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ABSTRACT 

 

The study aims to assess business promotion practices in unorganized Retail sector in 

selected Retailer’s in Dar es salaam, Tanzania. Small Retail Businesses are the backbone 

of any economy. Although big transnational firms are associated with economies of 

scale, efficiencies, prestige and good pay scales, it is the small firms that are the largest 

employers in terms of numbers and are known for their flexibility and responsiveness in 

meeting consumer demands. In order to achieve the objective of the study, a target 

population of Small Retail Business owners and customers was analyzed. Data used in 

the study was both primary data and secondary data. The primary data was obtained by 

the use of questionnaires that target owners and customers at SRB. Secondary data was 

obtained from Tanzania Library Services (TLS), National Board of Accountants and 

Auditors Library (NBAA) and Small Industries Development Organization achieve. 

Literature from both published and unpublished documents were employed in this study.  

 

The findings of the study show that small businesses are not research focused and many 

of their attempts at using tools from the promotional mix do not work because the 

strategy is neither well-panned nor well implemented. 

 

Based on the study findings the study recommended that small businesses, especially in 

Dar es Salaam can easily adjust to changing market demands as the businesses require 

smaller capital amounts and less labor as compared to businesses in other places. For 

this purposes, small businesses can employ the use of target marketing by effectively 

utilizing marketing research to formulate business strategy. In addition to that small 

businesses should update their knowledge of marketing mix issues. The study also has 

suggestions for the government, seeking a higher level of government intervention in 

order to aid of small businesses, as they have no way of lobbying their interests as 

strongly as larger companies do. Finally, the study recommends embracing technology 

for better promotion and use of more research in taking any business decisions that can 

impact the operations of the business. 
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CHAPTER ONE 

 

INTRODUCTION AND BACKGROUND TO THE STUDY 

 

1.1 Introduction 

Small Retail Business (SRB) plays a central role in everyone's life because much of our 

day today economic activities based on small business. It provides various service, 

professional practices and merchandisers filling immediate needs of their customers and 

clients, so small business contribute to the high quality of life that we enjoy. Small 

business enterprises have been identified as an important strategic sector for promoting 

growth & social development of Tanzania. Over the years, small businesses have gained 

wide recognition as a major source of employment, income generation, poverty 

alleviation & regional development. The small business enterprises cover broad areas of 

economic activities such as manufacturing, service, trading, professional services & 

others. Within the manufacturing sector, small & medium scale industries account for 

about 96 per cent of industrial unit, 36 per cent of industrial employment & 20 per cent 

of value added (White paper, 2002). 

 

First step of entrepreneurial process is starting a Small Retail Business (SRB). Here 

entrepreneurs incubate ideas, gather resources, take individual risks and they make effort 

to success their venture. Innovation and creativity helps to success this start up stage. As 

the owner-and the originator of the business, entrepreneur plays all managerial roles and 

he who starts small learns from the experience. Entrepreneurship is the core of economic 

development. It is a multi-dimensional task and essentially a creative activity. Now not 

only men, women also have been recognized as successful entrepreneurs as they have 

qualities desirable and relevant for entrepreneurship development. First step of 

entrepreneurial process is starting a small business. As the owner and originator of the 

business, entrepreneur plays all managerial roles and he who starts small business learns 

from the experience. 
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There is no clear state policy for the development of SRBs in Tanzania, neither is there 

an authority with statutory powers to assume responsibility to co-ordinate the 

development of this sector. However the Governments "New Industrialization Strategy 

for Tanzania" set out by the Ministry of Industrial Development recognizes that Small 

and Medium industries need development. Some of the areas that have been identified 

for attention are facilitating expansion, access to funds, infusion of new technology, 

improving products, skills training, local and export marketing, promoting linkages with 

large firms and improving productivity Nkya, (2007), and Raymond, K. (2004. 

 

Therefore it is visible that there are several factors which challenge the success of small 

business. Apart from these challenges, there are several strategic options which will help 

entrepreneurs to overcome these challenges. Awareness of these issues and challenges 

and the strategic options in this field is very important factor to both men and women 

entrepreneurs in Tanzania for the development of this sector. 

 

1.2 Statement of the Problem 

Small retailers are very important in formal economy. However, there are many factors 

that hinder the growth of small retailers in urban areas. Most studies (Nkya, 2007), 

Rzymond, K. (2004), cite access to lack of credit facilities to be the main factor 

constraining the growth of small retailers in the country. The growth and development of 

small retailers in urban areas has resulted into stiff competition for markets, and so 

putting some small retailers in risk of losing their business or market share. Business 

promotion could help small retailers realize economic growth and profit at times when 

competition is stiff among retailers who offer the same product or service.  

 

In 1994 the government established the National Entrepreneurship Development Fund 

(NEDF) to extend loans to the indigenous small-scale investors on more favorable terms 

than those of the commercial banks. The loans were intended for starting or expanding 

business enterprises and also enable the indigenous buy shares in the state-owned 
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enterprises slated for privatization. The lending rate of NEDF was 20% as compared to 

commercial banks which was 30%.  The value of NEDF capital was Tshs 1.52 billion 

(SIDO, 2004). 

 

Most studies (Blattberg, Robert C., and Scott Neslin) on small retailers’ development 

have tended to focus on their level of access to credit as the major constraint to their 

development and growth. There is a need to make assessment of business promotion 

practices by small retailers for the growth of business among retailers, so as to assist in 

making small retailers realize profitability and growth in their business undertaking and 

henceforth poverty eradication. Therefore the study is designed to address this research 

gap by focusing on business promotion practices of small retailers at Kariakoo market 

located in Ilala Municipality. 

 

1.3 Objectives of the Study 

 

1.3.1 General Objective 

The general objective of the study was the assessment of the business promotion 

practices for small retailers businesses in Dar es Salaam city. 

 

1.3.2 Specific Objectives 

i. To profile different business promotion practices adopted by informal sector 

retailers  

ii. To assess small retailers perception on the impact of business promotion practices 

on their business growth 

iii. To identify the barriers and way forward of business promotion practices among 

small retail business in Tanzania. 

 

 1.4 Research Questions 

 



 

 

 

 

4 

1.4.1 Broad question 

The broad research study is poised towards providing answer to the following question:  

What are the business promotion practices for unorganized retail businesses in Dar es 

Salaam City? 

 

1.4.2 Specific questions 

In order to produce thorough dissertation and solve the broad question, the following 

sub-sections have been identified;- 

i. What are the business promotion practices adopted by informal sector retailers in 

Tanzania? 

ii. To what extent does the business promotion practices facilitated business growth 

among small retail businesses? 

iii. What are the barriers and way forward of business promotion practices among 

small retail business in Tanzania? 

 

1.5 Significance of the Study 

This study seek to asses the bussiness promotion practised in an unorganised sector orr 

informal sector with reference to retailers in Dar es salaam since the idea has not 

reseached by most researchers earlier. 

 

The findings and recommendations of the research will help other people who will be 

interested in conducting similar studies. The recommendations will help the owners of 

the small retailers and others who might be facing the similar barriers in the growth of 

their business.  

 

Moreover, the findings will be useful as inputs to the National Policy makers, 

academicians, financial institutions and other actors in development as our concern.   
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Also will be useful in knowing the extent to which small retailers employ business 

promotion practices in enhancing the sales of their goods and services. This will be 

useful in knowing the challenges facing the small retailers in business promotion 

pracices and business growth in particular, contributing towards the whole issue of the 

war against poverty. Findings of the study will also contribute to existing literature on 

the topic under investigation.  

 

1.6 Scope of the study 

The study was conducted at Kariakoo Market, as the largest market for small retailing in 

Dar es Salaam. It involves entering in the market by administering questionnaires to 

selected sample of respondents and in some occasions   conducting oral interview with 

the prominent retailers and the client in general. 

 

1.7 Limitations of the Study 

In the attempt to respond on the research question on what are the barriers for the 

economic growth of the Small retailers in Tanzania, the researcher will encounter the 

following barriers:  

 

a) Several limitations can be seen due to the time and cost constraints. The major 

limitation is the sample size. The study did not manage to cover all the Small 

retailers in Tanzania. Kariakoo Market will be the only Market to represent all Small 

retailers in Tanzania. The study will include both, the non-growing and growing 

small retailers.  

 

b) The study will be carried in Kariakoo Market rather than other market due to the fact 

that most of the Small retailers of different type in Tanzania are located in Kariakoo 

Market. 
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1.8 Organization of the study. 

This dissertation has been divided into five chapters. The first chapter discusses the 

background information of the study, hence highlighting on the statement of the 

problem, the research questions and objectives, scope of the study, significant and 

limitation of the study. It also outlines the organization of the rest of the dissertation. 

 

Chapter two focused on the introduction, meaning and definition of concepts used in this 

study. The chapter also exposes the theoretical literature review of the study, empirical 

studies was also presented under this study. Finally it exposes the conceptual modal of 

the study. 

 

Chapter three presents the research methodology of data and instruments for data 

collections, ethical consideration and strategies employed in analyzing data in order to 

attain objective of the study. 

 

Chapter four focus on data presentation, analysis and discussion of findings to achieve 

objective of the study. Finally chapter five presents summary of the findings, 

conclusions and recommendation. It also exposes the area for future research study. 
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CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.0 Introduction 

One of the unfortunate realities in the world of small business is the significant number 

of businesses that fail to succeed. However, the requirements a new owner has to take on 

certainly serve to explain some reasons why this might be the case. There are a variety 

of ingredients that go into starting and maintaining a business. And just like a fine meal, 

if there is too much of one ingredient, and not enough of another, the meal is likely to 

be, at best, a disappointment and, at the very worst, a disaster. Usigbe note that small 

business owners generally are overworked and are attending to their businesses far more 

than the average 40 hours’ work week. It is not surprising, perhaps to find that almost 

half of new small businesses close in less than a few years (Usigbe, 2013). 

 

Although many small business owners may set out with a good idea, adequate business 

planning and human resource skills are lacking. Without a staff and a governing body to 

advice, support, and assist them with any and all of the tasks that need to be 

implemented, it is unlikely that a new business owner will be able to handle all of the 

details and burdens of a new business. 

