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ABSTRACT 

 

The purpose of the study was to assess the marketing strategies used by Public 

telecommunication companies, specifically the study identified marketing strategies, 

determined effectiveness of marketing strategies, and identified challenges 

encountered by TTCL in the implementation of the marketing strategies. The study 

used purposive and convenience sampling techniques to select sample size of 323 

respondents. Also, the study used questionnaire and interview methods for data 

collection, as well as thematic and descriptive statistics as techniques for data 

analysis.  

The study found that that promotion strategy, price strategy, product strategy, and 

placement/ place strategy have been the marketing strategies used by TTCL to 

provide better service and value to its customers. The marketing strategies used by 

TTCL were effective to raise customer satisfaction, sales performance and financial 

performance. Lastly, lack of funds, strict enforcement of customer biometric 

registration, frequent power outage, and poor network coverage have been the 

challenges facing TTCL on implementing marketing strategies.   

The study recommended that the government should support TTCL with Sh1.77 

trillion in capital injection to fund its ambitious five-year strategic plan that would 

use to increase its share of the telecommunications market to reach 15 per cent. 

Furthermore, the government should instruct the National Identification Authority 

(NIDA) to have offices in the rural areas for people to access easily citizen identity 

cards so as can be able to register their Simcards. This will help TTCL to retain its 

customers and increase the new subscribers. The government should extend power 

supply adequately in the rural areas so as to ensure consistent power supply to TTCL 

infrastructures, thus TTCL will improve communication, particularly in the rural 

areas where there is facing problem of electricity. Lastly, TTCL should increase 

speed of connecting other regions with 4G network services so as to increase 

customer satisfaction among its customers in the rural areas where they still use 2G 

and 3G networks that have low speed, and have been a disgusting to most 

subscribers. 
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CHAPTER ONE 

 

OVERVIEW OF THE STUDY 

 

1.1 Introduction 

This section outlines the processes, which prompted the initiation of the study on 

assessing the marketing strategies used by public telecommunication companies in 

Tanzania. It covers the background statement of the problem, research objectives, 

major questions, scope of the study, and significance of the study. 

 

1.2 Background of the Study 

The question of how public companies enter and adapt strategies to their country 

environments has been a popular area of research. These strategies play an important 

role to maximize performance outcomes (Aremu and Lawal, 2012). Marketing 

strategies constitute one of the functional strategies amenable to application by 

contemporary companies in order to enhance performance. These strategies can be 

corporate, business, or functional. Marketing strategy must focus on delivering 

greater value to customers and the firm at a lower cost (Amina and Cavusgil, 2001). 

 

In this day and age where there is a solid rivalry in the worldwide market, it is 

Imperative for the organizations to embrace advertising technique that are 

advantageous for their clients and friends too (Kotler, 2007).Many assistance 

organizations on the planet take part in giving more than one support of its clients. 

The organizations recognize holes, which must be dispatched so as to address clients' 

issues and they try to fill these holes by offering a scope of administrations to them 

(Sajuyigbe, et al., 2013). They distinguish shortcoming in the market section that are 

developing, ignored or inadequately served by contenders after which they select a 

methodology utilizing the showcasing blend as an asset (Kotler and Amstrong, 

2006).  
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In the worldwide market, advertising procedures must be broke down and handled 

cautiously for any developing industry so as to get economical turn of events. 

Showcasing procedure as the most significant issues that must be inspected 

cautiously so as to improve execution and guarantee economic development of open 

organizations (Chiliya, et al., 2009). Unquestionably, promoting techniques can 

assume a urgent job in execution of associations particularly open organizations 

execution and has become a significant apparatus for any association to stay in 

serious market condition (Colpan, 2015).  

 

Case of such organizations incorporates Coca cola and McDonald comprehended 

what worldwide techniques they expected to receive with the goal that they can 

increase long haul development. For association that needs to be fruitful in working 

together needs to focus its assets on the best chances to build deals and accomplish a 

feasible upper hand (Kotler, et al., 2005). This is valid for administration 

organizations. Advertising technique subsequently, is a drawn out reaction to the 

changing condition and includes crucial choices about how to coordinate assets to 

that evolving condition (Cavusgil, 2001). 

 

In Africa, promoting procedures has been a significant viewpoints in numerous 

association. The vast majority of the organizations settling on choice procedure on 

determination and usage of suitable market methodology that makes conceivable to 

hold fast to the targets effectively (Calantone, 2015). Organizations are consequently 

assessing their administrations with a point of thinking of more engaged procedures 

that assist them with meeting their unit and companywide destinations (Colpan, 

2015). 

 

A large portion of the organizations in Africa so as to gauge promoting methodology 

results, association needs to breakdown its showcasing capacity, alongside an 

instrument through which to investigations the connection among the chiefs who will 

at long last be in position to relate advertising costs to partner's worth and to see how 

to tie advertising activities into the qualities made for the association. 
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The procedure part of the arrangement ought to be founded on what is known about 

the contender's quality and shortcoming (Jayaraman and Wong, 2008). 

 

A few examinations have been embraced locally and globally on the branch of 

knowledge of promoting systems received in different nations (Aremu and Lawal, 

2012). In South Africa, as one of the case for Africa. The adjustments in innovation 

have presented new and imaginative of advertising procedure which have influenced 

the objective of organization(Goi, 2005).Marketing system has become a significant 

device in the South Africa, for any association to stay in the serious market condition 

and become more grounded, these methodologies need to utilize adequately to 

expand the deals and benefit (Kotler, 2007). 

 

In Nigeria, showcasing systems have contributed towards the accomplishment of 

post buy fulfillment, in favor of clients who utilize given items in Nigeria 

market(Aremu and Lawal, 2012). The executed market methodology have assumed 

an extraordinary jobs in the achievement of most organizations which empower the 

organization to document its expressed goals (Sajuyigbe, et al., 2013). Consequently, 

every organization which means to enhance its advertising makes great promoting 

procedures for its viable activities (Sajuyigbe, et al., 2013). 

 

As an after effects of expanded seriousness in Tanzania and dynamism of the media 

transmission division, it has gotten basic for Telecommunication organizations to 

actualize the advancement of their business in a productive manner to build their 

exhibition. Consequently basic that open organizations in Tanzania utilize 

advertising procedures that are receptive to the regularly changing requirements of 

their clients. 

 

1.3 Statement of the Problem 

The difference between marketing of services and goods, on the basis of 

perishability, intangibility, ownership, inseparability and heterogeneity splits the 

ways strategy is designed and implemented by the organisation or company (Aremu 
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and Lawal, 2012). Therefore, the company must put into account these five 

characteristics of services when working on designing marketing programs 

(Calantone, 2015). Furthermore, the marketing strategy should be designed from 

broader corporate missions, corporate goals and corporate strategies (Goi, 2005). 

 

As the clients constitutes the source of organization’s revenue, sale is closely linked 

with strategies. The process of strategic market planning flows from organization’s 

mission and vision statement to the selection of markets, and the drafting of specific 

marketing mix and positioning objective for each service or product the company 

will offer (Calantone, 2015). Additionally, companies consider internal strengths and 

how these strengths can be leveraged through strategy to achieve sustainable 

competitive advantage. Concentration upon core competencies and learning 

processes provides a connection of external market forces with activities occurring 

within organizations. However, calculating gaps between existing and required 

performance is the key to developing a range of measures that link functional, team, 

and individual performance to strategic objectives and performance improvements 

(Aremu and Lawal, 2012). Therefore, marketing strategy is most effective when it is 

an integral component of corporate strategy, defining how the company will 

successfully engage customers or clients, prospects, and competitors in the market 

area and is partially derived from broader corporate mission, goals and corporate 

strategies (Goi, 2005). 

 

A key component of marketing strategy is often to keep marketing in line with a 

company’s overarching mission statement (Calantone, 2015). The company in 

question, Tanzania Telecommunication Company Limited (TTCL), is the sole 

provider of telecommunications services in Tanzania providing basic telephone 

(fixed line), mobile, Internet, and data services with their corresponding distinct 

features and value added services (Sajuyigbe, et al., 2013). 

 

The Corporation’s revenue is Sh167 billion during the 2017/18 financial year 

(TTCL, 2019). According to Boone and Kurtz (1998), marketing is the process of 
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planning and executing the conception, pricing, promotion, and distribution of ideas, 

goods, services, organizations, and events to create and maintain Marketing Strategy 

for TTCL’s Mobile Services that will satisfy customers and company’s set 

objectives. As a sole provider of the telecom services, TTCL has an obligation to 

understand customers’ needs and wants, and to satisfy them by deploying the 

required services in a timely and efficient manner. 

 

However, TTCL has poor network infrastructures for delivering of broadband and 

mobile services in high quality. In the most regions the company still use 2G and 3G 

network which have low internet speed, and has been a disgusting to subscribers. 

Furthermore, TTCL has small market share of 2.0 % which make the company the 

second last of the mobile market share in Tanzania ahead of Smart.  Most studies 

reviewed; Senguo and Kilango(2015),  Abesolom (2017),  Animashaun (2016), Zin 

(2016) Alphesh (2011) did not examine the effectiveness of the marketing strategies 

used in telecommunication companies. Thus, the effectiveness of marketing 

strategies used in telecommunication market is less known. The purpose of this study 

is to assess the marketing strategies used by public telecommunication companies in 

Tanzania, using TTCL as a case study.   

 

1.4 Objectives of the study 

1.4.1 General Objectives 

The aim of this research is to assess the marketing strategies used by Public 

telecommunication companies. 

 

1.4.2  Specific Objectives 

(i.) To identify public telecommunication companies’ marketing strategies. 

(ii.) To determine effectiveness of public telecommunication companies’ 

marketing strategies. 

(iii.) To identify challenges encountered by public telecommunication 

companies in the implementation of the marketing strategies. 
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1.5 Research Questions 

(i.) What are public telecommunication companies’ marketing strategies? 

(ii.) What are the effectiveness of public telecommunication companies’ 

marketing strategies?  

(iii.) What are challenges encountered by public telecommunication 

companies in the implementation of the marketing strategies? 

 

1.6 Delimitation of the Study 

The scope of the study was covered by the marketing strategies used by public 

telecommunication companies, the effectiveness of public telecommunication 

companies ’marketing strategies, and the challenges encountered by public 

telecommunication companies in the implementation of the marketing strategy. 

 

The focus of the study was also delimited to the data acquired from the self-

administered questionnaires, interviews and written documents on marketing 

strategies at public telecommunication companies Head Quarter that is found in Dar 

es Salaam. The reason that the researcher limited only in the head quarter is the 

strategic issues are designed at the high level and marketing department is more 

concerned about marketing strategies. 

 

1.7 Significance of the Study 

The study is expected help the telecommunication companies in Tanzania to look at 

their challenges and provides additional input for top management in designing ways 

to improve the present gaps so as to satisfy the required demand of consumers. In 

line with this, the study will serve as an input for the Telecommunication 

Companies’ bodies of directors to look at designing the strategy competitive in order 

to win the future competition in the telecommunication sector. 

 

The study is also expected to contribute towards the development of theoretical 

knowledge and fill the existing gaps in knowledge on the less known about 

effectiveness of marketing strategies in public telecommunication companies. 
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1.8  Organization of the Dissertation 

The study is organized in five chapters. Chapter one; background of the problem, 

statement of the problem, objectives of the study, research questions, significance of 

the study, the scope of the study and limitations of the study. Chapter two; theoretical 

review and empirical studies. 

 

Chapter three; research design, study population, sampling techniques, sample size, 

data collection methods, validity and reliability of research instruments, data analysis 

techniques and ethical consideration. Chapter four presents the findings and 

discussion, Chapter five presents the summery, conclusions and recommendations. 
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CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.1 Introduction 

This chapter presents the literature related to marketing strategies. The review was 

important because helped the researcher to familiarize with the topic of study, 

improve the research objectives, conceptual framework, methodology of the study, 

and to identify the research gap. This chapter is divided into four major parts: 

Theoretical literature, Empirical studies, Research Gap and Conceptual Framework. 

 

2.2 Theoretical Literature Review 

2.2.1 The Concept of Marketing 

Marketing is the process of arranging and executing the origination, evaluating, 

advancement and circulation of thoughts, products and enterprises to make trades 

that fulfill individual and hierarchical objectives (Kotler, 2002). Showcasing is the 

movement, set of foundations, and procedures for making, imparting, conveying, and 

trading contributions that have an incentive for clients, customers, accomplices, and 

society everywhere (Anyanwu,2003).Therefore, advertising is tied in with 

discovering new and better methods of fulfilling buyer needs and needs (Boniface et 

al, 2007). 

