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ABSTRACT
The study was conducted at Tanzania Broadcasting Corporation (TBC) Dar es Salaam with the main objective of investigating the effects of marketing mix strategies on customer satisfaction at TBC. The specific objectives include establishing the level of marketing mix strategies, to determine the level of customer satisfaction and to establish the relationship between marketing mix strategies and customer satisfaction at TBC. The study involved both qualitative and quantitative approaches in data collection and analysis. The population of the study was all customers utilizing TBC services.  The study employed a representative sample of 84 individuals, where random and purposive sampling technique was used to identify individuals to be interviewed. Data was collected using both qualitative and quantitative methods. The semi-structured questionnaire, focus group discussions, key informant interviews and documentary review were the key methods used to collect data.  Quantitative data processing and analysis were done using the SPSS computer program. Qualitative data analysis was done using qualitative methods.  Product, pricing, placement, promotional, people, process, and physical evidence strategies were assessed to establish facts about the effects of marketing mix strategies on customers’ satisfaction in the study area. The general findings of the study indicated that there is a great relationship between customer satisfaction and marketing mix strategies with a high correlation coefficient of .721** level in a 2-tailed test with a significance level at 0.01. The study concluded that marketing mix strategies have significant positive effects on customer satisfaction in the selected media industries in Tanzania. Therefore, the study recommended TBC to maintain its competitive advantage through focused to reach customers using discounted prices and increase new products to attract the middle and low-income customers; It was also recommended to employ the blended marketing mix factors of product, place, process, promotion, physical evidence and people to focus continuously improved and increase customer satisfaction at TBC; There are need to continually improve all marketing mix strategies for variables which are significant perform low. This involves equip TBC workers with skills, knowledge and experience as well as improving their working environments to meet the needs of customers satisfaction;  Furthermore, it was recommended to combine marketing mix strategies towards improving customer’s satisfaction by giving all of our customers considerable free branding opportunity offers on our online platforms to encourage more purchase of its products.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Marketing mix strategy is drawing attention in many parts of the world. It creates challenges which are overwhelming in the media industries. It mostly tends to affect performance in the entire organization with effective customer satisfaction (Lovelock, 2011). The indicators of marketing mix strategies are highly associated with product, price, place and promotion (Koske, 2012). Marketing mix strategies have often been given as a concern for customer satisfaction. A number of factors are specially related to customer satisfaction with product, price and promotion in the media industry (Prescott, 2011). 
In Developed countries, taking the United States of America (USA) as a sample, American Marketing Association (AMA, 2019) established that marketing mix strategies include product, price, place, promotion, people, process and physical environment contributes positively to both organization and customer satisfaction. For the case of public media in the United States of America, customer satisfaction in the organisation contributed with effective strategy includes product, price, place and promotion. In developing countries, marketing mix strategies are also noted with specific responsiveness. 
Ghana National Media Service, (2017), found out that, Africa like any other continent in the world, marketing mix strategies through product, price, place, promotion and other strategies are so far the most important in media industries and seem to have a greater influence on customer satisfaction and the media industry in general. Ghana National Media Service (2017) added that the marketing mix strategy contributing to help customers acquire the available information and services consequently affect customer satisfaction. Apart from Ghana, in East African, a country such as Kenya has the same effects.
 
In East African countries, Media houses in Kenya are a good example to demonstrate commitments of the marketing mix strategies. The strategies via product, price, place, people and promotion in Kenya based on the qualified broadcaster, news cater and presenter since the early 2010s (Afande, 2015). The significance of marketing mix strategies has dwelled on customer satisfaction in the related media section.

The United Republic of Tanzania (URT) paid attention to the marketing mix strategies through online and traditional media performance through 7P’s strategies in terms of product, price, place, promotion, people/personnel, process and physical environment (Sichone, 2015). Furthermore, in Tanzania, Ndoweka (2015) found out that factor for the success of any media industry is customer satisfaction. All the activities done are customer-oriented. And it gets possible only through the rising role of marketing in business organizations day-by-day. And now in today’s scenario, marketing is known as the foremost bloodstreams target of every organization as it focuses on long-run customer satisfaction for the survival of the organization.  And it gets possible when the organization knows out their customer’s various needs like, What they want? (Product). At which price they want? (Price), When and where they want? (Time and Place), How the potential, customers, converts into user? (Promotion), How to influence? (Promotion) and so on.
All the facts are revolving around the main critical part that is customer fulfilment and all the information we get with the help of marketing mix that is the major component of marketing management. Conventionally, there are 4P’s elements comprised in the marketing mix (product, price, place and promotion).  Then, there is the addition of one extra most important component that is people or personnel (By whom) and become five (5) components of the marketing mix but after further studies some people considered seven P’s in addition to the top five (5) two more are process and physical environment marketing mix strategies.

The Public Service Reform Programme in Tanzania aimed at improving quality, efficiency and effectiveness of services at the public service on a continuous and sustainable basis. This resulted in the establishment of Taasisi ya Utangazaji Tanzania (TUT) on 12th June 2004 following the merger of Radio Tanzania Dar Es Salaam (RTD) and Televisheni ya Taifa (TVT). The exercise brought Radio and Television broadcasting under one management. When TUT failed to perform according to what was expected over a short period of time, the turnaround strategy was formulated. The TUT turnaround strategy was aimed at turning the organization into a truly public broadcaster, accountable to the public through its programs whilst embracing quality, impartially, broad coverage and accessibility to all stakeholders. Hence in March 2006, TUT was changed to become TBC, and Radio Tanzania Dar es Salaam as one of TBC affiliate was renamed TBC Taifa (TBC, 2018). 

1.2 Statement of the problem

Various studies showed that the poor application of marketing mix strategies results to low customer satisfaction. The study conducted by (Muchohi, 2015) found out that, the provision of the wrong product, at a higher price in the wrong place, leading to low customer satisfaction.  Lovelock, (2011) pointed out that customer satisfaction for the product is attached to the 4P's of marketing mix strategies (product, price, promotion and place) and three further P's for service marketing (people, processes and physical evidence) results in increase customer satisfaction when used properly. Furthermore, the study conducted by (Naibaho, et al. (2020) showed that the marketing mix of services consisting of product, price, location, promotion, people, process and physical evidence simultaneously had a significant effect on customer satisfaction.  

The media industry like any other industry is also subjected to the issue of customer’s satisfaction for the sake of its development.  Research in a variety of industries and markets firms repeatedly show that organization that outperforms the competition in terms of satisfying their customers are the ones that gain their highest levels of loyalty, brand advocacy and service performance (Appiah, et al, 2011).  

Tanzania Broadcasting Corporation (TBC) being one of the media houses in Tanzania has a role to play to satisfy its customers, due to the growing competition of other media houses in Tanzania, TBC might end up losing its reputation to customers.  As there is limited empirical knowledge on the level of TBC customers’ satisfaction and on the effect of 7 P’s marketing mix Strategies on customers’ satisfaction at TBC. Therefore, in this study, the researcher wants to establish knowledge on the effects of marketing mix strategies on customers’ satisfaction with specific reference from TBC.

1.3. The general purpose of the study

The general objective of this study is to investigate the effects of the marketing mix strategies on customer satisfaction at TBC.

1.4. Specific Objectives

The specific objectives of the study included: -
i. To assess the level of the marketing mix strategies at TBC 
ii. To assess the level of customer satisfaction at TBC
iii. To assess the relationship between 7ps of marketing mix strategies and customer satisfaction at TBC
1.6. Significance of the study

1.6.1 Organizations 

This research is conclusive and the organizations can use the findings to draw up important inferences and information which the marketing team can use to improve customer satisfaction. The inferences drawn from the research will be used to conduct the overall analysis of the company’s strengths, how to improve their competitive edge as well as improve their area of weaknesses. Basing on this research, the company will be able to identify the best marketing mix strategies to use for its profitability.

1.6.2 Researchers

Future researchers researching on a similar or related topic will benefit from the findings by borrowing a leaf in form of related literature. The study will also help the researchers to build up knowledge and understanding of the research variables and gain more skills for conducting research.

1.6.3 Public

The study will be of importance to the people who might become future managers, leaders and entrepreneurs. This research will enable marketing managers and entrepreneurs to gain up knowledge of marketing strategies and identify the most appropriate one for their businesses and how to use the strategies to gain a competitive edge.

1.6.4 To researcher himself

Furthermore, the study helped the researcher to accomplish and awarded his degree on Masters of Business Administration (MBA) of the Open University of Tanzania (OUT).

1.7. Scope of the study

1.7.1 Geographical scope

The study was conducted at TBC, Dar Es Salaam which in March 2006 was changed from ‘Taasisi ya Utangazaji’ Tanzania (TUT) to become TBC which comprises with Television TBC1, TBC2, and Radio stations TBC Taifa, TBC FM, TBC International, TBC Zonal stations where RTD as one of TBC affiliate was renamed TBC Taifa. The researcher wants to find out the reasons for low customer satisfaction at TBC meanwhile the current TBC general director maintains the previous marketing strategies used by Tido Mhando, the former director, in which at past the strategies seemed to be successful.

1.7.2 Theoretical scope

To establish whether the relationship exists between 7Ps of the marketing mix strategies and customer satisfaction in a selected media industry, the researcher employed competence-based theory by Prescott, (2011). Based on this theory, the capacity of a media industry was developed on the core competencies which cannot be acquired by the competitors and also create more profits which provide the basis for customer satisfaction (Prescott, 2011) 

1.7.3 Content scope

The study consists of two variables that are marketing mix strategies and customer satisfaction, where marketing mix strategies is the independent variable and customer satisfaction is the dependent variable.
CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction 
Literature review refers to a process of critically analyzing published sources or literature on the same research topic to provide summary, explanation, assessment and evaluation to assess what has been done, how much needs to be added and how one can differ from the written materials to innovate new knowledge. This chapter expresses the literature review on the phenomena researched. The chapter covers, the key concepts used in the research, theoretical framework, empirical studies. The chapter defines relevant theories followed by the general overview of the effects of marketing mix strategies on customer satisfaction and present empirical studies relevant to the study as well as the research gap.
2.2 McCarthy Key Concepts used in the Study

2.2.1 Strategy

 McCarthy (2011) defines strategy as a direction and scope for which an organization follow in meeting long term objectives by configuring its resources in the present a dynamic business environment. According to (Nagle and Holden, 2012), the strategy is an underlying concept in strategic management. However, the marketing mixes are a set of controllable or the tactical tools in marketing which used by an organization to meet the needs and demands in the target market. 

2.2.2 Marketing mix strategies

The concept of the marketing mix strategies are concerned with all the responses of media industries in ensuring that the target market is positively influenced by product demand. Media industries aspire to meet the customer needs which often focus on understanding of the customer’s desires and developing appropriate strategies to increase their customer satisfaction.
2.2.3 Customer satisfaction

Satisfaction is about achieving the things we want (Chisnall, 2011). In fact, satisfaction is more considered as a cumulative/overall evaluation rather than a transaction-specific phenomenon (Kasper, 2012). 
2.3 Theoretical Framework

 A theory is a guide that shows an interaction of variables and possible the generalization that can be used to predict the results of a certain situation in a given area. To establish whether the relationship exists between marketing mix strategies on customer satisfaction in the selected media industry, the researcher employs Competence-based theory (Prescott, 2011). The competence-based theory is defined as an approach to managing the business in a given way. On this approach, the business is an open system which interacts with the environment to obtain given resources and to improve their outputs; in this case, the output is customer satisfaction.

Based on this theory, the capacity of a media industries are developed on the core competencies which cannot be acquired by the competitors and also create more profits which provide the basis for customer satisfaction (Gonczi, 2013).

