PAGE  
57

INFLUENCE OF MARKETING MIX STRATEGY ON BUSINESS PERFORMANCE: A CASE OF TANZANIA BIOTECH PRODUCTS LTD - BIOLARVICIDES PLANT IN KIBAHA

MAGDALENA E. UISSO

A DISSERTATION SUBMITTED IN PARTIAL FULFILMENT OF THE REQUIREMENT FOR THE DEGREE OF MASTER OF BUSINESS ADMINISTRATION (MBA)
DEPARTMENT OF ACCOUNTING & FINANCE
OF THE OPEN UNIVERSITY OF TANZANIA

2022
CERTIFICATION
The undersigned certifies that he has read and hereby recommends for acceptance by the Open University of Tanzania a dissertation entitled; “Influence of Marketing Mix Strategy on Business Performance: A Case of Tanzania Biotech Products Ltd - Biolarvicides Plant in Kibaha” in partial fulfillment of the requirements for the Degree of Master of Business Administration (MBA) Department of Accounting & Finance of the Open University of Tanzania.

..........................................................
Dr. Juma Monya

(Supervisor)

.......................................................
Date

COPYRIGHT

No part of this Dissertation may be reproduced, stored in any retrieval system, or transmitted in any form by any means, electronic, mechanical, photocopying, recording, or otherwise without prior written permission of the author or The Open University of Tanzania on that behalf.

DECLARATION

I, Magdalena E. Uisso, declare that, the work presented in this dissertation is original. It has never been presented to any other University or Institution. Where other people’s work have been used, references have been provided. It is in this regard that I declare this work as originally mine. It is hereby presented in partial fulfillment of the Degree of Master of Business Administration (MBA).
……………………………

Signature

...……………………………..

Date

DEDICATION

I dedicate this dissertation to my Spiritual Father the Late Father D. H. Mbiku, my parent, family, friends, and all those who assisted me during my studying and research time.

ACKNOWLEDGEMENT

I am very happy and thankful to my God- Lord, who has enabled me, protected me and held my hands in those difficult times, surely without him I wouldn’t accomplish this work. Also, my appreciation to supervisor Dr. JumaMatonya deserved much thankful for his assistance and boundless support during this research work. He has been at the forefront in advising me tirelessly and without complaint, surely he is a role model. May God protect him and always continue to bless the work of his hand.

I am also filled with gratitude tothe Management and staff of TBPL for their heartfelt support and for authorizingme to collect data in their compound. May the Almighty God remember the work of their hands and bless them.

Finally but not least, my appreciation goes to all unmentioned people who voluntarily supported me without giving up during my research work. And lastly, my gratitudeto my family for all their supports, encouragement, and prayers, May God bewith them always, I love them.
ABSTRACT

This study investigated the relationship between marketing mix strategy and business performance at Biolarvicides plant located in the Pwani region. Specifically the study aimed at determining the influence of promotion on business performance, determining the influence of people on business performance, determining the influence of the process on business performance, and determining the influence of physical evidence on business performance. The study utilized an explatory research design whereas the structured questionnaire was applied to collect data from 107 respondents obtained through random sampling .Multiple regression analysis was performed to analyze the collected data. The findings indicate that promotion and process strategy significantly affect the business performance of Tanzania Biotech Products Ltd (TBPL). On the contrary people and physical evidence strategy was found to be inconsequential variable in influencing the business performance of TBPL. It is concluded that promotion and process are predictors of the performance of TBPL. Thus, it is recommended that TBPL has to invest more in the promotion and improve process strategy which in turn increases the performance of the TBPL Company. 
Keywords: Marketing Strategy, Promotion, People, Process.
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CHAPTER ONE
INTRODUCTION TC "CHAPTER ONE" \f C \l "1" 
1.1 Background