 

According to (McDonald, 1989) Marketing is defined as the process of satisfying 

customer’s needs and wants through exchange process in a way that generates profit 

production. And the elements which describes the concept of marketing includes; 

exchange is central to marketing, marketing aims at satisfying customer needs where 

by marketing should be customer focused, marketing should be concerned with profit 

making by satisfying customer’s needs and wants and marketing is a much more than 

selling and advertising. It implies that many functions such as marketing research 

which aims at identifying customer needs, wants/desires and target market. Pricing 

functions which involves an amount of money or something of value that customer 



9 

has to pay for the product or services, and the important aspects of pricing includes 

discounts, payment period, list price, allowances and credit terms. 

 

Exchange functions involve transfer of ownership of the products. They create 

possession utilities. Exchange Functions comprises the following activities which are 

buying, selling and assembling. Also place (physical distribution) functions entails a 

set of activities designed to move the product from the producer to the customer for 

example transporting, storage, warehousing etc. physical distribution offers place and 

time utility. It is used as a tool for exchange and help to protect the product from 

damage, wastage, loss and theft. In this study marketing is defined as a set of 

activities designed to discover new ways of satisfying want and carrying out 

innovations on the best ways to meet such wants to the satisfaction of the consumers 

and purchasers. 

 

2.2.2 Concept of Marketing Strategies  

Marketing strategies are set of coordinated choice and activities by which a business 

hopes to accomplish it advertising targets and meet the worth necessities of its clients 

(Slater and Olson, 2001). Showcasing systems delineate the general organization 

program for choosing a specific market portion and afterward fulfilling its customer 

through cautious utilization of components of the advertising procedures; item, 

value, spot and advancement (Berger, 2006). 

 

In this way, showcasing methodologies are best when it is a fundamental segment of 

corporate procedure, characterizing how the association will effectively draw in 

clients, possibilities, and rivals in the market field, and is somewhat gotten from 

more extensive corporate techniques, and corporate crucial objectives (Johnson and 

Scholes, 1993). A key part of advertising system is regularly to continue promoting 

in accordance with an organization's general statement of purpose (McDonald, 

1989). 
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As Eric Shaw (2011) expressed that advertising systems is the arrangement of factors 

that chiefs use to impact clients. These factors incorporate the item or administration, 

value, publicizing and advancement, and dispersion.  

 

2.2.3 Marketing Strategies 

2.2.3.1 Product strategy  

A product is a range of goods and/or services a company provide consumer and 

business users. The product mix is a combination of product lines and individual 

offerings that make up the product line. It is common to see product mixes 

undergoing changes. It is mainly driven by the interest of marketers to remain 

competent in the market place which always pushes them to look for gaps in their 

offering and fill them with new products or modified versions of existing ones.  

 

Edmund (2014) state likewise, that it is along these lines critical to know and 

comprehend the customers‟ needs and needs while choosing the items for the 

business. It is likewise essential to consider the life-pattern of the item comparable to 

the kind of clients the business is focusing on. Buyers who are modernizers and 

pioneers will no doubt be keen on the most recent items while buyers who are late 

adopters will want to buy an item simply after their companions have suggested it.  

 

Leonidou, et al., (2002) have learned about the showcasing technique and through 

this, they recognized that item configuration, brand blend (name, sign, image, and 

plan), guarantee, client support as pre-and after-deals administrations, and item focal 

points, (for example, extravagance, notoriety, and quality) are variable of item 

advertising procedure.  

 

Gronroos (2000) contended that regardless of the clients' inclination towards higher 

caliber by and large particularly of the specialized quality, the advertisers of an item 

or administration ought not overlook that the quest for quality needs not to be done to 

the detriment of other assistance quality characteristics. 
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SBDC (2011) expressed that Products consolidate the accompanying attributes:  

(i.) Features: The physical or inherent attributes of our item that add to the 

advantages it offers. Plan – a blend of how the item looks and how it 

performs.  

(ii.) Branding: A brand is a name, term, sign, image or plan, or a mix of these 

components that recognizes the creator or merchant of an item or 

administration. Marking is a significant piece of an item and adds to its 

character and saw esteem. The intensity of a brand can't be disparaged 

numerous individuals purchase on the quality of brand alone with no respect 

for cost or execution.  

(iii.) Packaging: Packaging joins the covering or compartment for your item. It 

serves to secure the item, guaranteeing it arrives at the purchaser in great 

condition and furthermore passes on the character of your image and 

significant wellbeing and legal data.  

(iv.) Labeling: Incorporates all the composed data about our item and as a rule 

appears as a glue sticker, a tie-on tag or a printed bit of bundling.  

 

2.2.3.2 Price Strategy 

Cost speaks to a controllable variable which wins income for every single other 

variable and this recognizes cost from every single other variable. Various creators 

attempt to clarify cost methodically through time. As indicated by Morden (1993), 

cost is the worth or aggregate of cash at which a provider of an item or 

administration and a purchaser consent to do a trade exchange. Notwithstanding this 

Lamb and McDaniel, (2008) put attempts to clarify it that cost is one of the 

techniques an advertiser uses to pass on the data about the item or administration. It 

is additionally noticed that cost is the main measurement which bring in cash or 

income for the organization. Clients see that the degree of cost can pass on the data 

other than the planned one of the value data.  
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As per Shaw (2011) there are nonexclusive methodologies towards deciding 

evaluating which are additionally called the 3 C's: client (or request), contender, and 

(cost arranged estimating).  

 

Client/request arranged valuing: Is the point at which the clients are charged the most 

significant expense that each section will pay, typically stated: "what the traffic will 

bear." Price skimming is a case of interest situated estimating. With skimming a 

significant expense is charged at first. After the individuals who are happy to pay the 

most really purchase the item and deals start to level off, the cost is brought down to 

the following fragment, and the procedure is rehashed.  

 

Contender arranged valuing: Is especially regular in ventures known as oligopolies. 

In the event that a firm charges a more significant expense than contenders, nobody 

purchases from them.  

 

Cost arranged valuing relates the cost to cost: This technique is especially famous in 

wholesaling and retailing where a standard markup is normal, for example, 

"cornerstone" estimating utilizing 100 percent markup above cost (Shaw, 2011).  

 

The three significant contemplations in value setting: Costs set a story to the cost. 

Contenders' costs and the cost of substitutes give a situating point. Clients' evaluation 

of one of a kind highlights sets up the value roof. Organizations select an estimating 

strategy that incorporates at least one of these three contemplations. As per Kotler 

and Keller (2012), called attention to that, there are distinctive estimating setting 

strategies, for example, markup evaluating, target return valuing, saw esteem 

evaluating, esteem estimating, going-rate evaluating, closeout type evaluating.  

 

Many evaluating plans have been proposed for estimating media communications 

systems. These valuing plans can be grouped into three primary classes: cost-based 

estimating, evaluating for best exertion administrations, and valuing with nature of 

administration (QOS) ensures. 
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Cost-based valuing alludes to costs that are legitimately identified with costs. A 

portion of the cost-based evaluating models that have been proposed incorporate 

Fully Distributed Cost (FDC) valuing, Ramsey estimating, and Flat rate valuing. 

FDC valuing is uncontrollably utilized as it apportions the all-out normal and shared 

costs that office acquires while offering the types of assistance to the customers 

(Courcoubetis and Weber 2003). 

 

2.2.3.3 Promotion Strategy 

Promotion strategy alludes to correspondence implies that advertiser utilizes in the 

market Placement, so as to get the consideration of its clients like and buy the items 

and administrations the advertiser produces.  

 

Kotler (2001) sees advancement as including all the exercises the organization 

embraces to convey and elevate its item to the objective market. That is, an 

organization needs to set up correspondence and advancement programs comprising 

of publicizing, deals advancement, advertising. He accentuated that each limited time 

instrument or projects has its own one of a kind qualities and cost. In the assessment 

of Whalley (2010), advancement incorporates the entirety of the devices accessible 

to the advertiser for promoting interchanges. Similarly as with the advertising blend, 

showcasing correspondences has its own advancements blend, where various parts of 

the advancements blend can be incorporated to convey an exceptional crusade. The 

components of the advancements blend are: Advertising, Sales advancement, Public 

relations, Personal selling, Direct mail and Trade fairs and shows. 

 

(i.) Advertising: Advertising has numerous attributes which incorporate open 

introduction, inescapability, enhanced expressiveness and indifference. 

Promoting media incorporates TV, radio, magazines, papers, regular postal 

mail, open air shows, the Internet, and cell phones among others. Publicizing 

is a key part of advancement and is generally one of the most obvious 

components of a coordinated showcasing interchanges program. Promoting is 

paid, non-individual correspondence communicated through various media. 
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(ii.) Sale Promotion: According to Mwenefumbo (984), sale promotion 

comprises of a different assortment of motivation devices. This devices are 

fundamentally present moment and intended to invigorate snappier or more 

noteworthy acquisition of specific items or administrations by clients. Deals 

advancement incorporates coupon, challenges, premium, customer cost offs, 

and so on and they particular advantage of picking up consideration and 

generally give creative mind that may lead the shopper to the item. They join 

some concession, affectation or commitment that offers an incentive to the 

customer; they additionally remember a particular greeting to draw in for the 

exchange on the spot . 

 

(iii.) Public Relations: Parasuraman and Burry (1991) has also tried to put the 

topic in to another perspective which is that the appeal of public relations and 

publicity is based on three distinctive qualities - high credibility, ability to 

catch buyers off guard and dramatization. However, that it shall be noted that 

publicity and public relation is a wider responsibility for safeguarding and 

improving the relationship between the company and significant 

environmental factors, for example, government and the general public on the 

loose. To this end, the activity of open connection issues staff is to give the 

data that will advance the great picture directly from inside the association to 

the outside world.  

 

(iv.) Personal Selling: It is a type of promotion where the sales person of the 

company acts on the behalf of the organization. They will in general be all 

around prepared in the methodologies and strategies of individual selling. 

Individual selling is profoundly powerful and is frequently utilized in 

business sectors where individual decision figures firmly in the buy (Whalley, 

2010).  
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Personal selling is a compelling method to oversee individual client 

connections it is additionally accepted to be the most exact type of 

correspondence contrasted and others since it guarantees organizations that 

they are in direct contact with an amazing possibility. Despite the fact that 

one-on-one contact is profoundly worthwhile, it doesn't come without 

inconveniences. The most genuine downside of individual selling is that it is 

expensive. 

 

(v.) Direct mail: Kotler and Keller, 2012, underlines that this apparatuses has 

gotten a mainstream medium as it licenses target showcase selectivity, can be 

customized, is adaptable, and permits early testing and reaction estimation. 

The cost per thousand is similarly higher for the broad communications 

anyway the individuals came to are vastly improved possibilities. In building 

a viable post office based mail battle, direct advertisers must pick their goals, 

target markets and prospects, offer components, methods for testing the 

crusade, and proportions of crusade achievement..  

 

(vi.) Trade Fairs and Exhibitions: Whalley (2010) has emphasized that the 

purpose of trade fairs and exhibitions is to build mindfulness and to support 

preliminary, to a great extent through up close and personal contact of 

provider and client. This sort of occasions offer the open door for 

organizations to meet with both the exchange and the customer, for both to 

construct connections outside customary deals gatherings. It is an apparatus 

intensely utilized with business to business showcasing, particularly inside 

innovation and designing based items.  

 

Broadcast communications organizations were utilizing commercials in radio, TV, 

twitter, Facebook, announcements and advancement exercises as their promoting 

systems Kim et al (2004). The media transmission segment is exceptionally serious 

and telecom administrators endeavor to offer and win clients through different deals 

advancement procedures. 
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2.2.3.4 Place Strategy 

Kotler and Keller (2009) contended that a conveyance comprises of authoritative 

exercises which includes move of item or administrations from the maker to a 

definitive buyers. For improving consumer loyalty arrangement assumes an 

incredible job on client decision paying little mind to the administrations. It includes 

a lot of exercises intended to move the item from the maker to the completion client. 

The goal of physical gracefully (place) incorporates offering of spot utility, time 

utility, an apparatus for trade, shielding the item from the harm or misfortune and 

robbery just as maintaining a strategic distance from wastage by ensuring that the 

correct item is being provided. Likewise Physical dissemination errands comprises of 

requesting, stock control, warehousing, material dealing with and transportation.  

 

As indicated by Lamb and McDaniel (2008) marketing channels are set of associated 

associations engaged with the way toward making an item or administrations 

accessible for use or utilization. Channels of dissemination give the connection 

between creation or flexibly and utilization. They are utilized to make items or 

administrations assessable and accessible to purchasers or purchasers. As item goes 

through its channel of dissemination, it gains included worth since it opens up to the 

shopper when and where it is needed.  

 

Coming up next are channel of circulation: Direct showcasing: According to Kotler 

(2012) a maker may choose providing direct whenever saw as suitable for the item to 

arrive at the clients. It tends to be done through retail, entryway to-entryway, mail 

request, web based business, on location, or some other strategy. Direct deal has its 

own legitimacy as it allows to meet the clients up close and personal, which makes it 

simpler for the vender to distinguish the market changes and adjust to them. 