In the present dynamic business environment, the competitive position of media industries is challenged constantly by the growth of new technologies, products, the markets as well as competitors. On the other hand, flexibility and adaptability have formed major concepts of management in developing sustained competitive advantage (Whetton, 2011)

The competence-Based theory provides the foundation for media industries attractiveness. It is one of the main studied theories on the influence of the strategies of media industries to improving its performance as well as customer satisfaction.  This theory hence has a major role to play on evaluating the competitiveness of media industries and its sales that fit on the perception of the customers to improve their general performance in the market (Lovelock, 2011). 

Thus, this theory aligns with a media industries ability to examine the dynamic business environment and develop strategies to increase customer satisfaction in media industries, a case of TBC as shown in the conceptual framework in figure 2.4.

 

2.4 Empirical Literature Review

2.4.1Globally/Western/European countries

Prescott (2011) found out that marketing exists to satisfy the needs and wants of customers, being used to match the values to the exact customer for higher levels of outcomes. This is basically are affected female than male counterparty, simply by the nature of activities and responsibilities. To compete in the business environment nowadays, companies need to improve their strategies to fulfil customer needs and achieve customer satisfaction which can lead any business to success or failure. 
Shireen (2011) carried out a study on marketing Mix Strategy adaptation to the retail organization’s response to the Global Economic Downturn. The study found that Woolworths did indeed adapt its marketing mix strategy in response to the global economic downturn. It was not clear from the findings whether marketing mix elements influence organizational performance. 

Yasanallah and Vahid (2012) studied the Status of Marketing Mix (7Ps) in Consumer Cooperatives at Ilam Province in Iran. According to the research aim, seven hypotheses are provided and tested by one-sample t-test. As a result, hypotheses on price, location, promotion, product, operation management and physical assets which show lower than the average status of these elements were on media industries. The only hypothesis that was rejected was the hypothesis related to the personnel element.

Horner (2011) did a descriptive study of the Marketing Mix Strategies utilized by North American Christian Schools. The study established that successful marketing operations were identified and word of mouth advertising efforts was found to be the most successful among respondents. The study fails to explicitly show how Marketing Mix Strategies influences organization performance. 
Huang et al., (2013) did a study on factors influencing the Formulation of Effective Marketing Strategies of Chinese Businesses Operating in Jordan. The study revealed that there is no significant effect of broad environmental factors and task environmental factors on marketing Performance. This study is however limited to broad environmental factors and task environmental factors. Kotler (2013) found out that product consists of 4 life cycle stages that is introduction, growth, maturity and decline stage. New product development leads to a wide product range that influences attraction and retention of many customers hence increase customer satisfaction.

Foss (2012) asserts that when effective product development, distribution and promotion positively influence the media industries success, so is the efficient pricing strategy. Critics argue that even though effective pricing strategy is not able to compensate for the poor execution on promotion, distribution and product development, the ineffective pricing hurts both performances of media industries and customer satisfaction.

Hamed and Farideddin (2016) researched the effects of promotion on perceived quality and repurchase intention. The study conducted through a descriptive survey approach in terms of performance, the simple random sampling techniques were employed to select a sample of 230 customers of coffee shops in 5 districts of Isfahan. It was established that price promotion had a significant impact on perceived product and service quality.  Bingqun, Kejia and Tingju (2016) researched analyzing the impact of price promotion strategies on manufacturer sales performance. Findings revealed that price promotion strategies affect both firm performance and customer satisfaction.

2.4.2 In Africa

Muchohi, (2015) research conducted on Marketing Mix Strategies Adopted by Tennis Affiliated organizations to Enhance Competitiveness, revealed that there is a strong relationship between marketing mix strategies and competitiveness. However, it is evident that the study did not focus on marketing strategies adopted by media corporations in Tanzania.

Obonyo, (2013) on his study evaluating marketing mix strategies adopted for competitiveness by supermarkets at Kisii Town reveals that price management are rarely attracts customers. However, the study fails to determine the proportional level at each strategy needs to be employed to maximize customer satisfaction. Mwangi (2011) studied the extent of usage of the marketing mix variables in the shipping industry in Kenya. This study reveals that the marketing mix variables, which are, the engine driving competitive tendencies are hardly exploited within the shipping industry in Kenya. However, the study was only limited to the shipping industry and thus could not be generalized to the media industry.  Koske, (2012) conducted a study to determine the effects of 4ps of Marketing Mix on Sales Performance of Automotive Fuels of Selected Service Stations in Nakuru Town. However, it is evident that the study did not focus on marketing mix strategies adopted by media industries in Tanzania. 

 

The study conducted by Muthengi, (2015), revealed that marketing has become a major function in the banking industry as a result of increased competition brought about by bank consolidation and reforms. The study was limited to Commercial Banks in Kenya and thus could not apply to media industries.

2.4.3 In Tanzania.

The study by (Mwampeta and Sichone, 2015) found out that distribution strategy is the method a media industry uses to get services to different channels and networks to reach the end customer, either directly or indirectly. The intermediaries include the agents, wholesalers, distributors and also retailers. These elements help in ensuring that a media industry has provided the quality customers services sharing that influences the level of customer satisfaction. 
The research conducted by (Niharika, 2015) realize that customer requires convenience environment for the service offering such as physical access to satisfy customers. Distribution channels strategies are most important in the media industries as it increases competitiveness. This distribution network affects the time when the services reach the customer as well as final price of the service. Through distribution strategy, an organization gets to understand the sales channels through enhanced knowledge, better segmentation on the distribution within the sales channels, the roles played by the intermediaries on the sales process, getting to understand the centres of influence on the sales channel as well as the position of media industries in relation to the sales channel. 
Kuzilwa and Ndoweka (2015) report that promotion and communication strategy is the major component in the marketing mix strategy. It helps media industries to communicate their products or services to the customers. They enlighten out that promotional strategy constitutes several elements include personal selling, sales promotion, advertising, public relations and direct marketing. These elements have an influence and the relationship to the customer and the media industries that are essential towards improving the level of customer satisfaction.

The study conducted by Okello (2011) found out that, some elements such as the location of a service and the general appearance of a service provider are major in determining the physical strategy of media industries. This is because these aspects influence the level of satisfaction of the customer. 
Edo (2015) in his study found out that the physical evidence strategy of the marketing mix is very prominence in media industries since it addresses the "tangible" components of the service experience and the media industries image. It refers to the appearance and physical setting which both demonstrates and potentials excellence. Physical surrounding and other visible signals can have a profound effect on the impression customers' form about the quality of the service they receive (Bitner, 2010).
According to the study conducted by Malisa (2015) found out that the service strategy and process strategy are the most important strategies for designing, developing and implementing the desired service quality as well as improving the management of an organization towards strategic focus. He further demonstrated that the process has three main components which include the flow of activities (standardized or customized) and the number of steps or the extent of customer involvement. He finally concluded that elements of process strategy include duration, appearance in the work area, employee appearance, and effort of the employee, reliability and the customer level of participation. The process strategy is considered to have a positive impact regarding performance in the level of customer satisfaction. 

Keller (2013) asserts that service marketing has stressed the role of staff (personal strategy) and in particular about the customer staff contact as a major component in the delivery of the high quality of the service and contribution to the customer satisfaction. He lastly established that the importance of people as a strategy in the marketing service varies from media industries to media industries. The relationship of the customer varies with frequency, content, duration or regularity.
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Figure 2.1: Conceptual framework (Researcher, 2020)
The conceptual framework of this study focuses on the development of a model to measure the relationship between marketing mix strategy and customer satisfaction. Basing on literature, measuring the relationship between marketing mix strategy and customer satisfaction will contribute to the knowledge of the relationship that exists. The link between the dimensions of marketing mix strategy and customer satisfaction as illustrated in Figure 2.1. In this framework, the marketing mix strategy dimensions are independent variables and customer satisfaction are the dependent variable. The present study attempts to bridge the gap by providing the basis for a thorough and insightful discernment of marketing mix strategy and consumer satisfaction.
2.6 Research Gap

Even though some studies have been done on the effects of marketing mix strategies on customer satisfaction in selected media industries, there is limited empirical knowledge on the effects of marketing mix strategies on customer satisfaction in selected media industries; a case of TBC. Similarly, many studies were conducted in 2010, 2016 which appears to be a long time yet hence many developments have taken place since then, furthermore, in their studies, they used different theories compared to my study as well as their methodology for analyzing data is different from mine. However, these studies have not examined in-depth all the effects of marketing mix strategies on customer satisfaction in selected media industries. Moreover, researches on the effects of marketing mix strategies on customer satisfaction in selected media industries in Tanzania, a case of TBC are limited. Furthermore, although competence-based theory offers a rich model to study the effects of marketing mix strategies on customer satisfaction, no study at TBC has used this theoretical framework to direct its investigation. So, this study is an attempt to fill this gap. On that basis the researcher intends to find out the effects of marketing mix strategies on customer satisfaction in selected media industries; a case of TBC.

CHAPTER THREE
RESEARCH METHODOLOGY

3.0 Overview

The section provides a clear view of how to handle the research concerning the study area. This gives the purpose of how to conduct the study. The research methodology involves the research design and approach, study area, targeted population, sample and sampling procedures. The data collection techniques were used to facilitate information collection from respondents, the validation of the respective instrument, as well as ethical considerations were presented, moreover, the procedures for data analysis were presented. 

 

3.1 Research approach
The researcher employed both qualitative and quantitative research approaches to obtain and manage data. Qualitative research approach facilitated to acquire of information on the respondent’s perception and views on the marketing mix strategies on customers satisfaction. Quantitative approach facilitated to acquire of information on the effects of marketing mix strategies on customer satisfaction at TBC. The qualitative research approach was employed because it is a suitable approach when wants to get perceptions of individuals about a phenomenon or relationship between variables.  A qualitative approach to research is concerned with subjective assessment of attitudes, opinions and behaviour (Kothari, 2017). The quantitative research design was employed in this study because is suitable when data is subjected to rigorous quantitative analysis in a formal of rigid fashion (Creswell, 2014).

3.2 Research Design 

The cross-sectional design aims to collect data at a single point in time from a specific respondent (Johnson, et al. 2007). This design collects information from respondents of similar characteristics within a specific point in time and information are collected once. The criteria for selection of cross-sectional selection is due to limited resources such as time and funds to which this design is suited. This study engaged the cross-sectional research design to allow the combination of quantitative and qualitative approaches to address the effects of marketing mix strategies on customer satisfaction at TBC. This specifically helped to obtain information from different research methods.
 
3.2. Study Area
This study specifically addressed the effects of marketing mix strategies on customer satisfaction at TBC in Dar es Salaam. The reason for selecting this study area was that the researcher is a staff already noted the sense of customer decline with current TBC management that maintained the previous marketing strategies initiated by Tido Mhando the former director. The experience of the past strategies named to be successful. The selection of this study area was based on the contradiction of marketing strategies and the level of customer satisfaction. This gives TBC, Dar es Salaam to be a good case for measuring customer satisfaction level under the seven P’s of marketing mix strategies. The study location is conversant to obtain information, facilitate data collection because researcher currently in 2020 is one of the employees of TBC. This study area was selected based on the convenience and suitability (Saunders et al 2000). 
3.3 Target population 
Castillo (2009) defines a population as the number of people in the selected area of study that encounter various outcomes both positive and negative. The target population of this study was all customers and employees of TBC. 

3.4 Sampling Design and Procedures 
3.4.1 Sample size
The sample size was comprised of 84 respondents from the customers of TBC as calculated under the Slovenes formula. 

n =  
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Where n= Sample size, N= Sampled population and e= Level of significance at 0.05.