Business performance is the ability to make the best use of an organization’s resources. Tagged (2020) defined it as the actual output of a company measured against its intended output. Therefore, business performance is an attestation of organizational prosperity. A business organization that can sustain and increase its performance is more likely to have a positive growth rate and tend to conquer the competition in the respective industry (Sumiati, 2020). Therefore it is a necessity for management to continue finding ways to achieve better performance which in turn results in a competitive (Ajagbe, Peter, Udo, Uduimoh, &Akpan, 2016).
Owing to its importance, marketing researchers and marketing practitioners have been investigating the factors that influence business performance. Scholars have identified that business performance is influenced by different factors including work environment, training & development, and management (Cera & Kusaku, 2020). Xuan, Thu, and Anh (2020)reveal that public policy, enterprises owners’ education level, enterprise social interaction, and revenue growth rate are factors that influence the performance of the small and medium-sized enterprises (SMEs) in Vietnam. 
However, the current study proposed marketing mix strategy to be amongst the factors that impact business performance. Gituma (2017) described that marketing mix strategy as a mission that an organization comes up with to its targeted customer that aimed to deliver quality products at a reasonable price and offer effectual promotional strategy. Therefore, marketing mix strategy is a vital constituent of a marketing plan that assists a firm to channel its resources in the best possible way to improve business performance. 
Kotler and Armstrong (2013) pointed out that marketing strategy has been an indispensable instrument for any organization to remain contentious and stronger in the market territory. For ages, researchers have materially enhanced conceptual understanding of the role of marketing strategies in enabling firms to create an enduring competitive advantage. Advancements in the marketing–finance link have also initiated experimental results from marketing projects and different types of marketing-related assets on firms’ accounting and financial market performance (Morgan, 2011).
However, Gbolagade, Adesol and Oyewale (2013) described that marketing strategy is a plan of action in providing a standard product that appeases customer needs, presents reasonable prices while engaging in boundless distribution with constructive promotion strategy. Therefore the strategy is a managerial decision and action aimed at resource allocation that makes the organization different from its competitors. Firms that aim to fill the customer needs have to concentrate more on understanding the customers and come up with strategies that fit the target market (Muchiri, 2016).
In addition, Munchiri (2016) sees the extended marketing mix 3Ps namely people, physical evidence, and process as service goods that differ from products goods which aim at delivering quality service in service goods. For this reason marketing mix strategy is an organizational paradigm to differentiate themselves from competitors (Bahador, 2019).
Many studies have been done concerning the influence of marketing mix strategy on business performance in different industries. For example, Kaaya (2014) studied the assessment of marketing strategies for Tour operators in Arusha City, Daniel (2018) examined the effects of marketing strategies on business performance in Nigeria Bottling Company Kaduna, Akbari andJalilian (2015) studied the evaluation of marketing strategy impact on business performance in the Iranian banking industry. On the other hand, Gbolagade, et al., (2013) assessed the influence of marketing strategy on organization performance in selected Small and Medium Enterprises, Ajagbe et al., (2016) studied business strategy as a contributor to organizational performance, Kartawinata, and Wardhana (2013) examined the marketing strategies and their influence on business performance of Indonesian Ship Classification Society. 
Moreover, Batavia and Kolachi (2012) studied the impact of export marketing strategies in export performance for the case of Pakistani Textile Sector. Ahmad, Al-Qarni, Alsharqi, Qalai and Kadi (2013) studied the effect of marketing mix strategy on Hospitals performance evaluate patient satisfaction. Kaldeen and Ali (2017) investigated the influence of marketing mix strategies on performance of Tourists Hotels in the Eastern province. However, the majority of these studies have not been conducted in Tanzania and that many of them have investigated the 4Ps of product goods while leaving the 3Ps of service marketing under searched. This motivated the current study to be undertaken to fill the gap. 
On the one hand, none of them have studied the influence of marketing mix strategy on business performance, particularly in biolavicides plants (to the level of the author’s best knowledge). There is also limited information concerned the influence of marketing strategy on business performance, especially in Tanzania. Hence the current research was done to fill the gap. Specifically, this study determined the effect of promotion, people, process, and physical evidence on business performance at TBPL.
 TC "1.1 Background to the Study" \f C \l "1" 
The findings obtained from the study have added knowledge to marketing literature on influence of marketing mix strategy on business performance.

1.2 Statement of the Problem
Customers are becoming more sophisticated (Hashim & Hamzah, 2014) and firms are left with no option than to concentrate more onhow to meet the customer needs, especially focus on understanding the customers and developing appropriate strategies to improve performance (Muchiri, 2016).Therefore, Daniel (2018) conclude that, the major daily concern of organization is to maximize profit and to achieve their objectives. Thus, it is the duty of marketing managers to plan and implement policies which maximizes the income per unit of capital employed in the business.
On the other hand, Muchiri (2016) pointed out that marketing mix needs productive plan that enhance quality products and services whilst increasing the customer appease. “It is imperative to note that, it is not simply a matter of producing a good product or service alone that meet the customers' wants and needs and give customer satisfaction, but how well the product or service is introduced to them” (Daniel 2018, p.2). Therefore, finding ways on how the marketing mix elements can be utilized to intensify the performance is inevitable. Bahador (2019) reveal a constructive relationship between marketing mix with the customer’s satisfaction that will give a positive impact on the overall business performance. Other previous scholars (Ajagbe et al., 2016; Daniel, 2018; Kaduna, et al., 2015) also found a significant impact of marketing mix elements on organizational performance. Moreover, the majority of studies have not been done in Tanzania and none have been done in the Biolarvicides plant (to the author’s best understanding). Hence this study was done to fill the gap, add the marketing mix strategy literature. 
1.3
Research Objectives TC "1.3
Research objectives" \f C \l "1" 
1.3.1
General Research Objective TC "1.3.1
General research objective" \f C \l "1" 
The overall objective of this research is to assess the influence of marketing mix strategy on business performance.
1.3.2
Specific research Objectives TC "1.3.2
Specific research Objectives" \f C \l "1" 
i. To determine the influence of promotion on business performance 

