2. Target market

The targeted age group of telecom industry was identified to be
between 36 - 45 years that means mostly adults use telephone to communicate than
teenagers and young stars. This is because most people of this age are farmers,
employees and business men. Most people use telephone services from urban area. In
Tanzania most activities are taking place in urban areas than in rural area, most
business men live in urban for network coverage reasons, can it be a reason of that in
other rural places there are few companies which have insufficient network coverage
while others are poorly and less distributed with sufficient services, this being the
reason of joining the company with full network coverage. The telecom industry, try
to attract subscribers as their target markets as the result from x users, potentials, and
regular users revealed that urban areas and semi urban areas is the preferred area for
them to purchase for the telecom services. Moreover the development of rural areas
should attract more farmers to purchase their products as they prefer sustainable

networks.

In the same areas of occupation most people were employed, company
employees, and earned a salary of 250,000-450,000Tshs and living upper class living

standard. As summarized in the tables.

In addition to that, considering the users of telecoms in Tanzania, most
of them were subscribing their mobiles everyday while they are customers to the
company for more than 10 years. The results shows out that most of customers use
more than two lines for different activities can it be a reason for business, family and

friends usage. Customers plotted out that most of their loyalties stand between
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medium and strong. The behaviour characteristics plotted out that most of customers
who prefer VODACOM Company is because of innovation and good services while
those of AIRTEL were because of low cost and good services. Some of customers
using TTCL and ZANTEL are lagged behind because of poor innovations. The rank
shows that VODACOM is the best company, followed by AIRTEL then TIGO and
TTCL and ZANTEL.

Tables 4.17 — 4.19 shows the percentage distribution of few categories of each

respondents in accordance to cluster distribution of four clusters.
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NO: OF Age of respondents User status of respondents
CLUSTE Potential First time Regular Lagged TOTAL
18-25 26-35 36-45 46-55 56-65 Ex users
RS user user user behind
1 2.60% 0.00% 30.00% 58.40% 9.10% 1.00% 29.00% 4.30% 66.20% 0.00% 100.0%
2 22.30% 41.00% 24.50% 10.80% 1.40% 0.00% 20.00% 1.70% 77.00% 0.00% 100.0%
3 5.10% 49.60% 43.60% 1.70% 0.00% 0.00% 16.00% 60.0% 84.00% 0.00% 100.0%
4 0.00% 44.30% 52.70% 2.40% 1.00% 0.20% 27.60% 2.20% 70.0% 0.00% 100.0%
TOTAL 7.80% 37.80% 39.20% 13.20% 2.00% 0.00% 64.00% 2.60% 3.40% 0.00% 100.0%

Source: Field data April, 2013
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Monthly income of respondents

Density of respondents

NO: OF Greater
Below tsh | Btw 50,000 Btw 250,000 | Btw 450,000 Total
CLUSTERS than Rural Semi urban Urban
50,000/= | &250,000/= &450,000/= | & 650,000/=
650,000
1 0.00% 2.60% 42.90% 18.20% 36.40% 23.00% 21.00% 56.00% 100.0%
2 45.00% 43.90% 4.30% 7.20% 0.00% 34.00% 40.00% 27.00% 100.0%
3 10.30% 32.50% 35.90% 16.20% 5.10% 42.00% 52.10% 6.00% 100.0%
4 0.00% 6.00% 42.00% 52.10% 0.00% 10.10% 26.00% 64.10% 100.0%
TOTAL 14.80% 22.20% 30.20% 26.00% 6.80% 26.20% 35.00% 38.80% 100.0%

Source: Field data April, 2013
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NO: OF

INFLUENTIAL TO DECISION

Reasons for usage

TOTAL

CLUSTERS Family Friend boss Work Entertainment business
1 5.20% 0% 92.20% 52.00% 13.00% 35.10% 100.0%
2 52.00% 41.00% 16.00% 24.50% 68.30% 5.80% 100.0%
3 58.10% 20.00% 22.20% 4.30% 74.00% 22.20% 100.0%
4 60.00% 6.60% 34.00% 6.00% 57.00% 26.00% 100.0%
TOTAL 49% 15.80% 35.40% 21.40% 57.20% 20.40% 100.0%

Source: Field data April, 2013
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5.2.3. Positioning market of telecoms

Telecom users in Tanzania are also grouped according to usage reasons
and influential. The results shows that most of the customers prefer using because of
the influences they get from their bosses, this shows that mostly used reason is for
work. Most company employees are being initiated by their bosses to join or use a
certain company for communication while on the other hand others use it for family
purposes meaning they are being influenced by family members,. Customers also
would like changes in cost and network coverage to be considered. As shown in the

table 5:18

From the theory of consumer’s buying behaviour by (Kotler 2003), it
stated that consumer’s buying also influences by social factors as the reference
groups, family and social roles and statuses. These have supported the findings of
telecom users found real information about telecoms, Most of them found information
by, word of mouth as from their friends and relatives and staying with different
telecom users. Therefore, the telecom industry should emphasize more on customers

after sale services by making the present customer happy with their products.