N = Population ;( 533)

e = 0.1 level of significance

533/1+533(0.05)2   =           533/6.33 = 84

3.4.2 Sampling technique
According to Amin (2015), a sampling procedure involves the choice made about studying some people, object, situation or event rather than all. Similarly, Mouser and Kalton (2010) suggested that if the population is small, the researcher should take the whole population that depends on the ability to manage. The simple random sampling technique was used to select TBC customers from the 1st to the 533rd, the selection was random that provided an equal chance for every customer to be involved in this study. The purposive sampling procedure on the other hand was used to select key informants such as TBC staffs like marketing officers, customer care staffs and marketing manager. 

3.5 Data collection methods
3.5.1 Questionnaire 

The researcher requested the administration of Open University of Tanzania for the permission to administer questionnaires to the customers of TBC. Questionnaires were used to collect primary data for the study (see appendix I). All questionnaires were printed and administered by the research assistants to the respective respondents to obtain immediate feedback. The use of questionnaires was advantageous to provide adequate information from TBC customers. The information provided reflected on the questions formulated. This provided an opportunity to collect quantitative data for analysis. The respective information was collected on the effects of marketing mix strategies on customer satisfaction at TBC. The use of questionnaire was appropriate for this study because it saved time, resources with exact prevention of bias and with respective customers’ confidentiality. 

 3.5.2 Interview 
The study conducted interview to obtain qualitative information from TBC staffs like marketing officers, customer care staffs and marketing manager. These selected staffs of TBC provided in-depth information on the effects of marketing mix strategies on customer satisfaction at TBC. The main purpose of the interview in the research plan was specifically to disclose informants’ understandings, expectations and perspectives on the effects of marketing mix strategies on customer satisfaction at TBC. The interview was administered through the interview guide (Appendix II). 
3.5.3 Secondary data Collection 

The various documents were reviewed to obtain secondary data. This is clearly related to the thorough examination of the past reports, journals and articles that are related to the effects of marketing mix strategies on customer satisfaction at TBC.

3.6 Data analysis 
This is a research process, which involves ordering, summarizing, and organizing the raw data for easy use and management to answer the studied question (Smith, 2011). This process involved computer software to analyze data and display them in different forms. However, the data were subjected to a content analysis framework for qualitative information obtained through interviews and documentary reviews. Statistical Computer Software (SPSS 22 versions) used to analyses quantitative data obtained through questionnaire and documents reviews. 

3.7 Validity and reliability of the instrument 
3.7.1 Validity of the instrument
According to Mugenda and Mugenda (2009) Validity refers to the ability of the questionnaire to measure the different variables and how they interact and influence one another. The researcher evaluated the validity of the questionnaires before the actual study. This included the question format, typology and the ability to capture information on the research problem. The process included the correction of the questionnaire to make them effective in research process.

3.7.2 Reliability
Reliability of the instrument refers to the degree to which the instrument is consistent to measure what it is intended to measure, (Amin, 2015). The researcher used the test-retest reliability procedure to determine degrees of scores on the same test by the same individuals if are consistent over time (Taherdoost, 2016). In this case, the researcher administered the same set of instruments twice to the same group of respondents, keeping the same conditions constant. After the two sets, the researcher has correlated the scores from the two sets to see if the results are correlated. Hence correlation was determined if it brings a positive correlation of 0.6 levels achieved.    CVI=6÷10 = 0.6

3.8 Ethical consideration
According to Gakuu, (2010) ethical issues are an integral part of the research planning and implementation process. Ethics in research refers to a code of conduct or expected social norm of behaviour while conducting research. In this research, issues concerning the ethical manner of research such as up to date permission, privacy, confidentiality and secrecy was upheld by Saunders (2009) found out that ethics is the norm of behaviour that guide proper choice about our manners and our interaction with others.

Participants and respondents were specified full in sequence and order on the aim and specific objectives of the study to organize them to make up to date decisions as to whether to participate in the study or not. Therefore, the researcher explained the real purpose and the use of the research to participants.

Moreover, all information relating to the identity and personality of respondents was treated with utmost privacy. Furthermore, all information was gathered and is used for the sole reason of this study. Therefore, full informed consent was obtained and the privacy and confidentiality of the research participants was guarded.
Researcher in this study treated respondents with great respect to ensuring procedures are reasonable and fairly administered. Silenced voices were included to ensure that the groups marginalized in the organization are considered and a mechanism was identified which is publishing the research to enable the linking of research results to organization action. The information gathered from the subjects was confidential.
CHAPTER FOUR
PRESENTATION OF FINDINGS AND DISCUSSION

4.0 Introduction

This chapter presents data presentation, analysis and interpretation. The data analysis and interpretation were based on the research questions as well as research objectives. The presentation is divided into two parts. The first part presents the respondent's profile while the second part deals with presentation, interpretation and analysis of data objective by objective.

4.1 Profile of the respondents
This part presents the background information of the study respondents. The purpose of this background information was to find out the characteristics of the respondents and show the distribution of the population in the study. Demographic characteristics dealt with under this study include gender, age, marriage, working experience and academic level. The findings are as described below:
 
 
Table  4.1: Characteristics of respondents
	Variable
	
	Frequency
	Percent

	Age
	25-30 Years
	12
	14.3

	
	31-35 Years
	32
	38.1

	
	36-40 Years
	16
	19.0

	
	41-45 Years
	12
	14.3

	
	46-50 Years
	8
	 9.5

	
	Above 50
	4
	4.8

	
	Total
	84
	100.0

	Gender
	Male
	32
	38.1

	
	Female
	52
	61.9

	
	Total
	84
	100.0

	Working experience of respondents
	1-2 Years
	38
	45.2

	
	3-5 Years
	22
	26.2

	
	6-10 Years
	16
	19.0

	
	         Above 10 Years
	8
	9.5

	
	Total
	84
	100.0

	Education Level
	Certificate
	16
	19.0

	
	Diploma
	40
	47.6

	
	First Degree
	24
	28.6

	
	Master
	4
	4.8

	
	Total
	84
	100.0

	Marital Status
	Married
	44
	52.4

	
	Single
	20
	23.8

	
	Separated
	12
	14.3

	
	Widowed
	4
	4.8

	
	Divorced
	4
	4.8

	
	Total
	84
	100.0


Source: Research, (2020).
4.1.1 Gender of respondents
Table 4.1 shows the gender of the total interviewed respondents were the majority of the respondents approximately 61.9 per cent were females and while 38.1 per cent were males. The results reveal that the women who participated in the study are many than men. From the findings, the researcher got the impression that men had a busy working schedule which might have hindered them to participate in the study. 

4.1.2 Age of respondents
The findings in table 4.1 reveal that majority of respondents (more than 85 per cent) were of active age (between 25 years and less than 50 years). The findings imply that the study engaged all age groups in the study area except for people who retired from office work.  This means that the information provided by these respondents were up to date. 

4.1.3 Working experience of respondents
Table 4.1 shows the experience of the interviewed respondents. The findings show that 45.2 per cent had 1-2 year working experience, 26.2 per cent had 3-5 year working experience. 19 per cent had about 6-10 year of working experience and 9.5 per cent had working experience of above 10 years. The findings reveal that majority (71.4 per cent) of respondents have working experience of 1 to 5 years and the rest 29.6 per cent had the experience of 6 to 10 years. This implies that the respondents engaged in the study had enough experience in the study area and therefore assured the provision of the required information for the study. 
4.1.4 Education level of respondents

Table 4.1 indicate the education level of the interviewed respondents. The majority were diploma holders comprising 40 (47.6 per cent) of the total respondents. Bachelor’s degree holders were 24 (28.6 per cent). Then master degree holders were a paltry 4 respondents representing 4.8 per cent. Finally, certificate holders were 16 respondents approximately translating into 19 per cent. This implies that a lot of respondents interviewed were well informed on the issues relating to Media satisfaction. The use of both education levels helped the researcher to obtain qualified contents of the study.

4.1.5 Marital status of respondents 
Table 4.1 shows the marital status of the total respondent.  A total number of 84 respondents were interviewed.  The results show that 52.4 per cent were married, 23.8 per cent were single, 14.3 per cent were separated, 4.8 per cent were widowed and 4.8 per cent were divorced. The findings reveal that majority of respondents (52.4 per cent) were married. These results imply that respondents were people with bigger family responsibilities no wonder why there were more females than males in the study. The researcher might be right on the impression that men have busy working schedules that they could not fully participate in the study. 

4.2 The level of the marketing mix strategies in selected media industries; a case of TBC. 
The researcher determined the frequency and the percentage of the constructs of the level of marketing mix strategies in selected media industries; a case of TBC.

 4.2.1 Product strategy 
The Product strategy presented in terms of the relevant statement as used in the marketing mix strategies. 

Table  SEQ Table \* ARABIC Table  4.2 Product Strategy  TC "Table 4.6 Product Strategy" \f C \l "1" 
	
	Perception statement
	  SA
	  A
	  NS
	  D
	  SD

	   1
	Product strategies has a positive impact on customer satisfaction
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5)

	   2
	Presenter appearance has no effects on customer satisfaction
	24(28.6%)
	20(23.8)
	4(4.8%)
	4(4.8%)
	32(38.1%)

	   3
	Presenter look and designs increases visibility and recognition
	30(35.7%)
	18(21.4%)
	12(14.3%)
	16(19%)
	8(9.5)

	   4
	TBC packaging influence consumer perceived product quality
	31(36.9%)
	17(20.2%)
	12(14.3%)
	16(19%)
	8(9.5%)

	5
	TBC product perceived quality does not influence Purchase intention
	4(4.7%)
	4(4.7%)
	8(9.5%)
	44(52.4%)
	20(23.8%)

	6


	Branding influences customer satisfaction
	42(50%)
	32(38.1%)
	4(4.8%)
	4(4.8%)
	4(4.8%)

	7


	Packaging is used to attract customers
	33(39.3%)
	43(51.2%)
	0 (0%)
	1(1.2%)
	9 (10.7%)

	8
	Brand awareness influence on customer satisfaction
	32(38.1%)
	44(52.4%)
	0 (0%)
	1(1.2%)
	9 (10.7%)


Source: Field data, (2020)
Table 4.6 presents the summary of participants’ responses to the question items on Product Strategy as the one among the level of marketing mix strategies in selected media industries in following ways:  

i. The perception that product strategies have a positive impact on customer satisfaction; under this perception, the majority of respondents (57.1%) agreed that product strategies have a positive impact on customer satisfaction; About 14.3% of respondents were not sure if product strategies have a positive impact on customer satisfaction; about 28.5% of the respondents disagreed with the statement that product strategies have a positive impact on customer satisfaction. 

ii. The perception that presenter appearance has no effects on customer satisfaction; In this perception, about 52.4 per cent agreed that presenter appearance has no effects on customer satisfaction; while about 42.9 per cent disagreed that presenter appearance has no effects on customer satisfaction, to the presenter appearance has effects on customer satisfaction; while about 4.8 per cent only were not sure if presenter appearance has no effects on customer satisfaction; The perception seemed to be very challengeable, simply because there was some customers who judged the segment by contents while others judged according to the presenter appearance. 

iii. Presenter looks and designs increases visibility and recognition; About 57.1 per cent agreed that presenter looks and designs increases visibility and recognition toward customers satisfaction; on other hand about 28.5 per cent disagreed with the statement that presenter looks and designs increase visibility and recognition; least majority 14.3 per cent were not sure if presenter looks and designs increase visibility and recognition; the presence of the high majority agreeing the statement implied that presenters look to the customers, designs in his/her job as a presenter increase visibility and recognition to customers. 

