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ABSTRACT

The main objective this research was to assess the extent to which marketing strategy, effectiveness and creativity increase Vodacom organizational performance. The study dwelled on the following specific objectives; to examine the role of marketing strategies on organizational performance; to examine the role of marketing creativity on organizational performance as well as to examine the role of marketing effectiveness on organizational performance. The researcher drew a sample of population from the sampling frame of both management and customers, with a sample of 200 respondents (72) employees and 128 customers. The findings revealed that there is significant relationship between marketing effectiveness, strategies and innovation on organizational performance. The findings, conclusions and recommendations given for instance the need to change organizational structure, the need to improve quality of products and the need to study other resembling organizations performance suggest a need for further research in order to have profound solutions to the identified gaps for effective organizational performance. Therefore, it was recommended that, there is a need to investigate the effects of marketing effectiveness, creativities and innovation on other networks in Tanzania apart from Vodacom. 
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

The recent globalization market has made some companies to see the internationalization of their activities to remain competitive; in this case, the marketing strategy has become important tool globally for any organization to remain in competitive market environment and was stronger (Adewale, et al, 2013). In addition to that, Aremu & Lawal (2012) sees strategy as a form of resource allocation decisions made throughout an organization. These recap both desired goals and beliefs about what are acceptable and most critically unacceptable means for achieving them. 
Marketing strategy must focus on delivering greater value to customers and the firm at a lower cost. Also see marketing strategy as way of providing a quality product that satisfies customer needs, offering affordable price and engaging in wider distribution and back it up with actual promotion strategy. Marketing strategy is a vital precondition of Industry's ability to strengthen its market share and minimize the impact of the competition (Owomoyela, et al, 2013).
The relationship between marketing strategy and firm performance has been well-documented and investigated and has been a topic of major discussion for researchers (Nashwan, 2015). Marketing strategies are the best tactics to guarantee use of resources and meet the objectives and part of the organization (Islam, 2007). The focus of marketing strategy is to allocate and coordinate marketing activities and resources to meet operational objectives of an organization. To determine the proper handling of marketing strategy, marketers should focus of the numerous tasks (such as identification and evaluation of environmental factors, to identify and analyze market opportunities, strategy implementation, efficiently manage marketing activities) (Walker, 2001) marketing strategy execution subject to two tools: functional level strategy and organizational structure. This means that the structure must be designed so that the company’s strategies, advocacy, and support. The successful implementation of the company’s marketing strategy is only possible from functional competencies necessary for the implementation of the strategy and with possession substantial resources to the resources available to competitors, it merits support and appropriate mechanisms to coordinate the efforts and conflict resolution among sectors or multitasking at its disposal (Walker, 2001). 
James, (2008) contends that, market orientation plays an important role in marketing and management and creates competitive advantage and crystallized organizational success and to the creation of a new intelligence in marketing programs. In addition to that, aim et al., (2008) added that, market orientation focused on staff and the organization’s efforts on creating superior value for customers and performance. Market-oriented organizations is the one that continually examine the needs of customers and strive, while maintaining and upsurge profitability, and understand customers’ needs and satisfaction (Pankirakis & Teodorrides, 2007). 

Many organizations in different parts of the world have anticipated that their products or services are so superior that customers would repeatedly keep coming back for more. Nevertheless, to contest effectively in today's marketplace, organizations need to modify their strategy to become more customer focused (Azimpour, 2015). To realize marketing innovation, Kotler & Armstrong (200) define marketing “as the process by which companies create value for its customers and build strong customer relationships to seizure value from customers in return. “Marketing innovation is the implementation of a new marketing method comprising important changes in product design or packaging, product placement, product promotion or pricing” (OECD, 2005). 
Marketing effectiveness, creativity and strategies has result into the notion that has put many organizations to assume that their products or services are so superior that customers would automatically keep coming back for more (Quareshi, 2013). However, to compete effectively in today's marketplace organizations must change their strategy, effectiveness, and creativity to become more customer focused. The purpose of doing this is since, there has been has been stiff competition and war on price among the companies including low priced services, loyalty programs and other seasonal promotions aimed strategically at gaining and dominating more market space in the mobile sector (Senguo, & Kilango, 2015). 
As a leading network provider in Tanzania, Vodacom continue to increase the number of customers through its products and different promotions, effective marketing strategies and innovation would increase the number of customers hence prospering of an organization, basing on this reason therefore, this study intends to examine to what extent Vodacom Tanzania have a successfully marketing effectiveness, creativity, and strategy for an organizational performance? 
1.2 Statement of the Problem

Every organization needs clear marketing objectives, and the major route to achieve an organizational goal will depend on strategies that an organization has set. The service sector is expanding at an increasing rate and is becoming forcefully competitive, increasingly demanding customers, new information technology, and mergers and acquisitions (Wing, et al., 2006). This has resulted in markets that can be characterized as increasingly turbulent and instable and has caused many organizations to seek competitive capabilities that enable them to exceed customers’ expectations and enhance market and financial performance. Because of this Vodacom branding puts the customer first in the market, however good products, strong brand, and customer satisfaction are the only way that has put Vodacom into a competitive edge and to keep customers coming back all the time (Senguo, 2015).
As a second telecom company to enter the market in Africa, Vodacom has won this market and it is the one which is currently dominating the market in providing mobile telephone services. As more customers continue to join Vodacom, there is a need for this telecommunication company to expand its services to cater for the needs of the customers, as for now most of customers are not well satisfying with the service due to the presence of various issues like instability of network, cut-off of various services, unreachable customer services and many more, the situation that have made majority of customers to use more than one mobile service operator. Basing on those factors therefore, this research seeks to examine to what extent marketing effectiveness, creativity and strategy will increase Vodacom organization performance. 

1.3 Objective of the Study

The main objective of this study was to assess the extent to which marketing strategy, effectiveness and creativity increase Vodacom organizational performance.
1.3.1 Objectives of the Study

Specifically, this study intends to do the followings:

i) To examine the role of marketing strategies on organizational performance  

ii) To examine the role of marketing creativity on organizational performance      

iii) To examine the role of marketing effectiveness on organizational performance.
1.3.2 Research Hypothesis

H1: Marketing Strategy (MS) is positively and significantly associated with performance.

H2: Marketing effectiveness (ME) is positively and significantly associated with performance.

H3: Marketing creativity (MC) is positively and significantly associated with performance.
1.4 Limitation of the Study

In this study it is anticipated that, some respondents especially staff from Vodacom    may not be able to reveal the actual situation especially when it came to giving reasons to unsuccessfulness of different marketing strategies. Moreover, more of participants of this study may not be able to give enough cooperation since they might be very busy due to the nature of their work. It is also anticipated in this study that, most of respondents due how busy they are, might not return questionnaire on time. On top of that, others might not be ready to receive and fill questionnaire as per their law and organisation regulation of not exposing    information outside an organisation. 
1.5 Scope of the Study

If the core target is concerned, this delimited itself on the issues of marketing strategies that the Vodacom Tanzania adopts on an increase in its performance. Study confined more on the area of the impact of marketing effectiveness, creativity, and strategy on organizational performance specifically to the Vodacom telecommunication company. 
1.6
Significance of the Study

Moreover, the study had a significant to the followings:
1.6.1 To the Vodacom Telecommunication Company  

 The findings from this study informed Vodacom Telecommunication Company on the issues relating to the marketing strategies. It is expected that, this study will in one way or another rise awareness of the staff members and other stakeholders towards successfully marketing strategies for the better organizational performance. It is also expected that, several challenged and opportunities from this study will enable Vodacom Telecommunication Company to increase effectiveness in marketing strategies. 

CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This section presents the review of the literature from different scholars who have contributed in one way or another in the fulfilment of this study. This chapter presents the definition of the key terms, theoretical literature review, empirical literature review as well as the gap in research. 
2.2 Definition of the Key Terms

2.2.1 Marketing Strategy

Goi (2009) define marketing strategy as the set of the marketing tools that firms use to pursue their marketing purposes in the target market. Therefore, the function of marketing strategy is to determine the nature, strength, direction, and collaboration between the marketing mix- elements and the environmental factors in a situation. 
2.2.3 Marketing Creativity 

Vernon (1989) describes creativity as a person’s capability to produce new and original ideas or products that are acknowledged by experts in a field as being of some value. On the other hand, Mednick (1962) states that it is the forming of previously known associative elements into new combinations that are in some way useful. Although research in the domain of creativity is quite diverse, most theorists agree that creativity is more than just individual possessing creative traits (Daniel, 2011).

2.3 Theory and Hypothesis  

Marketing Strategy (MS): Strategies play fundamental role in the creation of marketing plans to influence marketing objectives and to be competitive. In order to create value for both the customers and the organizations, strategy innovation is important. As suggested by Neill & Roset, (2006), that, the extent to which organizations follow practices that represent a meaningful difference from existing marketing practices in the product category is called strategy creativity, also Adesola,(2013) comments on the impact of marketing strategy on business performance, a study of selected small and medium enterprises in Ibadan Nigeria. In a today’s changing and stormy business environment, every organization runs the risk that its current business model will become outdated. If there are quality conscious customers, there will be organizations interested in providing superior quality (Greenhalgh, et al, 2004). Successful strategy creation and implementation needs marketing and sales function to be equally invested. For the achievement of competitive advantage and better performance, organizational resources and capabilities need to be unique (Kotler, & Keller, 2012). An organization that carries out strategy best will make the most profits. Therefore, this study hypothesizes the first hypothesis
H1: Marketing Strategy (MS) is positively and significantly associated with performance

Marketing effectiveness (ME): Planning good strategies is only a start toward effective marketing. By implementing brilliant marketing strategies firms can advance competitive advantage. “Marketing effectiveness entail the process that turns marketing plans into marketing actions to accomplish strategic marketing objectives” (Kotler & Keller, 2012). Whereas marketing planning addresses the, what and why of marketing activities, implementation addresses the who, where, when and how (Armstrong, & Kotler, 2005). Moreover, many managers tend to think that “doing things right” (implementation) is as important as, or even more important than, “doing the right things” (effectiveness).
Several viewpoints exist concerning what is required for effective strategy execution; it needs a fit between the strategy of the organization and organizational architecture (Olson, et al, 2005). At the core of the strategy implementation approach is the realising that different types of competencies, organizational structures and systems need to be accustomed in order to efficiently implement the selected effectiveness. Therefore, an effective implementation of strategy includes several key factors that are unique and unseen to competitors (Hrebiniak, 2005). As stipulated by Joyce, et al, (2003) that, for the effectiveness of an organization it is significantly associated with an ability to implement the strategy perfectly. Thus, this study further hypothesizes: 

H2: Marketing effectiveness (ME) is positively and significantly associated with performance.

The Influence of creativity of an organisation business is reflected in the decisions of the organization to gain competitive position. The two main frameworks of business creativity are provided by Slater, & Olson, (2010) with its focus on strategic decisions to gain competitive position in the market place. They have identified five types of strategies that an organization or business unit may adopt in order to ensure business creativity. These strategies include, analysers, prospectors differentiated defenders, low cost defenders and reactors.

For stance, for the case of prospectors, they are normally tried to find new and innovative market opportunities. They are first to enter in a product or market segment to take first mover advantage. Whereas buyers in these market segments are not very much price sensitive as they are ready to pay more for greater features and product quality. An alternative distribution system may be required by the prospectors in order to achieve competitive advantage in the market. They compete by providing new and creative products to customers’ needs and it is not important for prospectors to think more about effective execution when providing customers value Masood, et al, (2013). Thus, this study hypothesizes

H3: Marketing creativity (MC) is positively and significantly associated with performance.

2.3 Empirical literature Review

The most significant studies regarding standardization argue that world markets have been steady and the customers from distant parts of the world increasingly demand and choose similar products through low-cost positioning, low prices, and high-quality contributions (Nashwan, 2015) also (Adesola, 2013) speaks on Impact of marketing strategy on business performance in Ibadan, Nigeria and another study that argues on the imapct of marketing strategies is Impact of marketing strategies on profitability of small grocery shops in South African townships (Lombard, 2009). In the standpoint of standardization, for the firm pursuing a global marketing strategy, processes marketing and programs have been standardized across different national boarders regarding the product offering, promotional mix, pricing strategy and structures of distribution. Conversely, as for studies that favors the concept of adaptation in pursuing the global marketing strategy toward advancing firm performance calls for the famed approach of marketing strategy (Wing, et al, 2006).
Recent studies on marketing approaches have called for research that links product, pricing, promotion, and distribution standardization to the overall performance of the firm, more specifically, the firm’s sales, customer, and financial performance (Slater, & Olson, 2010). This study therefore operationalizes the moderating effects of product homogeneity, competitive intensity and stages of the product cycle and inspects its relationship with firm performance. It is the first empirical research to operationalize the above-mentioned variables with the moderating variables and the relationship with widespread firm performance.
2.3.1 The Marketing Strategies and Organizational Performance  

Marketing strategies including pricing and promotion strategies on export performance has been validated in prior studies. Louter et al., (1991) empirical results confirmed that the relationship between pricing strategy and firm performance, showing a strong positive link between pricing strategy and overall export performance. Pricing strategy may vary market to market because of many reasons accompanying with the PESTEL model such as political, economic, social, technological, environmental, and legal forces. Therefore, it is these forces that have effects on pricing component of marketing strategy by control effects on marketing, distribution, and transportation costs; taking into consideration of market structures and demand; also, tariffs, taxes, and other financial trade barriers of different countries affect the pricing strategy; the competitors’ pricing practices; and costs and margins of distribution channels all have significant impact on the pricing strategy.
 Thus far, it is for this reason of diversity of foreign market pricing factors makes price adaptation necessary for firms to survive and remain competitive and ultimately achieve total firm performance in host markets. We can posit that price standardization cannot apply in international marketing strategy unless the firm operates in block regions whereby taxes and tariffs are removed-off by bilateral agreements. The study conducted by Christensen, et al., (1987) found six pricing-related decisions for their potential influence on a firm’s export performance, namely pricing method, pricing strategy, sales terms, credit policy, currency strategy, and price adaptation. 
According to the same study, pricing method was restrained to the marketing pricing strategy, in which the firms exercise its power in setting up the prices in different international markets dependent on market demand and competitive practices. The approach to adopt these practices is in line with price adaptation to ensure responsiveness to changes in overseas market circumstances, competitiveness, and other environmental forces, accumulative the prospect of export performance (Christensen et al., 1987). However, the argument is valid to the extent that pricing strategy success is measured in terms of export proportion of sales and profit level, and customer satisfaction. 
On the other hand, promotion strategies as one of the marketing strategies have been emphasized by many researchers as a valuable tool for attaining performance (Langat, 2016). Sales, financial and customer performance is achieved through promotional mix by gaining experience in the opportunities and problems arising in specific export markets, boosting communication, personalizing interactions, and cultivating a team spirit with customers abroad, and providing timely response and immediate support to the export venture’s needs. Zeithaml, (2005) describe promotion as part of specific work to encourage customers to tell others about their services. According to Duncan (2005), promotion is the key to the market exchange procedure that communicates with present and potential investors, and the public. Each firm or store need to cast itself into the role of communicator and promoter. 
The study by Hakansson (2005) have also reported that promotion looks as an issue of how to create an optimal mix of marketing communication tools to get a product's message and brand from the manufacturer to the consumer. On top of that, Kotler, (2007) realizes that promotions have become a critical factor in the product advertising mix which consists of the specific blend of advertising, personal selling, sales promotion, public relations and direct marketing tools that the company uses to follow its advertising and marketing intention. Previous researches by Amine & Cavusgil, 2001 have proven significant relationship between promotion and business performance.
In the recent years, advances in technology has permitted an increase in two-way communication channels, such as social media marketing, and could been a development of the former one-way communication. Under the influence of technology, Azimpour, (2015), have substantiated that, as compared to the decades ago, advertising to sales volume ratio was about 60:40. Today in many consumers packed goods companies, sales promotion accounts for 65% to 75% of the combined budget. Sales promotion expenditures have been increasing as a percentage of budget expenditure yearly for the last two decades and the fast growth rate is likely to continue. 
Sales promotion is now more accepted by most of top management as an effective sales tool and product managers are widely using it to increase their current sales, moreover other companies are nowadays concerned with increasing the sales in the short-run; consequently, sales promotion is often the resort. Companies use sales promotion to create a stronger and quicker response, it is used to dramatize product offers and to boost drooping sales (Kotler, 2007). 