From the literature review the factor which affects the decision of
telecom is culture (Hofstede, 1991) showed that culture influences the services
expectations of a consumer and consumer perceive products according to their
attitudes and behaviours. In this case, a number of factors influenced the consumer to

use telecoms including product, price, place and promotions.

Customers of telecom industry showed that they get influenced from
product of the companies. The most preferred product by customers is the services
provided by all companies. Customers showed that services were the highly
influenced factor to them a mean of 4.56 and then they next get influenced by network
coverage of the company by a mean of 4.53, then they are influenced by customer

service with a mean of 4.46 and lastly by technical assistance.
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The most important factor for price was low value price 4.11 mean and
then getting another influence from economic price 4.02mean lastly by premium price
3.98 mean. Therefore the results show that low value price was having the highest
important factor. Part from that the most important place factor is convenient to buy
4.36 of mean. Customers prefer this service and they show to be influenced by the

convenience. The level of importance is intermediate for product influence.

The most important promotion factor is advertisement with mean of
4.31, followed by public relations 4.08 of mean and sales promotion 3.97 of mean.
Other promotions like personal selling having a mean of 3.75 and direct marketing
3.63 of mean are having the lowest level they don’t influence customers to business
the level of importance is low. Therefore the telecom companies should make sure
that their customers understand about personal selling and direct marketing via
internet and media, the results shoes that most customers prefer the advertisement and

public relations than other promotions.

5.2.4. Effective marketing strategies for telecommunication

industry in Tanzania

The telecom product is intangible so that consumers cannot experience
it and try it before they decide to buy. Therefore the telecom industry will need to
encourage their great target markets to purchase the products on the basis of an image
and information. According to this study most of telecom companies, employed its
advertising methods by internet and property shows. From the study of important
level of marketing mix factors (4Ps) for telecom industry was suggested.

The results showed the level of important factor for telecom industry is product,
place, promotion and price. This shows that customers are being affected most by the

product services.

Product: services provided was the highest level of importance in this that

influenced their customers in choosing telecom Company.
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Price: the most influential factor with high level of importance to customers was low
value price.

Place: the highest level of importance was convenience of the brand. They were
influenced this being near to customers.

Promotions: highest level of influence is advertisement for customers of telecom

industry.

Therefore the more marketers know about the factors affecting their
customers buying behaviors, the greater the ability to design attractive product and
service offering, to design and target meaningful market segments, and to develop

marketing programs to fit the concerns and desires of those segments (walker 2005).

The strategic advantage of service providers is their good supply in
terms of product range, network coverage and quality of the services. However, most
of the customers are not satisfied with the price/quality ratio, customers of these
companies showed they enjoy other services as speed and accessibility of network,
some customers from urban areas also seemed not to enjoy with the Government
restrictions as the TCRA law of ZANTEL not to operate mainland Tanzania since

they enjoy the services of the company but due to restrictions.

Customer’s opinions to the telecom companies, wish companies could
increase their competitiveness by providing product differentiation based on product
quality, as well as providing information on the new brand, origin and variety name,

this would attract additional first time and ex users.

The high price sensitivity, reported by the majority of the customers,
does not allow for price differentiation. However prices slightly higher could be

achieved by ensuring uniform product quality and by providing new products.

On the whole, there is almost no market awareness by telecom
companies. The best advertisement for mobile services, either selling at counter or

using any other direct sale channel, is “word of mouth”, i.e. the recommendation by
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satisfied customers. This kind of advertising requires a constant supply quality, as
well as trade ability and “friendly “customer relations. Ads posted in various media
are relevant only for provider’s capital due to the cost/benefit ratio. The most

appropriate sale promotion is the setting at the retail location.