Notwithstanding this it gives the dealer full control on the item run as far as how it 

sold and at what cost.  
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In any case, direct deals necessitate that you have a powerful retail interface with 

your clients, which might be face to face or electronic. In the event that creating and 

keeping up this retail interface isn't important to you or you are bad at it, you ought 

to think about selling through a delegate (Friesner 2014).  

 

(i.) Wholesalers: They separate mass into littler bundles for resale by a retailer, 

for example they purchase from makers and exchange to retailers and in 

doing take title to the merchandise. They give storerooms. A distributer will 

regularly assume the a portion of the promoting obligations (Whalley, A. 

2010). 

 

Wholesalers (additionally called merchants) vary from retailers in various 

ways. In the first place, wholesalers give less consideration to advancement, 

air, and area since they are managing business clients as opposed to definite 

shoppers. Second, discount exchanges are generally bigger than retail 

exchanges, and wholesalers typically spread a bigger exchange region than 

retailers. Third, the administration manages wholesalers and retailers 

contrastingly as far as lawful guidelines and expenses. (Kotler and Keller, 

2012).  

 

(ii.) Agents: According to Kotler (2001) showcasing channels are set of 

associated associations engaged with the way toward making an item or 

administrations accessible for use or utilization. Channels of dispersion give 

the connection between creation or gracefully and utilization. They are 

utilized to make items or administrations assessable and accessible to 

purchasers or purchasers. As item goes through its channel of dissemination, 

it gains included worth since it opens up to the buyer when and where it is 

needed.  

 

Marketing channel decisions are among the most basic and at last influence 

all other advertising choices. The organization's item costs regularly rely 
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upon whether it utilizes mass channel (related with lower cost) or top notch 

elite channels. As a methodology an organization may receive serious 

dispersion, specific circulation or selective appropriation of its item. A few 

elements to be considered in picking a circulation incorporate market 

inclusion, channel control, cost, and nature of merchandise, organization's 

goals and firm conveyance strategy.  

 

Agent will regularly make sure about a request for a maker and charge a 

commission on the deal or be paid a retainer with a deals related reward. For 

the most part, they don't take title to the merchandise, except if they are a 

stockiest operator who will hold transfer stock, for example will store the 

stock, yet the title will stay with the maker. This methodology is utilized 

where products need to get into a market not long after the request is set. 

Operators can be over the top expensive to prepare. They are hard to keep 

control of because of the physical separations included. They are hard to 

rouse (Whalley, 2010).  

 

(iii.) Retailers: Retailers will for the most part have an a lot more grounded 

individual relationship with the customer. They will hold a few different 

brands and items and their clients will hope to be presented to numerous 

items and brands that are serious. Where the retail buy is huge the retailers 

will frequently offer credit to the client which requires thought in estimating 

choices. Retailers will give the last offering cost to the item however will 

likewise do their own advertising or will progressively orchestrate co-

employable showcasing with the maker (Whalley, 2010).  

 

(iv.) Internet: The internet presents us with geologically scattered and unique 

market in client terms. This is its fundamental advantage it opens items to a 

more extensive crowd at generally ease which thus has prompted the 

multiplication of specialty and master organizations which would be 

inconceivable without the web as a contact and request setting medium. With 
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the appearance of broadband and satellite it has additionally become a 

conveyance mechanism for items, for example, TV, films, programming, 

intelligent games (Whalley, 2010).  

 

Regardless of the merchant chooses whether they seek after concentrated, 

specific, or restrictive inclusion? Escalated conveyance endeavors to sell 

items through each accessible outlet in a given topographical zone 

(Bowersox, 986). Restrictive circulation diminishes inclusion to a solitary 

store, or chain, in the ideal market. Particular circulation gives inclusion 

between each outlet accessible and single outlet by offering a company's 

items to a select gathering of outlets in a picked territory (Shaw, 2011). 

 

2.2.4 Customer Satisfaction 

Customer Satisfaction has also been treated as one of the most significant aspects for 

wholly organizations and businesses that provide products. It is the objective of any 

business to attain customer satisfaction and through that an organization will increase 

competitive advantages for the company to survive. Salespersons as well marketers 

customer satisfaction as one of the key component of corporate functions particularly 

in a higher competitive market (Anderson 2005). 

 

Concerning the explanations of Customer Satisfactions, there were so many thoughts 

similarly to philosophies. In 1997 Oliver had indicated that Customer Satisfaction is 

the customer contentment response. It is a judgmental concept that product or service 

itself provide an enjoyable level of ingesting associated with satisfaction. In other 

words customer satisfaction can be defined as the degree/extent to which the product 

or service meets customer expectations. And the common customer expectations 

includes friendliness, correct information, control of situations, options/alternatives, 

understanding and empathy as well as fairness in terms quantity, quality and money 

or price. Since customer satisfaction enhances long-term customer relationship, a 

customer may also be satisfied or dissatisfied (Whalley, A., 2010). 
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If the product performance is greater than the customer’s expectations that is 

customer satisfaction, but if the product performance is less than the customer’s 

expectations it is named as the customer dissatisfaction. When a customer is satisfied 

with the product or services normally does not complain, he keeps buying repeatedly, 

build loyalty and will spread good words of mouth about the product or services. 

 

 However to a dissatisfied customer the situation is very different, a customer will 

always complain, stops buying from the firm, spread bad words of mouth about the 

product or service and loses loyalty. For the company to enhance customer 

satisfaction the following skills are supposed to be adhered by the customer services 

effective communication skills, positive attitudes, patience, willingness to help the 

customer and problem solving skills, because customer satisfaction is one of the most 

important concepts of marketing plans that plays a key role in achieving companies 

objectives (Oliver,1992). 

 

2.2.5 Marketing Mix Theory 

Marketing mix model is a theory of making and executing marketing plans. The 

theory asserts that for the companies to improve their performance must consider the 

target market, and understand the demands of their customers. The theory pressures 

the different combination of a product, how it is distributed and promoted and its 

price in such a way that both organisation and customer goals are achieved. The 

components are the marketing strategies, also recognized as the four P’s (pricing, 

product, placement and promotion). 

 

The model was established by Neil Borden in 1964 who first commenced by an 

expression in 1949. When blending the mix components, companies should consider 

their target market, they must understand the demands of their customers and then 

use the elements mix in formulating suitable marketing mix and plans that will meet 

the needs of their customers, thus improving performance of their companies/ 

organisations. 
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In these modern times, the company operates in a constantly changing environment. 

In order to successfully set up and remain profitable it is necessary to provide 

services that can meet the needs of customers (Whalley, 2010). To this end, the 

marketing experts who are constantly monitoring the environment and its changes 

can properly respond and adapt to them. Businesses are very important for users, 

whose desires should be satisfied. Satisfaction is implemented in decisions and 

actions related to the 4p complex elements. This complex is composed of the 

company's variable. The product is a marketing element, covering decisions and 

actions related to the sale of property development or change. Price is element of the 

marketing mix, covering decisions and actions related to pricing and variation. 

Distribution is the element of the marketing mix, which includes decisions and 

actions related to the movement of goods from producer to consumer (Whalley, 

2010).  

 

2.3 Empirical Studies 

This segment surveys different investigations that were directed identifying with 

showcase methodologies. This audit is significant on the grounds that acquaint the 

specialist about the advertising methodologies utilized, the adequacy of showcasing 

techniques and the difficulties confronting association on execution of promoting 

procedures. 

 

The examination by Senguo and Kilango(2015) on advertising development 

procedures for improving consumer loyalty in Vodacom Tanzania. The examination 

uncovered that Vodacom promoting techniques ought to be client centered for 

improving consumer loyalty which have constructive outcome to Organization 

benefit in the phone businesses. 

 

Abesolom (2017) made an exploration on evaluation of showcasing procedure 

rehearses in Ethio telecom from the organization viewpoints on Ethio telecom. The 

primary target of the examination was to evaluate the promoting system practices of 

Ethio telecom. 
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The investigation was structured fundamentally to manage how promoting blend, 

advertise division and target showcasing are utilized so as to upgrade, keep up and 

pull in clients and to recognize how these apparatuses are lined up with promoting 

procedure of the organization. The creator has put subordinate variable of the 

advertising goals, and the autonomous variable of target showcase, Segmentation, 

Positioning and the promoting blends. The scientist discovered that Ethio telecom 

abuses all the 4Ps of advertising blend components to accomplish its objective. These 

showcasing blend components are item, value, advancement and Placement. These 

are indispensable to execute the promoting procedure adequately indistinguishable in 

light of the fact that each blend influences the other. In this manner, all the blends are 

basic for the organization to accomplish its client necessities. 

 

Animashaun (2016), directed an examination on advertising exercises and its 

suggestions on media transmission industry in Nigeria, a contextual analysis on 

MTN Nigeria. The motivation behind this examination was to look at how the 

promoting exercises have been utilized in media transmission in Nigeria. It was 

accomplished through a poll and an overview to the clients and to the advertising 

division of one of the organizations in Nigeria. The promoting methodology received 

by MTN Nigeria is all around arranged and executed with the reflection on how the 

exercises by this organization improve the picture and the brand of the organization. 

MTN Nigeria use client calling focuses as a movement which is simpler than an 

encounter community because of the area of certain clients, it normally a call is 

sufficient to determine any case. The difficulties in the media transmission industry 

as indicated by the respondents is lacking power flexibly for mechanical purposes 

and family utilization. It is likewise seen from the respondents that said publicizing is 

the apparatus utilized by MTN Nigeria in it is advancement procedure, which is more 

ideal than another methods for advancement methodology. At last, the analyst 

finishes up showcasing exercises empower organizations like MTN Nigeria to arrive 

at it last destinations and objectives, which empower the MTN Nigeria to fulfill its 

clients.  
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Zin (2016) made exploration on an examination on the showcasing systems for the 

portable system administration of Myanmar post and media transmission. This 

examination centers for the most part on the investigation of significance, 

observation and clients' fulfillment towards the versatile system benefits as offered 

by the Myanmar Post and Telecommunications (MPT). The fulfillment level is 

estimated as a contrast between the discernment and significance levels. The 

exploration utilizes 7P's showcasing blend as a way to deal with the nature of 

versatile system administration so as to break down the advertising blend techniques 

of MPT and to propose an ideal promoting blend methodology for MPT. As the 

apparent level for each showcasing blend measurement mirrors MPT's methodology 

for each promoting blend. The theories are created to test whether the clients' 

inclination of significance on each element of promoting blend surpasses the 

organization's methodology execution for that measurement.  

 

The analyst discovered that clients see that Service Dimension, Placement 

Dimension, Price Dimension, Process Dimension, Promotion Dimension, and People 

Dimension are in plummeting request of significant. The clients see, these six factors 

fundamentally significant for a portable system administration. In any case, the 

clients see Physical Evidence Dimension as irrelevant. Ultimately, the examination 

found that the absence of assets of assets drove Myanmar post and 

Telecommunication Company to neglect to arrive at lion's share of possible clients in 

country zones.  

 

The investigation led by Alphesh (2011) on advertising technique of telecom part in 

India. The examination had chosen six telecom suppliers: BSNL, TATA, Reliance, 

Airtel, Vodafone, and Idea for significant urban areas of Gujarat state. It depends on 

chosen test of telecom administration endorsers, sellers and telecom specialist 

organizations. The finding of the examination uncovered that as the accompanying: 

There is sure impact of different item costs in showcasing procedure. There is no 

observation contrast however relationship with various organization for various item 

cost. 
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The investigation additionally found that there is noteworthy impact of item blend in 

promoting system. There are same uses and yet telecom specialist co-op insightful 

are distinctive for esteem included administrations, broadband, GPRS/web, and 

SMS. Finally, it was uncovered that there is noteworthy impact of advancement 

blend in showcasing methodology. Broadcasting and print media are more powerful 

for wellspring of data to attention to clients. 

 

2.4 Research Gap 

Empirical studies were conducted on understanding the marketing strategies in 

different telecommunication companies. Most studies reviewed; Senguo and 

Kilango(2015), Abesolom (2017), Animashaun (2016), Zin (2016) Alphesh (2011) 

did not examine the effectiveness of the marketing strategies used in 

telecommunication companies. Thus, the effectiveness of marketing strategies used 

in telecommunication market is less known. The purpose of this study is to assess the 

marketing strategies used public telecommunication companies in Tanzania, using 

TTCL as a case study.   