2.3.2 Marketing Creativity and Organizational Performance      

Marketing strategy is defined as a set of activities developed to promote products/services for selective or full target markets to attain business objectives. For newcomers, the only way to stay in competition is to adopt an innovative strategy (Ishaq, 2013). As defined by Slater, & Narver, (1994), that, marketing creativity is the steps into the conception of distinctive practices in the marketing department. An organization that has unique, creative, or innovative strategy can hold a strategic position in the industry and it is less likely to be imitated by competitors. Many studies have acknowledged this, for stance, the study by (Ishaq, 2013) have substantiated that, firms only achieve positive goals if they trust in rigorous decision-making process, innovative solutions, and creative strategies. 

Slater, & Olson, (2000) on the other hand, have added that, Innovative and creative businesses create new strategies, think innovatively, and strengthen their competitive space in the industry by sustaining their customers' demand.  Therefore, innovative strategies can comprise a new pricing model, value propositions, market expansion, customer driven policies, effective supply chain, and other alternative for "reaching out to customers (Ishaq, 2013). One of effective creativity is application of the marketing mix as the main reason for buyers to purchase a certain product/service, due to diversity in customer value that will lead to increased organizational performance.  
2.3.3 To Examine The Role of Marketing Effectiveness on Organizational Performance

It is of prime advantage for the firm to possess the ability of consistent and planned activities to meet and exceed customer preferences and value that can be regarded as customer performance (Cavusgil & Zou, 1994). This customer performance is achieved by the firm irrespective of the approach of marketing pursued meaning either undertaking standardization or adaptation. However, some scholars argue that a firm that pursues product adaptation approach in a global market significantly leads to sales growth performance (Leonidou, 2002). 
An empirical study conducted by Cavusgil & Zou, (1994) authenticated that product adaptation is not only linked to sales growth but financial performance of companies such as profitability and return on investment. Cavusgil & Zou, (1994) further add that product adaptation as a global marketing strategy affects the overall business performance. For a company to securely adapt to varying international markets, the marketing strategy should take into thought the internal and external business environment that affects a company to revel in greater performance. 

Leonidou (2002) posit that an opportunity to increase sales performance can be achieved by serving more customer segments and marketing, administrative, and other transferring costs can be spread over several products which is known as product adaptation. Conversely, the export product marketing mix for companies is usually of a narrower range than that offered natively, because of financial constraints and operational difficulties associated with global marketing activities. The meta-analysis results of the study by Leonidou, (2002) revealed a significant affirmative relationship between product offering and overall firm performance in export markets. 
The relation between product adaptation and firm performance in international markets is the most widely researched issue in the extant literature, and most of the prior studies we reviewed examined this relationship. Product adaptation in terms of the degree to which the firm’s actual and augmented product elements are adapted for international markets can accommodate differences of new environmental forces, different consumer behavior, use purpose patterns, and competitive situations of such international markets. However, three benefits can be derived from product adaption strategy. First, it significantly reflects a customer-oriented posture because the firm engaging in global marketing systematically evaluates consumer and buyer behavior and host market characteristics that improve the firm’s total performance (Douglas and Wind, 1987). Second, product adaptation strategy can lead to greater financial performance such as profitability, as a quality product–market match can result in greater customer satisfaction thus improving customer performance that is one of the outcomes in our research model, which consequently allows for greater pricing freedom for the firm. 
 A firm’s product offering and strategy constitute to its lifeline to the marketplace. Therefore, product strategy is the way a firm competes in the market and improves its total performance (e.g., Aaker 1999; Day and Wensley 1988). According to Samiee (1980) product strategy is the single most important component of marketing strategy product and is regarded as a blueprint for marketing resources allocation toward realizing the objectives of the firm, which is sales, financial and customer performance. To keep consistent performance, firms regularly adjust their marketing strategies to conform to changes in the export markets with the aim of enduring responsiveness to their operating marketplace (Ye et al. 2007). Thus far, product adaptation is a suitable strategy toward market responsiveness as it offers the development of new products that meet the needs of a changing marketplace. 

2.4 Literature Gap

The literature cited in this study investigated marketing strategies, effectiveness and creativity on different organization especially product promotion. However, these studies did not outline the role of marketing strategies, creativity and effectiveness on an overall performance of an organization in Tanzania more specifically in the telecommunications industry in Tanzania in this case, Vodacom Tanzania. This study therefore intends to assess the impact of marketing effectiveness, creativity and strategy on organizational performance. Experience from Vodacom Tanzania.

2.5 
Conceptual Framework

The conceptual framework provides details about arrangement of assumptions made by researcher by showing the way variables correlate and pose influence on one another. The conceptual framework for this study shows how the relationship between variables is built based on the assumptions – which are also built based on the objectives of the study. Figure below provide more clear description of conceptual framework.


[image: image1]Figure 3.2: Conceptual Framework 

Source: Researcher’s Own Construct 

The figure above depicts that the entire schematic relationship between variables is in the form of process, whereby, the initial step is seen at the organizational marketing strategies, creativity and effectiveness and the final stage is organizational performance in terms of an increase in sales performance, financial performance and customer performance which includes probability of customer to continually use Vodacom services. 
2.5.1
Description of Variables

According to the figure above, this study contains three major variables. These are independent, moderating, and dependent variables. They are better described as follows:

Independent Variable: The independent variable is the marketing organizational marketing strategies, creativity and effectiveness. This variable is assumed to be independent because researcher considers it having great influence over organizational performance. The fact is that, any marketing strategy adopted by a firm, aims at increasing organizational performance. As far as this study is concerned, Vodacom marketing strategies are confined into the quality of product, pricing and promotions. In terms of products, it is of prime advantage for the firm to possess the ability of consistent and planned activities to meet and exceed customer preferences and value that can be regarded as customer performance. A firm’s product offering and strategy that constitute to its lifeline to the marketplace. Therefore, product strategy is the way that a firm competes in the market and improve its total performance (Özsomer, & Simonin, 2004).
On the other hand, price of different products has revealed a greater relationship towards the firm performance. Özsomer & Simonin , (2004) have indicated that, there is a strong positive link between pricing strategy and overall export performance in the sense that, pricing strategy may differ market to market because of many reasons associated with the PESTEL model such as political, economic, social, technological, environmental and legal forces. 

 Moreover, promotion found to have positively linked to firm performance. For example, the influence of trade fairs to export performance. Most of the studies displays support on the impact of trade fair participation on export proportion of sales and other measures of export performance. Notably, most of studies have substantiated that, advertising was the most widely researched variable of promotional mix, based on the notion that with sound advertising procedures the firm can communicate information, frequently remind, and persuade foreign customers to buy the products and, therefore, produce more sales (Özsomer, & Simonin , 2004). 