5.3. Conclusions

5.3.1. Segment markets

The target markets on telecoms in Tanzania are mostly male and the
customers are married with an education level of bachelor degree and above. The
customers of telecommunication in Tanzania fall to the age of 26 years to 45 years
they are employed customers of companies and others Government officials. Their
salary is at the average of 250,000/= Tshs to 450,000/=Tshs. The customers of
telecoms in the country are living a working class and other middle class. The
customers are living in semi urban and urban areas. Most of them have a positive
attitude towards telecom. Targeted customers are those that have been using telecoms
for more than ten years. They mostly use telecoms for entertainment and are

influenced by family members to start using telecoms.

5.3.2. Positioning markets

The researcher collected 100 questionnaires from five regions and five
companies which have its target market as user status, age, income level, and density
distribution. From 500 telecom users, each 100 users are located at each one region
MOROGORO, DAR-ES-SALAAM, IRINGA, KILIMANJARO and DODOMA
regions. From the findings, VODACOM is the leading company in preference. Most
customers prefer using this company, its services provided, low value price,
convenience to customers, and advertisement are all the highest level of importance.
The customers of VODACOM enjoy the services provide, communication is high
with good and stable coverage, this company has never changed from company to
company the results shows that’s it is more stable and strong company than other four

companies in the country.
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AIRTEL Company is the second best company in the country. The
results show that customers prefer the company because of the communication
services this shows that the network coverage also is stable to different places in the
country. Most of customers in this company prefer to use AIRTEL for business
purposes; the delivery speed of this company is also good which makes the business
people to prefer it most. Due to network availability customers use it also fro friendly
user to communicate with friends and relatives because the language is well
understandable. The company is not stable because it has been changing from
different ownerships. First was CELTEL, came to ZAIN and now ARITEL. It is also

not preferred for special use like for army forces and Government issues.

Few customers prefer TIGO Company mainly because of poor services
provided. A few of who uses this company prefer it because of communication
purposes but they don’t prefer its costs, network coverage and other uses, a few prefer

it on friendly use. The company is not used for business issues and family issues.

Companies like TTCL and ZANTEL have few subscribers because of
poor services, the prices are high, does not reach customers, poor promotions
strategies and poor network coverage. From the findings, the results show that the

only stable region is Dar es Salaam unlike other mentioned regions.

5.4. Results of other report sources

Figure 4.2 and table 4.20 are the results from different reports about

telecommunication in Tanzania. They show the results in market share of the five

companies in the country.
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figure: 5.1 mobile company market share as shown from
different reports
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Figure 4:2 indicate that Tigo Tanzania is leading the national SMS
operator’s market share, well ahead of other telecommunication operators in the
country. According to quarterly report of January — March 2012 issued by Tanzania
Communication Regulatory Authority (TCRA), Tigo has 57% of the market share

compared to other companies.

The report shows that Vodacom is the second company with 24% of
the SMS market share and Airtel has 16%. Zantel is fourth, with 3% of the market
share. TTCL, Benson and Sasatel they have 0.00% in the SMS market share in the

country.

The report also shows that Vodacom Tanzania continues to lead the
operator’s subscriptions market share, having 12,633,507 subscribers which is equal

to 47% ahead other companies.
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The statistics shows that the second company is Airtel with 7,105,650
subscribers which is equal to 26% and Tigo with 5,497,833 subscribers which is equal
to 20%. Zantel has 1,496,102 subscribers which is equal to 6%,

The state owned company TTCL has 128,919 subscribers, which is
equal to 1%, Sasatel has 1,221 subscribers. Which is equal to 0.02% and Benson has

4,810 subscribers or 0.005% of the total market share see table: 4:17 below.

Table: 5:4: Subscription Market Share

Company Name Subscribers Percentages
VODACOM 12,633,507 47%
AIRTEL 7,105,650 26%
TIGO 5,497,833 20%
ZANTEL 1,496,102 6%
TTCL 128,919 1%

Source: TCRA Report, 2011

5.5. Recommendations

5.5.1. Recommendation of marketing strategies for telecom

industry in Tanzania.