iv. TBC packaging influence consumer Perceived product quality; under this perception 57.1 per cent out of the total respondent agreed that packaging influence consumer Perceived product quality; on other hand about 28.5 per cent disagreed with the statement that packaging influence consumer Perceived product quality; least majority 14.3 per cent were not sure if presenter looks and designs increase visibility and recognition packaging influence consumer Perceived product quality; the presence of high majority agreeing on the statement implied that packaging influence consumer Perceived product quality. Presence of full packaged content of information, good entertainment and teaching content to people influence consumers to perceive the quality of the media. 

v. TBC product perceived quality does not Influence Purchase intention; Under this perception majority of respondents (76.2 per cent) appeared to disagree with the perception statement that TBC product perceived quality does not Influence Purchase intention; while only about  9.4 out of 100 agreed with the perception statement that TBC product perceived quality does not Influence Purchase intention; while the remaining 9.5 per cent were not on either side; they were not sure if TBC product perceived quality does not Influence Purchase intention; this results imply that TBC product perceived quality Influence Purchase intention toward customers satisfaction; 

vi. Branding influences customer satisfaction;  The majority of 88 per cent agreed that branding influences customer satisfaction;  about 4.8 per cent were not sure if branding influences customer satisfaction, about 9.6 per cent disagreed that  branding influences customer satisfaction, to them branding had no influence on the customer's satisfaction;  generally, these results imply that it is true to say branding influences customer satisfaction; branding a media or any other commodity influence customer to be attracted by the commodity; TBC has been branding to its people through social media like Facebook, Twitter and Instagram; the issue that seemed to influence people. 

vii. Brand awareness influence on customer satisfaction; in attempting to this question majority of respondents about 90.5 per cent agreed that brand awareness has influence on customer satisfaction; not far about 9.5 per cent of the attended respondent disagreed with the statement that brand awareness influence customer satisfaction; to the disagreed respondents brand awareness not influence customers satisfaction;  Branding awareness include the competence of the media presenters, creativity and other toward branding as media, influence customer satisfaction. Presence of high percentage of the agreeing group indicated that Brand awareness influence on customer satisfaction. 

During the interview with one of the marketing officers at TBC, on the level of marking mix strategies basically responded that. “It is important to know that product strategy is basically related to the way product appears in the media, this is simply related to the awareness of the brand among our customers, some of the customers need a clear understanding of the products to be satisfied, even during the sign of contract with customers the products are the major aspects to be considered. This is simply important to know that improving the products lead to the customer's satisfaction.”
 
4.2.2 Pricing Strategy
The pricing strategy is presented in terms of perception statement as follows. 
 Table   SEQ Table_ \* ARABIC Table  4.3 : Pricing Strategy  TC "Table 4.7: Pricing Strategy" \f C \l "1" 
	
	Perception statement
	  SA
	  A
	  NS
	  D
	     SD

	   1
	Use of Pricing Strategy has increased customer satisfaction
	38
(45.2%)
	29(34.5%)
	9(10.7%)
	4(4.8%)
	4(4.8%)

	   2
	Value based-pricing has positive impact on customer satisfaction
	4(4.8%)
	4(4.8%)
	8(9.5%)
	46(54.8%)
	22(26.2%)

	   3
	Price promotion strategies does not affect customer satisfaction
	4(4.8%)
	4(4.8%)
	9(10.7%)
	49(58.3%)
	18(21.4%)

	   4
	Use of price discount influence customer satisfaction
	26(30.9%)
	42(50%)
	8(9.5%)
	4(4.8%)
	4(4.8%)

	5


	TBC offer product in lower price market segment
	37(44%)
	8(9.5%)
	31(37%)
	4(4.8%)
	4(4.8%)

	6
	TBC uses free sample and bonus packages to influence

Customer satisfaction
	46(54.8%)
	4(4.8%)
	8(9.5%)
	4(4.8%)
	22(26.2%)


Source: Field data, (2020)
 
i. Use of Pricing Strategy has increased customer satisfaction; about 79.7% agreed with the perception statement that use of pricing Strategy has increased customer satisfaction; about 9 respondents with 10.7% were not sure with the statement that the use of pricing strategy has increased customer satisfaction; Majority 8 respondents equal to 9.6 % disagreed with the statement that uses of pricing the strategy has increased customer satisfaction. 
ii. Value based-pricing has positive impact on customer satisfaction; Under this perception, a large number of majority about 81 % disagreed with the statement that Value based-pricing has positive impact on customer satisfaction, about 8 respondents equated to 9.5% were not sure with the statement that Value based-pricing has a positive impact on customer satisfaction; the remaining 9.6% agreed that Value based-pricing has positive impact on customer satisfaction. Generally, this result obtained implied that value based-pricing has no impact on customer satisfaction. 
iii. Price promotion strategies do not affect customer satisfaction; about 8 respondents equal to 9.6% agreed with the perception that price promotion strategies do not affect customer satisfaction, A large proportion 79.7% with 67 respondents disagreed with the statement that price promotion strategies does not affect customer satisfaction; the other remaining group of respondents almost about 9 respondents with a total of  10.7 were not sure if price promotion strategies do not affect customer satisfaction. 

iv. Use of price discount influence customer satisfaction; most of the majority about 80.9% with 68 respondents agreed with the statement that the use of price discount influence customer satisfaction the other remaining group of respondents almost about 8 respondents with a total of 9.5 were not sure if they use of price discount influence customer satisfaction. About 8 respondents equal to 9.6 % disagreed the perception that uses of price discount influence customer satisfaction; in short, this show that most of the majority are not economically good, so the discount will help the customers to afford the media services and satisfy. 

v. During interview with customer care staffs on the price discount responded that “Normally our customers are interested with discount, once provided are well satisfied and even recommend to other customers, this create a good reputation for the organization”. 

vi. TBC offer product in lower price market segment; majority 53.5% with 45 respondents agreed with the statement that TBC offer product in lower price market segment the other remaining groups of respondents almost about 31 respondents with total of 37% were not sure if TBC offer product in lower price market segment. About 8 respondents equal to 9.6 % disagreed the perception that TBC offer product in a lower price market segment; due to this results the researcher concluded that TBC offer product in the lower price market the segment, however, most of the respondents seemed to be more sure on this, thus why most of the majority are not sure if TBC offer product in the lower price market segment.

TBC uses free sample and bonus packages to influence Customer satisfaction; in this perception about 59.6% with 50 respondents agreed with the statement TBC uses free sample and bonus packages to influence Customer satisfaction. About 8 respondents with a total of 9.5% were not sure if TBC uses free sample and bonus packages to influence Customer satisfaction. About 26 respondents equal to 31% disagreed with the perception that TBC offer product in a lower price market segment. TBC uses free sample and bonus packages to influence Customer satisfaction; 

 

4.2.3 Placement strategies  
The findings in Table 4.8 presented placement strategies in terms of a statement as follows. 
Table  4.4: Placement strategies
	
	Perception statement
	  SA
	  A
	  NS
	  D
	     SD

	   1
	Geographical location has significance

 Effect on Customer satisfaction
	30(35.7%)
	18(21.4%)
	12(14.3%)
	16(19%)
	8(9.5)

	   2
	Use of distribution channels influences customer satisfaction
	22(26.2%)
	20(23.8)
	4(4.8%)
	4(4.8%)
	34(40.5%)

	   3
	Close location of TBC selling similar product affects

Customer satisfaction
	30(35.7%)
	17(20.2%)
	13(15.5%)
	16(19%)
	8(9.5)

	   4
	TBC Music, appealing colors, lighting influences Customer satisfaction 
	29(34.5%)
	18(21.4%)
	12(14.3%)
	16(19%)
	9(10.7%)

	   5
	Physical surrounding such as TBC working Environment does not have any affects customer satisfaction
	4(4.8%)
	4(4.8%)
	8(9.5%)
	46(54.8%)
	22(26.2%)

	   6
	Uses of attractive stimuli such as music and Pictures / photos have an influence to customers satisfaction.
	44(52.4%)
	30(35.7%)
	4(4.8%)
	4(4.8%)
	4(4.8%)


Source: Field data (2020)

i. The perception that Geographical location has a significant effect on Customer satisfaction; under this perception, About 48 respondents equated to 57.1% agreed that Geographical location has significance effect on Customer satisfaction; About 14.3% of respondents were not sure if Geographical location has a significant effect on Customer satisfaction; about 28.5% of the respondents disagreed with the statement that Geographical location has significance effect on Customer satisfaction. Generally, this implied that Geographical location has a significant effect on customer satisfaction, either positively or negatively; but in this context seemed to affect positively customers’ satisfaction; 

ii. The perception that Use of distribution channels influences customer satisfaction; in this perception, about 50 per cent agreed that Use of distribution channels influences customer satisfaction; while about 45.3 per cent disagreed that use of distribution channels influences customer satisfaction, to the presenter appearance has effects on customer satisfaction; while about 4.8 per cent only were not sure if Use of distribution channels influences customer satisfaction; 

iii. The perception that Close location of TBC selling similar product affects Customer satisfaction; About 55.9 per cent agreed that Close location of TBC selling a similar product affects Customer satisfaction; on other hand, about 28.5 per cent disagreed with the statement that Close location of TBC selling similar product affects Customer satisfaction; least majority 15.5 per cent were not sure if Close location of TBC selling similar product affects customer satisfaction; the presence of high majority agreeing the statement implied that Close location of TBC selling similar product affects Customer satisfaction. 

iv. The perception that TBC Music, appealing colours, lighting influences Customer satisfaction under this perception 55.9 per cent out of the total respondent agreed that TBC Music, appealing colours, lighting influences Customer satisfaction; on the other hand about 29.7 per cent disagreed with the statement that TBC Music, appealing colours, lighting influences Customer satisfaction; least majority about 14.3 per cent were not sure if TBC music, appealing colours, lighting influences Customer satisfaction; the presence of the high majority agreeing the statement implied that TBC music, appealing colours, lighting influences Customer satisfaction. Presence of TBC music, appealing colours, and lighting influences Customer satisfaction influence consumers to perceive quality of media. 
v.  The perception that Physical surrounding such as TBC working Environment does not have any affects customer satisfaction; Under this perception majority of 81 per cent disagree with the perception statement that Physical surrounding such as TBC working Environment does not have any affects customer satisfaction; while only about  9.6 out of 100 agreed with the perception statement that Physical surrounding such as TBC working Environment does not have any affects customer satisfaction; while the remaining 9.6 per cent were not on either side; they were not sure if Physical surrounding such as TBC working Environment does not have any affects customer satisfaction; this results imply that Physical surrounding such as TBC working environment does not have any affects customer satisfaction, because customers benefits directly from what is being presented in the media, the issue of the working environment has very little effects on customer satisfaction, because the presenter expected to satisfy the customer may sometimes be affected by the environment; either physically, psychologically or morally. 

vi. The perception that uses of attractive stimuli such as music and Pictures/photos influence on customers satisfaction;  most of majority about 88.1 per cent agreed that Use of attractive stimuli such as music and Pictures/photos have an influence on custom;  about 4.8 per cent were not sure if the use of attractive stimuli such as music and Pictures/photos influence on customers satisfaction, addition about 9.6 per cent disagreed that, the Use of attractive stimuli such as music and Pictures/photos influence custom, to the use of attractive stimuli such as music and Pictures/photos influence on custom; generally these results imply that it is true to say use of attractive stimuli such as music and Pictures/photos influence customers satisfaction.