Dependent Variable: Dependent variable is the outcome derived from the entire relationship. In this case, organization performance which includes an increase in sales volume, financial volume and customer performance, depends on the marketing strategies adopted by Vodacom. Therefore, this is dependent variable because it depends from to what extent the firm (Vodacom) have invested in marketing strategies. 
2.5.2
Relationship between Variables

Based on the description provided in the preceding sections, this study ascertains that there is a great and strong relationship between variables. One among other reasons is that, the influence between variables is clear as it is seen that the occurrence of an increase in marketing strategies and organization performance. 

CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

These chapters focus on the research methodology to be used, and justify the reason as to why certain method was chosen over the others. An in-depth discussion of conceptual framework, research design, data collection methods, data analysis procedures, and ethical issues are outlined in this chapter. This study opted the use of quantitative approaches.

3.2 Research design

A research design is a framed plan structure of the research showing all major parts of the research work together to answer the research questions (Sekaran & Bougie, 2009). The research design as an outline is used to generate answers to research problems. Therefore, it is procedure for data collection and analysis in the manner that aims to put together relevance findings with the research propose (Sekaran & Bougie, 2009). Basing on the above definition therefore, this study adopted an exploratory design to assess the impact of marketing effectiveness, creativity, and strategy on organizational performance. 
3.3 Population and Unit of Inquiry 

A population is the group of all items of interest to a statistics practitioner. It is frequently very large and may, in fact, be infinitely large (Keller, 2014). In this study, the targeted population expected to comprise total number of Vodacom Telecommunication Company employees found in Kigoma region and a total number of customers found in Kigoma region where this study was conducted.

Table 3.1: Population of the Study

	Nature of respondents
	Number

	Vodacom employees Kigoma regional office
	175

	Approximated number of customers who were found at Vodacom office   
	228

	Total
	403


Source: The study on marketing strategies by Vodacom, 2018
3.3.1
Sample Size and Sampling Procedures

Another inclusive element of research methodology is the sampling procedures. This element includes issues like sample size and its related procedures. These two elements are elaborated in the following sections.
3.3.1.1 Sample Size

Since it is very uneasy for the researcher to study the whole population due to the fear of resources such as time, money and other climatic conditions; sample becomes unavoidable (Dawson, 2002). In this study, only a small group of individuals were selected to be included. Therefore, given the population size of 400, the sample of this study involved 200 respondents as elaborated below. 
3.3.2
Sampling Procedure

The study needed to generate information based on reference of knowledge from different participants. This means that, much of the times were performed to meet Vodacom customers and Vodacom employees in different sections. From this consideration, the study opted to use of simple random sampling and purposive sampling as this is free from bias.

Table 3.1: Categorization of Respondents

	Category of respondents
	Sample 
	Sampling Procedure

	Vodacom employee
	72
	Simple random Sampling

	Vodacom customers who were found at the office 
	128
	Simple random Sampling

	Total
	200
	N/A


Source: Researcher’s Own Construct, (2018)
3.4
Data Type and Sources

Types of data for this study exist of two types – namely secondary as well as primary data. Each of these types was obtained using specific sources as specified in the following sections.

3.4.1
Secondary Data and Sources

The first types of data to be involved in this study are secondary data. These data include all data and information obtained from secondary sources like journals, websites, magazines, newspapers, books, and the like. This implies, the sources for secondary data are secondary sources of information as described above. Secondary data are useful for this study as have helped and were used to address the preceding chapters in adequate manner.

3.4.2
Primary Data and Sources

Primary data for this study involves all data and information to be generated by researcher for the first time. These data are not found anywhere until they are gathered using specific techniques. The sources for these data are all methods of data collection to be employed in the collection of primary data. 

3.5
Methods of Data Collection

The methods of data collection involved two types and based on each of the types of data required to nourish findings of this study. They are as follows. 
3.5.1
Questionnaire

Questionnaire is one of the methods of data collection to be employed in the conduction of this study. Questionnaire employed by designing and distributed to different Vodacom staffs and customers. Questionnaire were performed with focus that some of the respondents might not have time to participate in other methods due to being busy, occupied, and fulfilling other social responsibilities. So, questionnaire allowed them to participate in the study at their convenient time and place. Questionnaire involved open-ended and close questions. Questionnaire was helpful to this study as it helped to generate information that examined the extent of marketing strategies for an organizational performance. 

Table 3.2: Respondents and Methods of Data Collection
	Name of respondents
	Number of respondents
	Method of data Collection

	Vodacom top officials
	12
	Questionnaire 

	Other Vodacom Employees
	60
	Questionnaire

	Vodacom Customers
	128
	Questionnaire 

	Total 
	200


Source: researcher data, 2019
3.6
Data Analysis Procedure

Mainly the quantitative data analysis and qualitative methods were employed. Advanced statistical analysis such as descriptive statistics, factor analysis, and principal component analysis were used for data reduction. Correlation analysis, were employed to find the association between dependent and independent variable(s). Using the Statistical package for the social sciences (SPSS version 25), the researcher managed to show the relationship between variables in evolved in this study. 
3.7 Reliability and Validity Issues

Validity and reliability are the two important measures that govern the quality and utility of the data collected. Validity is about accuracy and whether the instrument measures what it is planned to measure. On the other hand, reliability is about precision; it is used to check the consistency and stability of the questionnaire. The researchers of the current study depended on scales and items that were previously developed and used by other researchers with the similar interests. In addition, a draft of the questionnaire was reviewed by the supervisor who has enough knowledge and experience in this scope to make sure that each item is measuring what is intended to measure, and to avoid any doubt or complexity in the phrasing of the questions.

In this study, reliability analysis was conducted to assess questionnaire items consistency in measuring what is supposed to be measured. As added by Hair, Black, Babin, Anderson, & Tatham, (2006) a widely acceptable range of Cronbach’s alpha is 0.70. While in this study, reliability analysis results show that overall Cronbach’s alpha (α) for all items was 0.763 which is well above the acceptable level. This indicates that questionnaire items were reliable enough. Results of reliability analysis are shown in Table 3.2.
Table 3.3: Reliability Statistics

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.765
	13


Source: researcher data, 2019
3.8 Ethical Issues

Ethical consideration was the priority in this research. Moreover, confidentiality was ensured during this study. The research is expecting that, respondents should not be harmed or damaged in any way during this study. Therefore, before collecting information from respondents the researcher clarified the purpose of the examination to the respondent.
CHAPTER FOUR

DATA ANALYSIS AND PRESENTATION OF THE MAJOR FINDINGS

4.1 Introduction

This chapter presents the analysis and discussions on the data collected to support the research project on assessing the impact of marketing effectiveness, creativity, and strategy on organizational performance. Experience from Vodacom Tanzania. The data collected were analyzed according to the nature of the research questions. Data was analyzed in general with an aid of Statistical package for Social Sciences (SPSS) There were three research questions developed from the specific objectives. 

Data analysis refers to examining what has been collected in a survey or experiment and making deductions and inferences. It involves uncovering underlying structures; extracting variables, detecting any anomalies and testing any underlying assumptions. It involves scrutinizing the acquired information and making inferences (Kusile and Delno, 2009:117). In research project data assisted to analyses and give out the necessary findings, recommendations and concluding remarks for the study undertaken. In undertaking the data analysis: the following research questions were the basis of the analysis. These questions were as follows;

i. What is the role of marketing strategies on organizational performance?

ii. What is the role of marketing creativity on organizational performance?

iii. What is the role of marketing effectiveness on organizational performance?