 

Perhaps frequent small business closures could be attributed to limited finances, fewer 

staff, a nominal number of managers, a bad location, a bad idea, or even bad timing for 

the marketplace. However, and regardless of the reason or combinations of such, small 

businesses across the nation continue to close at alarming annual rates, and the statistics 

have remaining unchanged. Approximately 45% of new businesses close each and every 

year, (Usigbe, 2013). This number represents reflect consistent “standard” for many 

previous years.  
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2.1 Meaning of concepts and definitions of terms  

 

2.1.1 Meaning of the small retailer 

Small retailers is the final stage of the chain of distribution of goods and services, once 

the goods has been produced or completed its stages in production then it comes to 

distribution process. This involves buying goods in large quantities from the suppliers in 

bulky and supplies to wholesale who finally sales to small retailers who sale to final 

consumer as the final user. 

 

2.1.2 Meaning and origin of small retailers 

Poverty alleviation has been a matter of global concern (Littlefield et al 2003) and 

leading agenda in the field of development and among development practitioners 

ranging from international, multinational and bilateral development to local agencies as 

well as governments and even individuals worldwide. This has been a result of a 

continuing state of poverty and its impact on the lives of people particularly in 

developing and least developed countries, Tanzania included. 

 

According to IMF and World Bank rankings (CGAP, 2002), Tanzania is among the 

poorest countries in the world flanked with a disproportionate correlation between 

population growth and economic growth (CGAP, 2002). This reflects poor performance 

of the country’s economy and ever – increasing severity of poverty and the 

accompanying impacts especially to the lives of rural and urban population of the 

country, which forms the country’s total population. 

 

2.1.3 Business promotion 

Business promotion is a marketing activity whereby prospective customers are invited to 

try out a newly launched product or service. It involves offering an incentive for the 

same (i.e., getting more for less) in order to stimulate consumer purchasing, selling 

effectiveness, or the effort of the sales force. As this definition indicates, sales 



 

 

 

 

9 

promotion may be directed either at end consumers or at selling intermediaries such as 

retailers or sales crews.   

 

2.1.4 Meaning of Retailing  

Retailing encompasses the business activities involved in selling goods and services to 

consumers for their personal, family, or household use. It includes every sale to the final 

consumer. Retailing is also the last stage in the distribution process (Barry Berman, Joel 

R. Evans, and Retail Management: a strategic approach 2004) 

 

Today the retail trade comprises a wide and varied collection of outlets for goods and 

services. 

 

In order that retail exchange can take place, the retailer must offer to sell products and 

services that are valued by customers. Retailers create value for customers by offering 

the right merchandise, creating a pleasant atmosphere, decreasing shopping risks, 

increasing shopping convenience and reducing price by controlling costs.(Tony Kent, 

Ogenyi Omar, retailing 2003). 

 

Retailers provide important functions that increase the value of the product and services 

they sell to consumers and facilitate the distribution of those products and services for 

the manufacturers to produce them. These value-creating functions include: Providing an 

assortment of products and service, Breaking bulk, Holding inventory and providing 

services. 

 

Retailers are the final business supply chain that links manufacturers to consumers. A 

supply chain is a set of firms that make and deliver a given set of goods and services to 

the ultimate consumer (Levy/Weitz, retailing management 2004). To implement a retail 

strategy, management develops a retail mix that satisfies the need of its target market 

better than of its competitors. The retail mix includes the decision variables retailers use 
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to satisfy customer needs and influence their purchase decisions. Elements in the retail 

mix include the types of merchandise and services offered, merchandise pricing, 

advertising and promotional programs, store design, merchandise display, assistance to 

customers provided by salespeople, and convenience of the store’s locations (Kent, 

Tony, Ogenyj, Omar, Retailing 2003). 

 

2.1.5 Differentiating between sectors 

Small enterprises are found in all sectors and industries of the economy. However, as far 

as future economic growth and job creation are concerned, the scope for further small 

business involvement differs widely between sectors in the Tanzanian economy. The 

sectors listed below, have been identified as either potential high-growth sectors or 

important input sectors that benefit small business development. Thus, these sectors 

warrant concerted attention over and above programmes already in place: 

• Agriculture, especially high value-added products and the processing of 

agricultural products 

• Retailing, especially in rural and low income areas 

• Export-oriented industries 

• Tourism and cultural industries 

• Manufactured components, niche products and 'smart manufacturing' 

• Business and professional services 

• Construction and repair as well as maintenance services 

• Transport services 

• Textiles and clothing 

• Information communication technology 

Given the diversity of economic sectors and niches as well as resource limitations 

priority will be given to small business promotion within sectors that meet the following 

criteria: 

• Growth sectors prioritized within the central government's industrial and other 

sector-growth strategies 
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• Sectors earmarked for growth stimulation  

 

The obstacles and challenges confronting small businesses have also been found to 

differ significantly based on their location. Entirely different preconditions for small 

business success exist in established, well-developed urban centers when compared with 

small towns, rural villages, and remote rural areas. Similarly, there are rather dramatic 

differences in the small business environment of modern city centers and upper-income 

neighborhoods, when compared with low-income "township" areas and informal 

settlements-most of which have little, if any, business facilities and only rudimentary 

business support services. 

 

2.1.6 The role of government 

A conventional approach taken by many governments to the development of small 

businesses has been to provide financial and business development services, either 

directly through their own agencies, or through intermediary agencies that may be closer 

to the target group and more market oriented. These efforts have generally sought to 

improve access to resources and management capabilities within small businesses so that 

they can grow and become more competitive. However, they have often fallen short in 

their delivery. This is mainly for two reasons: Firstly, because government programmes 

are finite and can only reach a limited number of enterprises––often a tiny proportion of 

the total small business population. Secondly, because there are broader influences 

affecting the business environment in which small businesses operate, which can 

undermine the impact of specific government programmes. There are three common 

roles that describe the relationship Governments have with the small business sector. 

These are as follows: 

• Government as a regulator: Designing and implementing laws and regulations 

that govern the activities of small businesses. 
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• Government as a facilitator: Providing an environment that is conducive to 

business promotion and bringing key stakeholders together in the initiation and 

support of small businesses development efforts, mobilizing civic, private and 

public sector resources. 

 

• Government as a promoter: Intervening directly into small enterprise 

development projects and processes, making them explicit programmes of 

government. Allocating resources (i.e., human, financial or physical) through 

financial and business development services to achieve specific development 

outcomes. 

 

In many instances, Government performs all three of these roles simultaneously. 

However, in recent years the facilitation role has become more prominent. Through the 

Integrated Small Business Development Strategy, the Government commits itself to 

making the environment in which small business is conducted more enabling 

environment in order to encourage entrepreneurship, investment and innovation. The 

Government will facilitate joint action by key stakeholders in the delivery of financial 

and business development services and will review policies and laws to ensure that these 

are responsive to small businesses experiences, making compliance easier and more 

beneficial for business owner-managers. Over the last eight years, local government 

authorities have emerged as important mechanisms for local democracy and 

development.  

 

Local governments play a central role in the promotion of integrated development plans 

and local economic development. Small business development features strongly in these 

activities. Local government also has a responsibility to put in place the necessary 

infrastructure and legal and regulatory environment for small business development. 

Thus, more attention needs to be put into assisting and collaborating with local 

government to play a meaningful role in small business development. 
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2.2 Empirical Evidences Small Retail Business 

 

2.2.1 Global Evidences of Small Retail Businesses  

Given the explosion in corporate growth in Dar es Salaam over the last 25 years, some 

observers may wonder whether there is even any room left in the marketplace for small 

businesses. The causes of the vast corporate growth witnessed towards the end of the 

21st century have found varying explanations. One school of thought, most prominently 

represented by the U.S. economist John Kenneth Galbraith, sees growth as stemming 

from the imperatives of modern technology. In this view, the economies of scale 

provided by a large firm employing the range of talent needed for research and 

development in areas such as aerospace and nuclear energy is absolutely required. 

Further, only companies of this stature have the capacity for innovating industrial 

processes and entering international markets. Just as government has had to grow in 

order to meet new responsibilities, so have corporations found that producing for the 

contemporary economy calls for the intricate interaction of executives, experts, and 

extensive staffs of employees. While there is certainly room for small businesses, the 

kinds of goods and services that the public seems to want increasingly require the 

resources that only a large company can master.  

 

Having said this, there are still opportunities and possibilities that the continuing growth 

of e-commerce and a presence on the Internet hold for small business. While an online 

presence might not be suitable for every small business in the city of Dar es Salaam, the 

small retailer, including those small retailers who sell clothing, food, music, electronics, 

jewelry, books, consultations, home and garden, furniture, care personal care products, 

gifts, cards, household items, travel services, real estate, lumber and accessories, auto 

parts and accessories, flowers and plants, inventions, etc, interested in a low cost growth 

strategy, the internet appears to offer the largest potential for reaching a larger market, 

and perhaps diversifying while remaining competitive. 



 

 

 

 

14 

 

However, other analysts maintain that the optimum size of the efficient firm is 

substantially smaller than many people believe. For instance George Romney, a former 

president of the U.S. Company American Motors Corporation, said that an automobile 

company could prosper and be profitable by producing only 200,000 cars a year. Using 

this rationale, most of the divisions of US General Motors Corporation could easily be 

established as separate “small businesses.” In the final analysis though, some research 

has shown that profit rates in industries having a large number of smaller firms are just 

as high as in those in which a few big companies dominate a market (Woodward, 2008). 

Manufacturing firms produce a wide range of products.  Large manufacturer include 

producers of airplanes, cars, computers, and furniture.  

 

Many manufacturing firms construct only parts rather than complete, finished products. 

These suppliers are usually smaller manufacturing firms, which supply parts and 

components to larger firms. Larger firms subsequently assemble the final products for 

market to consumers. For instance, small businesses provide many of the components in 

personal computers, automobiles, and home appliances to large firms that create the 

finished or end products.  