 

4.2.4 Promotional Strategy

The findings in Table 4.9 presented promotional strategy in terms of relevant perception statement. 
 Table  4.5  Promotional Strategy
	
	Perception statement
	  SA
	  A
	  NS
	  D
	     SD

	   1
	Poor promotional strategy leads to customer dissatisfaction
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5)

	   2
	Online and traditional advertising leads to 

Customer Satisfaction.
	20(23.8%)
	20(23.8)
	4(4.8%)
	4(4.8%)
	36(42.9%)

	   3
	Use of promotional strategy encourage customers 
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5)

	   4
	Use of promotional strategies create interest and brand awareness
	32(38.1)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5%)

	     5
	Use of e-marking has positive influence on customer Satisfaction
	4(4.8%)
	4(4.8%)
	8(9.5%)
	46(54.8%)
	22(26.2%)

	6


	TBC offers price discounts to influence customers
	42(50%)
	32(38.1%)
	4(4.8%)
	4(4.8%)
	4(4.8%)

	7
	TBC uses publicity to promote their product/services
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5)

	8
	TBC uses advertising to present service/product and ideas
	20(23.8%)
	20(23.8)
	4(4.8%)
	4(4.8%)
	36(42.9%)


Source: Field data, (2020)

Poor promotional strategy leads to customer dissatisfaction; about 57.1% agreed that poor promotional strategy leads to customer dissatisfaction; about 12 respondents with 14.3 % were not sure with the statement that Poor promotional strategy leads to customer dissatisfaction; least majority 24 respondents equal to 28.5% disagreed with the statement that Poor promotional strategy leads to customer dissatisfaction; At TBC the promotion strategies used seemed to favor the customers satisfaction. If promotion strategies could be poor possibly it could lead into customers’ satisfaction.

Online and traditional advertising leads to Customer Satisfaction.; Under this perception, large number of majority about 50 % agreed with the statement that Online and traditional advertising leads to Customer Satisfaction, about 4 respondents equated to 5% were not sure with the statement that Online and traditional advertising leads to Customer Satisfaction; on other hand the other remaining 34 respondents with 44% disagreed that Online and traditional advertising leads to Customer Satisfaction. Generally, this result obtained implied that Online and traditional advertising leads to Customer Satisfaction especially to the group of customers who use smartphone and tablets; However, on other hand the perception seemed to be dissatisfaction to the group that not use smartphone, this group fail to access the advertising provided by TBC. 
i. Use of promotional strategy encourage customers; about 48 respondents equal to 57.1% agreed the perception that Use of promotional strategy encourage customers, about 28.5% with 24 respondents disagreed with the statement that Use of promotional strategy encourage customers; the other remaining group of respondents almost about 12 respondents with total of 14.3% were not sure if Use of promotional strategy encourage customers. This implies that the Use of promotional strategy encourage customers. 
ii. Use of promotional strategies create interest and brand awareness; most of majority about 57.1% with 44 respondents agreed with the statement that use of promotional strategies create interest and brand awareness; the other remaining group of about 12 respondents with total of  14.3 were not sure if use of promotional strategies create interest and brand awareness. About 24 respondents equal to 28.5% disagreed the perception that Use of promotional strategies create interest and brand awareness; in short this show the Use of promotional strategies create interest and brand awareness.
iii. The perception that TBC uses advertising to present service/product and ideas; under this perception, about 40 respondents equal to 47.6% agreed with the statement that TBC uses advertising to present service/product and ideas; About 40 respondent equal to 47.7% disagreed that TBC uses of advertising  present service/product and ideas; the least majority 4.8% were not sure if TBC uses advertising to present service/product and ideas; The presence of high number of respondents who agreed with the perception statement imply that TBC uses advertising to present service/product and ideas; TBC advertise through various platforms, including radio, television and social media like Facebook, twitter and Instagram. However, to enhance more customers, TBC should focus to improve more the quality of advertising their ideas to the customer. 
4.2.5 People strategies TC "4.2.5 People strategies" \f C \l "1"  TC "4.2.5 People strategies" \f C \l "1" 
The findings in Table 4.10 presented people strategies in terms of perception statement as follows.
Table  4.6: Respondents reviews on people strategies
	
	Perception statement
	  SA
	  A
	  NS
	  D
	     SD

	   1
	Personnel working for the TBC are neatly dressed and very smart
	29(34.5%)
	4(4.8%)
	43(51.2%)
	7(8.3%)
	1(1.2%)

	   2
	Employees of TBC tell you exactly when services will be performed
	12(14.3%)
	16(19%)
	32(38.1%)
	16(19%)
	8(9.5%)

	   3
	Excellence TV presenter enhance customer satisfaction
	48(57.1%)
	4(4.8%)
	8(9.5%)
	4 (4.8%)
	20(23.8%)

	   4
	TBC presenter provides its services at the time promises to do so
	44(52.4%)
	4(4.8%)
	30(35.7%)
	7(8.3%)
	1(1.2%)

	5


	Employee of TBC give your prompt service
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5%)

	6
	Employees of TBC are always willing to help Customers via various production
	4(4.8%)
	4(4.8%)
	8(9.5%)
	48(57.1%)
	20(23.8%)

	7
	Word of mouth advertising efforts influence customers
	44(52.4%)
	30(35.7%)
	4(4.8%)
	4(4.8%)
	4(4.8%)

	8
	Employees of TBC understand customers specific wishes
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5%)

	9
	Our customers are satisfied with responsiveness in service delivery
	4(4.8%)
	4(4.8%)
	8(9.5%)
	48 (57.1%)
	20(23.8%)

	10
	Our customers are satisfied with staff knowledge and explanation of news 
	44(52.4%)
	30(35.7%)
	4(4.8%)
	4(4.8%)
	4(4.8%)


Source: Field data (2020)
i. Personnel working for the TBC are neatly dressed and very smart; to attempt this perception, the majority of about 39.3% agreed with the perception statement; Majority 51.2 % with about 43 respondents were not sure with the perception that Personnel working for the TBC are neatly dressed and very smart; the remaining least of the majority about 9.5 % disagreed with the statement that Personnel working for the TBC are neatly dressed and very smart; Generally, this implies that the issue of dressing either neatly and smart or not was a matter of personnel herself/ himself. However at large extent TBC workers seemed to neatly dress and very smart; sometimes customers not judge the media by dressing code but the content delivered by the media. 

ii. Employees of TBC tell you exactly when services will be performed; to attempt this perception, Most of the majority of about 38.1% were not sure with the perception statement that employees of TBC tell you exactly when services will be performed; Majority 33.3 % with about 28 respondents agreed with the perception that employees of TBC tell you exactly when services will be performed; the remaining about 28.5% disagreed with the statement that Employees of TBC tell you exactly when services will be performed;

iii. TBC the presenter provides its services at the time promises to do so; to try this perception, the majority of about 61.1% agreed with the perception statement that TBC presenter provides its services at the time promises to do so; majority 9.5% with about 8 respondents were not sure with the perception that Personnel working for the TBC are neatly Dressed and very smart statement that TBC presenter provides its services at the time promises to do so; the remaining 28.6 % disagreed with the statement that TBC presenter provides its services at the time promises to do so. Generally, these imply that TBC presenters are strictly in following their work timetable; thus, why some customers are serious to follow some TBC session timely. 

 

iv. Employees of TBC are always willing to help Customers via various production; to try this perception, most of the majority of about 80.9% disagreed with the perception statement that Employees of TBC are always willing to help Customers via various production; another majority about 8 respondents with 9.5 per cent were not sure with the perception that Employees of TBC are always willing to help Customers via various production; the remaining least of the majority about 9.6 % agreed with the statement that employees of TBC are always willing to help customers via various production.  These imply that customers are not sure if employees of TBC are always willing to help customers via various productions. 

v. Employees of TBC understand customers specific wishes; making an attempt to this, most of the majority of about 57.1% agreed on the perception statement employees of TBC understand customers specific wishes; another majority about 12 respondents with 14.3 per cent were not sure with the perception that employees of TBC understand customers specific wishes; the remaining least of majority about 28.5% disagreed with the statement that employees of TBC understand customers specific wishes. These imply that employees of TBC understand customer’s specific wishes, thus why TBC employees know what to present to their customers and what not to be presented to their customers. Respondents suggested that TBC should focus on researching what their customers’ demands. 
vi.       Our customers are satisfied with staff knowledge and  explanation of news; attempting to this, most of the majority of about 88.1% agreed with the perception that our customers are satisfied with staff knowledge and  explanation of news; another majority 4 respondents with 4.8 per cent were not sure with the perception that Our customers are satisfied with the staff knowledge and  explanation of news; the remaining least of the majority about 9.6 % disagreed with the statement that Our customers are satisfied with staff knowledge and  explanation of news; These imply that TBC staffs have clear knowledge and understating on the explanation of news to their customers; customers receive what they expected to receive; unless if the TBC the staff could be poor in delivering news and information customers could not satisfy their demands; 

 
4.2.6 Process Strategy
The respondents’ views on the process strategy are presented in Table 4.11. 

Table  4.7: Process Strategy
	 
	Perception statement
	  SA
	  A
	  NS
	  D
	     SD

	   1
	Customers feedback in order to improve 

Service
	8(9.5%)
	8(9.5%)
	44(52.4%)
	20(23.8%)
	4(4.8%)

	2
	Minimal the waiting period of not more than an hour
	40(47.6%)
	8(9.5%)
	28(33.3%)
	4(4.8%)
	4(4.8%)

	   3
	Customer claims are easy to be solved
	4(4.8%)
	4(4.8%)
	8(9.5%)
	48(57.1%)
	20(23.8%)

	   
	Advertise news on time
	44(52.4%)
	30(35.7%)
	4(4.8%)
	4(4.8%)
	4(4.8%)

	5

 
	TBC has operating hours convenient to all its TV presentation
	12(14.3%)
	16(19%)
	32(38.1%)
	16(19%)
	8(9.5%)

	6
	Analysis of frequency of customers’ complaints about TBC product
	16(19%)
	12(14.3%)
	16(19%)
	32(38.1%)
	8(9.5%)

	7
	TBC seeks to instil corporate social responsibility policies throughout its strategies
	29(34.5%)
	8(9.5%)
	39(46.4%)
	4(4.8%)
	4(4.8%)


 Source: Field data (2020)
 
i. The perception of Customers feedback in order to improve service at TBC; making an attempt to this, most of the majority of about 52.4% were not sure with the perception that Customers feedback is processed in order to improve service at TBC; other minority about 16 respondents with 19 per cent agreed that Customers feedback are processed timely in order to improve service at TBC; the remaining least of the majority about 28.6% disagreed with the statement Customers feedback is processed in order to improve service at TBC;  These imply that most of the majority are not sure if the Customers feedbacks are processed in order to improve service at TBC. A high number of not sure respondents indicate that individual’s feedbacks are processed or not. 