4.2 Demographic Characteristics of the Participants

A total of 200 questionnaires were given to the respondents, 195 responses were received. Most of the respondents were the Vodacom customers who were found present during this study. The study concentrated on the Vodacom purposively to elicit the impact of marketing effectiveness, creativity, and strategy on organizational performance. To draw the demographic profile of the respondents, this study used a cross tabulation to show the relationship between variable under scrutiny, in the table below, each variable was cross tabulated against each other. Hence the following results were obtained after the analysis as depicted and describe 4.1.

Table 4.1: Demographic Information of Respondents

	Age of Respondents * Education of respondents * Gender of Respondents Crosstabulation

	Count  

	Gender of Respondents
	Education of respondents
	Total 

	
	Primary Education
	Secondary Education
	College education
	University education
	

	Male
	Age of Respondents
	25-35
	
	3
	23
	8
	34

	
	
	41-50
	
	1
	16
	19
	36

	
	
	51-60
	
	3
	13
	6
	22

	
	Total
	
	7
	52
	33
	92

	Female
	Age of Respondents
	25-35
	1
	3
	23
	11
	38

	
	
	41-50
	1
	5
	24
	12
	42

	
	
	51-60
	1
	3
	14
	5
	23

	
	Total
	3
	11
	61
	28
	103

	Total
	Age of Respondents
	25-35
	1
	6
	46
	19
	72

	
	
	41-50
	1
	6
	40
	31
	78

	
	
	51-60
	1
	6
	27
	11
	45

	
	Total
	3
	18
	113
	61
	195


Source: Researcher data, 2019

The findings from the above table clearly shows the cross tabulation between the three variables namely, age of respondents, education of respondents as well as gender of respondents. The finding from the above table shows that, Males comprised of 96 respondents with different ages and education background. The age between 25-35 were comprised of males with secondary education (n=3); college education (n=23); university education (n=8) who made the total of 34 respondents. On the other hand, the age between 41-50 included one with secondary education, sixteen with college education, nineteen with university education which makes the total of 36 respondents. On the other hand, the last age group comprised of 51-60 whose member’s level of education comprised of three (n=3) secondary school holders, thirteen (n=13) college education holders, as well as six (n=6) university education holders. 
On the other hand, females comprised of 103 respondents with different levels of education. The age between 25-35, comprised of one primary school holder, three secondary school holders, twenty-three college education holders as well as eleven university education holders. The age between 41-50 years comprised of one primary school holder, five secondary school holders, twenty-four college education holders, as well as twelve university education holders. It was also found out that, the age group between 51-60, comprised of one primary school holder, three secondary school holders, fourteen college education holders. 

H1: Marketing Strategy (MS) is positively and significantly associated with performance.

H2: Marketing effectiveness (ME) is positively and significantly associated with performance.

H3: Marketing creativity (MC) is positively and significantly associated with performance.

4.3 The Role of Marketing Strategies on Organizational Performance

As the first objective of this study, it was the interest of the researcher to examine the role of marketing strategies on organizational performance. In order to examine the role of marketing strategies in this study, three statements were formulated. These were whether Sales Volume is high because of a good marketing strategy; whether the cost management has been achieved due to good marketing strategy as well as whether there is a need to increase marketing strategies for effective sales performance.
4.3.1 Whether Sales Volume Is High Because of a Good Marketing Strategy 

This study interested to find out responses from respondents on whether the sales volumes have increased due to the good marketing strategy. The responses from respondents have been categorized into five level of argument namely; Agree, Strongly Agree, Neutral, Disagree as well as strongly disagree. The responses pertained this question are analyzed in the Table 4.3.

Table 4.2: Sales Volume and Market Strategy

	Sales Volume is high because of a good marketing strategy

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	8
	4.1
	4.1
	4.1

	
	Strongly Agree
	121
	62.1
	62.1
	66.2

	
	Disagree
	11
	5.6
	5.6
	71.8

	
	Strongly Disagree
	8
	4.1
	4.1
	75.9

	
	Neutral
	47
	24.1
	24.1
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: Researcher data, 2019
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Figure 4.1: Sales Volume and Market Strategy
The findings from the figure and table above shows that, majority of respondents (n=121); (n=8) which is equivalent to62.1% and 4.1% respectively agreed and strongly agreed with the statement, while other respondents (n=11); (n=8) which is equivalent to 5.6% and 4.1% respectively, disagreed and strongly disagreed with the statement. Other respondents (n=47) which is equivalent to 24.1% were neutral. 
4.3.2 Whether Cost Management Have Been Increased Due to Effective Marketing Strategy 

Organizational cost involves all costa involves in running an organisation. Most of organisation found out that, the cost involves in managing an organisation exceeds the profit obtained by an organisation. Basing on this factor, it was the interest of the researcher to examine whether the cost of managing an organisation have been managed due to the effective marketing strategy. The findings from the respondents are presented in the Table 4.3. 

Table 4.3: Cost Management Have Been Achieved Due to Good Marketing

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	43
	22.1
	22.1
	22.1

	
	Strongly Agree
	44
	22.6
	22.6
	44.6

	
	Disagree
	55
	28.2
	28.2
	72.8

	
	Strongly Disagree
	46
	23.6
	23.6
	96.4

	
	Neutral
	7
	3.6
	3.6
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: Researcher data, 2019
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Figure 4.2: Cost Management Have Been Achieved Due to Good Marketing
The findings from the figure above shows that, majority of respondents (n=55) disagree and strongly disagreed with the statement (n=46). On the other hand, other respondents agreed and strongly agreed with the statement (n=43) and (n=44) which is equivalent to 22.5%; 22.56% respectively. On the other hand, other respondents (n=7) which is equivalent to 3.59% were neutral. The findings from this study shows that, indicates a slight difference between agreed and disagree of the statement meaning that, regardless of the fact that majority of respondents disagreed and strongly disagreed with the statement, other respondents with the nearly amount agreed and strongly agreed with the statement. 
4.3.3 Whether there is a Need to Increase Marketing Strategies for an Effective Sales Performance
The main purpose of asking this question was to examine whether more marketing strategies would increase more sales hence good organizational performance. The findings from this statement have been analyzed in the Figure 4.3. 

Table 4.4: There is a Need to Increase Marketing Strategies for Effective Sales Performance
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	6
	3.1
	3.1
	3.1

	
	Strongly Agree
	122
	62.6
	62.6
	65.6

	
	Disagree
	61
	31.3
	31.3
	96.9

	
	Strongly Disagree
	1
	.5
	.5
	97.4

	
	Neutral
	5
	2.6
	2.6
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: Researcher data, 2019
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Figure 4.3: More Marketing Strategies in Order to Increase More Marking Strategies
The findings from the figure above shows that, there is a need to increase more marketing strategies in order to increase more marking strategies. This was agreed and strongly agreed with most respondents (n=6); and (n=122) which is equivalent to 3.1% and 62.6% respectively. On the other hand, very few respondents disagreed and strongly disagreed with the statement (n=61) and (n=1) which is equivalent to 31.3% and 0.5% respectively. Moreover, other respondents (n=5) which is equivalent to 2.6% were neutral meaning that, they were neither agree nor disagree with the statement. 
4.4 The role of Marketing Creativity on Organizational Performance     
As the second objective of this study, it was the interest of the researcher to examine the role of marketing creativity on organizational performance. In order to make a clear assessment of the role of marketing creativity, this study formulated three statements namely, whether there is a huge achievement of increase in finance due to good marketing creativity; whether poor marketing creativity have decreases financial increase of our organization as well as whether customers satisfying with the nature of marketing creativity done by Vodacom Tanzania.
4.4.1 Whether There is a Huge Achievement of Increase in Finance Due to Good Marketing Creativity
As it can be seen nowadays that, operation of Vodacom Tanzania resulted into the huge achievement than before. Basing on this factor, this study investigated the nature of this achievement. The responses pertaining this statement have been analyzed in the Table 4.5.
Table 4.5: Huge Achievement Due to Marketing Creativity
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agree
	125
	64.1
	64.1
	64.1

	
	Disagree
	58
	29.7
	29.7
	93.8

	
	Strongly Disagree
	7
	3.6
	3.6
	97.4

	
	Neutral
	5
	2.6
	2.6
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: Researcher data, 2019
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Figure 4.4: Huge Achievement Due to Market Creativity
Source: Researcher data, 2019

The findings from the figure above shows that, Vodacom Tanzania have achieved a huge achievement due to the market creativity. This was supported by the majority of respondents who agreed and strongly agreed with the statement (n=125) which is equivalent to 64.10%. on the other hand, other respondents seemed to not agreed with the statement (n=58%) which is equivalent to 29.74%. few respondents strongly disagreed with the statement. On top of that, other respondents (n=7) which is equivalent to 3.59% strongly disagreed with the statement while others (n=5) which is equivalent to 2.56% were neutral meaning that, they were neither agree nor disagree with the statement. The findings from this study clearly shows that, since the majority of respondents agreed and strongly agreed with the statement, therefore, a huge achievement by the Vodacom is due to the market creativity. 