5.5.2. Segment markets

As for the segment markets the researcher would like to recommend
that the companies should consider the rural and remote areas and consider network
coverage and costs of their services. Most people living in rural areas are old people
and farmers and now that agriculture is the growing industry in the country, the
companies should take it into consideration that those people who are also customers
they need to be communicating for their daily lives. Also the companies should
consider costs to different users. There are those customers who are still students in
schools and their income is low and to those unemployed customers, this means they
don’t use telecoms mostly because of high costs and taxes. Tax payment is a burden

to some Tanzanians who are living low standards life.
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5.5.3. Positioning markets

The researcher recommends that the companies should consider the
position of each company and consider what their customers prefer and don’t prefer.
From the results most customers prefer services and communication services, the
companies in this case should think of improving on others sectors like special use
and friendly use. The researcher recommends that if companies can organize with
different sectors like mining sectors and agricultural sectors and come in agreement
with using their specific company for daily activities and a reduction of costs then this
could increase their income and will help the companies shape on small mistakes that
other out customers can be complaining for. These companies should consider each’
position in market share and compete for customers under services and

communication services provided.

5.5.4. Marketing strategies of each company

VODACOM is the most preferred company from the findings, the
researcher recommends that this company should keep its pace to be the leading
company since it stable, has stable network coverage and services provided. Therefore
the researcher also recommends to the company to consider the issue of costs, should
be premium prices and economic prices, the promotions and technical assistances of
this company are poor so the company should mostly consider on different
promotions like advertisement, public relations and personal selling. This will make

the company keep succeeding.

AITEL is the second best company preferred by customers from the
findings. It has good services and network coverage is good also and is convenient to
buy even in remote places. This company is poor in promotions like advertisement,
public relations, sales promotion. Therefore the researcher recommends the company
to check on those few factors and pull up to the top level. Direct marketing of
AIRTEL is so poor in this case, can the company fix some ways to help customers be
able to purchase online like other companies also. If the company fix this to the
remote areas then the customers will be happy and ready to purchase anytime and

anywhere.
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TIGO is the following company with also poor customer focus. The
researcher here recommends the company to focus most on customer’s needs and
reduce costs to meet customers’ needs. The customers in this company they somehow
prefer it for services and convenience to buy, also public relations and advertisement
is preferred in this company, therefore the company should keep designing new
advertisement techniques to acquire people’s attention on purchasing to the company.
The renovation of this company is poor and technical assistances. The company

should plot strategies which can help customers technically.

ZANTEL is a telecom company operating mostly in Zanzibar and not
mainland Tanzania. It just has three to four years before it started its operation in
mainland Tanzania. Therefore this company is failing because of few customers and
restrictions they get from the government. The researcher advices the company to
consider its’ customers and try it out with the Tanzania Communication Revenue
Authority to be allowed in mainland Tanzania. It has few customers thus should

renovate the company to be stable in mainland Tanzania.

TTCL is the very first landline and still operating as landline in the
country. Since the evolution of new technology, it has faced a lot of competition in
the telecommunication industry, new forces and new operations and liberalization
which led it to lose. Now that TTCL is working again it has few customers, thus the
researcher recommends the company to focus on customers’ needs and renovate the
company to operate everywhere even in rural areas, the customers of this company
prefer it because of services provide at least. Therefore in general this company
should focus on customers and gain advantage on customers then other varieties will
follow.

In accordance to results of the study, the researcher would like to
recommend suitable marketing strategy and guideline for telecom industry in
Tanzania. The recommendations are presented in the regards of each of the four
marketing mix factors as follows. more effort in satisfying all customers: Companies
should place more emphasis in satisfying their customers aged 25 through 35, as they
seem to be less happy in general and have higher expectations on the companies they

solicit products and services from (an explosive combination). From our study, they
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exhibited low levels of satisfaction and trust. Therefore, programs designed purposely
to raise satisfaction and trust levels of these groups should be emphasised. These may
include; lowering the prices, improving the networks, improving the customer care

and working on loyalty programs.

1. Product: the telecom industry should target its marketing strategies
targeting for fewer users by market segmentation as different groups of buyers have
different needs, characteristics, or behavioral that might require different marketing
mix. This will help the industry companies to build a good relationship with its
customers and provide the right product to each target customer. The researcher
suggested that the telecom industry companies could group its market by geographic
segmentation as the result of the study found that fewer users come from rural areas
and few from semi urban areas. The other effective way to segment the target group is
by demographic segmentation. This divides the markets into groups based on
variables such as age, gender, family size, income, education, and nationality etc. this
will help the companies to understand its target market better and deliver more
customer value. For example the respondents recommend that most farmers are
accustomed to living in rural areas so they need vast and stable network coverage of

different companies and also cheap prices.