 

These larger end product manufacturers are often also responsible for marketing and 

distributing the products. The advantages that large businesses have in being able to 

efficiently and inexpensively control any parts of a production process are known as 

economies of scale. Nevertheless, smaller manufacturing firms may serve as the best 

framework for producing certain types of finished products, and such smaller end-

product firms are commonly found in the food industry and among artisan trades such as 

custom cabinetry. 

 

 Small retail businesses, on the other hand, are faced with a different set of challenges 

from their wholesale counterparts. By contrast, retailing requires all of the activities 



 

 

 

 

15 

required to sell directly to consumers for their personal, non-business use. Retailing can 

take many forms, goods or services may be sold in person, by mail, telephone, 

television, computer-based activities known as e-commerce, or even through vending 

machines. These products can be sold on the street, in a store, or in the consumer’s 

home. While the explosion in the use of the Internet for home based shopping has 

changed things somewhat, businesses that are classified as retailers continue to achieve 

the vast majority of their sales volume from “brick and mortar” store based retailing 

(Kotewall & Hibbard 2010). 

 

Not surprisingly, the “brick and mortar” large retail competitors are not particularly open 

or even neutral in their response to small retail business that are trying to find a place in 

a consumers world. McGee and Rubach contend, “Environmental conditions facing 

organizations are often described as falling along a continuum from benign to hostile. 

Hostile environments are characterized by precarious industry settings, intense 

competition, and harsh business climates. Hostility is an environmental dimension 

which, by definition, poses a threat to firm viability and performance” (Usigbe, 2013). 

Indeed, as indicated by the earlier work of Covin and Covin (1990) the research on the 

hostile environment and its relationship to competitive behavior and performance-albeit 

often contradictory in nature and fragmented was beginning to emerge some two 

decades ago. 

 

Citing the research of Covin and Slevin (2010), McGee and Rubach challenge, “The 

adverse effects of increased environmental hostility pose a severe threat to small 

businesses due to the limited resources of smaller firms and their relative inability to 

survive the consequences of small managerial decisions. Competing in a hostile 

environment, therefore, will become increasingly important. This is particularly true for 

small rural retailers which face the continuing and rapid expansion of large discount 

chain stores into their market.” (McGee and Rubach, 2009). From the somewhat limited 

research that has become available about hostile and benign environments, McGee and 
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Rubach (2009) note that each of the respective environments “require small firms to 

exhibit certain competitive behaviors in order to succeed.” The researcher examine a 

scenario in which Wal-mart was about to enter a local market. 

 

While not totally unforeseeable, the entry of a Wal-Mart into a local market is a 

turbulent, unsettling event. Applying the zero sum game principle to the local market, 

the opening of a discount mass merchandiser, like Wal-Mart, will have a substantial 

impact on local trade. The new stores will take a sizeable slice of the fixed retail pie, 

with existing local merchants often being the losers. 

 

From their research, McGee and Rubach were able to draw a number of conclusions 

about how small retail firms are likely to react in the face of large discount chain stores 

such as Wal-mart entering into a local market. In essence, the scenario here suggests that 

“local merchants adopt distinct strategies to complete in the newly created hostile 

environment.” Moreover, the study indicates that while competitive pricing is needed a 

significant factor one in which the small retailers cannot replicate, small retail stores are 

much more likely to focus on consumer’s concerns that the larger retailers often tend to 

dismiss or ignore. In this case, it was suggested that the superior level of service that is 

often achieved within smaller entrepreneurial businesses can help to overcome the cut-

rate prices offered by large retailers. 

 

2.2.2 Empirical Evidences of Small Retail Businesses in Tanzania 

 

2.2.2.1 Access to information and markets 

Linked with the technology upgrading and quality control is the issue of availability of 

timely information and services that enhance the market access to SRBs. Information is 

expensive and not widely available and yet it is the most powerful competitive edge for 

business success. More specifically, this refers to information and support services 

required for selecting target markets, product development and packaging, distribution 
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and sales promotion. This is yet another obstacle affecting the growth and expansion of 

SRBs in developing countries. In the context of Tanzania, this is of special significance 

in view of its commitment towards pro-market and liberalized economic policies. 

 

Small firms virtually have no sources of information on other markets or opportunities 

outside their immediate surroundings. The lack of knowledge and limited access to 

information on market opportunities have used small sector enterprises to depend on 

judgment and speculation. In a competitive business environment, this is very costly and 

limits their ability to expand the market. Existing arrangements to supply such 

information to SRBs are gross inadequate and the lack of access to modern information 

technology (IT) has further aggravated the situation.  

 

Most SRBs service regional or local markets. Their market information is often limited 

to their specific market segments. Quite often, information relating to developments in 

market demand and innovation is received through word of mouth. The information 

requirements of SRBs depend on the size of the enterprise, stage of growth and type of 

business. In addition to lack of information, the absence of marketing skills at enterprise 

level has led to SRBs being more production oriented rather than becoming more market 

oriented. Many of the SRBs especially small scale enterprises lack skills on product 

design, packaging and sales promotion which are vital for being attractive and 

competitive in the market.  

 

The typical selling method of SRBs especially small scale enterprises is to operate 

through their own outlets. Many of them are also not in a position to promote their 

products and services through advertising and sales promotion mainly due to lack of 

skills and high cost. In fact, the absence of marketing skills has resulted in the early 

demise of business enterprises (White paper, 2002). It is questionable whether small 

businesses need to practice marketing at all to survive and grow (Hogarth-Scott et al, 

2010). However, the study by Hogarth-Scott et al (2010) concluded that small business 
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owner-managers were often generalists, not marketing specialists and complex 

marketing theories may not be appropriate for small businesses and probably would not 

aid in the understanding of their markets. Nevertheless, marketing was practiced to some 

degree by small businesses.  

 

In most cases competitive advantage was based on quality and service, while those 

competing on price were in the highly competitive markets with little or no product 

differentiation and low entry barriers (Campbell- Hunt, 2000). Product differentiation 

was a source of competitive advantage in some businesses while others were looking for 

niche markets (Hogarth-Scott et al, 2010). It would appear from that study that 

marketing did contribute positively to small business success and the ability to think 

strategically. 

 

2.2.2.2 Infrastructure  

Lack of adequate infrastructure, particularly in the fields of power, water, 

telecommunications and road access affects production, its cost, delivery and finally 

market competitiveness of any enterprise irrespective of its size. The SRBs, specially, 

find it difficult to compete with existing firms when they do not even have access to 

essential common facilities that are required for a business to run efficiently. The 

severity of this issue needs to be analyzed in terms of availability, quality, reliability and 

cost of supply.  

 

Similar to many other developing countries the situation is worse for SRBs located in 

the provinces. For example, in many districts outside Dar es Salaam, still lack electricity 

and pipe water. This hinders the development of certain types of potentially prosperous 

industries. It also prevents industries from using simple power tools, which can improve 

the quality of the finished product and raise productivity and value added. As revealed 

during the public hearings, access to 3-phase electricity is still a problem in a large part 

of Tanzania. 
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2.2.2.3 Enabling legal and Regulatory Framework 

In spite of various policy reforms introduced by successive governments during the post 

liberalization period, the degree of bureaucracy inherent in business government 

interaction is reported to be very high in Tanzania. This is due to both direct and indirect 

state interventions in economic activities through legislative and administrative 

regulations. It is widely accepted that outdated regulations and rigid administrative 

procedures imposed by public sector institutions raise costs and discourage dynamism in 

trade and industry. 

 

2.2.2.4 Industrial Relations and the Labor Environment 

A range of regulatory and institutional structures complicate the relationships between 

employer and employees. As viewed by the National Employment Policy Statement, the 

weak tripartite partnership between the government, employers and trade unions has 

been a deterrent to Tanzania economic growth and social progress in the past. The 

rigidities of our labor relations framework and the adversarial approach of our industrial 

relations system have generally been looked upon as negative factors in our labor 

market. In fact, investors and the business community have repeatedly expressed their 

concerns over rigidities and inappropriateness of lows governing manpower issues in 

Tanzania. 

 

2.2.2.5 Entrepreneurship Skills, Retraining and Management 

The acquisition of relevant vocational training, technical skills and business skills is 

generally regarded as one of the critical factors for success in SRBs. Management and 

entrepreneurial skills are crucial for enterprises to become dynamic and growth 

orientated. Most of the SRB owners have not been trained in business management and 

lack a proper book keeping system to facilitate vital financial decisions. As a result, they 

face many management problems including under estimation of required funding, use of 

out dated technology, over estimating of target markets and marketing capabilities. 
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According to the available literature several factors can be used to measure the growth 

of SRBs. In fact, previous research reveals that firm growth is a multidimensional 

phenomenon. There is substantial heterogeneity in a number of factors associated with 

firm growth and related research (Delmar et al., 2003).  

 

The most recent research on firm growth has increased our understanding of different 

growth patterns. As Delmar et al. (2003) have shown firm growth patterns are related to 

the demographic characteristics of firms such as firm age. SRB growth is often closely 

associated with firm overall success and survival. Growth has been used as a simple 

measure of success in business 

 

2.2.2.6 Characteristics of Small Retailers  

A small retailer according to Lugalla (2004) gives the following characteristics: 

a) They can be started with little capital. 

b) They are usually labor intensive, hence employ many people. 

c) They usually use most of the raw materials available in local areas. 

d) They produce goods at low cost, making the final goods available to be sold at low 

prices. 

e) They contribute significantly to the national income of the country. 

 

2.2.2.7 Importance of small retailers in market oriented developed and developing 

countries  

Small Retail Business plays a vital role in the economies of both developed and 

developing countries, representing well over 90 percent of all manufacturing in the 

world (Wijewardena and Cooray, 2008). Nevertheless, the folklore is that some of these 

enterprises collapse within a few years of their startup of those operating some grow 

rapidly, while many others lag behind or grow slowly. Therefore it is important to 
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causes of failure as well as factors contributing to the success may vary from country to 

country , depending on their own economies, geographical and cultural differences.  

 

Therefore, empirical investigation and considering theoretical background into these 

aspects of men and women small business entrepreneurs in different countries is 

important because the finding of such research are useful to economic development 

planners as well as to individual entrepreneurs in the countries concerned. 