ii. Perception that Customer claims are easy to be solved; Under this perception statement that Customer claims are easy to be solved;  most of the majority about 80.9% disagreed with the statement, 9.6% only agreed to the statement that customer claims are easy to be solved; while only 9.5% were not sure if customer claims are easy to be solved;  Presence of a high number of disagreeing respondents indicates that Customer claims are not easy to be solved; they either solved slowly or not solved totally. Possibly, TBC solves customers’ claims without feedbacks to their customers, or solving the time takes a lot of time in solving the customers’ claims. 
iii. Perception that Advertise news on time; Under this perception statement that advertise news on time; most of the majority about 88.1% agreed with the statement, 9.6% only disagreed with the statement that advertises news on time; while other 4.8% we're not sure if customer claims are easy to be solved; Presence of a high number of agreeing respondents indicate that TBC advertise news on time; and this advertisements of news timely declared to be due to the seriousness of staffs in their work. 
iv. The perception that TBC has operating hours convenient to all its TV presentation; In answer to this statement, the researcher noticed that majority 38.1% were not sure with the perception that TBC has operating hours convenient to all its TV presentation; about 28 respondents with 33.3percent agreed TBC has operating hours convenient to all its TV presentation; the remaining least of majority about 30% disagreed with the statement TBC has operating hours convenient to all its TV presentation; Presence of an equal number of respondents agreeing with the statement and with respondents with not sure implies that most of the majority are not sure if TBC has operating hours convenient to all its TV presentation; they were not sure due to low understanding of issues relating to TV presentation. 
v. The perception that analysis of the frequency of customers’ complaints about TBC product; In answer to this statement, the researcher observed that most of the majority of about 47.6 per cent disagreed that that analysis of the frequency of customers’ complaints about TBC product, about 33.3% agreed with the perception that analysis of the frequency of customers’ complaints about TBC product; About 19% were not sure with the statement that analysis of the frequency of customers’ complaints over TBC product. Presence of a large number of majorities who disagreed with the statement implies that the analysis of the frequency of customers, not complaints over TBC product; However, the researcher considered that most of the majority were not full knowledge of issues of customers’ complaints about TBC product. 
vi. The perception that TBC seeks to instil corporate social responsibility policies throughout its strategies; most of the majority about 45 were not sure if TBC seeks to instil corporate social responsibility policies throughout its strategies. Extreme majority about 44% agreed with the statement that TBC seeks to instil corporate social responsibility policies throughout its strategies; the least respondents, about 9.6% disagreed with the statement that TBC seeks to instil corporate social responsibility policies throughout its strategies. These results imply that most of the majority are not aware of issues of if TBC seeks to instil corporate social responsibility policies throughout its strategies; they are not sure because the TBC management failed to seek to its people on instilling corporate social responsibility policies throughout its strategies; people are not well-informed issues relating to TBC plans. Apart from that, a similar number of majorities agreed with the statement because they already informed that TBC seeks to instil corporate social responsibility policies throughout its strategies

 

4.2.7 Physical Evidence Strategy
Findings in Table 4.12 presented respondents view on the physical evidence strategy as follows. 

 
Table  4.8 : Respondents view on the Physical Evidence Strategy
	 
	Perception statement
	  SA
	  A
	  NS
	  D
	     SD

	   1
	Service environments at TBC attract more customers
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5)

	   2
	Physical evidence of TBC influences the emotions and behaviours of customers
	20(23.8%)
	20(23.8)
	4(4.8%)
	4(4.8%)
	36(42.9%)

	   3
	Distribution channels such as cable TV, catalogues, and the internet enabling customer response
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5)

	   4
	Physical evidence of TBC influences the attitudes of customers
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5%)

	5

 
	TBC outer screen display influence 

customer satisfaction
	4(4.8%)
	4(4.8%)
	8(9.5%)
	48(57.1%)
	20(23.8%)

	6
	A comfortable environment with good

 directional sign
	44(52.4%)
	30(35.7%)
	4(4.8%)
	4(4.8%)
	4(4.8%)

	7
	Easily accessible at any time of the day
	32(38.1%)
	16(19%)
	12(14.3%)
	16(19%)
	8(9.5)

	8
	Up-to-date and well-maintained place

 
	20(23.8%)
	4(4.8%)
	36(42.9%)
	20(23.8)
	4(4.8%)


Source: Field data (2020)
i. Perception that service environments at TBC attract more customers; In answering this statement, the researcher observed that most of the majority of about 57.1 per cent agreed to the perception that service environments at TBC attract more customers, about 28.5% disagreed with the perception that service environments at TBC attract more customers; About 14.3% were not sure with the perception that service environments at TBC attract more customers. Presence of a large number of majorities who agreed with the statement implies that service environments at TBC attract more customers; because the service environment is what encourages or discourage the TBC workers. Presenters mood are determined by their services environment; if the environment could be supportive to the worker, the media will possibly attract much the customers; the environment influence the presenter’s psychology toward his/her work. 

ii. Perception on Distribution channels such as cable TV, catalogues, and the internet enabling customer response; In attempting to this perception, the researcher noted that 57.1% of the interviewed respondents agreed that  distribution channels such as cable TV, catalogues, and the internet enabling customer response; about 28.5% of the respondents disagreed with the perception  statement that  Distribution channels such as cable TV, catalogues, and the internet enabling customer response; 14.3 % only were not sure if the distribution channels such as cable TV, catalogues, and the internet enabling customer response, there were not sure because they had little understanding on issues of distribution channels; Generally, the obtained results implied that, distribution channels such as cable TV, catalogues, and the internet enabling customer response; simply because channels distribution determine the performance of a certain media. Good distribution of radio and TVs channels encourage customers responses, difficult accessibility of channels discourage customers; 

iii. The perception that TBC outer screen display influence customer satisfaction; most of the majority about 80.9 % equal to 68 respondents disagreed that TBC outer screen display influence customer satisfaction; they disagreed because most of they blamed that the visual quality of the outer screen display is poor, video display are of low quality; On another hand, about 9.6% agreed with the statement, while the other remaining 9.5% were not sure if TBC outer screen display influence customer satisfaction; they were not sure because they never possessed TV. This the result implies that the quality of the outer screen display of TBC is not good, the reason that made majority to disagree with the perception; Respondents suggested that TBC should focus on improving the screen display, because good outer screen display; clear picture attract customers.
iv. The perception that TBC is easily accessible at any time of the day; most of majority of about 44 respondents with 57.1% agreed with the statement that TBC is easily accessible at any time of the day; because TBS is widespread almost throughout the country, and they added that they access the radio frequency anytime and anywhere. But, about 24 respondents with 28.5% disagreed with the perception statement that TBS is not widespread in some areas. Only 14.3 per cent were not sure if TBC is easily accessible at any time of the day. The result implies that TBC is easily accessible at any time of the day at large areas of the country: because TBC cover the large areas than any other media in Tanzania as noted from the respondents;
v. The perception that TBC is Up-to date and well maintained in places; In attempting to this perception, the researcher noted that majority of about 42.9% of the respondents were not sure that TBC is up-to-date and well maintained in places; 28.6% of the interviewed respondents agreed that TBC is up-to-date and well maintained in places, and 28.6%; disagreed that TBC is Up-to-date and well maintained in places. The result understood that most of the interviewed respondents were not sure with the perception that TBC is up-to-date and well maintained in places, they were not sure because they believed that the increase of science and technology is what makes the media up-to-date and not a media and it physical evidence 
4.3. Level of customer satisfaction in selected media industries; a case of TBC. 

Findings presented objective two on the level of customer satisfaction in selected media industries; a case of TBC. 

The researcher determined the frequency and the percentage of the level of customer satisfaction in selected media industries; a case of TBC.

SA-Strong Agree, A- Agree, NS- not sure, D- Disagree and SD- Strong disagree.

 

4.3.1 Customer satisfaction
Findings Table 4.13 presented customer satisfaction perception statement as follows. 
Table   SEQ Table_ \* ARABIC Table  4.9: Views on the customer satisfaction  TC "Table 4.13: Views on the customer satisfaction" \f C \l "1"  TC "Table 4. 12: Views on the customer satisfaction" \f C \l "1" 
	
	Perception statement
	  SA
	  A
	  NS
	  D
	     SD

	   1
	Pricing influences customer satisfaction
	38(45.2%)
	29(34.5%)
	9(10.7%)
	4(4.8%)
	4(4.8%)

	   2
	Our product influence has influence customer loyalty
	22(26.2%)
	4(4.8%)
	46(54.8%)
	8(9.5%)
	4(4.8%)

	   3
	Our place strategies have influenced quick distribution of services
	50(59.5%)
	10(11.9%)
	4(4.8%)
	4(4.8%)
	16(19%)

	   4
	Use of promotional has increased our business performance and customer satisfaction.
	28(33.3%)
	8(9.5%)
	40(47.6%)
	4(4.8%)
	4(4.8%)

	   5
	Our staff are skilled and this attract more customers
	38(45.2%)
	8(9.5%)
	30(35.7%)
	4(4.8%)
	4(4.8%)

	   6
	Our work process are very smart at TBC and thus influence more customers
	38(45.2%)
	30(35.7%)
	8(9.5%)
	4(4.8%)
	4(4.8%)

	7
	The wholesome working environment support both staff and customers
	22(26.2%)
	4(4.8%)
	46(54.8%)
	4(4.8%)
	8(9.5%)


Source; Field data (2020).
i. The perception that pricing influences customer satisfaction; in answer to this perception, most of the interviewed respondents about 64 respondents with 79.7% agreed that TBC pricing influences customer satisfaction; to the respondents, pricing influence customer satisfaction positively or negatively, favourable pricing influence the customer positively, while unfavourable pricing discourage customers. Also, about 10.7 % of the total respondents were not sure if pricing influences customer satisfaction, the remaining 9.6 % declared to disagree with the perception that pricing influences customer satisfaction; to them, pricing not influences customer satisfaction.  In general, pricing encourage or discourage customers satisfaction; high price can be a burden to the customers, customer fail to afford high price; cheap price of TBC product influence customer satisfaction, the majority can afford; TV channels of TBC are almost free. 
ii. The view that TBC product influence customer loyalty; In attempting to this, most of the majority about 46 respondents equated to 54.8 % were not sure if TBC product influence customer loyalty; they were not sure simply because the loyalty of services dependents on several issues.  Apart from that, about 31% agreed that TBC product influence customer loyalty; and the least majority of about 12 respondents equal to 14.3 % disagreed with the perception statement that TBC product influence customer loyalty. The researcher concluded that customer loyalty depends on effects occurring from the expected media segment. The effect occurring may be influential or discourage to the customers.   

i. The view that the use of promotional has increased our business performance and customer satisfaction; To this perception, most of majority about 40 interviewed individuals equal to 47.6% were not sure with the perception statement that that use of promotional has increased our business performance and customer satisfaction; 42.8% agreed that the use of promotional has increased our business performance and customer satisfaction. Only 8 respondents equal to 9.6% disagreed that the use of promotional has increased our business performance and customer satisfaction. To this study this results implied that, the majority are not aware of the increased business performance and customers’ satisfaction is due to promotion or not. Few respondents who agreed with the statement seemed to be aware of the statement that the use of promotional has increased TBC business performance and customer satisfaction; because in marketing issues there is a clear relationship between performance increase, customer satisfaction and promotion. 

ii. The perception that TBC staff are skilled and this attract more customers; The researcher noted that most of the majority about 54.7% agreed with the statement that TBC staff are skilled and this attract more customers; they added that most of TBC staffs, managers, presenter and other staff members are very skilled in their field of specialization; about 30 respondents with 35.7 % were not sure if TBC staff are skilled to attract more customers; they explained that, attracting some customers is not directly the issues of skilled but sometimes talents and blesses. About 8 respondents disagreed with the perception statement that TBC staffs are skilled and this attracts more customers.
iii. The perception that TBC work process is very smart at, thus influence more customers; The researcher noted that, most of the majority about 80.9% agreed with the statement that TBC working process is very smart at, thus influence more customers; about 8 respondents with 9.5 % were not sure if TBC the work process is very smart at, thus influence more customers; About 8 respondents disagreed with the perception statement that TBC work process is very smart at, thus influence more customers; Presence of a high number of majorities agreed with the statement implies that TBC working process is very smart at, thus influence more customers; 
iv. The perception that a wholesome working environment supports both staff and customers; in answering this perception, most of the majority about 46 respondents equal to 54.8% were not sure if the working environment supports both staff and customers; About 26 respondents with 31 % agreed with the perception statement that the working environment supports both staff and customers; 14.3 % only disagreed with the statement that working environment supports both staff and customers. The result implies that there is a relationship between the working environment and services offered to favour both customers and TBC staffs. However, most of the majority seemed to be unsure if working environment supports both staff and customers; specifically, in case of customers. 
4.4 The relationship between marketing mix strategies and customer satisfaction TC "4.4 The relationship between marketing mix strategies and customer satisfaction" \f C \l "1"  TC "4.4 The relationship between marketing mix strategies and customer satisfaction" \f C \l "1"  
This section presented the specific objective three that sought to establish the relationship between marketing mix strategies and customer satisfaction in selected media industries; a case of TBC

Table   SEQ Table_ \* ARABIC  Table  4.10 Pearson Correlation between the variables
Marketing strategies 



                      Customer-satisfaction                                                                                                                    Marketing strategies Pearson Correlation         1                                      .721** 

               Sig (2-tailed)                                                                               .000

                        N                                              84                                        84
Customer-satisfaction                                                                                                                    Pearson Correlation                                       .721**                                    1

                     Sig (2-tailed)                                                                        .000                                        

                             N                                          84                                      84
The table above shows Pearson Correlation analysis. The Pearson Correlation analysis was used to examine the relationship between TBC marketing strategies and customers satisfaction and the results revealed that there is a high correlation coefficient of .721** level in a 2-tailed test with a significance level at 0.01. This implied that customers satisfaction is highly determined by media strategies in 99%, thus there is a need to improve market strategies.
 