4.4.2 Whether Poor Marketing Creativity Have Decreases Financial Increase Of Our Organization
On the vice versa, this study interested to find out whether poor marketing creativity have decreasing financial increase in an organisation. The main purpose of asking this question was to assess the negative side of responses.  The responses from respondents are analysed in the Figure 4.6.
Table 4.6: Whether Poor Marketing Creativity Have Decreases Financial Increase of Our Organization
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	10
	5.1
	5.1
	5.1

	
	Strongly Agree
	54
	27.7
	27.7
	32.8

	
	Disagree
	107
	54.9
	54.9
	87.7

	
	Strongly Disagree
	22
	11.3
	11.3
	99.0

	
	Neutral
	2
	1.0
	1.0
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: Researcher data, 2019
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Figure 4.5: Whether Poor Marketing Creativity Have Decreases Financial Increase of Our Organisation

The findings from the figure above indicates that, majority of respondents (n=107) disagree and strongly disagreed with the statement (n=22) which is equivalent to 54.87% and 11.28% respectively. On the other hand, other respondents (n=54) which is equivalent to 27.69% were strongly agree and agreed with the statement (n=2) which is equivalent to 1.03%. it was further found out that, few respondents (n=5.13%) were neutral. The findings from this study indicate that, Vodacom has no poor marketing strategy that is why there is stability in finance. This was proven by the majority of respondents were disagreed and strongly disagreed with the statement that, poor marketing strategies have decreasing financial increase to the Vodacom. 

4.4.3 Whether Customers Are Satisfying With the Nature of Marketing Strategies by the Vodacom 

It was the interest pf the researcher to investigate on whether customers are satisfying with the nature of marketing strategies by the Vodacom.  The responses from this statement have been analysed in the Figure 4.5.
Table 4.7: Customers Satisfying With the Nature of Marketing Creativity Done by Vodacom Tanzania

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	8
	4.1
	4.1
	4.1

	
	Strongly Agree
	96
	49.2
	49.2
	53.3

	
	Disagree
	4
	2.1
	2.1
	55.4

	
	Strongly Disagree
	78
	40.0
	40.0
	95.4

	
	Neutral
	9
	4.6
	4.6
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: researcher data, 2019
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Figure 4.5: Customers Satisfying With the Nature of Marketing Creativity Done By Vodacom Tanzania
The findings from the figure above shows that, majority of respondents (n=96) which is equivalent to 49.23% were strongly agreed and agreed with the statement (n=8) on the other hand, other respondents (n=78) were strongly disagreed while others (n=4) disagreed with the statement. Another group of respondents (n=9) which is equivalent to 4.62% were neutral meaning that, they were neither agree nor disagreed with the statement.  The findings from this study shows that since majority of respondents agreed and strongly agreed with the statement, the fact is that, customers they do satisfying with the nature of marketing creativity done by the Vodacom Tanzania. 

4.5 The Role of Marketing Effectiveness on Organizational Performance
As the third objective of this study, it was the interest of the researcher to examine the role of marketing effectiveness on organizational performance. In order to examine this role, the researcher formulated three statements as follows: Most of customers are attracted to buy the product due to the nature of marketing effectiveness employed by Vodacom, Performance of Vodacom Tanzania is due to the effectiveness of marketing as well as customers do not attract by Products from Vodacom due to the failure of marketing strategy. To get responses from respondents, three statements have been analyzed below.
4.5.1 Most of Customers are Attracted to Buy the Product Due to the Nature of Marketing Effectiveness Employed by Vodacom

It was the interest of the researcher to examine responses from respondents on whether most of customers are attracted to buy the products due to the nature of marketing effectiveness employed by the Vodacom. Their responses have been analyzed in the Table 4.8.
Table 4.8: Buying Behaviour of Customers and Marketing Effectiveness Employed by Vodacom

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	6
	3.1
	3.1
	3.1

	
	Strongly Agree
	101
	51.8
	51.8
	54.9

	
	Disagree
	10
	5.1
	5.1
	60.0

	
	Strongly Disagree
	71
	36.4
	36.4
	96.4

	
	Neutral
	7
	3.6
	3.6
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: researcher data, 2019
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Figure 4.6 Buying Behaviour of Customers and Marketing Effectiveness Employed by Vodacom

The Figure 4.6 shows the responses of respondents pertaining buying behaviour of customers and marketing. The responses show that, majority of respondents (n=101) which is equivalent to 51.8% were strongly agreed while others (n=6) which is equivalent to 3.1% were agreed with the statement. The findings from this study further found out that, other respondents (n=71) and (n=10) which is equivalent to 36.4% and 5.1 respectively, were disagreed and strongly disagreed with the statement. The findings from this study further found out that, very few respondents (n=7) which is equivalent to 3.6% were neutral, which means that, they were neither agreed nor disagreed with the statement. The findings from this study therefore found out that, since majority of respondents agreed and strongly agreed with the statement, therefore, the fact is that, the buying behaviour of customers have been facilitated by effectiveness of marketing effectiveness.
4.5.2 Whether Performance of Vodacom Tanzania is due to the Effectiveness of Marketing

It was the interest of this study to examine whether the current performance is due to the effectiveness of marketing strategies. The followings are the responses from respondents pertaining this statement. 
The findings from the figure 4.7 shows that, majority of respondents (n=85) which is equivalent to 43.59%, were strongly agreed with the statement while other respondents (n=10) which is equivalent to 5.13% were agreed with the statement, on the other hand, other respondents (n=48) which is equivalent to 24.62% disagreed with the statement. It was further found out that other respondents (n=7) which is equivalent to 3.59% were neutral, meaning that, they were neither agree nor disagreed with the statement. The findings from this study clearly shows that, effective marketing strategies have facilitated to the better performance of Vodacom. 
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Figure 4.7: Performance of Vodacom and Effectiveness of Marketing
4.5.3 Whether Customers Do Not Attract by Products from Vodacom Due to the Failure of Marketing Strategy 
It was the interest of this study to investigate whether customers do not attract by the products from Vodacom due to the failure in marketing strategies, the responses from respondents have been analysed in the Figure 4.8.
Table 4.9: Customers Do Not Attract by Products from Vodacom Due to the Failure of Marketing Strategy
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	9
	4.6
	4.6
	4.6

	
	Strongly Agree
	14
	7.2
	7.2
	11.8

	
	Disagree
	14
	7.2
	7.2
	19.0

	
	Strongly Disagree
	74
	37.9
	37.9
	56.9

	
	Neutral
	84
	43.1
	43.1
	100.0

	
	Total
	195
	100.0
	100.0
	


Source: researcher data, 2019
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Figure 4.8: Customers Do Not Attract by Products from Vodacom Due to the Failure of Marketing Strategy
The findings from this study have indicated that, the majority of respondents (n=84) which is equivalent to 43.08% were neutral, meaning that, they are neither agree nor disagree with the statement, on the other hand, other respondents (n=74) which is equivalent to 37.95% strongly disagreed with the statement while other respondents (n=14) which is equivalent to 7.18% were disagreed with the statement. It was further found out that, other respondents (n=14) which is equivalent to 7.18% were strongly agreed while others (n=9) which is equivalent to 4.62% were agreed with the statement.  The findings from this study indicates that, the failure of customers to buy or not buy the products from Vodacom is determined by the level of marketing strategies, this was supported by the majority of respondents who were neither agree nor disagree with the statement. 