 

2.5 Conceptual Framework 

This section presents a conceptual framework from which the analysis of this study 

will be made. The aim of the study is to assess the marketing strategies used by 

public telecommunication companies. This section presents conceptual framework 

from which the analysis of this study was made. The study developed a framework 

that indicating the relationship of variables based on assumption derived from the 

reviewed literature. The frame work assumes that the performance of public 

telecommunication companies depends on the use of marketing strategies (product, 

price, distribution and promotion strategies). 
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Figure 2.1:  Conceptual Framework 

Source: Research (2020) 
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

This chapter presents the methodology that was used in the undertaking of this study. 

It covered the description of the study area, research design, sampling procedure, 

data collection methods, data analysis techniques involved and the ethics of 

conducting research. 

 

3.2 Study Approach 

The study employed mixed approach (both qualitative and quantitative approaches). 

The rationale for choosing the mixed approach is to provide a general understanding 

of the research problem through combining quantitative and qualitative methods. 

Also, the use of mixed approach enhanced complementarities, that is, it elaborates, 

enriches, illustrates and clarifies the quantitative results from the quantitative results 

(Wong et al, 2013). Furthermore, the use of mixed approach allowed data 

triangulation and increasing the trustworthiness of the findings (Marsland et al, 

2000). 

 

3.3 Research Design 

Kothari (2004) defines research design as framework that shows how problems under 

investigation are solved. A descriptive survey is a design that involves establishing 

what is happening as far as a particular variable is concerned. This research adopted 

a descriptive research survey to assess the marketing strategies used by Public 

telecommunication companies in Tanzania. As noted by Mugenda and Mugenda 

(2003), descriptive design is the precise measurement and reporting of the 

characteristics of the phenomena under investigation and describes phenomena, 

situations and events. This is mainly because the focus of the research is to gain an 

understanding and insight on the marketing strategies used by Public 

telecommunication companies in Tanzania. 
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3.4 Study Area 

The study was conducted in Dar es Salaam city as one of the largest cities in East 

Africa. It is located -6.802353 latitudes and 29.279556 longitudes and it is situated at 

an elevation of 24 meters above the sea level. According to the national census 

(2012) Dar es Salaam region had a population of 4,364,541 million people, which 

was much higher than the pre-census for 2002 – 2012 the region’s 5.6 percentage 

average annual population growth rate was the highest in the whole country. 

Similarly, UNFPA Report of 2019, showed that Dar es Salaam city is considered to 

be the most developed and the most advanced city in the country as well as in east 

and central Africa, because of its businesses and commercial centers. The proposed 

area was purposefully selected for the study, as it was the business city in the country 

where all Telecommunication Companies carry out marketing functions effectively 

to enhance competitive advantage. Tanzania Telecommunication Company Limited 

(TTCL)was also selected for the study because is one of the fast growing 

telecommunication companies in Tanzania that is leading for new subscribers, and its 

voice subscription market share increased by15% in 2019 (TCRA, 2020). 

 

3.5 Targeted Population 

The target population is the group of people that a researcher wants to study (Babbie, 

1989).The population of the study was the staff members of the Tanzania 

Telecommunications Company Limited in Dar es Salaam City. The company has the 

total number of 700 employees in the City of Dar es Salaam. The population of the 

study included Chief Marketing and Sales, Head of Human Resources, Chief 

Executive Officer, Chief Financial Officer, Chief Technical Officer, Chief Internal 

Auditor and Employees. 

 

3.6 Respondents’ Sampling Techniques  

Sampling technique is the method used to draw sample size of the targeted 

population (Babbie, 1989). The research employed convenience and purposive 

sampling techniques to select respondents for the study. 
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3.6.1 Purposive Sampling Technique 

Purposive sampling technique is the method used to select respondents for the study 

without providing every item of the population the equal chance of selection 

(Vijayalakshimi and Sivapragasam, 2008). The study employed the purposive 

sampling technique to select 7 top officials of Tanzania Telecommunication 

Company Limited; Chief Marketing and Sales officer, Head of Human Resources, 

Chief Executive Officer, Chief Financial Officer, Chief Technical Officer, Chief 

Internal Auditor, and Company Secretary for the study. The respondents were 

selected purposefully into the study for the reason that have taking part in 

formulation of marketing strategies, and have decision making authority  that have 

effect on implementation of marketing strategies. 

 

3.6.2 Convenience Sampling Technique 

Convenience sampling technique is a non-probability sampling technique where 

subjects are selected because of their convenient accessibility and proximity to the 

researcher (Saunders et al, 2007).  During covid-19 era majority of employees were 

working from home. Thus, convenience sampling technique was suitable method to 

select 316 employees who were easily accessible and willing to participate in the 

study during covid- 19. 

 

Table 3.1:  Sampling Frame 

S/N  Departments  Population Sample Size 

1  Administration 42 14 

2  Finance Department  92 32 

3  Marketing and Sales   137 82 

4  Quality Management   50 19 

5  Technical Department  99 35 

6  Public Relation  20 8 

7  Product Development   65 24 

8  Customer Service  170 99 

9 Internal Auditing 25 10 

 Total   700 323 

TTCL (2020) 
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3.7 Sample Size 

The sample size consists of 323 respondents; Chief Marketing and Sales Officer, 

Head Human Resources, Chief Executive Officer, Chief Financial Officer, Chief 

Technical Officer, Chief Internal Auditor, and Employees. The Taro Yamane method 

was used for sample size calculation. The method was formulated by Yamane (1967) 

to determine sample size from a given population.. 

 

The following is mathematical illustration for Taro Yamane method: 

n=N/        

Where:   

n= sample size 

N=population 

e= margin error 

n =700/             

n= 700/1+700(0.0025) 

n= 700/1+1.17 

n=700/ 2.17 

n=323 

 

3.8 Data Collection Methods 

This section describes the methods for data collection. In the course of data 

collection, the study employed primary source data. Data from primary source was 

collected by using questionnaire and interview methods. 

 

3.8.1 Questionnaire 

Questionnaire method was used to collect primary data from customer care 

employees about the marketing strategies used by public telecommunication 

companies, the effectiveness of the marketing strategies and the challenges facing 

public telecommunication companies on effective implementation of marketing 

strategies. In this study, questionnaire was employed to collect quantitative data from 

316 respondents. 
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3.8.2 Interview 

Interview was employed to collect primary data from Chief Marketing and Sales 

Officer, Head of Human Resources, Chief Executive Officer, Chief Financial 

Officer, Chief Technical Officer, and Chief Internal Auditor for the study about the 

marketing strategies used by public telecommunication companies, the effectiveness 

of the marketing strategies and the challenges facing public telecommunication 

companies on effective implementation of marketing strategies. The interview guide 

was prepared to direct the two ways systematic conversation; the interview was 

initiated by researcher to obtain relevant information for the study.  

 

3.9 Validity and Reliability of Research Instruments  

3.9.1 Validity of the Study 

The term validity refers to the trustworthiness, credibility or how truthful the 

research results are (Yin, 2003). Questionnaire and interview instruments for this 

study were subjected to tests for legitimacy to figure out if they require change or 

not. The researcher conducted a pilot investigation of 12 respondents to set up 

validity of the study. 

 

3.9.2 Reliability of the Study 

Reliability refers to the consistence of the research instruments (Kothari, 2004). The 

researcher used test-retested method to measure the reliability of the questionnaire 

and interview instruments. The same questionnaire and interview questions were 

administered twice to the same 12 respondents in two different occasions within a 

week. Then the responses of the same questionnaire and interview instruments were 

measured in two different occasions and correlated to determine to which extent the 

responses were consistent.  
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3.10 Measuring of Variables 

 

Table 3.2: Measuring of Variables 

Variables Variables Indicators Scale 

Price strategy 

 

Customer/demand oriented pricing Ordinal 

Competitor oriented pricing Ordinal 

Cost oriented pricing relates the price to cost Ordinal 

Product strategy  Packaging Ordinal 

Diversification Ordinal 

Quality Ordinal 

Promotion strategy Advertisement Ordinal 

Discount 

Bonus 

Ordinal 

Ordinal 

Offers Ordinal 

Commission Ordinal 

Personal Selling Ordinal 

Direct mail Ordinal 

Trade Fairs and Exhibitions Ordinal 

Public relations Ordinal 

Place/ Place strategy Direct marketing Ordinal 

Wholesalers Ordinal 

Agents Ordinal 

Retailers  Ordinal 

Internet Ordinal 

 

Telecommunication   

Performance 

Customer Satisfaction Ordinal 

Sales Performance Ordinal 

Financial Performance Ordinal 

Researcher (2020) 

 

3.11 Data Analysis 

Data analysis refers to the computation of certain measures along with searching for 

patterns of relationship that exist among data group (Kothari, 2009). In this study 

both qualitative and quantitative data analysis techniques were applied to analyses 

the data for each research objective.  

 



32 

3.11.1 Thematic Analysis Technique 

Thematic analysis technique was used to analyse qualitative data, whereby the 

qualitative data were deciphered, coded and analyzed to recognize the basic subjects 

in connection to marketing strategies used by public telecommunication companies, 

the effectiveness of the marketing strategies and the challenges facing public 

telecommunication companies on effective implementation of marketing strategies. 

The basic subjects were merged into large themes for the conclusion; the qualitative 

data were presented in form of direct quotations.  

 

3.11.2 Descriptive Statistics 

Descriptive statistics was utilized to break down quantitative information. The 

descriptive statistics was employed to analyze the demographic characteristics of 

respondents, marketing strategies and challenges hindering effective implementation 

of the marketing strategies. The data were findings were presented in form of 

frequency and percent 

 

3.11.3 Inferential Statistics 

Linear regression model was used in this study to determine the relationship or 

association between marketing strategies and performance of Tanzania 

Telecommunication Company Limited. 

 

3.12 Ethical Consideration 

Ethical standards were observed in the planning and conducting of the study. The 

researcher secured research clearance from Mzumbe University, also researcher 

requested for research permit from the Department of Human resource and 

Administration at public TTCL headquarters in Dar es Salaam. The study was 

conducted with the consent of the respondents after being informed about the 

purpose of the study, and it was their choice to participate. The researcher observed 

the right to privacy of the respondents and the confidentiality of their information. 
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CHAPTER FOUR 

  

PRESENTATION OF FINDINGS 

 

4.1 Introduction 

This chapter focuses on analysis of data and presentation of research findings. The 

study is designed to assess the marketing strategies used by public 

telecommunication companies. The findings are based on questionnaires and 

interview guides as established and used in chapter three. Presentation of findings is 

based on the three research objectives that aimed to find answers to the projected 

research questions. The findings from quantitative analysis are presented in tables, 

frequencies and percentages while the findings from qualitative analysis presented in 

quotations. 

 

4.2 Qualitative Results 

Seven TTCL top officials were interviewed so as to identify the marketing strategies 

used and the challenges encountered by public telecommunication companies in the 

implementation of the marketing strategies. 

 

4.2.1 Marketing Strategies Used by TTCL 

In the interview guide, one of the question required interviewees to tell the marketing 

strategies employed by TTCL. Below are the answers from the seven interviewees. 
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Table 4.1:  Marketing Strategies used by TTCL 

Qn: What are marketing strategies used by TTCL? 

Interviewee Answer 

Chief Executive 

Officer 

 

“We have designed new products to attract more customers, and we were able 

to design Non Expire Pack. This product, is also called JIACHIA package 

which enable customer to enjoy data, voice and SMS without being limited on 

daily, weekly and monthly validity. With TTCL JIACHIE package customer 

have freedom of using their acquire package till they are finished. TTCL offers 

300MB for 500TZS, 500MB for 1000TZS, 1024 for 3000TZS, and 2048 MB for 

5000TZS”  

 

“TTCL has been using sales promotion to advertise its different products, 

provide gifts and register new customers. One of the sales promotion employed 

was MkoakwaMkoa (Region to Region) campaign that used a slogan ‘Rudi 

NyumbaniKumenoga’ and famous artists, such as Shilole and Aslay who 

performed to the public in every region to attract new subscribers” 

 

We provide services to our customers through agents. We are working with 

CRDB Bank as our agent for T-Pesa. If our customer is also CRDB customer 

will be able to deposit, send and withdraw money through CRDB Simbank. The 

service is provided to customers with smartphone connected to internet. Also, 

our customers can buy air time through NMB, Mobistock and Selcom” 

 

Chief Marketing 

and Sales officer 

 

“Watumishi PLUS is a special product for public employees; the package is 

coupled with free access to government sites and government portals ( Ajira 

portal, vibali portal, and Payslip portal)Also has rich selection of plans at 

affordable rates. The TTCL offers 1,100 minutes to call network for the 

monthly price of 15,000TZS and 25 GB for the monthly price of 20,000 TZS. 