Moreover, the telecom industry should differentiate and position itself
as providing superior value. This will help the telecom industry to gain a competitive
advantage over its competitors. The researcher suggests that the telecom industry
should emphasize its position on quality and differentiate its product on sustainable
development. The study found out that many telecom users are seeking quality and
sustainable developments. For example the respondents commented that the telecom

industry should take care and improve on services produced and innovations.

2. Price: the study found out that most respondents concentrates on
value for money. Therefore the telecom industry should set up reasonable price of
different services provided relying on the demand of target market and value-added
services as the main factor. For example, the additional charges like customer care

callings and additional services should not be overpriced.
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The researcher also would like to recommend segmentation pricing
strategy by location where the telecom industry can charge different prices for
different services. This will help the industry increase profitability and accommodate
the need of new telecom users. For example subscribing for SMS services to use for a
whole week is better than subscribing for SMS use for 24 hours. However the telecom
industry should not use a discount price for strategy like for general services and the

setting price should be same for both companies.

3. Place: the study found out that most of respondents prefer to stay in
urban areas and rural areas. Therefore these areas should be a good investment for
Farmers, businessmen, and employees. As farmers are never permanent residents they
keep moving from farm areas to their homes, telecom companies could consider
installing stable networks even to rural and limited areas. The telecom industry could
also consider the emphasis to companies on basic location factors such as the
convenience of transport to get vouchers, the location of retailers near the

communities, shopping mall and customer’s working place to theses specific groups.

4. Promotion: the telecom industry should decide how much to spend
for promotion. The most popular approaches are to spend what the company can
afford, to use a percentage of sales or to base promotion on competitors spending.
Then the telecom industry can divide its budget to several powerful promotional tools,
which are suitable for their project. The research showed that most of advertisements
are done by organizing few groups of people to introduce to people new services and
also by newspapers and magazines, and also they use property shows to communicate
to the target market. But the study shows that most of telecom user found out about
services provided from family and friends. Therefore telecom industry should
emphasize more on maintaining their good reputation, creating customer loyalty,
visible advertising or branding property at all times as many telecom users prefer to

use the services all the time.

Moreover it should have effective services which can show the
customers of different varieties of new services being produced, and the same time

have the sales pitch to sell the products. Furthermore the researcher would like to
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suggest that the telecom industry should concentrate more on public relations which
can be more effective and economical. It can also reach many prospects who avoid
salespeople and advertisements. For example respondents commented that there
should be less billboard advertising and stop producing brochures with pretty pictures

with less information.

5.6. Recommendations for the government and provinces

Tanzania Regulatory Communications Authority should come up with
a new evaluation criteria/ measure of mobile phone Company’s performance that is
based on trust, commitment, communication, reciprocity and satisfaction (based on
relationship building with customers). These evaluation criteria will probe the
relationships developed by the service providers and the customers. This will help in a
way that service providers will compete for customers with a sole purpose of

developing long lasting business relationships with them.

The government should develop and promote the good image of
industry sector by conducting advertising and public relations campaigns to increase
good consumer perception in Tanzania’s image as a friendly and safe way of

communicating.

The government should make a clear understanding of situation in
Tanzania to all regions and give more confidence to the investor in purchasing and

investing in mobile telecom industry.

The local government should increase the efficiency of infrastructure,
expand the transportation capability throughout the country and increase supporting

services for telecom users.

The government should educate local people about the importance of
using Telecom, different foreign languages used by customer care, and increase their

awareness of being good users.
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5.7. Limitations and Future Research

The findings from this research leave many questions unanswered
concerning the characteristics of the clusters and more importantly, the reasons why
some people who have similar attitudes to telecom products are less willing to

recommend this product to others.

This study did not, however, get to this critical question, but it
hopefully highlights this issue and will give impetus for further investigations into this
research area. There are a number of possible explanations, some of which have been
mentioned in the discussion section, but until empirical work is completed they will

remain as speculation.

A significant limitation is also the fact that this study investigated just
five mobile telecom companies. The results, therefore, could be companies specific in
terms of an emerging industry being linked to few people subscribed to the product.
The overview of other markets presents evidence that the growth of a new telecom
companies could be just as successful through marketing outside the companies under
study

The current study outlines the importance of segments’ In addition; the
segmentation developed in this study may not apply to other areas which are at
different stages of development in terms of their telecom industry. Additional efforts
in other companies of the Tanzania and other countries would be useful to help
determine some generalized results. However, it may also be found that each country
is unique regarding development and the population of each area is different with
respect to attitudes towards their local telecom industry. Nevertheless, some
interesting aspects regarding the propensity to recommend and an analysis of the

antecedents to recommend could be important outcomes.