ii. To determine the influence of people on business performance

iii. To determine the influence of the process on business performance

iv. To determine the influence of physical evidence on business performance

1.4 Relevance of the Study TC "1.5
Relevance of the study" \f C \l "1" 


The findings of the research provide knowledge to the organization under which the study has been carried out. The study also provides insights to TBPL and other companies on how to allocate its resources and improve business performance while attained objectives of the establishment of the Plant. The study help the researcher to practice the theoretical learns as well as a fulfillment for the Award of Degree for Masters of Business Administration in Marketing. The findings of the study provides knowledge to future researchers on the influence of marketing mix strategy on business performance, also the study might be used as the review notice and reference for those who intend to study this topic. Lastly, the findings of this study are also useful for the legislators. 
1.5 Organization of the Proposal TC "1.7 Organization of the Proposal" \f C \l "1" 
The next section of this research is chapter two which covers the conceptual definitions, theoretical and empirical literature review, research gap, and conceptual framework for the study.  Chapter two is followed by chapter three which presents research methodology that covers research philosophy, research approach, research design, and area of the study. Then followed by sampling design and sample size, sampling procedure, variables and measurement procedures, method of data collection, data processing and analysis, reliability and validity of data and ethical issues to be considered. Afterward, chapter four present the findings of the study. Chapter five present the discussion about the findings of the current research. Furthermore, chapter six hand over conclusions, recommendations, and limitations. Then, references follow, and lastly the appendices.

CHAPTER TWO TC "CHAPTER TWO" \f C \l "1" 
LITERATURE REVIEW TC "LITERATURE REVIEW" \f C \l "1" 
2.1
Overview
This chapter presents various literature study approaches. It is organized as follows: the first section is conceptual definitions, followed by theoretical literature reviews and empirical literature reviews. Then, the research gap follows and lastly conceptual framework.
 TC "2.1
Overview" \f C \l "1" 
2.2 Conceptual Definitions TC "2.2 Conceptual Definitions" \f C \l "1" 
2.2.1 Marketing Strategy TC "2.2.1 Marketing Strategy" \f C \l "1" 
Barome (2021) refers marketing strategy as a business's overall plan for reaching expected consumers and influence to be customers of their products or services. It contains the company’s worth proposition, key messaging, specific information on target customer demographics, and other distinguished elements. However, Daniel (2018, p.3) refers marketing strategy “as a set of managerial decision and action that aimed to differentiate the company from competitors and sustain its competitive advantages”. The researcher adopted Daniel's (2018) definition as it the current one and suits well with the study.
2.2.2 Promotion TC "2.2.1 Promotion" \f C \l "1" 
Ward (2020) defined the term promotion as any message with information that attempts to affect a customer's buying behavior. Promotion is a “communication activity that aims at persuading and influencing the behavior of the targeted customer in the marketing” Daniel (2018, p.3). Therefore, a good promotion has to communicate what it does and what it offers the customers to give them the reason to opt for your goods rather than competitors. The conceptualization of Daniel, (2018) was adopted as it suits the interpretation of promotion in this study.
2.2.3 People

CIM (2015), defined people as anyone who comes into contact with the customer and making an impression. On the other hand, Daniel and Anca (2012) refers people as individuals who have a direct contract with prospective customers, share information with them constantly, strengthen long term relationships with their customers, impacting attitudes and behavior of target customer through the undertaking communication. As many consumers cannot differentiate the goods or service from the person who provides it, therefore the employees must be appropriately trained and well-motivated to portray a good image for customer satisfaction. The researcher adopted Daniel andAnca (2012) definition as it is funish the whole meaning of people as influence of business performance.
2.2.4 Process TC "2.2.3 Process" \f C \l "1" 
Baird (2020), defined a process as a sequence of steps and the tendency to make quick response decisions involved in the way work is completed. However, Othman, Harun, Rashid, Nazeer, Kassim and Kadhim (2019,p. 869)said “process as the greatest practices it provides products or services to customers to create happy customers which is a higher order of satisfaction”. That means the process of hand over products or services and the behavior of those who hand over them are very important actions in customer satisfaction (CIM, 2015). Customers are interested in the information given, waiting times, helpfulness of the staff, and the system designed for the customer’s benefit. This study adopted Othman, et al., (2019) definition believing to have positive results in influence of business performance.
2.2.5 Physical Evidence