4.5 Discussion of the results

Therefore, the findings noted that male satisfaction was low because they spend more time on job opportunities than female. This finding related to that of Prescott (2011) who argued that male satisfaction is low or less outcome, simply because of the job opportunity and time spent in work than the use of media. 
The reality is that the younger age group are mostly interacting with media than the adult population who are overwhelming with responsibilities. Horner (2011) advertisement effort are mostly directed to young people the reason are the most ageing for media interactive than another age group. 

The experiences in media are highly supportive of the good accomplishment of the requirement of the study. Kotler (2013) is clearly based on the market strategy, increases the way to share knowledge and perspective. Education helped the researcher to obtain qualified contents of the study. Hamed and Farideddin (2016) respondents with a respective qualification are basically important to provide more likely qualified knowledge and experience than fellow illiteracy one. The product strategies have impacts on customer satisfaction, either positively or negatively; but in this context seemed to affect positively customers’ satisfaction. These findings related to that of Afande (2015) who argued that product strategies mostly have a significant contribution to the way customers could feel. 

The perceptions are very challengeable, simply because there were some customers who judged the segment by contents while others judged according to the presenter appearance. The presenter looks to the customers, designs in his/her job as a presenter increase visibility and recognition to customers. Yasanallah and Vahid (2012) argued that the status of marketing is very relevant to the appearance and related product content. Specific attention is addressed to the require satisfaction level for respondents. Presence of full packaged content of information, good entertainment and teaching content to people influence consumers to perceive the quality of media. TBC product perceived quality Influence Purchase intention toward customers’ satisfaction. Foss (2012) argued that product development is specifically important to address the perception of quality. 
It is true to say Branding influences customer satisfaction; branding a media or any other commodity influence customer to be attracted by the commodity; TBC has been branding to its people through social media like Facebook, Twitter and Instagram; the issue that seemed to influence people. Similarly, Ndoweka (2015) pointed out that branding is directly related to customer satisfaction, in which customers attracted to the brand. Branding awareness include the competence of the media presenters, creativity and others toward branding as media, influence customer satisfaction. Presence of a high percentage of the agreeing group indicated that Brand awareness influence customer satisfaction. Obonyo (2013) argued that brand awareness increases the level of customer satisfaction; simply because customers are aware of the brand tend to be satisfied. 

Use of Pricing Strategy has increased customer satisfaction. Hamed and Farideddin (2016) argued that pricing strategies are an important aspect of customer satisfaction. This is relevant and important to induce customers. The value of based-pricing has no impact on customer satisfaction. This implies that price promotion strategies affect customer satisfaction; high price affects customers’ satisfaction. Contrary Bingqun, Kejia and Tingju (2016) argued that promotion strategy is an especially important ingredient to customer satisfaction. 

The respondents’ views summed that a large proportion are not economically good, so the discount will help the customers to afford the media services and satisfy. Muchohi (2015) argued that price discount is a major aspect of customer satisfaction and attraction. 

TBC offer product in the lower price market segment, free sample and bonus packages to influence customer satisfaction; due to these results, the researcher concluded that TBC uses free sample and bonus packages to influence customer satisfaction as Mwampeta and Sichone (2015) argued that the provision of bonus packages is the source to satisfy customers. 

The perception that geographical location has a significant effect on customer satisfaction; either positively or negatively; but in this context seemed to affect positively customers’ satisfaction. Huang et al., (2013) argued environmentally factors are a significant ingredient for market performance and respective customer satisfaction.  TBC Music, appealing colours, lighting influences Customer satisfaction. Presence of TBC Music, appealing colours, lighting influences Customer satisfaction influence consumers to perceive the quality of media. (Malisa, 2015) argued that the appearance of products in the media industry tend to influence customers satisfaction. 

It has been summed up that the use of promotional strategy encourages customers’ satisfaction. Use of promotional strategies also creates interest and brand awareness. Bingqun, Kejia and Tingju (2016) argued that promotion strategies are specifically drawn in the large context of marketing strategies, related ability to deals with promotion for the market accessibility and maintaining is required for customer satisfaction. For example, relevant platforms such as radio, television and social media like Facebook, Twitter and Instagram through high-quality advertisement to insert ideas to the customer. 

The findings summed that employees of TBC are always willing to help customers via various productions. Employees of TBC understand customer’s specific wishes, with respective TBC should focus on researching what their customers’ demands.  Muchohi (2015) customers desire to fulfill their wants are the focal point for satisfaction. The respective ingredient is needed to improve specific wishes and focus on the products.  TBC staffs have clear knowledge and understating on the explanation of news to their customers; customers receive what they expected to receive; unless if the TBC staff could be poor in delivering news and information customers could not satisfy their demands; Obonyo (2013) provision to customers must be related to the expectation, either news and information. 

These results imply that most of the majority are not aware of issues of TBC seeks to instill corporate social responsibility policies throughout its strategies; they are not sure because the TBC management failed to seek to its people on instil corporate social responsibility policies throughout its strategies; people are not well informed issues relating to TBC plans. Apart from that, a similar number of majorities agreed with the statement, because they already informed that TBC seeks to instill corporate social responsibility policies throughout its strategies. Koske (2012) ability to organization to return or share profit with the community is specifically important to build marketing wining. 

 The quality of outer screen display of TBC is not good, the reason that made majority to disagree with the perception; Respondents suggested that, TBC should focus on improving the screen display, because the good outer screen display; clear picture attract customers; TBC is easily accessible at any time of the day at large areas of the country: because TBC cover the large areas than any other media in Tanzania as noted from the respondents. Muthengi (2015) appearance of the products must be well improved with specific attention on the way customers will satisfy. 

In general, pricing encourage or discourage customers satisfaction; high price can be a burden to the customers, customer fail to afford high price; cheap price of TBC product influence customer satisfaction, the majority can afford; TV channels of TBC are almost free. Mwampeta and Sichone (2015) argued that pricing either high or low tend to improve products. 

Customer loyalty depends on effects occurring from the expected media segment. The effect occurring may be influential or discourage to the customers. The majority are not aware of the increased business performance and customers’ satisfaction is due to promotion or not. Few respondents who agreed with the statement seemed to be aware of the statement that the use of promotional has increased TBC business performance and customer satisfaction; because in marketing issues there is a clear relationship between performance increase, customer satisfaction and promotion. (Niharika,2015) pointed out that customers are well satisfied with the performance of either products or services.  Some customers are not directly based on the skilled but sometimes talents and bless. The perception statement that TBC staffs are skilled and this attracts more customers. Kuzilwa and Ndoweka (2015) media industries must communicate effectively with their products to customers, with special attention to the improvement of staffs in terms of skills. 

TBC the work process is very smart to influence more customers satisfaction, Okello (2011) customers are well satisfied with the products and process. Malisa (2015) argued that process strategy includes duration, appearance in the work area, employee appearance, and effort of the employee, reliability and the customer level of participation. Keller (2013) market strategy is related to the process that products are to pass through to finish its required appearance. 

There is a relationship between the working environment and services offered to favour both customers and TBC staffs. However, most of the majority seemed to be unsure if the working environment supports both staff and customers; specifically, in case of customers. Edo (2015) marketing mix elements tend to favour customer satisfaction and related support of the work environment. 

Thus, customers’ satisfaction is to improve market strategies. The customers are well affected by the way market strategies are implemented to the customers ground, specific attention is directed to come up with related marketing strategies, thus  Mwangi (2011) argued that specific effort must be directed to the improvement of the marketing mix, that is justified with the relationship that exists between marketing mix in terms of process, strategies, plan and elements to induce customers level of satisfaction. 
CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.0 INTRODUCTION
This chapter covers the summary of the research finding, conclusion, and suggested means as well as recommendations on how to improve the situation.

 

5.1 Summary of the Findings. 
The results in this study are discussed according to the research, objectives to determine the level of customer satisfaction in the selected media industry, to establish the level of marketing mix strategies in the selected media industry, and to establish the relationship between marketing mix strategies and customer satisfaction in the selected media industry; a case of TBC.   
In the first objective to determine the level of customer satisfaction in the selected media industry a case of TBC; the study found out that several strategies are used to determine the level of customer satisfaction which includes:- product strategy, pricing strategy, placement strategy, promotional strategy, people strategies, process strategy, and physical evidence strategy; where all these strategies contribute to the perception views that guide to measure a level of customer satisfaction in media. For example, in pricing strategies on the point of view use of price discount influence customer satisfaction for about 80%; Also, on promotional strategies, the issue of the using promotional tools encourage customers, hence 44 respondents equivalent to 55 % agreed with the perception; therefore, marketing mix strategies affected customers satisfaction in media industry specifically at TBC. 

In objective number two on establishing the level of marketing mix strategies in selected media industry a case of TBC; several questions were asked to the respondents on; Pricing strategies influence customer satisfaction, TBC product strategies influence customer loyalty, TBC place strategies influence the quick distribution of services, use of promotional strategies has increased TBC business performance and customer satisfaction, TBC staff is skilled to attract more customers, the working process need to be smart at TBC and thus influence more customers, the wholesome the working environment supports both staff and customers.

To almost all the points above, the study shows that most of the majority agrees with the statements, but few points seem to be with a high number of “not sure” answers. Example in the perception that pricing influences customer satisfaction; the majority of about 64 respondents with 80% agreed that TBC pricing influences customer satisfaction, only a few majorities disagreed with the statement. 

In case of objective three; to establish the relationship between marketing mix strategies and customer satisfaction in selected media industries; a case of TBC. It is from this understanding that the study wanted to know if there is any relationship between marketing mix strategies and customers satisfaction. The study used Pearson moment of correlation to examine the relationship among the variable. The Pearson Correlation analysis shows that there is a positive significant relationship between market strategies and customer satisfaction; the results from linear regression predict 99% customer satisfaction is highly determined by media strategies.
5.2 CONCLUSION
In consideration of objective number one the study concludes that to establish the level of marketing mix strategies in the selected media industry; skilled staff, work process and the wholesome working environment required to support both staff and customers to increase the level of customer satisfaction. Either for the TBC to improve more in its strategies towards customer satisfaction, the study recommends that in all activities or programs are undertaken TBC to insist on the use of more skilled personnel.