 

In the USA, small enterprises began their revival in the 1960s. Since the late 1960s, the 

creation of new jobs has shifted from the country’s largest organizations to small and 

medium sized firms, many of them new business. Forty million new jobs were created in 

the two decades to 1985 by small and medium sized business. 

 

Politicians of defining ideologies in many countries developed a remarkable enthusiasm 

for the small firm. All three major political parties in the UK supported policies 

promoting small business. In the 1980s leaders on both sides on the Atlantic proclaimed 

the down of a new age of enterprise, led by army of entrepreneurs working in small 

firms. In 2010s, Peter Drucker, one of the most influential writers of the era when 

management theory was based on big business practice, acknowledged the new climate 

by welcoming the shift from a managerial to an entrepreneurial economy in which 

growth was being fuelled by small and medium sized enterprises. 

 

According to Bolton report, 1971 in UK small enterprises made a special contribution to 

the economy identifying eight important roles such as productive outlet, sales outlet, 

supplier or sub-contractors to large companies, competition to the monopolistic 

companies, innovations, the breeding ground for industries and the seedbed from which 

tomorrow’s larger companies will grow, providing entry points for entrepreneurial 

talent. Regardless of small business, the small businesses are the backbone of the 
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economic and social structure. The rationale for the development of micro, small and 

medium enterprises lies in the important contribution that they make towards 

 

• Poverty alleviation; 

• Employment generation. The strength of the micro and small enterprises lies in 

the fact that they can provide full time employment or absorb part time labour. 

The surplus labour from agriculture can be successfully absorbed into this sector 

providing additional income. 

• Generation of new product ideas and innovation; 

• Distribution of wealth in society. If well managed these could form a barrier 

against concentration of wealth; 

• Development of the private sector and enhancing private sector initiatives 

• Development of an entrepreneurial class. Experience has indicated that many of 

the larger more successful entrepreneurs have grown from small beginnings. 

• Rural industrialization and social development. SMEs can be effectively 

operated in urban and rural settings; 

• From the point of view of the government, new businesses and enterprises render 

increased revenues, reduce poverty, social tension and improve the standard of 

living; 

• For industries, SMEs offer specialized skill in particular areas, sub-contracting 

facilities and even function as primary customers. Economically, they mobilize 

savings, utilize indigenous resources and contribute towards fostering an 

indigenous entrepreneurial class; 

• Small and medium enterprises, by the very fact of scale bring in flexibility. Due 

to the global pressure in terms of quality, price reduction, environment, 

standardization of products enterprises have to change. SMEs also have the 

ability to adjust themselves to the changes imposed in international trade. The 

inherent flexibility of SMEs enables them to reorganize and re-position to these 

needs 
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• They also form the incubators for the development of larger enterprises 

 

Considering the developing countries, they face continuing heavy unemployment and 

underemployment problems. The labour intensive nature of small business creates 

employment opportunities particularly in the informal sector. Creation of employment in 

rural areas reduces migration from rural to urban areas. In developing economies small 

business entrepreneurs provide solution to the heavy unemployment problems. These job 

opportunities are provided for the unskilled labour as well as cost per job generated in 

small business sector comparatively low and it provides self-employment opportunities.  

 

Most of the Asian countries have of late adopted a deliberate policy of promoting and 

encouraging small enterprises as a strategy for the overall development of their 

countries. For example, during the past three decades, India has been engaged in the task 

of promoting and developing small business entrepreneurship. Priority has been 

accorded to small scale industries and stimulating and finding entrepreneurs.  

 

Small scale business considers as the engine of industrial growth of an economy. 

Industrial development could be said to be a major component of economic development 

investigates entrepreneurial development, leading to industrial development and the later 

leading to economic and so the emphasis on entrepreneurial development. During the 

recent past, we could see that efforts have been taken to promote entrepreneurship with 

emphasis on small scale industries in many developing countries. In addition to this 

sector can easily engage with socio cultural factors in any country creating forward and 

backward economic linkages.  

 

Small business entrepreneurs are flexible with consumer desires and they are the 

consumer native needs and wants suppliers. Not only do small companies lead the way 

in creating jobs, but they also bear the brunt of training workers for them. One study by 

the small business Administration concluded that small are the leaders in offering 



 

 

 

 

24 

training and advancement opportunities to workers. Small companies offer more general 

skills instruction and training than large ones, and their employees receive more benefits 

from the training than do those in larger firm. Although their training programmes tend 

to be informal, in house, and on the job, small companies teach employees valuable 

skills, from written communication to computer literacy. (Stock, 2002) 

 

Small sector is essential part of large scale industries. Providing supportive services like 

supplying raw material or assembling some part of product etc.. This is complimentary 

linkage between both parties. Foreign investors also hope strong local body when they 

select location. In some cases, foreign direct investment is coming through local 

partners. Here small business sector performs an integral part of poverty alleviation and 

regional development programs. Most of government in developing countries uses small 

business development programs as a tool of reaching their economic development. 

 

About one third of the country GDP is coming from small business including small 

retailers sector and the sector employs approximately 20 percent of the Tanzania’s 

(Government of Tanzania, 2000). Specifically, small retailers have the following 

advantages to the economy of Tanzania. (Dales et al, 2000) 

a) Mobilize funds which otherwise would have been idle; 

b) Have been recognized as a seed-bed for indigenous entrepreneurship; 

c) Are labor intensive, employing more labor per unit of Capital than large enterprises;  

d) Promote indigenous technological know-how; 

e) Are able to compete (but behind protective barriers); 

f) Use mainly local resources, thus have less foreign   

g) Cater for the needs of the poor and; 

h) Adapt easily to customer requirements (flexible specialization). 
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2.2.2.8 Challenges Facing Small retailers in Tanzania 

A number of studies have been conducted on microfinance development in Tanzania and 

have revealed a number of challenges facing Small retailers. Most of these studies have 

been focusing on access to credit among the MFIs as a tool to alleviate them against 

poverty. The studies have generally shown that MFIs have been lacking access to credit 

necessary for them to expand their businesses. 

 

The SMEs Policy (2002) the following challenges facing Small retailers were identified:  

a) Legal and regulatory framework is bureaucratic, costly and centralized;  

b) Physical infrastructures including working premises, power, water supply, 

communication, warehouse, roads, and others, are poor;  

c) the ability (entrepreneurship) to transform enormous Tanzania resources into goods 

and services is still very low;  

d) Inadequate business training and skills;  

e) Little access to information; and  

f) Marketing difficulties on account of poor quality, inadequate promotion skills and 

stiff competition; 

g) Limited access to finance owing to lack of collateral, high cost of and absence of 

especially dynamic credit windows. 

 

2.3 A Theoretical Discourse on Small Retailers 

The literature shows that there is no common definition of a small retailer. Different 

countries and institutions have different definitions of what constitutes small retailers. 

Small retailers have been defined from different scholar to scholar and from country to 

country (Kilewo, 1978). Differences on definition also exist between different sectors of 

the economy and across different economies. Some scholars focus on such statistical 

characteristics as number of employees and /or the size of investment, example capital, 

and asset turnover. And others rely on functional characteristics such as specialization, 

management style, etc. 
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The literature on small businesses generally characterizes the industry as having a lack 

of marketing expertise, personalized management, and small budgets. Scholhammer and 

Kuriloff (1979) originally proposed that a personalized management style was a 

distinguishing feature of small businesses.  

 

Basically, if the personalized characteristics of the owner/manager are the dominant 

internal management influence, then marketing management of a small business will be 

very much affected by the competency and attitudes towards marketing held by the 

owner (Kotley and Meredith, 1997; Stokes, 1998). Hence, if the owner/manager’s 

attitude toward a particular promotional tool is favorable, then preference will be given, 

over other options, to that particular tool. From the budget point of view, limited 

resource capacity significantly impacts the marketing performance of small businesses, 

as marketing exercises and expenses tend to have lesser priority over such elements as 

lease payments, stock purchases or staff training.  

 

A stand-alone small business has less to spend on marketing as a percentage of income 

because of the impact of fixed costs, which take up a higher proportion of revenues. 

Such financial constraints also restrict their ability to employ marketing specialists 

(Stokes, 1998). Harmeson and Elbert (1996) highlighted the issue of insufficient 

specialty marketing expertise, often equating to a lack of knowledge in appropriate 

advertising appeals and effective media planning.  

 

Advertising campaigns seem to be run on gut instinct, as this is the only affordable 

option. Given the relatively constrained budgets and marketing expertise a small 

business owner/manager faces, simple reason logically indicates that, ceteris paribus, 

these small businesses would choose in-store promotional tools such as price markdown 

and in-store displays over outdoor advertising. Rationality in this context takes into 

account the growing importance of in-store consumer decision making, where up to 70% 
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of purchase decisions are now made in store (Connolly and Davidson, 1996; Farm and 

Merrilees, 1998), taking advantage of the relatively inexpensive and easily staged price 

markdowns and in-store displays. 

 

According to the environment–strategy–performance paradigm, a fit between 

environment characteristic and strategic orientation will lead to superior performance 

(Miles and Snow, 1978; Venkatraman and Prescott, 1990). Environmental uncertainty is 

one major aspect of environmental characteristics (Dess and Beard, 1984). The literature 

purports that in a relatively unstable environment, firms must respond to changing 

competitive pressures that will have an effect on the way that they conduct their business 

(Simerly and Li, 2000). Paine and Anderson (1977) and Miles and Snow (1978) 

observed that managers who perceived themselves to be in a more turbulent 

environment tended to assume greater risks and employ more innovative strategies than 

managers who perceived themselves to be in a more stable environment. However, any 

change in strategies will depend on the size of the organization.  