This product attracted a big number of employees to subscribe to our company 

in 2019 when the product was introduced”  

 

“The company has been using price as marketing strategy, TTCL reduced its 

Internet prices by more than 50%. The price has attracted the high volume 

Internet users like banks, large businesses and corporations, and educational 

institutions that have become our main direct beneficiaries. The TTCL offers 

unlimited access for the monthly price of 60,000TZS with a speed of up to 

1Mbps and 95,000TZS with a speed up to 2Mbs for non-commercial clients” 

 

“TTCL has been using billboards in high traffic areas, social media like 

twitter, Facebook and instgram for advertising its products such as Watumishi 

Plus, BandikaBandua,Serereka. Also, TVE, clouds TV, Clouds FM, TBC, and 

AZAM TV have been the mass media that are used by TTCL to advertise its 

products to consumers” 

 

“TTCL Chief Executive Officer and Chief Marketing and Sales Officer have 

been using mass media to give press releases on the new products. In 

December 2019, our Chief Executive Officer used press to inform public 

about the new service, namely TTCL Burudani (T-Burudani). This service 

enable TTCL customer to download and save a movie of his or her interest in 

Smartphone or computer without using internet” 

“We have been using NaneNane and SabaSaba exhibitions to advertise our 

products and service. For example, in 2019 we participated in NaneNane 

exhibition that was conducted in Simiyu Region” 
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“TTCL distribute its products and services directly through its customer 

service centers located in all regions. Through our customer service centres, 

we provide T-Pesa service, payment of phone bills to the customers of post-

paid as well as sells of various services including credits, modems, routers and 

mobile phones” 

“We have been working with individual people as our agents. Most these 

agents work in small shops, kiosks, under umbrella or pass through the streets 

selling TTCL credits, sim cards, and provide T-Pesa service” 

Chief Financial 

Officer 

 

“BandikaBandua is the new product offer that enables users to enjoy 

browsing and downloading at their convenience. With this product customers 

enjoy affordable offers and use at their convenience. TTCL offers daily 

internet bundle of 500MB day (6hrs to 20hrs) and 3.5GB night (20hrs to 6hrs) 

for 1000TZS. Also offers IGB day (6hrs to 20hrs) and 9GB night (20hrs to 

6hrs) for 2500 TZS. Furthermore, TTCL offers the weekly internet bundle of 

3GB day (6hrs to 20hrs) and 5GB night (20hrs to 6hrs) for 5000TZS. Also 

offers 5GB day (6hrs to 20hrs) and 10GB night (20hrs to 6hrs) for 10000 TZS. 

This product designed for users who use internet lightly during the day, but 

heavily use internet during night hours”  

 

“TTCL has very affordable prices. And this has been our strategy to acquire 

competitive advantage over competitors. The price of 1Mbps for wholesale 

customers has fallen from USD900 per month to USD450 per month. TTCL 

also offers 10GB for 1000TZS and 2GB for 500TZS from 00:00 to 6:00hours 

which is the lowest prices compared to the competitors that offer 600MB for 

500 TZS” 

Chief Internal 

Auditor 

“Boom Pack is the special product designed for lifestyle users, targeting 

undergraduate students. The package includes all necessary features 

desirable for lifestyle user including high speed internet high voice clarity 

and affordable prices. In the Boom Pack, TTCL offers 6GB, 75 minutes to 

call other networks, and unlimited minutes to call TTCL for the monthly price 

of 5,000 TZS. Also, offers 1GB, 10 minutes to call other networks, and 

unlimited minutes to call TTCL for the daily price of 1000TZS” 

Head of Human 

Resources, ,  

“We normally use youths that we employ them temporary for the job 

to sell the product or advertising our new product to our potential customers 

that they meet in the streets, or in their homes. Watumishi Plus and 

BandukaBanduka are our products that are mainly advertised through 

personal selling”  

 

Company 

Secretary 

TTCL distribute its products and services directly through its customer service 

centers located in all regions. Through our customer service centres, we 

provide T-Pesa service, payment of phone bills to the customers of post-paid 

as well as sells of various services including credits, modems, routers and 

mobile phones” 

 

 

Chief Technical 

Officer 

“We have been working with individual people as our agents. Most these 

agents work in small shops, kiosks, under umbrella or pass through the streets 

selling TTCL credits, sim cards, and provide T-Pesa service” 

Source: Field Data (2020) 
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Table 4.2:  Interviewees and Arising Themes 

Interviewee Arising Themes 

Chief Executive Officer 

 

None Expire Pack. 

 TTCL JIACHIE package  

Sales promotion  

Commission 

Agents 

Chief Marketing and Sales officer 

 

Watumishi PLUS  

Billboards 

BandikaBandua, 

Serereka.  

TTCL Burudani (T-Burudani).  

Exhibitions  

Chief Financial Officer 

 

BandikaBandua 

Affordable prices.  

Chief Internal Auditor Boom Pack  

Head of Human Resources, ,  BandukaBanduka 

Personal Selling 

Watumishi Plus 

Company Secretary Whole sale 

Chief Technical Officer Agents 

Source: Field Data (2020) 

 

Table 4.3:  Similar and Final Concepts 

Similar concept Final concept 

 None Expire Pack. Product strategy 

 TTCL Jianchie package  

Watumishi PLUS  

Bandika Bandua, 

Serereka.  

TTCL Burudani (-Burudani) 

Boom Pack 

Commission Place strategy 

Agents 

Personal selling 

Whole sale 

Affordable prices.  Price strategy 

Source: Field Data (2020) 
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4.2.2  Challenges Encountered in Implementation of Marketing Strategies 

In the interview guide, one of the question required interviewees to tell the 

challenges encountered in implementation of marketing strategies employed by 

TTCL. Below are the answers from the seven interviewees. 

 

Table 4.4:  Challenges Encountered in Implementation of Marketing 

Strategies 

Qn 3: What are challenges encountered in implementation of the marketing strategies? 

Chief Marketing 

and Sales 

“TTCL experience lack of funds to implement its marketing strategies. The 

company needs Sh1.77 trillion in capital injection to fund its ambitious five-

year strategic plan that would see it increase its share of the 

telecommunications market to reach 15 per cent and our fixed phone market 

share should be 98% in the coming few years”. 

Chief Executive 

Officer 

“The strict enforcement of customer biometric registration requirements has 

led many subscribers to ineligible to use their number. Another challenge is 

for people who do not have National Identification card. This has significant 

implications for costs and has potentially lower our customer base growth”. 

Chief Technical 

Officer 

“There is a time we experience power outage, or power ration. This has been 

forcing the company to incur more cost on the use of generator for power 

back up solutions. And sometimes we lose communication in some areas, 

particularly in the rural areas. Thus, some subscribers have either left us or 

very disappointed with our service”. 

Chief Internal 

Auditor 

“Many people do not have national Identity cards, this is a challenge to us, 

because we cannot register him or her to our services”. 

Chief Financial 

Officer 

“ We face great short of funds to invest in expansion of our network to reach 

more customers, particularly in rural areas”. 

Company 

Secretary 

“ We lack infrastructures, that is why we have partnership with Tigo, so as we 

can use their infrastructures in the areas we do not have”. 

Head Human 

Resource Officer 

“We experience power outage in some of areas, this has led the company to 

use lot of funds for off grid electricity”. 

Source: Field Data (2020) 
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Table 4.5:  Interview and Arising Themes 

Interviewee Arising Themes 

Chief Marketing and Sales Lack of funds  

Chief Executive Officer Limited subscribers  

Low customer base 

  Ineligible subscribers 

Chief Technical Officer Power outage,  

Loss of communication  

Power ration 

Chief Internal Auditor Customers lack national Identity cards  

Chief Financial Officer Short of funds  

Company Secretary Lack infrastructures 

Head Human Resource Officer Power outage  

Off grid electricity 

Source: Field Data (2020) 

 

Table 4.6:  Interview and Arising Themes 

Similar Concept Final Concept 

Low customer base  

Limited subscribers  Lack of national Identity cards  

Low customer base 

Ineligible subscribers 

Short of funds  Shortage of Funds 

Lack of funds 

Power outage  Power Outage 

Limited grid power access 

Power ration 

Use of generators 

Poor infrastructure Poor internet network 

Lack infrastructures 

Loss of communication 

Source: Field Data (2020) 

 

 

 



39 

4.3 Quantitative Results 

316 TTCL employees were administered with questionnaires so as to identify their 

demographic characteristics, the marketing strategies used and the challenges 

encountered by public telecommunication companies in the implementation of the 

marketing strategies 

 

4.3.1 Characteristics of Respondents 

The study examined respondents’ age, educational level and sex. 

 

4.3.1.1 Respondents Distribution by Level of Education 

The findings in Table 4.7 showed that 29(9%) respondents had primary education, 

65(20%) had secondary education, 13(4%) had certificate, 42(13%) had diploma, 

151(47%) had bachelor’s degree and 23(7%) had master’s degree. The findings 

suggest that majority of respondents involved in the study had higher level of 

education, thus the most respondents had adequate knowledge on the marketing 

strategies, because respondent’s education level is critical in analysis on the 

marketing strategies used by TTCL. 

 

Table 4.7:  Respondents Distribution by Level of Education 

Education Level F % 

Primary Education 29 9 

Secondary Education 65 20 

Certificate 13 4 

Diploma 42 13 

Bachelor’s Degree 151 47 

Master’s Degree 23 7 

Source: Field Data (2020) 

 

4.3.1.2 Respondents Distribution by Sex 

The findings in Table 4.18 shows that 129(40%) of respondents were female, while 

194(60%) were male, the findings show that there was nearly equal number of males 

(53%) and females (47%) respondents in the study; therefore, the study was free 
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from gender bias. Thus, gender did not influence the findings on marketing strategies 

practiced by Tanzania Telecommunication Company, effectiveness marketing 

strategies, and the challenges encountered in the implementation of the marketing 

strategies. 

 

Table 4.8:  Respondents Distribution by Sex 

Sex F % 

Male 194 60 

Female 129 40 

Source: Field Data (2020) 

 

4.3.1.3 Respondents Distribution by Age 

The findings in Table 4.9 shows that the age of respondents was categorized into the 

following: 20-29 were 5(11%), 30-39 were 25(56%), 40-49 were 134(%), 50-59 

were 94(29%) the finding suggest that the majority of respondents involved in the 

study were in the age of 30-39 years. Also, the findings imply that majority of the 

respondents are in the enterprising and business oriented/ working class age, for that 

reason, it can be said that the result of the study were from people who have adequate 

knowledge about marketing strategies. Theoretically, TTCL’s willingness to adopt 

new technologies of marketing, such as social media marketing might have been 

influenced by the young employees who are the majority in the organisation. Since, 

young employees are fast in accepting or adopting technology compared to adult 

employees (Simtowe et al, 2006). 

 

Table 4.9:  Respondents Distribution by Age 

Age F % 

20-29 years 35 11 

30-39 years 181 56 

40-49 years 13 4 

50- 59 year 94 29 

Source: Field Data (2020) 
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4.4 Descriptive Statistics 

4.4.1 Marketing Strategies 

In the questionnaire, one of the question required respondents to tell the marketing 

strategies employed by TTCL. Below are the answers from the 316 respondents. The 

responses were placed on a five Likert scale where 1= strongly disagree, 2= agree, 

3=neutral, 4= agree and 5=strongly agree. Mean from 1-1.80= strongly disagree, 

1.81-2.60 =disagree, 2.61-3.40= Neutral, 3:41- 4:20= agree, 4:21- 5:00 = strongly 

agree. 

 

4.4.1.1 Price Strategy 

 

Table 4.10:  The Practice of Price Strategy 

Indicator 1 2 3 4 5 Mean 

F % f % f %  % f % 

Customer/demand 

oriented pricing 

44 14 52 16 23 7 108 34 89 28 3.4620 

Competitor oriented 

pricing 

33 10 40 13 16 5 100 32 127 40 3.8924 

Cost oriented pricing 

relates the price to cost 

23 7 43 14 13 4 133 42 104 33 3.7848 

Source: Field Data (2020) 

 

The  findings  in Table 4.10 show that,  the  respondents  agreed that TTCL has been 

practicing customer/ demand oriented pricing (mean=3.4620), competitor oriented 

pricing (Mean=3.8924) and Cost oriented pricing relates the price (mean=3.7848) as 

price strategy. 
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4.4.1.2 Product Strategy 

 

Table 4.11:  The Practice of Product Strategy 

Indicator 1 2 3 4 5 Mean 

F % f % f % f % f % 

Branding 25 8 22 7 16 5 135 43 118 37 3.7405 

Diversification 14 4 31 10 12 4 125 40 134 42 3.7120 

Labelling 18 6 12 4 7 2 134 42 145 46 3.6614 

Source: Field Data (2020) 

 

The findings in Table 4.11 show that, the respondents agreed that TTCL has been 

practicing branding (mean=3.7405), diversification (mean=3.7120) and labelling 

(mean=3.6614) as product strategy. 