“Physical evidence includes physical facilities, equipment, employees, and means of communication” (Setyawan & Yani 2017, P.66). “Service environments, also known as services cape or physical evidence, relate to the style and appearance of the physical surroundings and other experiential elements encounter on customers at service delivery sites” (Othman et al., 2019,p. 869). Therefore, physical evidence portrayed by an organization must confirm the assumptions of the customer, as they don’t know how well the service or product will be until after purchase. This study adopted Othman et al., (2019) definition as it’s fit the demonstration of physical evidence have influence on business performance.
2.2.6 Business Performance

Business performance is essential to guide the level of rivalry in the marketplace in which the company desire to operate. Porter (1980, 1985) point out that business performance is attained by moderate spending in markets competition and achieving positional advantages through market exploitation. Tagged (2020), defined organizational performance as the actual output of a company measured against its intended output. Ajagbe et al., (2016. p. 2) said “business organizations that continue to find proper avenues of achieving a competitive edge, they also endeavor to achieve competence in every valuable area of their businesses which often result to enhanced business performance.” Suherly, Affif, Arief, and Guterres (2016) mentioned measures of business performance as market share, sales volume, and profitability.
2.3 Theoretical Literature

2.3.1 Marketing Mix Theory TC "2.3.1 Marketing Mix Theory" \f C \l "1" 
The idea has been accredited bya Harvard University- Prof. James Culliton in 1948, a professor of marketing. The object behind the marketing mix is to arrange systematically all characteristics of the marketing idea concern the habits, desires, and psychology of the target market. Bahador (2019), for this reason the theory"4 Ps was developed" therefore the first P is product, that takes into account the design, features that distinguish it from its competitors. The second P is price that considered as an attribute that needs to be attached in exchange for the type of service or product being offered. The third P is place, stands as a location where customers buy a product or service. The fourth P is promotion that stands for information of what a company does and offers its targeted customers.
However, there was disagreement between scholars about the theory of 4Ps framework that led the addition of other 3Ps.Like the study by Rafiq and Ahmed (1995) argues that there was a high degree of dissatisfaction in the 4Ps framework. Booms and Bitner (1981) thought that service products require a distinct type of marketing mix strategy, that because their inherent intangibility, perish ability, heterogeneity and inseparability (Berry, 1984). Thus, there as on other scholars came up with other views concerned the 4Ps, out of them is Booms and Bitner (1982) who adjusted the marketing mix element from 4Ps, to the 7Ps, by adding another 3Ps, which are  people, process and physical evidence. 
Where  the first P stands for people, take to account that people are individuals who have a direct contract with prospective customers, share information with them constantly, they tend to be variable in that influence performance. The second P is process, is procedures and flow of activities by which the service is acquired. Thus, the behavior of those who hand over service or product are very important actions in customer satisfaction and business performance. The third P is physical evidence; it includes physical facilities, equipment, employees, and means of communication. Thus, when physical evidence performed well tends to be variable that influence the performance and communicate the service.
Therefore, the addition of 3Psis known as service marketing mix…..? has gained widespread acceptance in marketing mix literature. The objective of the marketing strategy is to provide the organization with the best way to use its limited resources according to the available opportunities. According to Kartawinata, et al., (2015) thought that 7Ps simultaneously have a significant influence on marketing performance. The researcher has choosen 4Ps namely promotion, people, process and physical evidence as they seems to have more impact on business performance.

2.4 Empirical Literature Reviews TC "2.4 Empirical Literature reviews" \f C \l "1" 
2.4.1 Relationship between Promotion and Business Performance

The majority of the studies have been conducted in relation to the promotion to the Less Developed Countries in different industries but none of them have been conducted in Biolarvicides Plant - Tanzania as it is the only one Plant of this kind in East Africa and Africa general. Onyejiaku, Chinyere, Ghasi, Nwanneka, Okwor and Helen (2018) in southeast Nigeria conducted a study on the analyses of promotional strategies and effects on sales growth in some selected manufacturing firms.7112 staff drawn from 10 manufacturing firms selected from the 5 states in southeast Nigeria. Survey design applied, Godden’s statistical formula used for calculating sample size, stratified random sampling, and ordinal logistic regression model were applied. Findings revealed that advertising, public relations, and personal selling were promotional strategies that had effects on sales growth. That promotional strategy poses a positive and had a significant impact on the growth of the sales. However, from the findings the researcher used stratified random sampling, as it is dividing a population to subpopulation, the researcher cant classify every member of population into a subgroup.