 

According to Verhees (1998), small businesses have an inherent problem of being 

unable to undertake time-consuming and costly market research in order to predict 

changes in the environment. Nevertheless, they have a distinct advantage over larger 

competitors in the sense that being small is likely to be more responsive, and, in turn, 

flexible to the environment (Dean et al., 1998). With respect to these findings, a link 

between perceived environmental uncertainty and short-term ad hoc planning can be 

discerned. This leads to the idea that, if a retailer perceives its retail environment to be 

uncertain, the retailer’s response will be to employ a promotional strategy that will 

capture as many sales as possible. West and Berthon (1997) claim that retailers’ 

uncertainty avoidance or risk taking has a significant impact upon advertising and 

promotion budget decisions. 
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In an uncertain environment, consumers’ tastes and preferences and competitors’ modes 

of competition will undergo constant fluctuation and these changes will have an effect 

on the retailers’ propensity toward change. Miller and Friesen (1982) claim that the 

more dynamic and hostile the environment, the greater the need for innovation and the 

more likely it is that firms will be innovative. This claim was also echoed by Dutton and 

Jackson (1987) and Johnson (1992) as these authors believed that if the retailers did not 

undertake any action, the changes in tastes, preferences and competitive interactions 

would give the retailers a feeling of uncontrollability of the environment, potentially 

resulting in subsequent loss of market share.  

 

Managerially speaking, in an uncertain environment, the retailers should be more 

focused in their promotion activities. According to Fam (2003), successful retailers in an 

uncertain environment will pay more attention to movement of stocks and, to achieve 

this promotion objective, these retailers will ‘‘concentrate on carefully planning the 

promotion, coordinating all the media used in the most effective manner and using print 

media as a means of support for the promotion campaign”. Seemingly, then a retailer’s 

preference for a particular promotion tool hinges on how he/she perceives the 

environment.  

 

Recalling the differences in the communicative capabilities of in-store promotion versus 

outdoor advertising, one would assume that in an uncertain environment the retailers are 

more likely to employ outdoor advertising over in-store promotion. Outdoor advertising 

has the capability to reach, inform and entice mass audiences, as opposed to in-store 

promotion. Hence, in an uncertain environment as rivalries among retailers heat up, what 

better strategy exists than to enlarge the market share pie by reaching and pulling in a 

secondary target audience. By reaching out to the mass audience, retailers are more 

likely to capture additional sales than to compete among themselves using in-store 

promotion for a share of the primary target audience. From the small businesses’ point 

of view, switching from an in-store promotion to an outdoor advertising strategy merely 
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represents a tactic to arrest declining sales. However, contingency theory holds that 

interaction between strategy and environment will influence firm performance (Duncan, 

1972; Miller, 1988; Miller and Friesen, 1983). Hence, if a retailer uses the appropriate 

promotion strategy in an uncertain environment, the outcome of the decision, plausibly, 

will be positive. 

 

A total of eight promotional tools were identified. These tools are commonly used by 

small retailers to promote their products and services (see Smith and Sparks, 2000; 

Vaccaro and Kassaye, 1990; Van Auken et al., 1992). Retailers were requested to state 

the amount they allocated to each of the eight promotional tools relative to spending on 

personal selling. More specifically, we first set the base of personal selling budget as 

100%; then asked respondents to compare the budget spent on any of the other eight 

tools relative to that of personal selling. Three major reasons motivated us to adopt this 

method. First, personal selling is necessary and is the most important promotional tool, 

occupying the majority of promotion budgets for small retailers (Abratt and Anley, 

1994; Levy and Weitz, 1992). Second, because retailers are usually very sensitive to 

budget information, they would feel more comfortable in filling in the relative weights 

rather than a straight number. From this perspective, we might obtain a relatively 

accurate estimation. Finally, this method addresses the variation in labour costs between 

New Zealand and Portugal, as the costs of the other eight promotion tools are compared 

relative to the country’s labour cost. 

 

2.3.1 Business Promotion and its Role in promoting Business Growth in small 

retailers 

Business promotion is a marketing activity whereby prospective customers are invited to 

try out a newly launched product or service. It involves offering an incentive for the 

same (i.e., getting more for less) in order to stimulate consumer purchasing, selling 

effectiveness, or the effort of the sales force. As this definition indicates, business 
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promotion may be directed either at end consumers or at selling intermediaries such as 

retailers or sales crews.   

 

There are a great many advantages that encourage marketers to incorporate promotion 

activities for promoting their products.  Firstly the high cost of traditional media (above 

the line promotions) becomes quite a colossal burden for advertisers that makes them 

seek for a more economical way of promoting the brand-sales promotion activities 

consequently becomes the answer to the problem. 

 

For small retailers who are involved in manufacturing, business promotion activities 

strengthen the relationship between manufacturer and retailer, which proves to be 

beneficial for the brand as well as for the retailer.   

 

Gwendlyn (2009) outlines the following benefits of business promotion: Increase in 

Profit Levels: business promotions enable companies and entrepreneurs to stand out in a 

competitive retail environment. This is done by creating on-shelf differentiation between 

their products and those of their competitors.  

 

Influence Trade and Customer Behavior: Price promotions, one of the functions of 

business promotions, allow entrepreneurs and companies to change prices depending on 

supply and demand forces without changing permanent list prices. These changes in 

price enable companies to influence trade and customer behavior. 

 

Business promotions could increase demand of the product by encouraging consumers to 

try out new products that are being advertised. Advertising and promotions together 

would create the maximum impact to the desired target market. 

 

Kamuzora (2005) gives the example of Makonde carvings to demonstrate the 

importance of promotion. According to her, in the Tanzanian culture, very few people 
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are interested to buy the Makonde carvings. Mainly, the Tanzanians who go abroad buy 

the carvings as presents to their hosts while in the country of destination. Thus, the target 

markets for Makonde carvings are for exporting them abroad. She says also that when 

they go abroad, in different exhibitions arranged by the Board of External Trade (BET), 

her sale increases. BET takes them abroad in different exhibition as business promotion 

and advertisements.  

 

A study carried by Omari (1976) on “Industrialization in Tanzania Small Scale 

Production, decentralization and multi-technology programme for Industrial 

development”.  He observed that, the issue of sustainability was affected by lack of 

effective planning, proper coordination, policy and direction of production. However he 

did not observe on the effects of high importation of the goods that are also produced in 

the country as barrier to growth of local industries. Mushi (1979) in his paper on 

“Industrial Management Strategies in Tanzania” observed that the formation of SIDO 

was a step in the right direction as far as rural industrialization and use of labour 

intensive industries are concerned. Mushi says that SIDO has not achieved the country-

wide industrial growth that was anticipated as it has been relying on government 

subsidies and developing partners (donors) for its operations. 

 

2.3.2 Access to information and markets 

Linked with the technology upgrading and quality control is the issue of availability of 

timely information and services that enhance the market access to SMEs. Information is 

expensive and not widely available and yet it is the most powerful competitive edge for 

business success. More specifically, this refers to information and support services 

required for selecting target markets, product development and packaging, distribution 

and sales promotion. This is yet another obstacle affecting the growth and expansion of 

SMEs in developing countries. In the context of Tanzania, this is of special significance 

in view of its commitment towards pro-market and liberalized economic policies. 
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Small firms virtually have no sources of information on other markets or opportunities 

outside their immediate surroundings. The lack of knowledge and limited access to 

information on market opportunities have used small sector enterprises to depend on 

judgment and speculation. In a competitive business environment, this is very costly and 

limits their ability to expand the market. Existing arrangements to supply such 

information to SMEs are gross inadequate and the lack of access to modern information 

technology (IT) has further aggravated the situation. Most SMEs service regional or 

local markets. Their market information is often limited to their specific market 

segments. Quite often, information relating to developments in market demand and 

innovation is received through word of mouth. The information requirements of SMEs 

depend on the size of the enterprise, stage of growth and type of business. 

 

In addition to lack of information, the absence of marketing skills at enterprise level has 

led to SMEs being more production oriented rather than becoming more market 

oriented. Many of the SMEs especially small scale enterprises lack skills on product 

design, packaging and sales promotion which are vital for being attractive and 

competitive in the market. The typical selling method of SMEs especially small scale 

enterprises is to operate through their own outlets. Many of them are also not in a 

position to promote their products and services through advertising and sales promotion 

mainly due to lack of skills and high cost. In fact, the absence of marketing skills has 

resulted in the early demise of business enterprises (White paper, 2002). 

 

It is questionable whether small businesses need to practice marketing at all to survive 

and grow (Hogarth-Scott et al, 1996). However, the study by Hogarth-Scott et al (1996) 

concluded that small business owner-managers were often generalists, not marketing 

specialists and complex marketing theories may not be appropriate for small businesses 

and probably would not aid in the understanding of their markets. Nevertheless, 

marketing was practiced to some degree by small businesses. In most cases competitive 

advantage was based on quality and service, while those competing on price were in the 
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highly competitive markets with little or no product differentiation and low entry 

barriers (see also Campbell- Hunt, 2000). Product differentiation was a source of 

competitive advantage in some businesses while others were looking for niche markets 

(Hogarth-Scott et al, 1996). It would appear from that study that marketing did 

contribute positively to small business success and the ability to think strategically. 

 

Marketing is the demand by nearby areas and it tells where their output sell. Marketing 

or market forces determine the best combination at goods and services to fulfill customer 

needs and wants. In a small business, the marketing function cuts across the entire 

company, affecting every aspects of its operation from finance and production to hiring 

and purchasing as well as the company’s ultimate success. 

 

Sometimes entrepreneurs make the classic field of dream mistake. Like Kevin Costerns 

character in the movie, they believe that if they “build it, customers automatically will 

come”. Although the idea makes for a great movie plot, in business, it almost never 

happens. Building a growing base of customers requires sustained, creative marketing 

effort. But small business entrepreneurs have a lack of desire to spend enormous sums of 

money to sustain a successful marketing effort (Zimmer, 2006). 

 

2.4 Conceptual framework 

According to the problem statement, the researcher tries to measure the impact of 

marketing practices and behavior of entrepreneurs on the success of Small Retail 

Businesses (SRB) in Tanzania. Therefore as per the problem statement, the business 

promotions practices and the behavior of entrepreneurs will have impact on the growth 

of SRBs.  

 

The conceptual framework was developed by considering the problem statement and 

after the detailed analysis of prevailing literature. The dependent variable of this study is 

the level of business growth of SRBs and there are mainly two independent variables 
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identified to support the dependent variable. The identified independent variables in this 

study are the level of business promotion practices adopted by entrepreneurs and the 

level of personal attributes of entrepreneur.  