 

4.4.1.3 Promotion Strategy 

 

Table 4.12: The practice of Promotion Strategy at TTCL 

Indicators 1 2 3 4 5 Mean 

F % f % f % f % f % 

Advertisement 0 16 37 12 12 4 113 36 104 33 3.5823 

Discount 16 5 40 13 6 2 130 41 124 39 3.6076 

Bonus 59 19 27 9 10 3 103 33 117 37 3.8734 

Offers 33 10 42 13 13 4 125 40 113 36 3.7057 

Commission 50 16 37 12 12 4 113 36 104 33 4.0253 

Source: Field Data (2020) 

 

The findings in Table 4.12 show that, the respondents agreed that TTCL has been 

practicing advertisement (mean=3.5823), discount (mean=3.6076), bonus 

(mean=3.8734) and offer (mean= 3.7057), also the respondents strongly agreed on 

commission (mean=4.0253) as promotion strategy. 
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4.4.1.4 Place strategy 

 

Table 4.13:  The Practice of Place Strategy 

Indicator 1 2 3 4 5 Mean 

f % F % f % f % f % 

Direct marketing 28 9 21 7 15 5 117 37 135 43 3.9304 

Wholesalers 16 5 30 9 13 4 133 42 124 39 4.1013 

Agents 19 6 11 3 15 5 144 46 127 40 4.0095 

Retailers 24 8 37 12 21 7 114 36 120 38 3.7057 

Internet 28 9 21 7 15 5 117 37 135 43 4.1329 

Source: Field Data (2020) 

 

The findings in Table 4.13 show that, the respondents agreed that TTCL has been 

practicing direct marketing (mean=3.9304), and retailers (mean=3.7057) as product 

strategy. The respondents also strongly agreed that TTCL has been practicing 

wholesalers (mean=4.1013), agents (mean=4.0095) and internet (mean=4.1329) as 

product strategy. 

 

4.5 Effectiveness of Marketing Strategies 

Multiple regression models were employed to determine the effectiveness of 

marketing strategies that have been used by TTCL. The effectiveness was 

determined by considering the effect of marketing strategies of customer satisfaction, 

sales performance and financial performance. 

 

4.5.1 Effectiveness of Marketing Strategies on Customer Satisfaction 

The study employed multiple regressions to determine effectiveness of marketing 

strategies on customer satisfaction. Analysis of Model Summary in Table 4.14 

revealed that98.1% of the changes in customer satisfaction could be attributed to the 

combined effect of the predictor variables (promotion strategy, place strategy, 

product strategy and price strategy). 
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Table 4.14: Marketing Strategies on Customer Satisfaction: Model Summary 

Model R R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin- 

Watson 

1 .990
a
 .981 .980 .15785 2.390 

Source: Field Data (2020)  

 

Lastly, Analysis of coefficient in Table 4.15 revealed that, a unit increase in the use 

of promotion strategy will lead to a 1.758 increase in customer satisfaction; a unit 

increase in price strategy will lead to a 1.233 increase in customer satisfaction, a unit 

increase in place strategy will lead to a 0.514 increase in customer satisfaction, and a 

unit increase in product strategy will lead to 0.321 increase in customer satisfaction. 

The findings concluded that promotion strategy contributes most to customer 

satisfaction, followed by price strategy, place strategy, and product strategy. 

 

Table 4.15: Marketing Strategies on Customer Satisfaction: Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .052 .037  1.399 .040   

Price strategy 1.233 .188 1.264 6.568 .000 .552 1.812 

Promotion 

strategy 

1.758 .174 1.784 10.076 .000 .552 1.812 

Place strategy .514 .163 .548 3.159 .002 .552 1.812 

 Product 

strategy 

.321 .195 .357 .862 .029 .552 1.812 

Source: Field Data (2020) 

 

4.5.2 Effectiveness of Marketing Strategies on Sales Performance 

Sales Performance is very important aspect in measuring effectiveness of marketing 

strategies. The organization ability to achieve sales goals has implication in 

effectiveness of marketing strategies.  The findings from documentary and interview 

revealed that marketing strategies helped TTCL to improve its sales performance that 

has contributed to raise of market share to 2.0 % in the year 2019 compared to 1.63% 
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in 2018. However, TTCL still the second last of the mobile market ahead of Smart.  

Vodacom is the leader with 32.42% of that market followed by Tigo and Airtel while 

Halotel and Zantel are respectively fourth and fifth of that market. 

 

The multiple regression were employed to determine the influence place strategy, 

product strategy, price strategy and promotion strategy on improvement of sales 

performance. Analysis of Model Summary in Table 4.16 revealed that 54.4% of the 

changes in the use of marketing strategy could be attributed to the combined effect of 

the predictor variables (place strategy, product strategy, price strategy and promotion 

strategy). 

 

Table 4.16: Marketing Strategies on Sales Performance: Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .737
a
 .544 .524 4.900 

Source: Field Data (2020) 

 

Analysis of coefficient in Table 4.17 revealed that, a unit increase in the promotion 

strategy will lead to a 0.702 increase in the sales performance; a unit increase in 

place strategy will lead to a 0.215 increase in the use sales performance, a unit 

increase in product strategy will lead to a 0.209 in sales performance, and a unit 

increase in use of promotion strategy will lead to 0.176 increase in sales 

performance. The findings concluded that promotion strategy contribute most to 

improvement of sales performance, followed by place strategy, product strategy and 

price strategy. 
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Table 4.17: Marketing Strategies on Customer Satisfaction: Coefficients 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 4.725 2.126  2.223 .028 

Place strategy .215 .118 .131 1.816 .071 

Price strategy .176 .107 .100 1.650 .101 

Promotion strategy .702 .061 .676 11.569 .000 

Product strategy .209 .595 .021 .351 .726 

      

Source: Field Data (2020) 

 

4.5.3 Effectiveness of marketing strategies on Financial Performance 

Financial performance is important measure of the effectiveness of marketing 

strategies. The study specifically examined the effect of marketing strategies on 

increasing TTCL revenue. The findings from interview revealed that there has been 

an increase of revenue at TTCL. For example, TTCL Corporation's revenue rose by 

Sh48 billion to reach Sh167 billion during the 2017/18 financial year from Sh119 

billion that was garnered during the preceding year.  

 

Analysis of coefficient in Table 4.20 revealed that, a unit increase in the strategy will 

lead to a 0.727 increase in the financial performance; a unit increase in place strategy 

will lead to a 0.113 increase in the financial performance, a unit increase in product 

strategy will lead to a 0.170 in sales performance, and a unit increase in use of 

promotion strategy will lead to 0.176 increase in sales performance. The findings 

concluded that price strategy contribute most to improvement of financial 

performance, followed by promotion strategy, product strategy and place strategy. 
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Table 4.18:  Marketing Strategies on Financial Performance:  Coefficient 

Model Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 

1 

(Constant) -.021 .050  -.421 .675 

Place strategy .113 .059 .115 1.932 .058 

Price strategy .727 .086 .714 8.431 .000 

Product strategy 

Promotion strategy 

.170 

.191 

.070 

.048 

.169 

.152 

2.420 

4.321 

.018 

023 

Source: Field Data (2020) 
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CHAPTER FIVE 

 

 DISCUSSION OF THE FINDINGS 

 

5.1 Introduction 

Chapter five interprets and discusses the relationships arising from the results 

presented in chapter four. This chapter has three sections; the first section interprets 

and discusses the marketing strategies used by Tanzania Telecommunication 

Company (TTCL), the second section discusses the effectiveness of marketing 

strategies used by TTCL, the third section discusses the challenges facing TTCL on 

implementation of marketing strategies.  

 

5.2 Marketing Strategies 

The study found that promotion strategy, price strategy, product strategy, and 

placement/ strategy have been the marketing strategies used by TTCL to provide 

better service and value to its customers. 

 

5.2.1 Price Strategy 

Price strategy has been used by TTCL to attract potential customers. TTCL reduced its 

Internet prices by more than 50%. The price has attracted the high volume Internet 

users like banks, large businesses and corporations, and educational institutions that 

have become TTCL main direct beneficiaries. The TTCL offers unlimited access for 

the monthly price of 60,000TZS with a speed of up to 1Mbps and 95,000TZS with a 

speed up to 2Mbs for non-commercial clients. 

 

The findings imply that price strategy might have raised performance of TTCL in 

market share, sales performance and customer satisfaction. The findings concur with 

the study by Wambua (2014), found a strong correlation between pricing strategy 

and firms’ market share. 
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The price of 1Mbps for wholesale customers has also fallen from USD900 per month 

to USD450 per month. TTCL offers 10GB for 1000TZS and 2GB for 500TZS from 

00:00 to 6:00hours which is the lowest prices compared to the competitors that offer 

600MB for 500TZS. 

 

5.2.2 Product Strategy 

TTCL has been using product as a strategy to affect sales growth, and financial 

performance such as profitability and return on investment. TTCL designed Non 

Expire Pack. This product is also called JIACHIA package which enable customer to 

enjoy data, voice and SMS without being limited on daily, weekly and monthly 

validity. With TTCL JIACHIE package customer have freedom of using their 

acquire package till they are finished. TTCL offers 300MB for 500TZS, 500MB for 

1000TZS, 1024 for 3000TZS, and 2048 MB for 5000TZS” (Chief Executive Officer) 

Watumishi PLUS is another product designed by TTCL. This product special for 

public employees; the package is coupled with free access to government sites and 

government portals, such as Ajira portal, vibali portal, and Payslip portal.  

Furthermore, TTCL offers 1,100 minutes to call network for the monthly price of 

15,000TZS and 25 GB for the monthly price of 20,000 TZS. This product attracted a 

big number of employees to subscribe to TTCL in 2019 when the product was 

introduced. 

 

Furthermore, Bandika Bandua is another product offered by TTCL that enables users 

to enjoy browsing and downloading at their convenience. With this product 

customers enjoy affordable offers and use at their convenience. TTCL offers daily 

internet bundle of 500MB day (6hrs to 20hrs) and 3.5GB night (20hrs to 6hrs) for 

1000TZS. Also offers IGB day (6hrs to 20hrs) and 9GB night (20hrs to 6hrs) for 

2500 TZS. Furthermore, TTCL offers the weekly internet bundle of 3GB day (6hrs to 

20hrs) and 5GB night (20hrs to 6hrs) for 5000TZS. Also offers 5GB day (6hrs to 

20hrs) and 10GB night (20hrs to 6hrs) for 10000 TZS. This product designed for 

users who use internet lightly during the day, but heavily use internet during night 

hours. 
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Lastly, Boom Pack is the special product designed for lifestyle users, targeting 

undergraduate students. The package includes all necessary features desirable for 

lifestyle user including high speed internet high voice clarity and affordable prices. 

In the Boom Pack, TTCL offers 6GB, 75 minutes to call other networks, and 

unlimited minutes to call TTCL for the monthly price of 5,000 TZS. Also, offers 

1GB, 10 minutes to call other networks, and unlimited minutes to call TTCL for the 

daily price of 1000TZS. 

 

The findings imply that the product strategy should have raised the number of 

subscribers and market share to TTCL. The findings in line with Jones (2014) who 

states that new products are the life blood of companies and could captivate a large 

market share once developed and launched. Rafinejad (2012) also indicates that new 

product developments should seek to improve performance of the organisation, like 

increasing market share and financial performance.   

 

5.2.3 Promotion Strategy 

The study found that TTCL uses promotion, public relation, personal selling and 

exhibition to inform, persuade, or remind consumers and to influence their opinion or 

elicit a response toward their new product/service. TTCL has been using media to 

reach large numbers of potential customers in a single exposure. TTCL has been 

using billboards in high traffic areas, social media like twitter, Facebook and 

instgram for advertising its products such as Watumishi Plus, BandikaBandua, 

Serereka. Also, TVE, clouds TV, Clouds FM, TBC, and AZAM TV have been the 

mass media that are used by TTCL to advertise its products to consumers. The study 

findings are in the same line with the study by Joshi and Hanssens (2019) revealed 

that Safaricom Company in Kenya effectively uses radio, television, digital, Above 

the Line (ATL) and Below the Line (BTL) to advertise its products and services. 

 

TTCL has also been campaigning its products by using special events ‘bonannza’ for 

free entrance as promotion marketing strategy where the products have been 

promoted using to stimulate its demand and increase its sales. 
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In addition, TTCL has been using sales promotion to advertise its different products, 

provide gifts and register new customers. One of the sales promotion employed was 

MkoakwaMkoa (Region to Region) campaign that used a slogan ‘Rudi 

NyumbaniKumenoga’ and famous artists, such as Shilole and Aslay who performed 

to the public in every region to attract new subscribers. The findings imply that; 

 

Furthermore, TTCL is leveraging public relations opportunities as important as 

advertising and sales promotions. It has been using public relation to advertise their 

new products in the form of press releases. TTCL Chief Executive Officer and Chief 

Marketing and Sales Officer have been using mass media to give press releases on 

the new products. In December 2019, Chief Executive Officer used press to inform 

public about the new service, namely TTCL Burudani (T-Burudani). This service 

enable TTCL customer to download and save a movie of his or her interest in 

smartphone or computer without using internet. 