Media source recommendations can also be critical and the findings in
this study could also be important in understanding how recommendations from these
sources get passed along and their impact on consumers. It may be the case that
consumers are in fact passing along to others the information they receive in the
media and if media comments are positive, then it is likely that consumers will pass

this along as well.
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Questionnaire: for consumers on telecommunication industry in Tanzania.

Questionnaires for marketing strategies base on marketing segmentation and
consumer behavior of telecommunication industry in Tanzania
TOPIC: What are the main influences affecting the decision to subscribe or join a
selected company of telecommunication in Tanzania.
I am doing research for my master degree thesis in “business Administration”
(International program), faculty of management sciences, Prince of Songkla
University, Hatyai Campus, Thailand. My thesis topic is “marketing strategies on
telecommunications industry in Tanzania.”
I would very much appreciate your co-operation in completing this short
questionnaire. The answers that you give will be used for academic purpose only and
will be kept confidential. The entire process should take less than 15 minutes.

Thank you for your kind cooperation

Rhoda Daudi

Researcher
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Part 1:

Market Segmentation

Instruction: Please check (Tick) in the ( ) which is your answer.

a) demographic

1. What is your Gender 1. Male () 2. female ()

2. What is your Marital status

1. Single () 3. Widowed ()
2. Married () 4. divorced /separated ()
3. What is your Age (Please tick the age group you belong to)

1. Between 18-25 years old ()

2. Between 26-35years old ()

3. Between 36-45 years old ()

4. Between 46-55 years old ()

5. Between 56-65 years old ()

6. Between More than 65 years old ()

4. What is your education level

1. Below standard 7 ()
2. Secondary school ()
3. Bachelor and above ()
4. Anyother ................ ()



A e

A

b =

A i

What is your Occupation
Self employed
Unemployed/retired
Company employee
Government employee

Studying

What is your income per month?

Below 50,000 Tsh

Between 50,000 and 250,000 Tsh
Between 250,000 and 450,000 Tsh
Between 450,000 and 650,000

Greater than 650,000 Tsh

What is your race
Black
White
Asian

Hispanic

What is your nationality
Tanzania
Kenyan

Ugandan

What is your social class
Lower lowers

Upper lower

Working class

Middle class

Upper middles

Lower uppers

()
()
()
()
()

()
()
()
()
()

0)
0)
0)
0)

0)
0)
0)
0)

0)
0)
0)
0)
0)
0)
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10.  What is your religion

1. Christian @)
2. Muslim @)
3. Hindu )
4. Jewish )
5. Other............. ()

b) Geographic

11. Which region are you coming from?

1. Dodoma ()
2. Iringa ()
3. Dar es salaam ()
4. Kilimanjaro ()
5. Morogoro ()

12. Which is your Density place?

1. Rural ()
2. Semi urban ()
3. Urban ()

¢) Psychographic

13. What is your attitude toward telecommunication industry?
1. Enthusiastic ()
2. Positive ()
3. Indifferent ()
4. Negative ()
5. Hostile ()
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14.  What is your life style

1. Cultural-oriented ()
2. Sports-oriented ()
3. Outdoor-oriented ()

15.  What is your personality

1. Compulsiveness ()
2. Gregarious ()
3. Authoritarian ()
4. Ambitious ()
5. Other............. ()

d) Consumer behavior on telecommunication industry

16. Where do your loyalties stand?

1. None ()
2. Medium ()
3. Strong ()
4. Absolute ()
17.  How can you classify your user status?
1. Ex-user ()
2. Potential user ()
3. First-time user ()
4. Regular user ()
18.  How long have you been a customer to this company?
1. Less than a month ()
2. Less than 1 year ()
3. 1to 5 years ()
4. 5to 10 years ()
5. More than 10 years ()
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19.  How many Tanzanian lines do you use?
1. One ()
2. Two ()
3. Three ()
4. Four ()
5. Five ()

20.  Which one do you prefer most?

1. VODACOM ()
2. AIRTEL ()
3. TTCL ()
4. TIGO ()
5. ZANTEL ()

21. Why do you prefer this company?

1. Low cost ()
2. Good services ()
3. Customer focus ()
4. Innovative ()
5. Other reasons (specify) ......... ()
22.  How do you classify yourself as usage rate
1. Ones a week ()
2. Ones a month ()
3. Few times a month ()
4. Every day ()

23. What changes would you like to have from the industry?
1. Costs ()
2. Network coverage ()

3. Services ()



24, Why do you use telecom?