 

The level of personal attributes of entrepreneurs will consist with level of usage of 

entrepreneurship skills and their attitude. Also there is a moderator variable which 

moderates the relationship between the independent variable and the dependent variable. 

It is identified as the environmental availability.  

 

This moderator variable consists with level of usage of infrastructure, level of usage of 

legal and regulatory framework, and level of environmental regulations. See figure 2.4 

below which support the above information 
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Figure 2.4 the conceptual framework 
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

3.0 Introduction 

This section presents information in respect of various items that constituted the research 

methodology. It focuses on the research design, area of study, population of the study, 

sample size, sampling techniques, data collection methods and data analysis plan among 

others.  

 

3.1 Research design 

A research design is the arrangement of conditions for collection and analysis of data in 

a manner that aims to combine relevance to the research purpose with economy in 

procedure (Kothari, 2004). In other words research design is a plan for collecting and 

utilizing data so that desired information can be obtained with sufficient precision. This 

study employs qualitative research designs. Qualitative research designs enable 

researchers to give a complete, detailed description of observed phenomenon and 

interview.  

 

3.2 Area of Study 

The study was conducted in Ilala District, Dar es Salaam Region, Tanzania. It covers 

Kariakoo market. The selection of the area was based on the fact that Kariakoo area is 

the focus point of many Small retailers, as it is the central marketplace in the country.  

For this reason the Small retailers face stiff competition for customers and so it was a 

good place to get data related to the objectives of this study.  

 

3.3 Population of the Study 

Leady (1998) defines population as the aggregate of all the cases that conform to 

designated set of specifications. The population consists of Small retailers as well as 
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customers or clients. It was expected that these was a good position to provide 

information for this study. 

 

3.4 Sample Size  

Cherry (2012) defines a sample as a subset of a population that is used to represent the 

entire group as whole. It will be impractical to survey every member of a population 

because of limitation of time and cost effectiveness. In order to make inferences about 

characteristics of population researcher used a sample of twenty (20) respondents, this 

respondents consist of (15) Small retail business and (5) customers/clients of the small 

retail businesses.  

 

Table 3.4 Sample size distribution 

S/no Details Number of Participants Percentage  

1 Owners of the Small Retail Businesses  15 75% 

2 Small Retail Business customers or Clients  5 25% 

Total 20 100% 

 

3.5 Sampling Techniques 

The method to be used in picking the sample was convenience and purposive sampling 

technique. Purposive sampling technique enables a researcher to select a sample on the 

basis of his or her knowledge of the population, its elements and research aims. It is 

based on the researcher’s judgment and purpose of study (Babbie, 1992). The researcher 

applied this sampling technique to select individuals who were the owners of Small 

Retail Business and their customers/clients.  

 

3.6 Data Collection Methods 

Both primary and secondary data were collected. Primary data was obtained through the 

use of questionnaires and interviews and for the case of secondary data documentation 
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was used. The data and information collected actually gave the reflection of business 

promotion strategies in small retail business in Tanzania. 

 

3.6.1 Primary Data collection method 

Primary data are those data collected to suit the researcher’s immediate problem at hand. 

Primary data in this study were collected by use of structured questionnaires and 

interview. 

 

3.6.1.1 Questionnaires   

In this study structured questionnaire was used as the research instruments. Saunders, 

Lewis and Thornhill (2007) refer to a questionnaire as a general term to include all 

techniques of data collection in which each person (respondent) is asked to respond to 

the same set of questions in a predetermined order, hence the questionnaire was used to 

gather primary data from the targeted population. Wisniewski and Stead (1996) refer to 

primary data as data that has been collected directly for the purpose for which it is to be 

used.  

 

Questionnaires were comprised of closed questions and open ended questions. Close 

ended questions were used to measure the business promotion strategies adopted by 

small retail business.  Respondents were asked to rank each statement from one (which 

was the least) to four the best perception. The open-ended questions were used to 

capture the respondents’ demographic characteristics. This is an advantage to 

respondents as they give the complete freedom of response. The questionnaires were 

structured in simple English and translated into Kiswahili easier understood by 

respondents. 

 

3.6.1.2 Interview  

The researcher also conducts interviews with the small retail business owners on the 

promotion strategies concerning their businesses.  The interviewing procedure enable 
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researcher to get the inner feeling of the respondent hence provided auxiliary 

information on the business promotion techniques and strategies employed by adopted 

their businesses. This method gives room to the researcher to make more elaboration to 

the respondents at the same time avoiding bias responses to the research questions. 

 

3.6.2 Secondary data collection method  

For the purpose of this study other information on business promotions and its 

application on business industry were obtained through reading various literatures that 

has researched in similar area, Business Promotions/marketing manuals, journals, and 

annual reports on the phenomena under research. Importance of referring to secondary 

data was that it gave researcher clue information on what have been done on aspects of 

Business Promotions in Small Retail Business. 

 

3.7 Validity and Reliability 

Validity and reliability are two important characteristics that every measuring instrument 

should possess (Ary et al, 1996). Validity refers to the extent to which an instrument 

measures what it is intended to measure. Reliability, on the other hand, is the extent to 

which a measuring device is consistent in measuring whatever it measures. 

 

Saunders et al (2000) describe validity and reliability of a question in terms of whether 

the question and answer make sense. The authors identify four stages that must occur if 

the question is to be considered valid and reliable. These are: The researcher is clear 

about the information required and designs a question, the respondent decodes the 

question in the way the researcher intended, the respondent answers the question, and 

the researcher decodes the answer in the way the respondent intended. 

 

3.7.1 Validity 

The importance of the validity of measuring instruments in answering the research 

question cannot be overemphasized. In terms of this study, validity would imply that the 
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measuring instrument does in fact assess application of technological promotion 

strategies dimensions among Small Retail Business and its impact on customer 

satisfaction in the context of functional value, social value, emotional value and 

customer perceived sacrifices. Great care was taken in the development of the 

questionnaire to ensure that valid information was collected. The questionnaires were 

carefully designed to reflect the information collected and presented in the theoretical 

study. The choice of close-ended questions ensured that the responses was valid and 

easily comparable.  

 

3.7.2 Reliability 

The reliability of a measuring instrument, as mentioned at the beginning of this section, 

is the degree of consistency with which it measures whatever it is supposed to be 

measuring. This quality is essential to any kind of measurement (Ary et al, 1996). For 

instance, collecting information on past or present experiences on the same subject from 

respondents would be useless if each time the information collected from the same 

respondents, different responses were acquired. Ary et al (1996) further advise that it is 

useful to identify and utilize techniques that help determine to what extent the measuring 

instruments are consistent and reliable. In addition to comparing the data collected with 

other data from a variety of sources, Mitchell (in Saunders et al, 2000) identifies three 

common approaches to assessing reliability.  

 

3.8 Ethical Issues 

Prior to the main survey, the respondents were informed about the purpose of the study 

and were assured that confidentiality would be maintained. The researcher assures them 

that the information collected would be used for academic purposes and not otherwise. 

The questions were also carefully structure to avoid questions that embarrass or annoy 

the respondents. 
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3.9 Data Analysis and Presentation 

The data collected was analyzed both quantitatively and qualitatively. Statistical 

Package for Social Sciences (SPSS) was used to analyze quantitative data, while content 

analysis was used to analyze qualitative data. Tables, graphs, clustered diagrams and 

figures were used to present findings. Linear regression was used to assess the 

relationship between business promotion practices and small retail business 

performance. 

 

3.10 Chapter summary  

Retail business promotion practices survey was conducted and included administering 

questionnaire to Small Retail Business owners and customers. The sample involves a 

targeted sample size of twenty (15) owners and five (5) customers/clients. Both primary 

and Secondary data sources was collected from a variety of sources such as books, 

journals, business magazines, and internet surfing. The SPSS and liner regression was 

employed to analyze data collected. 
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CHAPTER FOUR 

 

DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS 

 

4.0 Introduction 

In this chapter data analysis and findings of the study are presented. The analysis and 

presentation of the findings are based on the responses from dissertation questionnaires, 

interview questions and secondary data information. The findings of this study are 

presented in a logical flow of ideas in relation to the pre-defined objectives. Descriptive 

and inferential analysis has been performed using the Statistical Package for Social 

Science (SPSS 16) for quantitative analysis. 

 

The general demographic information regarding respondents is presented. This data is 

analyzed on the basis of frequencies, correlation, graphs and percentage contributions. 

The analysis of variables is presented regarding the structured questionnaires. Finally, 

the summary of the chapter is presented in relation to the study objectives. 

 

4.1 Basic frequencies. 

The demographic characteristics of the respondents are presented in a group of basic 

frequency tables regarding the response rate, gender, age, and highest education level 

attained. 

 

4.1.1 Respondents rate 

The total population for this research was 50 respondents at the selected case and sample 

included employees and customers at the selected case who could write and read 

English, which accounted for approximately 30. The total number of respondents that 

participated in this research was 27. There were 20 questionnaires that were correctly 

completed while 7 questionnaires were incorrectly completed and therefore un-usable 

for this research. The response rate (the total number of responses / the sample size of 
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the research) was 90% and the usable response rate (usable responses / the sample size 

of the research) was 67%.  

 

A response rate of 67% (N=20) is large enough for meaningful statistical analysis and 

acceptable interpretation (Bryman and Bell, 2007; Welman, Kruger and Mitchell, 2005). 

A response rate that is lower than 50% represents a minority, which indicates that an 

entirely incorrect generalization of the population may be obtained. The response rate of 

67% is therefore considered as more than sufficient for the purpose of this research. 

 

4.1.2 Respondents gender composition 

This study assessed gender distribution among respondents so as to establish an 

understanding of gender of the respondent and estimates the proportion of gender within 

the selected Small Retail Businesses. Table 4.1.2 below shows that out of the total 

twenty (20) respondents, 60% were represented by Females whilst 40% were 

represented by Males. The analysis results clearly confirms that there were more Female 

participants than male in this survey and it may be as a result of the sample technique 

used in selecting respondents or the general conclusion that trend of employment in 

formal sector is unfavorable for female candidates to be employed due to weak 

education system in Tanzania which hinders female candidates to take their study at all 

levels. 