 

In addition, TTCL using people (personal selling) to sell the product through meeting 

face-to-face with the customer. The sellers promote the product through their 

appearance and product knowledge. Through this strategy, TTCL provided 

temporary employment to youths for the job to sell the product and advertising the 

new products. Watumishi Plus and Bandua Banduka products were mainly 

advertised through personal selling. The study findings imply personal selling is the 

most precise form of communication because it assures companies that they are in 

direct contact with an excellent prospect. Though one-on-one contact is highly 

advantageous, it does not come without disadvantages. Personal selling is also 

expensive due to the costs associated with recruiting, selecting, training, and 

motivating salespeople (Ferrell and Hartline, 2011). 

 

Lastly, TTCL has been using National exhibitions, such as NaneNane and SabaSaba 

to advertise its products. The exhibition has provided TTCL with the opportunities to 

interact face-to-face with its potential customer and build long-lasting business 

relationships. 
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For example, in 2019 we participated in NaneNane exhibition that was conducted in 

Simiyu Region. Therefore, TTCL has been seeing exhibitions as essential 

opportunities for advertising its products.  The study findings are also in line with a 

study done by Kapferer and Bastien (2012) that found informative advertising, such 

as exhibitions lead to superior market performance.  

 

5.2.4 Place Strategy 

Placement/ place strategy has been used by TTCL as marketing strategy to attract 

new subscribers and distribute its products/ services. TTCL has been working with 

Mobistock, NMB and Selcom as agents to sell airtime to customers or consumers. 

Also, working with CRDB for mobile money service. This indirect strategy has been 

successful to enable TTCL customers to recharge their account without facing any 

challenges as it has been before that the customer to visit TTCL’s office.  

 

Furthermore, TTCL distribute its products and services directly through its customer 

service centers located in all regions. The customer service centers provide T-Pesa 

service, payment of phone bills to the customers of post-paid as well as sells of 

various services including credits, modems, routers and mobile phones. Also, TTCL 

has been working with individual people as sales agents. Most these agents work in 

small shops or kiosks, under umbrella or pass through the streets selling TTCL 

credits, sim cards, and provide T-Pesa service. 

 

The findings imply that TTCL has enabled to the great extent to reach its products 

and services to customers, and thus the company should have increased the number 

of subscribers and proved the performance of TTCL. The findings are in the same 

line with the study by Cavusgil and Zou, (2014) which found that placement strategy 

has contributed telecommunication companies in China to reach many customers and 

improve the financial performance.  
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5.3  Effectiveness of Marketing Strategies 

The study found that marketing strategies used by TTCL (products, price, promotion 

and Placement/distribution) we effective to raise customer satisfaction, sales 

performance and financial performance. 

 

5.3.1 Effectiveness of Marketing Strategies on Customer Satisfaction 

TTCL network coverage has been improved in some of urban areas with 4G internet 

speed. While in the rural areas, the network is still poor. However, the customer 

satisfaction increased from 2019, compared to previous years after had started 

offering urban subscribers with high speed 4G internet with exceptional volumes and 

prices. For example, T-Connect Enterprise packages are well featured with high 4G 

speed, uninterrupted internet, and high quality of service necessary for smooth 

operation of enterprises especially where mobility is required. 

 

The findings imply that, it is explicitly reasonable that customers feel satisfied with 

the services of TTCL. The innovation of the presence of 4G LTE on cellular services 

has become more varied as the main strength of TTCL to attract customers' attention. 

These results support the study conducted by Fang and Du (2018), with the results of 

service quality having a significant positive effect on customer satisfaction. The 

study conducted by Ernest and Ike-Elechi(2015) shows that satisfied customers in the 

automotive service sector are affected by the quality of service. 

 

Voucher availability was a primary concern of TTCL subscribers, in previous years it 

was difficulty for TTCL customers to buy voucher in the nearby shops or kiosk. 

Because the vouchers were only sold at TTCL customer service centres. Thus, 

majority of customers had left for other network providers. But when TTCL started 

partnership with different agents for selling vourcher/ air time, such as Mobistock, 

NMB and Selcom. There an increase number for new subscribers because TTCL has 

now big coverage almost in all regions. Due to the effective marketing strategies 

used by TTCL, African Development community (SADC) was satisfied by the 

internet services. 
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Thus, TTCL was assigned to provide video conference service for the Council of 

Ministers of the Southern African Development Community (SADC) on 18
th

 March, 

2020.  

 

Lastly, marketing strategies practiced at TTCL raised customer satisfaction because 

the company o offers very competitive mobile voice and data convergent bundles, 

through customer mobile device. Convergent bundles are available on 4G LTE/3G 

Networks and offers best calling quality, fast connection time and calling rate. TTCL 

came with very affordable prices after launching the 4G LTE network last year 

which forced other providers to lower theirs. TTCL internet and airtime charges are 

very cheap, and we provide a wide selection of service according to customer’s 

budget. The findings imply service quality leads to customer satisfaction and this is 

in line with Saravana and Rao, (2007) who acknowledge that customer satisfaction is 

based upon the level of service quality provided by the service provider 

 

5.3.2 Effectiveness of Marketing Strategies on Sales Performance 

The study findings show that marketing strategies helped TTCL to improve its sales 

performance that has contributed to raise of market share to 2.0 % in the year 2019 

compared to 1.63% in 2018. However, TTCL still the second last of the mobile 

market ahead of Smart.  Vodacom is the leader with 32.42% of that market followed 

by Tigo and Airtel while Halotel and Zantel are respectively fourth and fifth of that 

market. 

 

The findings imply that different strategies that were used by TTCL enhanced 

product and service quality, customer loyalty and customer retention, as a result 

raised sales performance. The study findings concur with the findings of Spanos and 

Lioukas (2015) who argued that there existed a positive evidence of the relationship 

between marketing strategies and sales performance. Also, the findings are in line 

with the same study by Kiprotich (2012), concluded that marketing strategies help 

businesses maximize sales on new products. 
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 5.3.3 Effectiveness of Marketing Strategies on Financial Performance 

The findings in this study indicate that, there has been an increase of revenue at 

TTCL. For example, TTCL Corporation's revenue rose by Sh48 billion to reach 

Sh167 billion during the 2017/18 financial year from Sh119 billion that was garnered 

during the preceding year.   

 

The findings imply that the increase in revenue is due to successful implementation 

of marketing strategies, such as advertising products on billboards in high traffic 

areas, and on mass media like TVE, clouds TV, Clouds FM, TBC, and AZAM TV.  

Also, selling the telecommunication services through Fibre optic network that 

contributed to increase of more subscribers and revenues. TTCL added on fiber and 

4G LTE access technologies as options for different homes to meet diverse home 

broadband solutions. 

 

The findings are in line with a study done by Shankar and Carpenter (2012) which 

indicate that the place strategy positively impacts firm performance. Similarly Temiz 

(2017) did a study to on the marketing strategies effectiveness on financial 

performance in the banking sector, the results showed a positive association between 

promotion marketing strategy and financial performance. 

 

5.4 Challenges Facing Implementation of Marketing Strategies 

The study findings show that TTCL’s marketing strategies face challenges that had 

contributed hinder the company to meet the set objectives.  TTCL has been facing 

shortage of funds to improve its network infrastructures for delivering of broadband 

and mobile services in high quality. The company lacks Sh1.77 trillion in capital 

injection to fund its ambitious five-year strategic plan that would use to increase its 

share of the telecommunications market to reach 15 per cent.  The findings imply 

that adequacy of funds is very important for successful implementation of TTCL 

marketing strategies. However, the company is lacking funds to raise its sales 

performance, thus may fail to meet its expectation of becoming a leading 

telecommunication company in Tanzania. 
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The findings are consistency with the study by Zin (2017) which found that lack of 

funds of funds led Myanmar post and Telecommunication Company to fail to reach 

majority of potential customers in rural areas.   

 

Another challenge hindering effective implementation of marketing strategies has 

been strict enforcement of customer biometric registration which has led many 

subscribers to ineligible to use their number. Thus, TTCL has lost a good number of 

subscribers that did not qualify for biometric registration who do not have national 

Identity card which is one of important attachment for registration. The findings 

imply that TTCL might have lost good number of customers, particularly in the rural 

areas, where it is difficulty for customers to be registered because most customers do 

not have National Identification number. 

 

TTCL might have also experience constraints in financial performance, because   the 

revenue might have might have dropped due to decrease of subscribers. The study 

findings are consistent with the study by Mwakanjala (2020)  revealed that 

telecommunication firms, as well as the government, commercial banks, utility 

bodies/agencies, mobile money agencies and individuals suffered untold financial 

losses as a result of biometric sim card registration in Tanzania. 

 

The power outage and limited grid power access in Tanzania has been an obstacle for 

effective implementation of marketing strategies,  since TTCL is now relying heavily 

on diesel generators for off-grid as well as on-grid sites when there is power outage. 

The diesel generator power is expensive and has become a major chunk of the costs 

of running a base station sites. This has led TTCL to lose communication in some 

areas, particularly in the rural areas where there is no electricity. Thus, some 

subscribers have either left the company or very disappointed with TTCL service. 

The findings are consistent with the study by Courcoubetis and Weber (2018), which 

had revealed that Persistent power shortages have added to the high cost of doing 

business in Africa, as most mobile phone service providers and business process 

outsourcing facilities are forced to use generators to power installations. 
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This has led operators including MTN to increase investments in renewable energy 

technologies in order to avoid reliance on the national grid. 

 

Lastly, poor internet network is still a challenge facing TTCL on effective 

implementation of marketing strategies.  TTCL has good network for 4G services in 

Dar es Salaam Arusha, Iringa, Mbeya, Dodoma, Morogoro, Mtwara, Mwanza, 

Tanga, Kilimanjaro and Unguja. However, other regions still use 2G and 3G which 

have low speed, and has been a disgusting to most subscribers.  The findings imply 

that if TTCL will not take necessary measure to expand its 4G network in the 

suburban and rural areas of Tanzania, it will fail to increase number of subscribers in 

the coming two years, as other telecommunication companies, such as Halotelhave 

already expanded the 4G network’s in the rural areas. The findings are in the same 

line with the study by Vasco and  Sousa (2019)  which found that most state owned 

telecommunication companies in Africa are at risk of losing subscribers due to 

failing to deployment of 4G- LTE for delivering of broadband and mobile services in 

high quality.   
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CHAPTER SIX  

 

SUMMARY, CONCLUSIONS, IMPLICATIONS AND 

RECOMMENDATIONS 

 

6.1 Introduction 

This chapter introduces summary of the study, conclusions, implications and 

recommendations in view of the study findings. 

 

6.2 Summary of the Study 

The study was carried out to assess the marketing strategies used by Public 

telecommunication companies, specifically the identified TTCL’s marketing 

strategies, determined effectiveness of TTCL’s marketing strategies, and identified   

challenges encountered by TTCL in the implementation of the marketing strategies. 

The study used purposive and convenience techniques to select sample size of 323 

respondents for the study. Also, the study used questionnaire and interview methods 

for data collection, as well as thematic and descriptive statistics as techniques for 

data analysis. The study found that that promotion strategy, price strategy, product 

strategy, and placement/ strategy have been the marketing strategies used by TTCL 

to provide better service and value to its customers. The study also found that 

marketing strategies used by TTCL were effective to raise customer satisfaction, 

sales performance and financial performance. Lastly, shortage of funds, strict 

enforcement of customer biometric registration, frequent power outage, and poor 

network coverage have been the challenges facing TTCL on implementing marketing 

strategies. 

  

6.3 Conclusions 

6.3.1 Marketing Strategies 

Price strategy has been used by TTCL to attract potential customers. TTCL reduced its 

Internet prices by more than 50%. The price has attracted the high volume Internet 

users like banks, large businesses and corporations, and educational institutions that 
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have become TTCL main direct beneficiaries. The TTCL offers unlimited access for 

the monthly price of 60,000TZS with a speed of up to 1Mbps and 95,000TZS with a 

speed up to 2Mbs for non-commercial clients. The price of 1Mbps for wholesale 

customers has also fallen from USD900 per month to USD450 per month. TTCL 

offers 10GB for 1000TZS and 2GB for 500TZS from 00:00 to 6:00hours which is 

the lowest prices compared to the competitors that offer 600MB for500TZS. 

 

6.3.1.1 Product Strategy 

TTCL has been using product as a strategy, such as Non Expire Pack, Watumishi 

PLUS, Bandika Bandua and Boom Pack to affect sales growth, and financial 

performance such as profitability and return on investment. For example, the Non 

Expire Pack or JIACHIA package was designed enable to enables customers to enjoy 

data, voice and SMS without being limited on daily, weekly and monthly validity. 