1. Work ()

2. Entertainment ()

3. Business ()

25.  When do you almost use the telecommunication?
1. In the morning ()

2. In the afternoon ()

3. In the evening ()

4. At night ()

5. All times ()

26.  Who is the influence on your decision to use the telecommunication?
1. Family ()

2. Friend ()

3. Boss ()

27.  How available is the network of the company you are using?
1. Weak ()

2. Very weak ()

3. Strong ()

4. Very strong ()

28. What climate affects your network coverage?

1. Rainy season ()

2. Winter ()

3. Spring ()

4. Summer ()
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29.  Which region do you think has stable network coverage of the telecom

company?

1. Kilimanjaro ()
2. Morogoro ()
3. Dodom ()
4. Iringa ()
5. Dar es salaam ()

30.  What are the challenges you get in using the selected company
1. Government restriction ()
2. Economic turbulences ()

3. Cultural interferences ()
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Part 3: marketing strategy

1. Positioning

Instruction: Please select a company you are using and then fill in the table. The
numbers represents the rating scales of the variables. 1=less effective and 5=more

effective.

VODACOM

Positioning statement 5 4 3 2 1

Product attribute

Communication

Different varieties provided

service

Benefit gain

Company’s stability

Friendly user

Usage rate

Always online

Used for special occasions only

Classes of users

Used for family issues only

A
1
2
3
B
1
2 Delivery speed
3
C
1
2
D
1
2

Used for business issues

Used for communicating with

friends




AIRTEL
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Positioning statement

Product attribute

Communication

Different varieties provided

service

Benefit gain

Company’s stability

Delivery speed

Friendly user

Usage rate

Always online

Used for special occasions only

Classes of users

Used for family issues only

Used for business issues

w| N R O N RO ] N R ] w N | P

Used for communicating with

friends
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Positioning statement

Product attribute

Communication

Different varieties provided

service

Benefit gain

Company’s stability

Delivery speed

Friendly user

Usage rate

Always online

Used for special occasions only

Classes of users

Used for family issues only

Used for business issues

w| N R O N RO ] N R ] w N | P

Used for communicating with

friends




TTCL
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Positioning statement

Product attribute

Communication

Different varieties provided

service

Benefit gain

Company’s stability

Delivery speed

Friendly user

Usage rate

Always online

Used for special occasions only

Classes of users

Used for family issues only

Used for business issues

w| N R O N RO ] N R ] w N | P

Used for communicating with

friends




ZANTEL
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Positioning statement

Product attribute

Communication

Different varieties provided

service

Benefit gain

Company’s stability

Delivery speed

Friendly user

Usage rate

Always online

Used for special occasions only

Classes of users

Used for family issues only

Used for business issues

w|l N R O N R O W N R T W N e P

Used for communicating with

friends
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Instruction: Please fill in the table according to the company you are subscribed to or

the most you use. The numbers represents the rating scales of the variables. 1=less

effective and 5=more effective

VODACOM

Marketing strategy

A | product

1. | Quality of Service provided- how is it satisfied you?

2 | Stability of Network coverage-how does it need you to
struggle looking for a good network area?

3 | Quality of Customer service provided- how is it satisfied
you?

4 | Technical assistance being offered when a problem occurs-
how is it satisfied you?

B | Price company with value

1 | Premium price (the price that can be afforded by few rich
only)-Do you prefer with it for the more valuable?

2 | Economic price (the price that is affordable) Do you prefer
with it for the value?

3 | Low-value price (that everyone can afford) Do you prefer
with it for more economy?

C | place

1 | Convenient to buy- Is it so easy to reach and buy credit and
other services?

3 | promotion

1 | Advertisement- Is it rich of adverts to call audience?

2 | Public relations- Is it having enough activities to reach
customers ?

3 | Sales promotion- is it motivating people to select this brand?
And is where you get needs?

4 | Personal selling- Is it motivating people to select this
brand?(because it has different persons who sell credits or
services that you can use)

5 | Direct marketing (i.e. internet, social media) - Is it

motivating people to select this brand?
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AIRTEL
Marketing strategy 5/4 (3 ]2 |1
A | product

1. | Quality of Service provided- how is it satisfied you?