 

Figure 4.1.2 below presents survey results which shows that out of the total sample size 

taken, 75% of respondents were owners and the rest 25% of respondents were customers 

of Mobile Telecom Service Providers.  
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Table 4.1.2 Gender composition 

Description Frequency Percentage 

Female 12 60.0 

Male 8 40.0 

Total 20 100.0 

Source: Field survey 2013 

 

 

Figure 4.1.2 Total composition of respondents  

Total composition of respondents 
Customers of 

SRB

25%

Owners of SRB

75%

 

Source: Field survey 2013 

 

4.1.3 Age of respondents 

Age is the contributory factor to the performance of every individual in Tanzania; it is 

prudent to know the age range of the respondents under the study. In this study age of 

the respondent were assessed in order to establish maturity level of the respondents. 

Survey statistics presented by Table 4.1.3 and Figure 4.1.3 below shows that majority of 

the respondents were found to be in the age range of 20-29, 30-39 with 53.3%, 26.7% of 
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owners and 60%, 20% of customers respectively. Other group’s level that follows was 

respondents with age range between 40 and above years old with 20% of owners and 

20% of customers respectively. The analysis confirms that the selected Small Retail 

Business still have energetic labour groups which still have a lot to offer to their 

businesses in terms of knowledge, innovation and skill and also the Customer group that 

contributes too much profit to the businesses.  

 

Table 4.1.3 Age of respondents 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

20-29 years old 8 53.3 3 60.0 

30-39 years old 4 26.7 1 20.0 

40-and above years old 3 20.0 1 20.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 

 

 

Figure 4.1.3 Bar graph showing Age of respondents 
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4.1.4 The highest level of education 

Respondents represented a diverse range of educational qualifications as well as 

professional skills and qualifications. Table 4.1.4 below show that the major respondents 

holding Primary levels of education (46.7%), followed by 20% holding vocational 

certificates and Diploma certificates whilst 13.3% of owners holding other levels not 

indicated. The analysis confirms Small Retail Business in Tanzania are well equipped 

which will enable them to effectively implement the strategies in place. Survey statistics 

presented by Table 4.1.4 also shows that majority of customers responded to this study 

belong to the degree category (40%) followed by 20% possessed other level of education 

which was not indicated in the survey questionnaire. Subsequently, 20% of customers 

had a minimum of Primary level of education. Therefore the analysis confirms that 

Small Retail Businesses in Tanzania are distributed with all customers with diverse 

range of education which assist them in generating higher incomes.  

 

Table 4.1.4 highest level of education 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Primary school  7 46.7 1 20.0 

Diploma 3 20.0 1 20.0 

Bachelor degrees 0 00.0 2 40.0 

Vocational certificate  3 20.0 0 00.0 

Others 2 13.3 1 20.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 

 

4.1 Findings on Business Promotion Practices at Small Retail Business in DSM 

The findings about Business Promotion Practices are vital in providing results about the 

researcher’s first objective that is “To profile different business promotion practices 

adopted by informal sector retailers” and the findings were analyzed using frequencies 

and percentages represented in tabular and figure formats. 
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4.1.1 Primary Practices addressed by Small Retail Business 

Respondents were asked to indicate whether they have marketing department/unit within 

their business. Table 4.1.1 below shows that none of the sample has a separate marketing 

department. But 45% of the respondents used brand names as an important marketing 

tool to distinguish their products from those of competitors whilst majority of the 

respondents (55%) were contrary to that statement. When consider about the majorities 

behavior towards the major marketing strategies, they directly sell their products to the 

customers (51%), whilst 6% use sales promotion strategies, practice cost based pricing 

method and only do little changes to the design of the basic product as new product 

development strategies. Survey statistics portrayed by Table 4.1.1 also shows that none 

of the respondent indicated that new product development was research focused. The 

analysis confirms that small retail businesses would not managed to survival for the long 

run as products development are not subjected into research.   

 

Table 4.1.1 the level of marketing Strategies Used by Entrepreneurs 

Details   Percentage of frequency 

Having a marketing department Yes 0.0% 

No 100.0% 

Having specific brand name for 

the product 

Yes 45.0% 

No 55.0% 

Method of distribution Direct to the customer 68.0% 

Export Agency 32.0% 

Method of Promotion Sales Promotion 23.0% 

Personal Selling 51.0% 

Direct marketing 6.0% 

Public relation 20.0% 

New product development Research focused 0.0% 

 Change the packaging 40.0% 

 suit for new markets 21.0% 
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 Change the design of the product 39.0% 

Source: Field survey 2013 

 

4.1.2 In house Issues well organized  

From the Table 4.1.2 and Pyramid below, the findings show that majority of the owners 

respondents (46.7%) strongly disagree to have well organization of in house issues 

however from the direct observation findings, owners did not trust their subordinates 

even in simple assignments.  

 

However, Figure 4.1.2 show that 20% of the respondents agree and strongly agree that 

in-house issues were well organized whilst 33.3% of the respondents disagree with that 

statement. Out of the total customers respondents 60% strongly disagree with the 

statement that Small Retail Business internal arrangements were well organized whilst 

40% disagree and none of them agree or strongly agree. This implies that there is 

problem with in-house arrangements of Small Retail Businesses.  

 

Table 4.1.2 In-house Issues well organized  

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Agree 1 6.7 0 0.0 

Strongly agree 2 13.3 0 0.0 

Disagree 5 33.3 2 40.0 

Strongly disagree 7 46.7 3 60.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 
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Figure 4.1.2 Clustered pyramid showing in-house issues in Small Retail Business 
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Source: Field survey 2013 

 

4.1.3 Adequate supply of resources  

Respondents were asked to indicate the extent to which resources were supplied to 

SRBs. From the survey statistics presented by Table 4.1.3 and pie chart 4.1.3 below 

show that the largest percentage of both the owner 53.3% and the customers 80% 

strongly disagree that there were adequate supply of resources to SRB however from the 

observation findings weak support was noted to be provided by municipalities of Dar es 

Salaam but it was not fair enough. This implies that for the Small Retail Business to 

improve and increase performance support from government authorities and other stake 

holders should be sought. 

 

Table 4.1.3 adequate supply of resources 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Agree 0 0.0 0 0.0 

Strongly agree 0 0.0 0 0.0 

Disagree 7 46.7 1 20.0 

Strongly disagree 8 53.3 4 80.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 
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Table 4.1.3 adequate supply of resources 
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Source: Field survey 2013 

 

4.1.4 Proper planning arrangements  

From the Table 4.1.4 below, 40% of owners strongly disagrees that within SRB there is 

proper planning arrangements whilst 26.7% of the respondents disagrees. Only 20% of 

the respondents strongly agree whilst 13.3% agrees. However, 80% of the customers 

indicated that they strongly disagrees that proper planning arrangements were in place 

whilst 20% disagree. This implies that there are poor planning and controlling operations 

of the retail business.  

 

Respondents were also asked to indicate the extent to which proper plans were 

implemented in SRBs. Figure 4.1.5 below show that majority 73.4% of the owner 

respondent’s disagree with the statement that there were proper implementation of SRB 

plans whilst all of the customers indicated that they strongly disagree with that 

statement. This is analysis confirms that SRB has poor plans and strategies of 

implementation is also weak.   
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Table 4.1.4 Proper planning arrangements 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Agree 2 13.3 0 0.0 

Strongly agree 3 20.0 0 0.0 

Disagree 4 26.7 2 20.0 

Strongly disagree 6 40.0 3 80.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 

 

 

Figure 4.1.5 a bar graph showing proper implementation of the plans 
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Source: Field survey 2013 

 

4.1.6 Use of websites and other e-commerce opportunities 

From the below Table 4.1.6, bar graph 4.1.6 the largest percentage of both the owners 

93.3% and the customers 100% strongly disagree that use of websites and other e-

commerce opportunities were exploited by Small Retail Businesses in the selected case. 

However minority were of the opinion that websites and other e-commerce opportunities 
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were exploited by Small Retail Businesses. This implies some Small Retail Businesses 

in Tanzania are missing benefits associated with e-commerce and internet. 

 

Table 4.1.6 Use of websites and other e-commerce opportunities 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Agree 0 0.0 0 0.0 

Strongly agree 1 6.7 0 0.0 

Disagree 6 40.0 0 0.0 

Strongly disagree 8 53.3 5 100.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 
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4.1.7 Small retail business chooses one program, and stick with it 

From the Table 4.1.7 below the highest percentage of both owners and customers 

disagree with the fact that small retail business choose one program and stick with it. 

Survey presented indicates that both 33.3% of owner’s respondents strongly agree and 

40% of customers agree with the fact statement. This implies that there are multiple of 

programs that are implemented by SRB, however running of parallel programs might 

results into failure of meeting goals due to multiple programs that might need large 

amount of resources. 

 

Table 4.1.7 Small retail business chooses one program, and stick with it 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Agree 0 0.0 2 40.0 

Strongly agree 5 33.3 0 0.0 

Disagree 0 0.0 0 0.0 

Strongly disagree 10 66.7 3 60.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 

 

4.1.8 Small retail business encourage social sharing 

Respondents were also asked to indicate the extent to which SRB encourage social 

sharing in advertise services and products to their customers. Out of total owners 

responded to this question 66.7% disagree with the statement whilst 33.3% of the 

owners respondents indicated that they agree with the fact that SRB encourage social 

sharing practices in advertising their services to customers. However, Table 4.1.8 show 

that 40% of the customers agree with the fact that SRB encourages social network 

sharing in advertising services or products while 60% of customers were in contrast with 

the said statement.  
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Table 4.1.8 Small retail business encourage social sharing 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Agree 3 20.0 0 0.0 

Strongly agree 2 13.3 2 40.0 

Disagree 3 20.0 1 20.0 

Strongly disagree 7 46.7 2 40.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 

 

4.1.9 Small retail business makes VIP customers feel special 

From Table 4.1.9 and bar graph 4.1.9 below show that majority of owners 73.3% agree 

with the fact that small business makes VIP customer feel special in transacting with 

them. However, 26.6% of respondents were in contrary with that fact SRB makes VIP 

customers feel special. Additionally, 100% of the customers strongly disagree with the 

fact that VIP customers feel special in doing business with SRB. 