With TTCL JIACHIE package customer have freedom of using their acquire package 

till they are finished. TTCL offers 300MB for 500TZS, 500MB for 1000TZS, 1024 

for 3000TZS, and 2048 MB for 5000TZS” (Chief Executive Officer). 

 

6.3.1.2 Promotion Strategy 

TTCL uses promotion, public relation, personal selling and exhibition to inform, 

persuade, or remind consumers and to influence their opinion or elicit a response 

toward their new product/service. For example, TTCL has been using media to reach 

large numbers of potential customers in a single exposure. TTCL has been using 

billboards in high traffic areas, social media like twitter, Facebook and instgram for 

advertising its products such as Watumishi Plus, BandikaBandua, Serereka. Also, 

TVE, clouds TV, Clouds FM, TBC, and AZAM TV have been the mass media that 

are used by TTCL to advertise its products to consumers. 

 

6.3.1.3 Place Strategy 

Placement/ place strategy has been used by TTCL as marketing strategy to attract 

new subscribers and distribute its products/ services. TTCL has been working with 

Mobistock, NMB and Selcom as agents to sell airtime to customers or consumers. 
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Furthermore, TTCL distributes its products and services directly through its customer 

service centers located in all regions. Lastly, TTCL has been working with individual 

people as sales agents. Most these agents work in small shops or kiosks, under 

umbrella or pass through the streets selling TTCL credits, simcards, and provide T-

Pesa service. 

 

6.3.2 Effectiveness of Marketing Strategies Used by TTCL 

TTCL has been using marketing strategies (products, price, promotion and 

Placement/distribution) effectively to raise customer satisfaction, sales performance 

and financial performance.   

 

6.3.2.1 Effectiveness of Marketing Strategies on Customer Satisfaction 

TTCL network coverage has been improved in some of urban areas with 4G internet 

speed. While in the rural areas, the network is still poor. However, the customer 

satisfaction increased from 2019, compared to previous years after had started 

offering urban subscribers with high speed 4G internet with exceptional volumes and 

prices. For example, T-Connect Enterprise packages are well featured with high 4G 

speed, uninterrupted internet, and high quality of service necessary for smooth 

operation of enterprises especially where mobility is required. 

 

6.3.2.2 Effectiveness of Marketing Strategies on Sales Performance 

Marketing strategies helped TTCL to improve its sales performance that has 

contributed to raise of market share to 2.0 % in the year 2019 compared to 1.63% in 

2018. However, TTCL still the second last of the mobile market ahead of Smart.  

Vodacom is the leader with 32.42% of that market followed by Tigo and Airtel while 

Halotel and Zantel are respectively fourth and fifth of that market. 

 

6.3.2.3 Effectiveness of Marketing Strategies on Financial Performance 

Marketing strategies have enabled TTCL to increase of revenue. For example, TTCL 

Corporation's revenue rose by Sh48 billion to reach Sh167 billion during the 2017/18 

financial year from Sh119 billion that was garnered during the preceding year.   



61 

6.3.3 Challenges Facing TTCL on Implementation of Marketing Strategies  

The implementation of TTCL’s marketing strategies have been facing challenges that 

had contributed hinder the company to meet the set objectives.  TTCL has been 

facing shortage of funds to improve its network infrastructures for delivering of 

broadband and mobile services in high quality. The company lacks Sh1.77 trillion in 

capital injection to fund its ambitious five-year strategic plan that would use to 

increase its share of the telecommunications market to reach 15 per cent. 

 

Another challenge has been strict enforcement of customer biometric registration 

which has led many subscribers to ineligible to use their number. Thus, TTCL has 

lost a good number of subscribers that did not qualify for biometric registration who 

do not have national Identity card which is one of important attachment for 

registration.  

 

The power outage and limited grid power access in Tanzania has been an obstacle for 

effective implementation of marketing strategies,  since TTCL is now relying heavily 

on diesel generators for off-grid as well as on-grid sites when there is power outage. 

The diesel generator power is expensive and has become a major chunk of the costs 

of running a base station sites. This has led TTCL to lose communication in some 

areas, particularly in the rural areas where there is no electricity. Thus, some 

subscribers have either left the company or very disappointed with TTCL service.  

 

Lastly, poor internet network is still a challenge facing TTCL on effective 

implementation of marketing strategies.  TTCL has good network for 4G services in 

Dares Salaam Arusha, Iringa, Mbeya, Dodoma, Morogoro, Mtwara, Mwanza, Tanga, 

Kilimanjaro and Unguja. However, other regions still use 2G and 3G which have low 

speed, and has been a disgusting to most subscribers.   
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6.4 Implication of the Findings 

6.4.1 Theoretical Implication 

The findings revealed that TTCL network coverage has been improved in some of 

urban areas with 4G internet speed. The customer satisfaction increased from 2019, 

compared to previous years after TTCL had started offering urban subscribers with 

high speed 4G internet with exceptional volumes and prices. Thus, TTCL improved 

its sales performance that has contributed to raise of market share to 2.0 % in the 

year 2019 compared to 1.63% in 2018. As a result, TTCL increased its revenue that 

rose by Sh48 billion to reach Sh167 billion during the 2017/18 financial year from 

Sh119 billion that was garnered during the preceding year. The findings imply that 

the marketing strategies that have been used by TTCL focused to meet the demands 

of customers as a result improved performance of the organisation. The finding is the 

same line with marketing mix theory which asserts for the companies to improve 

their performance must consider the target market, and understand the demands of 

their customers. 

 

6.4.2 Policy Implication 

The findings revealed that TTCL do not have infrastructure in most rural areas as a 

result customers in rural areas have been experiencing poor internet and call service. 

The findings imply that there is a need of telecommunication policy that would 

require telecommunication companies to share infrastructure, thus all 

telecommunication companies will able to provide quality service to both rural and 

urban  subscribers. 

 

6.5 Recommendations 

The government should support  TTCL  with Sh1.77 trillion in capital injection to 

fund its ambitious five-year strategic plan that would use to increase its share of the 

telecommunications market to reach 15 per cent, also will increase the government 

dividend.  
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The government also should instruct the National Identification Authority (NIDA) to 

have offices in the rural areas for people to access easily citizen identity cards so as 

can be able to register their simcards. This will help TTCL to retain its customers and 

increase the new subscribers.  

 

In addition, the government should extend power supply adequately in the rural areas 

so as to ensure consistent power supply to TTCL infrastructures, thus TTCL will 

improve communication, particularly in the rural areas where there is facing problem 

of electricity.  

 

Lastly, TTCL should increase speed of connecting other regions with 4G network 

services so as to increase customer satisfaction among its customers in the rural areas 

where they still use 2G and 3G networks that have low speed, and have been a 

disgusting to most subscribers.   

 

6.6 Limitation and Area for Further Study 

In this study, the researcher had assessed the marketing strategy used by Tanzania 

Telecommunication Company (TTCL) from the company perspectives only. Thus,  

there is a need for further study that  investigate similar issue by incorporating 

additional stockholders of the company such as customers,  vendors, intermediaries 

and other stakeholders. In addition to this it is also possible to undertake comparative 

study against other telecommunication companies on their marketing strategy 

practices. 
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APPENDICES 

 

Appendix 1:  Questionnaire for Employees 

I am a student at Mzumbe University, doing a research study as a compulsory part of 

my programme. The purpose of the research is to assess the marketing strategies 

used by Public telecommunication companies. Thus, I will be very grateful if you 

spend some few minutes to fill in this questionnaire.  The information that you 

provide will be treated confidential for academic purpose only, and your identity will 

not be exposed. 

 

A. Characteristics of Respondent 

Instructions 

Please put √ where appropriate 

1. What is your Gender?  

(a) Male        (             ) 

(b) Female       (             ) 

 

2. What is your age? 

(a) 20-29 years      (             ) 

(b) 30-39 years      (             ) 

(c) 40-49 years      (             ) 

(d) 50- 59 years      (             ) 

 

3. What is the Level of education?  

(a) Primary      (             ) 

(b) Secondary      (             ) 

(c) Certificate      (             ) 

(d) Diploma      (             ) 

(e) Bachelor’s degree     (             ) 

(f) Master’s  degree     (             ) 

(g) Other (specify)………………………………….……………………… 



68 

B. Marketing Strategies 

4. Please put a tick to the number that best describes your response against the 

indicators of price strategy that have been practiced by TTCL. Use the 

following rating scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= 

Agree and 5=Strongly Agree 

 Price strategy 1 2 2 4 5 

Customer/demand oriented pricing      

Competitor oriented pricing      

Cost oriented pricing relates the price to cost      

 

5. Please put a tick to the number that best describes your response against the 

product strategy that have been practiced by TTCL. Use the following rating 

scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree and 

5=Strongly Agree 

Product strategy 1 2 3 4 5 

Branding      

Diversification      

Labelling      

 

6. Please put a tick to the number that best describes your response against the 

promotion strategy that has been practiced by TTCL. Use the following rating 

scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree and 

5=Strongly Agree 

Indicators 1 2 3 4 5 

Advertisement      

Discount      

Bonus      

Offers      

Commission      
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7. Please put a tick to the number that best describes your response against place 

strategy that has been practiced by TTCL. Use the following rating scale: 1= 

Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree and 5=Strongly Agree 

Place strategy 1 2 3 4 5 

Direct marketing      

Wholesalers      

Agents      

Retailers      

Internet      

 

C. Effectiveness of Marketing Strategies 

8. Please put a tick to the number that best describes your response against the 

statement on influence of marketing strategy on sales performance at TTCL. 

Use the following rating scale: 1= Strongly Disagree, 2= Disagree, 3= 

Neutral, 4= Agree and 5=Strongly Agree 

Statement 1 2 3 4 5 

Place strategy influencing sales performance in 

Public telecommunication companies 

     

Product strategy influencing sales performance 

in Public telecommunication companies 

     

Price strategy influencing sales performance in 

Public telecommunication companies 

     

 Promotion strategy influencing customer 

satisfaction in Public telecommunication 

companies 

     

 

9. To what  extent marketing strategies had raised  customer certification in  

public telecommunication companies  (please tick where appropriate) Use the 

following rating scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= 

Agree and 5=Strongly Agree 

Statement 1 2 3 4 5 

 Marketing strategies raised Customer 

certification in Public Telecommunication 

Companies 
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10. Below are statements about the effectiveness of marketing strategies on sales 

performance (Please tick where is appropriate). Use the following rating 

scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree and 

5=Strongly Agree 

Statement 1 2 3 4 5 

Place strategy influencing sales performance in 

Public telecommunication companies 

     

Product strategy influencing sales performance in 

Public telecommunication companies 

     

Price strategy influencing sales performance in 

Public telecommunication companies 

     

 Promotion strategy influencing customer satisfaction 

in Public telecommunication companies 

     

 

11. To what extent marketing strategies had raised sales performance in public 

telecommunication companies (please tick where appropriate).The following 

rating scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree and 

5=Strongly Agree 

Statement 1 2 3 4 5 

 Marketing strategies raised sales performance 

in Public Telecommunication Companies 
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12. Below are statements about the effectiveness of marketing strategies on 

financial performance (Please tick where is appropriate). Use the following 

rating scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= Agree and 

5=Strongly Agree 

Statement 1 2 3 4 5 

Place strategy influencing financial performance in 

Public telecommunication companies 

     

Product strategy influencing financial performance in 

Public telecommunication companies 

     

Price strategy influencing financial performance in 

Public telecommunication companies 

     

 Promotion strategy influencing financial 

performance in Public telecommunication companies 

     

 

13. To what extent marketing strategies had raised financial performance in 

public telecommunication companies (please tick where appropriate). Use the 

following rating scale: 1= Strongly Disagree, 2= Disagree, 3= Neutral, 4= 

Agree and 5=Strongly Agree 

Statement 1 2 3 4 5 

 Marketing strategies raised  financial performance in 

Public Telecommunication Companies 

     

 

14. Below is the statement indicating the Challenges Facing TTCL on 

Implementation of Marketing Strategies (Please tick where is appropriate). 

Use the following rating scale: 1= Strongly Disagree, 2= Disagree, 3= 

Neutral, 4= Agree and 5=Strongly Agree 

 

 

 

 

 

 

 

Statement 1 2 3 4 5 

Strict enforcement of customer biometric registration      

Power outage      

Lack of funds      

Poor internet network      
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Appendix 2: Interview for Management Team 

1. What is your job title? 

2. How old are you?  

3. How long have you been working in the current position? 

4. What are marketing strategies used by TTCL? 

5. How effective are the marketing strategies? 

6. What are challenges encountered by TTCL in the implementation of the 

marketing strategies? 

 