2 | Stability of Network coverage-how does it need you to

struggle looking for a good network area?

3 | Quality of Customer service provided- how is it

satisfied you?

4 | Technical assistance being offered when a problem

occurs- how is it satisfied you?

B | Price company with value

Premium price (the price that can be afforded by few

rich only)-Do you prefer with it for the more valuable?

2 | Economic price (the price that is affordable) Do you

prefer with it for the value?

3 | Low-value price (that everyone can afford) Do you

prefer with it for more economy?

C | place

1 | Convenient to buy- Is it so easy to reach and buy credit

and other services?

3 | promotion

1 Advertisement- Is it rich of adverts to call audience?

2 | Public relations- Is it having enough activities to reach

customers ?

3 | Sales promotion- is it motivating people to select this

brand? And is where you get needs?

4 | Personal selling- Is it motivating people to select this
brand?(because it has different persons who sell credits

or services that you can use)

5 | Direct marketing (i.e. internet, social media) - Is it

motivating people to select this brand?
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Marketing strategy

product

Quality of Service provided- how is it satisfied you?

Stability of Network coverage-how does it need you to

struggle looking for a good network area?

Quality of Customer service provided- how is it

satisfied you?

Technical assistance being offered when a problem

occurs- how is it satisfied you?

Price company with value

Premium price (the price that can be afforded by few

rich only)-Do you prefer with it for the more valuable?

Economic price (the price that is affordable) Do you

prefer with it for the value?

Low-value price (that everyone can afford) Do you

prefer with it for more economy?

place

Convenient to buy- Is it so easy to reach and buy credit

and other services?

promotion

Advertisement- Is it rich of adverts to call audience?

Public relations- Is it having enough activities to reach

customers ?

Sales promotion- is it motivating people to select this

brand? And is where you get needs?

Personal selling- Is it motivating people to select this
brand?(because it has different persons who sell

credits or services that you can use)

Direct marketing (i.e. internet, social media) - Is it

motivating people to select this brand?
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ZANTEL
Marketing strategy 514 (3|2 |1
A | product

1. | Quality of Service provided- how is it satisfied you?

2 | Stability of Network coverage-how does it need you to

struggle looking for a good network area?

3 | Quality of Customer service provided- how is it

satisfied you?

4 | Technical assistance being offered when a problem

occurs- how is it satisfied you?

B | Price company with value

Premium price (the price that can be afforded by few

rich only)-Do you prefer with it for the more valuable?

2 | Economic price (the price that is affordable) Do you

prefer with it for the value?

3 | Low-value price (that everyone can afford) Do you

prefer with it for more economy?

C | place

1 | Convenient to buy- Is it so easy to reach and buy credit

and other services?

3 | promotion

1 | Advertisement- Is it rich of adverts to call audience?

2 | Public relations- Is it having enough activities to reach

customers?

3 | Sales promotion- is it motivating people to select this

brand? And is where you get needs?

4 | Personal selling- Is it motivating people to select this
brand?(because it has different persons who sell

credits or services that you can use)

5 | Direct marketing (i.e. internet, social media) - Is it

motivating people to select this brand?
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Marketing strategy

product

Quality of Service provided- how is it satisfied you?

Stability of Network coverage-how does it need you

to struggle looking for a good network area?

Quality of Customer service provided- how is it

satisfied you?

Technical assistance being offered when a problem

occurs- how is it satisfied you?

Price company with value

Premium price (the price that can be afforded by few
rich only)-Do you prefer with it for the more

valuable?

Economic price (the price that is affordable) Do you

prefer with it for the value?

Low-value price (that everyone can afford) Do you

prefer with it for more economy?

place

Convenient to buy- Is it so easy to reach and buy

credit and other services?

promotion

Advertisement- Is it rich of adverts to call audience?

Public relations- Is it having enough activities to

reach customers ?

Sales promotion- is it motivating people to select this

brand? And is where you get needs?

Personal selling- Is it motivating people to select this
brand?(because it has different persons who sell

credits or services that you can use)

Direct marketing (i.e. internet, social media) - Is it

motivating people to select this brand?
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Part 5: Comments/ suggestions

Instruction: Please write down in the space below.

31. Could you make a suggestion or recommendations to the Tanzanian
Government regarding this issue, on how they can help or improve the current
situation?

Thank you very much for completing this questionnaire.

Your assistance is greatly appreciated.
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