 

Table 4.1.9 showing that Small Retail Business makes VIP customers feel special 

Description Frequency 

(owners) 

Percentage 

(owners) 

Frequency 

(customers) 

Percentage 

(customers) 

Agree 5 33.3 0 0.0 

Strongly agree 6 40.0 0 0.0 

Disagree 2 13.3 0 0.0 

Strongly disagree 2 13.3 5 100.0 

TOTAL 15 100.0 5 100.0 

Source: Field survey 2013 
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Figure 4.1.9 Bar graph showing that Small retail business makes VIP customers 

feel special 
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Source: Field survey 2013 

 

4.2 Findings on impact of business promotion practices on Small Retail Business 

Growth  

The findings from this section helped the Researcher to get information on the second 

objective of the study which was basing on “To assess small retailers perception on the 

impact of business promotion practices on their business growth” 

 

4.2.1 The impact of Business Promotion Practices on the Performance of the Small 

Retail Business 

From the Table 4.2.1 and figure 4.2.1 below show that majority of respondents 40% 

indicated that business promotion practices have a higher impact on the performance of 

the small business. Additionally 35% of the respondents represents that business 

promotion has an average impact on the performance of SRBs, whilst 15% have 

indicated that business promotion has minimum impact on small retail business 
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performance. Only 10% of the respondents revealed that business promotion has 

moderate impact on the small retail business performance. This implies that there is 

higher impact of business promotion on the performance of Small Retail Business. 

 

Table 4.2.1 showing the impact of Business Promotion on the Performance of the 

business 

Narration  Frequency Percentage 

Minimum 3 15.0 

Moderate 2 10.0 

Average  7 35.0 

Higher 8 40.0 

TOTAL 20 100.0 

Source: Field survey 2013 

 

 

Figure 4.2.1 showing the impact of Business Promotion on the Performance of the 

business 
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4.3 Findings on the barriers and way forward of business promotion practices 

among small retail business in Tanzania 

These findings helped the Researcher to get information about the third objective that is 

the “To identify the barriers and way forward of business promotion practices among 

small retail business in Tanzania.” 

 

4.3.1 The barriers and way forward of business promotion practices among small 

retail business in Tanzania 

From the Table 4.3.1 below show barriers and ways forward to business promotion 

practices among small retail business in Tanzania. Most of the respondents 

recommended management trainings is highly needed to owners of SRB. They had also  

Recommended the following information service in sources of finance, training 

Technology development and transfer in Access to larger and more profitable market 

and finally Consultancy service is needed. 

 

Table 4.3.1 showing barriers and way forward of business promotion practices 

among small retail business in Tanzania 

Particulars Status Percentage 

Management training needed 

 

Yes 100.0% 

No 0.0% 

Information service in sources of finance, training etc Yes 93.0% 

No 7.0% 

Technology development and transfer in Yes 88.0% 

No 12.0% 

Access to larger and more profitable market Yes 76.0% 

No 24.0% 

Consultancy service Yes 69.0% 

No 31.0% 

 Source: Field survey 2013 
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CHATER FIVE 

 

FINDINGS, CONCLUSION AND RECOMMENDATIONS 

 

5.0 Introduction 

This chapter provides the summary of findings and recommendations from the study. 

The summary and recommendations are derived from the findings of the study, which 

are presented in chapter four. Suggestions in areas thought necessary for further research 

are also made. 

 

5.1 Summary of findings  

This category presents the summary of findings on the profile of different business 

promotion practices adopted by informal sector retailers, assessment of small retail 

business perception on the impact of promotion practices on their business growth and to 

identify the barriers and way forward of business promotion practices among small retail 

business in Tanzania. 

 

5.1.1 Research objective one: To profile different business promotion practices 

adopted by informal sector retailers 

From survey findings there was a positive perception among the respondents that agreed 

that business promotion practices influences sales of informal sector retailers. The 

business promotions practices that were noted to have been in existences are van 

promotion, selling products/services at discounted prices, Location, trustworthy 

salespeople, cleanliness and social media.  

 

5.1.2 Research objective two: Assessment of small retail business perception on the 

impact of promotion practices on their business growth 
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It was discovered from the findings that small retailer’s perception on the impact of 

business promotion practices on their business growth was higher. However, it was also 

noted to be followed by an average perception.  

 

5.1.3 Research objective three: To identify the barriers and way forward of 

business promotion practices among small retail business in Tanzania. 

It was discovered from the survey that small businesses are not research focused and 

many of their attempts at using tools from the promotional mix do not work because the 

strategy is neither well-panned nor well implemented. So the unorganized retailers 

should strategically use customer service as a tool for competing with the organized 

retailers. 

 

5.2 Conclusion 

 

5.1.1 Research objective one: To profile different business promotion practices 

adopted by informal sector retailers 

It was discovered that proper implementation of business promotion practices leads the 

business to capture new markets. But in this study it was found that SRBs follow very 

primitive promotion practices rather than aggressive promotion campaigns. They are not 

encouraged in new product development or branding strategies which are important to 

capture new markets.  

 

5.1.2 Research objective two: Assessment of small retail business perception on the 

impact of promotion practices on their business growth 

The study revealed that there was significant impact on the level of promotion practices 

and the growth of SRBs. The personal attributes of entrepreneurs and its impact on the 

growth of SRB is another important aspect of the study. It was found that there was no 

such significant impact on the personal attributes of entrepreneurs and the growth of 

SRBs.  
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When measuring the personal attributes alone, most of entrepreneurs mentioned that 

they poses high level of entrepreneurial skills to operate business. But on the other hand 

when measuring these skills with the growth of business it was found that there was no 

impact on these two variables.  

 

5.1.3 Research objective three: To identify the barriers and way forward of 

business promotion practices among small retail business in Tanzania 

The environmental factor has identified as the moderating variable for the growth of 

SRBs. As per the study the environmental factor is not moderated the growth of SRBs. 

The analysis of impact of marketing strategies and behavior on the growth of SRB 

revealed that there was no significant impact of entrepreneurial strategies and behavior 

on the growth of SRBs. So the unorganized retailers should strategically use customer 

service as a tool for competing with the organized retailers. Additionally research 

focused strategies should be established and ensure proper implementation of business 

plans.  

 

5.3 Recommendations  

Basing on the responses obtained from the Owners and Customers of Small Retail 

Business, it is vital for management to address specific issues relating to Business 

Promotion Practices. 

 

5.1.1 Research objective one: To profile different business promotion practices 

adopted by informal sector retailers 

From the above conclusions, the following recommendations are made; Modern 

promotion practices to encouraged new product development or branding strategies 

which are important to capture new markets. To encourage universities and other 

technical institutions to participate in SRB development by providing access to 

information and appropriate technology. In order to expand the markets government 
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should provide opportunities for SRBs to participate in trade promotion exhibitions and 

these exhibitions should be held in all over the country.  

 

5.1.2 Research objective two: Assessment of small retail business perception on the 

impact of promotion practices on their business growth 

In order to meet industry specific skill requirements of the SRBs it is also recommend to 

conduct skill development programs tailor made to specific industry sub sectors. Here 

the government should play a facilitative role and encourage more private sector 

participation on providing skills development programs. 

 

5.1.3 Research objective three: To identify the barriers and way forward of 

business promotion practices among small retail business in Tanzania 

Most of SRBs do not have proper training or guidance to implement the business 

strategies. Therefore it is vital to conduct proper training programs on the areas of 

financial management, quality controlling, marketing, HR etc. 

 

To encourage the innovations, it is important to create a market for local R&D. It should 

broadly involves recognition of SRB friendly innovations, establishing link between 

state run R&D institution and SRBs and educating SRBs on property rights of 

innovations.  

 

Another important recommendation is to release SRBs from labor and tax regulations 

for the first three years of business operation. The survival rate of SRB is very less and if 

government offer such release it will help them to develop their business. 

 

5.4 Recommendation for future study 

This study is exploratory in nature. The reason for this is the relative novelty of the 

object of the study (Business Promotion Practices initiatives) and the relative lack of 

strategic theory describing such initiatives. Hence, there still are plenty of untapped 
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research opportunities. With growing interest and significant investments being made in 

SRB systems, several empirical opportunities will emerge. 

 

It is difficult to statistically test the proposed Business Promotion Practices model in a 

true/false format. The present model is in its present form a conceptual model. However, 

different parts of it would lend themselves well to quantitative tests. This is especially 

relevant when it comes to the different supporting conditions mentioned in the model. 
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Appendix II 

QUESTIONNAIRE 

 

1. What is your gender? 

▪ Male 

▪ Female 

2. What is your age? …………………………………….years 

 

3. What is your HIGHEST educational qualification or nearest equivalent? 

▪ Primary School     . 

▪ Diploma 

▪ High School      

▪ Bachelor degrees 

▪ Vocational certificate     

▪ Others (Please specify)…… 

 

4. How long have you owned or operated this business? ………………..years 

 

5. Business Promotion practices adopted by unorganized market  

Possible business practices (Primary issues) Degrees of Practice 

1 2 3 4 

In-house well organized      

Adequate supply of resources      

Research focused in selling and developing products/services     

Proper planning arrangements     

Proper implementation of the plans      

Use of websites and other e-commerce opportunities      

Small retail business choose one program, and stick with it     

Small retail business encourage social sharing     

Small retail business make VIP customers feel special     
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6. Indicate the impact of Business Promotion on the Performance of the business 

Narration  Perception Remarks 

Minimum   

Moderate   

Average    

Higher   

 

7. Recommendations on improvement of the performance of Small Retail Business 

a) Management training needed 

▪ Yes  

▪ No 

b) Information service in sources of finance, training etc 

▪ Yes  

▪ No 

c) Technology development and transfer in 

▪ Yes  

▪ No 

d) Access to larger and more profitable market 

▪ Yes  

▪ No 

e) Consultancy service 

▪ Yes  

▪ No 

 