4.6 Hypothesis Testing 

The main objective of this study was to assess the impact of marketing effectiveness, creativity, and strategy on organizational performance. Experience from Vodacom Tanzania. To test the hypotheses that have been developed for this study, multiple regression technique was used. Additionally, the level of significance (α-level) was chosen to be 0.05 and the probability value (p-value) obtained from the statistical hypothesis test was the decision rule for rejecting the null hypotheses. Basing on this reason therefore, if the p-value is less than or equal to α-level, the null hypothesis was rejected and the alternative hypothesis was therefore supported. However, if the p-value is greater than the α-level, the null hypothesis cannot be rejected and the alternative hypothesis will not be supported. 

Table 4.10: Pearson Correlation Coefficient
	Correlations

	
	1
	2
	3
	4
	5
	6
	7
	8
	9

	Sales Volume is high because of a good marketing strategy (1)
	Pearson Correlation
	1
	
	
	
	
	
	
	
	

	
	Sig. (2-tailed)
	
	
	
	
	
	
	
	
	

	
	N
	195
	
	
	
	
	
	
	
	

	Cost management have been achieved due to good marketing (2) 
	Pearson Correlation
	.679**
	1
	
	
	
	
	
	
	

	
	Sig. (2-tailed)
	.000
	
	
	
	
	
	
	
	

	
	N
	195
	195
	
	
	
	
	
	
	

	There is a need to increase marketing strategies for effective sales performance (3)
	Pearson Correlation
	.565**
	.584**
	1
	
	
	
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	
	
	
	
	
	
	

	
	N
	195
	195
	195
	
	
	
	
	
	

	There is a huge achievement of increase in finance due to good marketing creativity (4)
	Pearson Correlation
	.532**
	.565**
	.814**
	1
	
	
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	
	
	
	
	
	

	
	N
	195
	195
	195
	195
	
	
	
	
	

	Poor marketing creativity have decreases financial increase of our organization (5)
	Pearson Correlation
	-.049
	-.135
	.107
	.230**
	1
	
	
	
	

	
	Sig. (2-tailed)
	.496
	.060
	.136
	.001
	
	
	
	
	

	
	N
	195
	195
	195
	195
	195
	
	
	
	

	Customers satisfying with the nature of marketing creativity done by Vodacom Tanzania (6)
	Pearson Correlation
	.544**
	.334**
	.606**
	.645**
	.153*
	1
	
	
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.033
	
	
	
	

	
	N
	195
	195
	195
	195
	195
	195
	
	
	

	Most of customers are attracted to buy the product due to the nature of marketing effectiveness employed by Vodacom (7)
	Pearson Correlation
	.557**
	.327**
	.544**
	.523**
	.115
	.929**
	1
	
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.109
	.000
	
	
	

	
	N
	195
	195
	195
	195
	195
	195
	195
	
	

	Performance of Vodacom Tanzania is due to the effectiveness of marketing (8)
	Pearson Correlation
	.662**
	.541**
	.680**
	.514**
	-.099
	.750**
	.820**
	1
	

	
	Sig. (2-tailed)
	.000
	.000
	.000
	.000
	.169
	.000
	.000
	
	

	
	N
	195
	195
	195
	195
	195
	195
	195
	195
	

	Customers do not attract by Products from Vodacom due to the failure of marketing strategy (9)
	Pearson Correlation
	-.068
	-.015
	-.107
	-.386**
	-.261**
	-.096
	.023
	.089
	1

	
	Sig. (2-tailed)
	.343
	.840
	.135
	.000
	.000
	.182
	.753
	.218
	

	
	N
	195
	195
	195
	195
	195
	195
	195
	195
	195

	**. Correlation is significant at the 0.01 level (2-tailed).

	*. Correlation is significant at the 0.05 level (2-tailed).


Statements used to elicit information pertaining the impact of marketing effectiveness, creativity, and strategy on organizational performance, were correlated against each other to find out whether performance of an organisation is determined by marketing effectiveness, creativity and strategies. The fact is that, all elements involves in this study had a significant correlation at the level 0.05. meaning that almost all elements, their calculated p-value is less than the alpha level. Basing on this reason therefore, all stated hypothesis is accepted. 

4.7 Discussion of Findings

 The main objective of this study was to assess the impact of marketing effectiveness, creativity, and strategy on organizational performance. Experience from Vodacom Tanzania. This stud was guided by the three objectives namely; to examine the role of marketing strategies on organizational performance; to examine the role of marketing creativity on organizational performance as well as to examine the role of marketing effectiveness on organizational performance.
From demographic information of respondents, the findings from this study shows that, females constituted a largest percentage of respondents involved in this study, this might be due to their availability during this study were men were scarce. The findings from this study further shows that, majority of respondents concentrated at the age of between 51-60 who were likely to have more experience in using Vodacom. On the other hand, majority of respondents possessed a college education followed by university education holders. This implies that, respondents involved in this study had enough qualification to answer questions involved in this study. 

The findings from this study shows that, marketing strategies had a greatest role in an organizational performance. The findings from this study have indicated that, the sales volume is high because of a good marketing strategy; on the other hand, the cost of management has been achieved due to good marketing strategy also more strategies are required in order to increase strategies for effective sales performance. The findings from this study are inline with the study by the study conducted by Christensen, et al., (1987) who found out six pricing-related decisions for their potential influence on a firm’s export performance, namely pricing method, pricing strategy, sales terms, credit policy, currency strategy, and price adaptation. 
According to the same study, pricing method was restrained to the marketing pricing strategy, in which the firm exercise its power in setting up the prices in different international markets dependent on market demand and competitive practices. Moreover, the findings from this study are in line with the study by Langat, (2016), who have substantiated that, promotion strategies as one of the marketing strategies have been emphasized by many researchers as a valuable tool for attaining performance, since the sales, financial and customer performance is achieved through promotional mix by gaining experience in the opportunities and problems arising in specific export markets, boosting communication, personalizing interactions, and cultivating a team spirit.
 The findings from this study further found out that, Vodacom have experienced a marketing creativity that is why performance have increased than before, the findings from this study have indicated that, there is a huge achievement of increase in finance due to the marketing creativity, this was supported by most respondents who agreed and strongly agreed with the statement. The findings from this study indicates that, Vodacom has no poor marketing strategy that is why there is stability in finance. This was proven by the majority of respondents were disagreed and strongly disagreed with the statement that, poor marketing strategies have decreasing financial increase to the Vodacom. It was further found out that, customers were satisfying with the nature of marketing strategies by the Vodacom. 
The findings from this study shows that since majority of respondents agreed and strongly agreed with the statement, the fact is that, customers they do satisfying with the nature of marketing creativity done by the Vodacom Tanzania.  The findings from this study are inline with the study by Slater & Olson, (2000)  who have substantiated that, Innovative and creative businesses create new strategies, think innovatively, and strengthen their competitive space in the industry by sustaining their customers' demand.  Therefore, innovative strategies can comprise a new pricing model, value propositions, market expansion, customer driven policies, effective supply chain, and other alternative for "reaching out to customers (Ishaq, 2013). One of effective creativity is application of the marketing mix as the main reason for buyers to purchase a certain product/service, due to a diversity in customer value that will lead to increased organizational performance.  
It was further found that in this study, marketing effectiveness have a greatest important on organisational performance, this was evidence when majority of respondents agreed and strongly agreed with the statement that, most of customers are attracted to buy the product due to the nature of marketing effectiveness employed by Vodacom, also, they were further agreed and strongly agreed that, performance of Vodacom Tanzania is due to the effectiveness of marketing. 
The findings from this study are in line with the study by Leonidou (2002) who substantiated that an opportunity to increase sales performance can be achieved by serving more customer segments and marketing, administrative, and other transferring costs can be spread over several products which is known as product adaptation. Conversely, the export product marketing mix for companies is usually of a narrower range than that offered natively, because of financial constraints and operational difficulties associated with global marketing activities.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 Introduction  