For the second objective, the study concludes that level of customer satisfaction in selected media industries in Tanzania precisely TBC should be well organized to improve customers satisfaction; either the following strategies should be considered at a high extent as they contribute more to customer satisfaction; product strategy, pricing strategy, placement strategy, promotional strategy, people strategies, process strategy, and physical evidence strategy;  

Therefore, in consideration of objective two of the study, concludes that the 7P’s of marketing mix strategies affect the level of customer’s satisfaction. In the issue of pricing, TBC products and services should consider the economic level of the users; most of the customers need good services at an affordable price, therefore if the price will be not friendly to customers it will be difficult to satisfy the customers. 

In objective three; the researcher finding indicates that media strategies and customers satisfaction are highly related in the media of Tanzania, specifically TBC as a case study.  The strongest the strategies used the higher the customer satisfaction and the weak the strategies used lead to lower customer satisfaction. The Alternative hypothesis was therefore accepted.

 

5.3 RECOMMENDATIONS
Based on the findings and discussions drawn above the specific recommendations to TBC are as follows: 

5.3.1    In accordance with the dominant factor above that is the price variable, 
the company must remain focused to reach customers who want discounted premium prices. If necessary, they can add various new products that are similar. This will attract all type of customers to use TBC products and services. In addition, I encourage TBC to maintain the competitive advantage of discount premium prices for the middle and upper classes. 

5.3.2        In addition to the price factor, it is recommended that the product, place, 
process mix factor, promotion and people be the focus to be continuously improved in order to increase customer satisfaction, this can be done by implementing the concept of CRM (Customer Relationship Management) at TBC.

5.3.3        There is also a need to improve all marketing strategies for variables which are significant perform low. 
For example, by equipping TBC workers with skills, knowledge and experience as well as improving their working environments to meet the needs of many current customers.
5.3.4        The researcher further recommended that; 
TBC should use combined marketing mix strategies in order to improve its customer’s satisfactions. They may give considerable offers at online platforms to all its customers to encourage more purchase of its products as improving introducing its new products to the customers.
5.4 SUGGESTED FURTHER RESEARCH
The study looks at the effect of marketing mix strategies on customer satisfaction in the selected media industry in Tanzania a case of Tanzania Broadcasting Corporation (TBC) Dar es Salaam. The researcher suggested some areas for the further research to be conducted; as follows: 

1. Customer satisfaction for Private and Public media in Tanzania. 

2. Media workers environment in Tanzania 

3. Challenges facing the media industry in Tanzania and its solution. 
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APPENDICES

APPENDIX I:     QUESTIONNAIRES  FOR RESPONDENTS

Dear respondents, 
My name is Emmanuel Edwin Minja a student pursuing a Master’s degree at Open University the fieldwork and dissertation is part of my course for the fulfillment of the award of Masters of Business Administration (MBA) of the Open University of Tanzania (OUT). You are kindly requested to respond to these questionnaires to help me to accomplish the study topic of “effects of marketing mix strategies on customer satisfaction in selected media industries; a case of TBC ''. The required information will be treated confidentially and is only for academic purpose and not otherwise. I thank you in advance for your good cooperation, assistance, time and effort that you spent in the completion and return of these questionnaires. 

QUESTIONNAIRES TC "QUESTIONNAIRES" \f C \l "1" 
SECTION A [ GENERAL INFORMATION]
Please tick ( √  ) your appropriate choice in the boxes provided.
Name of your school……………………………………………………………

1. Gender

male     .       Female   

2. Age [year]

25 -  30  
      31 – 35  
            36 -  40 
         

41 - 45   
       46 – 50   
            Above  50 


      3. Marital status

Married      .  . Single    .  .   Separated       . .    Widowed        .         Divorced 
4. Working experience.

1 – 2 years            3 – 5 years.            6 – 10 year             Above 10 years   

5. Academic level

 Diploma         ...  1st degree         .  2nd degree      . .   Above    
SECTION B
Objective one,
Questionnaires to establish the level of marketing mix strategies in selected media industries; a case of TBC 
In this question shows your choice by the use of a tick      ( √)

SA-Strong Agree, A- Agree, NS- not sure, D- Disagree and SD- Strong disagree.

a)      Product Strategy

	 
	Perception statement
	 SA
	  A
	 NS
	  D
	SD

	   1
	Product strategies have a positive impact on customer satisfaction
	 
	 
	 
	 
	 

	   2
	Presenter appearance has no effects on customer satisfaction
	 
	 
	 
	 
	 

	   3
	Presenter look and designs increase visibility and recognition
	 
	 
	 
	 
	 

	   4
	TBC packaging influence consumer perceived

 product quality
	 
	 
	 
	 
	 

	5
	TBC product perceived quality does not influence

Purchase intention
	 
	 
	 
	 
	 

	6

 
	Branding does not influence customer satisfaction
	 
	 
	 
	 
	 

	7

 
	Packaging is used to attract customers
	 
	 
	 
	 
	 

	8
	Brand awareness influence on customer satisfaction
	 
	 
	 
	 
	 


 

b)     Pricing Strategy
	 
	Perception statement
	SA
	 A
	 NS
	  D
	    SD

	   1
	Use of Pricing the strategy has increased customer 

Satisfaction
	 
	 
	 
	 
	 

	   2
	Value based-pricing has a positive impact on 

customer satisfaction
	 
	 
	 
	 
	 

	   3
	Price promotion strategies do not affect customer satisfaction
	 
	 
	 
	 
	 

	   4
	Use of price discount influence customer satisfaction
	 
	 
	 
	 
	 

	5

 
	TBC offer product in the lower price market segment
	 
	 
	 
	 
	 

	6
	TBC uses free sample and bonus packages to influence Customer satisfaction
	 
	 
	 
	 
	 


 

c)      Placement Strategy
	 
	Perception statement
	SA
	 A
	  S
	  D
	 SD

	   1
	The geographical location has a significant effect

 on Customer satisfaction
	 
	 
	 
	 
	 

	   2
	Use of distribution channels influence customer 

Satisfaction
	 
	 
	 
	 
	 

	   3
	Close location of TBC selling similar product effects

Customer satisfaction
	 
	 
	 
	 
	 

	   4
	TBC Music, appealing colours, lighting 

influences Customer satisfaction 
	 
	 
	 
	 
	 

	   5
	Physical surrounding such as TBC working 

Environment does not have any affects customer 

Satisfaction
	 
	 
	 
	 
	 

	   6
	Use of attractive stimuli such as music and 

Pictures/photos have an influence to customers.
	 
	 
	 
	 
	 


 

d)     Promotional Strategy
	 
	Perception statement
	SA
	  A
	 NS
	  D
	  SD

	 1
	Poor promotional strategy leads to customer dissatisfaction
	 
	 
	 
	 
	 

	 2
	Online and traditional advertising leads to customer satisfaction.
	 
	 
	 
	 
	 

	 3
	Use of promotional strategy encourage customers 
	 
	 
	 
	 
	 

	 4
	Use of promotional strategies create interest and brand awareness
	 
	 
	 
	 
	 

	5
	Use of e-marking has a positive influence on customer Satisfaction
	 
	 
	 
	 
	 

	6

 
	TBC offers price discounts to influence customers
	 
	 
	 
	 
	 

	7
	TBC uses publicity to promote their product/services
	 
	 
	 
	 
	 

	8
	TBC uses advertising to present service/product and ideas
	 
	 
	 
	 
	 


 
e)      People strategies
	 
	Perception statement
	 SA
	  A
	  NS
	  D
	     SD

	   1
	Personnel working for the TBC are neatly Dressed and very smart
	 
	 
	 
	 
	 

	   2
	Employees of TBC tell you exactly when services will be performed
	 
	 
	 
	 
	 

	   3
	Excellence TV presenter enhance customer Satisfaction
	 
	 
	 
	 
	 

	   4
	TBC the presenter provides its services at the time 

promises to do so
	 
	 
	 
	 
	 

	5

 
	Employee of TBC give your prompt service
	 
	 
	 
	 
	 

	6
	Employees of TBC are always willing to help Customers via various production
	 
	 
	 
	 
	 

	7
	Word of mouth advertising efforts influence customers
	 
	 
	 
	 
	 

	8
	Employees of TBC understand customers specific wishes
	 
	 
	 
	 
	 

	9
	Our customers are satisfied with responsiveness in service delivery
	 
	 
	 
	 
	 

	10
	Our customers are satisfied with 

staff knowledge and explanation of news 
	 
	 
	 
	 
	 


 f)       Process Strategy
	 
	Perception statement
	 SA
	 A
	  S
	  D
	     SD

	   1
	Minimal waiting

period of not more than an hour
	 
	 
	 
	 
	 

	 2
	Customers feedback in order to improve service
	 
	 
	 
	 
	 

	 3
	Customer claims are easy to be solved
	 
	 
	 
	 
	 

	 4
	Advertise news on time
	 
	 
	 
	 
	 

	5

 
	TBC has operating hours convenient to all its TV presentation
	 
	 
	 
	 
	 

	6
	Analysis of the frequency of customers’ complaints about TBC product
	 
	 
	 
	 
	 

	7
	TBC seeks to instil corporate social responsibility policies throughout its strategies
	 
	 
	 
	 
	 


 

g)      Physical Evidence Strategy
	 
	Perception statement
	SA
	 A
	 NS
	  D
	  SD

	 1
	Service environments at TBC attract more customers
	 
	 
	 
	 
	 

	   2
	Physical evidence of TBC influences the emotions and behaviours of customers
	 
	 
	 
	 
	 

	   3
	Distribution channels such as cable TV, catalogues, and the internet enabling customer response
	 
	 
	 
	 
	 

	   4
	Physical evidence of TBC

influences the attitudes of customers
	 
	 
	 
	 
	 

	5

 
	TBC outer screen display influence customer 

Satisfaction
	 
	 
	 
	 
	 

	6
	A comfortable environment with good directional sign
	 
	 
	 
	 
	 

	7
	Easily accessible at any time of the day
	 
	 
	 
	 
	 

	8
	Up-to date and well-maintained place

 
	 
	 
	 
	 
	 


 

 Objective two
Questionnaires to determine the level of customer satisfaction in selected media industries; a case of TBC. This question show your choice by the use of a tick   ( √)
SA-Agree, A- Agree, NS- not sure, D- Disagree and SD- strongly disagree.

a)      Customer satisfaction

	 
	Perception statement
	 SA
	  A
	  NS
	  D
	     SD

	 1
	Pricing influences customer satisfaction
	 
	 
	 
	 
	 

	   2
	Our product influence has to influence customer loyalty
	 
	 
	 
	 
	 

	   3
	Our place strategies have influenced the quick distribution of services
	 
	 
	 
	 
	 

	   4
	Use of promotional has increased our business 

Performance and customer satisfaction.
	 
	 
	 
	 
	 

	 5
	Our staff are skilled and this attract more customers
	 
	 
	 
	 
	 

	   6
	Our working process is very smart at TBC ant thus influence more customers
	 
	 
	 
	 
	 

	7
	The wholesome the working environment supports both staff and customers
	 
	 
	 
	 
	 


Source: Research (2020)

Thanks for your Cooperation

 

 

 

 

 

 

APPENDIX II: INTERVIEW GUIDE FOR MARKETING OFFICERS, CUSTOMER CARE STAFFS AND MARKETING MANAGER
 
1.      What are the levels of marketing mix strategies at TBC?
………………………………………………………………………………
………………………………………………………………………………
………………………………………………………………………………
2.      Explain the level of customer satisfaction at TBC
………………………………………………………………………………
………………………………………………………………………………
………………………………………………………………………………
3.      Explain the relationship between 7ps of marketing mix strategies and customer satisfaction at TBC
…………………………………………………………………………………………

…………………………………………………………………………………………

…………………………………………………………………………………………

Dependent Variable





Independent Variable
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Physical Evidence
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