In the previous chapter, various findings have been presented and discussed based on objectives of this study. Contents of this chapter therefore, are based on the findings from the previous chapter. This chapter therefore, briefly summarizes findings, conclusion, and recommendations of the study. 
5.2 Summary of the Major Findings 

The findings from this study show that, organisational performance largely influenced by marketing strategies, effectiveness and marketing creativities.  The research Hypothesis and objectives were based on studies by previous researchers that have been conducted. The results from this study further indicates that, majority of respondents acknowledged that, there is a need to make sure that, Vodacom increases its marketing creativity, and innovativeness for successfully growth. The findings from this study shows that, marketing strategies had a greatest role in an organizational performance. 

The findings from this study further found out that, Vodacom have experienced a marketing creativity that is why performance have increased than before, the findings from this study have indicated that, there is a huge achievement of increase in finance due to the marketing creativity, this was supported by most respondents who agreed and strongly agreed with the statement. The findings from this study indicate that, Vodacom has no poor marketing strategy that is why there is stability in finance. This was proven by the majority of respondents were disagreed and strongly disagreed with the statement that, poor marketing strategies have decreasing financial increase to the Vodacom. It was further found out that, customers were satisfying with the nature of marketing strategies by the Vodacom. The findings from this study shows that since majority of respondents agreed and strongly agreed with the statement, the fact is that, customers they do satisfying with the nature of marketing creativity done by the Vodacom Tanzania.  
5.3 Conclusion 

The study provides an understanding of the factors that influences organizational performance. Therefore, if an organisation invest more on making sure that there are effective marketing strategies, and creativity, there is a possibility of ensuring effective marketing by an organisation. The findings from this study have indicated that, performance of Vodacom have been achieved since, it has invested in marketing creativity, strategies and effectiveness to make sure that customer are satisfied with the services offered by Vodacom. Therefore proper utilization of marketing strategies, marketing creativities and marketing effectiveness has a great impact on Vodacom performance as an organization.
5.4 Recommendations

Basing on the above findings, the researcher of this study wishes to recommend that, Vodacom need to make sure that, it increases the quality of products as most of respondents acknowledged that, there is a need for the Vodacom to improve the quality of products, this might be the quality of offers, customer care and the like.

5.5 Areas of Further Research 
Future studies can build upon this study through integration of other carrier networks, because the current study concentrated on assessing the influence of marketing effectiveness, strategies and creativity on organizational performance. 
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APPENDICES
APPENDIX 1: QUESTIONNAIRE FOR VODACOM EMPLOYEES

Empirical Analysis of an assessment of the impact of marketing effectiveness, creativity and strategy on organizational performance. Experience from Vodacom Tanzania.
Participants are thanked for their willingness to provide information to the below questions.
Part A: General Information

1. Your gender

(a) Male 


(
)

(b) Female

2. Your age

(a) Between 25-35

(b) Between 36-40

(
)

(c) Between 41-50

(d) Between 51-60

3. Level of education

(a) Secondary education

(b) College Education

(c) University education 

	S/N
	ITEM
	Agree 
	Strongly agree
	Neutral
	Disagree
	Strongly Disagree

	
	i) To examine the role of marketing strategies on sales performance of products  
	*1
	*2
	*3
	*4
	*5

	1.
	Sales Volume is high because of a good marketing strategy
	
	
	
	
	

	2.
	Cost management has been achieved due to good marketing strategy
	
	
	
	
	

	3.
	There is a need to increase marketing strategies for effective sales performance 
	
	
	
	
	

	
	
	
	
	
	
	

	
	ITEM
	Agree 
	Strongly agree
	Neutral
	Disagree
	Strongly Disagree

	
	i) To examine the role marketing creativity on financial increase of an organization     
	*1
	*2
	*3
	*4
	*5

	1
	There is a huge achievement of increase in finance due to good marketing creativity
	
	
	
	
	

	2
	Poor marketing creativity have decreases financial increase of our organization
	
	
	
	
	

	3
	Customers satisfying with the nature of marketing creativity done by Vodacom Tanzania
	
	
	
	
	

	
	
	
	
	
	
	

	
	ITEM
	Agree 
	Strongly agree
	Neutral
	Disagree
	Strongly Disagree

	
	To examine the role of marketing effectiveness on Organizational performance
	*1
	*2
	*3
	*4
	*5

	1.
	Most of customers are attracted to buy the product due to the nature of marketing effectiveness employed by Vodacom
	
	
	
	
	

	2.
	Performance of Vodacom Tanzania is due to the effectiveness of marketing
	
	
	
	
	

	3
	Customers do not attract by Products from Vodacom due to the failure of marketing strategy 
	
	
	
	
	


APPENDIX II: QUESTIONNAIRE FOR VODACOM CUSTOMERS

Empirical Analysis of an assessment of the impact of marketing effectiveness, creativity and strategy on organizational performance. Experience from Vodacom Tanzania.
Participants are thanked for their willingness to provide information to the below questions.
Part A: General Information

4. Your gender

(c) Male 


(
)

(d) Female

5. Your age

(e) Between 25-35

(f) Between 36-40

(
)

(g) Between 41-50

(h) Between 51-60

6. Your working experience 

(a) One year

(b) Two years

(c) Three years

(
)

(d) More than three years

7. Level of education

(a) Primary Education

(b) Secondary Education

(c) Diploma

(d) University education

(
)

	S/N
	ITEM
	Agree 
	Strongly agree
	Neutral
	Disagree
	Strongly Disagree

	
	ii) To examine the role of marketing strategies on sales performance of products  
	*1
	*2
	*3
	*4
	*5

	1.
	Sales Volume is high because of a good marketing strategy
	
	
	
	
	

	2.
	Cost management has been achieved due to good marketing strategy
	
	
	
	
	

	3.
	There is a need to increase marketing strategies for effective sales performance 
	
	
	
	
	

	
	
	
	
	
	
	

	
	ITEM
	Agree 
	Strongly agree
	Neutral
	Disagree
	

	
	ii) To examine the role marketing creativity on financial increase of an organization     
	*1
	*2
	*3
	*4
	

	1
	There is a huge achievement of increase in finance due to good marketing creativity
	
	
	
	
	

	2
	Poor marketing creativity have decreases financial increase of our organization
	
	
	
	
	

	3
	Customers satisfying with the nature of marketing creativity done by Vodacom Tanzania
	
	
	
	
	

	
	
	
	
	
	
	

	
	ITEM
	Agree 
	Strongly agree
	Neutral
	Disagree
	

	
	To examine the role of marketing effectiveness on Organizational performance
	*1
	*2
	*3
	*4
	

	1.
	Most of customers are attracted to buy the product due to the nature of marketing effectiveness employed by Vodacom
	
	
	
	
	

	2.
	Performance of Vodacom Tanzania is due to the effectiveness of marketing
	
	
	
	
	

	3
	Customers do not attract by Products from Vodacom due to the failure of marketing strategy 
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