Another study of Amin (2021) in Nigeria, studied the influence of promotion marketing strategy on the business performance of SMEs in Abuja. The sample size was 339 drawn from the population of SMEs, the study used a survey research design. Regression analysis and simple random sampling were applied. The study reveals that promotion strategy positively impacts the performance of SMEs in Abuja. However, the sample size was to small to conclude for SMEs in Abuja.

Mustapha (2017) in Nigeria investigated the influence of marketing strategy on the Performance of Small Scale Business in Maiduguri, Borno State. Multiple regression and stratified sampling techniques were used, 200 sample sizes were drawn purposively from different locations. The outcomes reveal that marketing strategy (product, price, place, and promotion) were positive indicators for business performance, and thus each individual has different factors that impact the performance of the small business. Kenu (2018) examines the impact of marketing strategy on the organizational performance of SMEs in Southern, Ethiopia. Stratified random sampling and sample size 250 were drawn from the population of SMEs. Pearson correlation and multiple regressions were used to analyze data. The results show products, prices, and promotions have a positive significant effect on organization performance.
Moreover, literature by Eniola and Olorunleke (2020) from Kwara State, Nigeria investigated the impact of marketing strategy on the performance of an organization focus on SMEs. 250 sample size was drawn from the population, and simple random sampling and regression analysis were applied by this study. The finding reveals that products, promotion, packaging, and price were positively significant impact business performance. However, the analysis showed that the influence of both advertising strategies affects the growth and development of the organization’s brand. Thus, from the above-reviewed literature, this research hypothesized that:

H1: There isa positive and significant relationship between promotion and business performance.
2.4.2 Relationship between People and Business Performance

Another study by Rahman, Zailani, Al-Mamun, Jan, Ameziane and Hazeez, (2015) examined the influence of salesperson training on organizational performance in Kuala Lumpur Malaysia. Purposive sampling techniques were in drawn 238 sample size the Malaysian major retail shopping malls. A partial least square technique and regression analysis were applied. The findings reveal that salesperson’s training, knowledge and skills have a significant impact on organization outcomes. Thus, the knowledge and skills of a salesperson contribute to productivity as a key factor for business performance. However, the the sampling technique used is not allowed to generised the conclusion.
On the other hand, a study by Daniel (2020) in Nigeria, examines the effect of training on organization performance. Taro Yamane's sample technique and structured questionnaire were used to draw a 304 sample size from three banks of microfinance. Descriptive and inferential techniques were applied. The result reveal that employee skill, knowledge, and ability attained as training has a significant influence on productivity, thus, training has an impact on organization performance. However the study used descriptive in analyse, which is not preferred in cause relationship.

Moreover, Alzoubi and Ouafky (2019) examined the influence of human resources strategies and practice on organization performance in selected 40 organizations in the United Arab Emirates. The researcher applied the purposive convenience sampling technique and 148 sample sizes were drawn from the population. Microsoft Excel and Statistical Package for Social Science were used to analyze data. The result shows a positive influence of human resources practices on the organization's performance, the study used purposive sampling yet the conclusions done affect the United Arab Emirate. However, against the preceding reviewed study, this research hypothesizes that:

H2: There is a positive and significant relationship between people and business performance.

2.4.3 Relationship between Process and Business Performance

Alzoubi (2016) studied the effect of business process management on an organization’s business performance pharmaceutical industry sector, Jordan. Selected samples were (17) organizations in the pharmaceutical industry sector. ANOVA and Simple and multilinear regression methods were used, and descriptive and analytical statistical methods. The result shows processes have a significant influence on business process management on an organization’s performance. The study used descriptive statistical method which are not supportive the course relationship.

Kanoga (2016) in Nairobi, studied the effect of the marketing mix aspect on the performance of Shopping Malls. Stratified sampling and a simple random sampling method were applied. The sample size was 19 shopping malls. Multiple regression analysis, descriptive and exploratory research design were used. The results reveal that the 7marketing mix strategy among them process has a significant impact on Shopping mall performance.
In addition, Anwer, (2020) from Pakistan, studied the extent to which the performance of the companies and competitiveness in supply chain collaboration is influenced by business process management. Close-ended questionnaires were applied to collect data in selected manufacturer companies of Pakistan. Confirmation factor analysis and structured equation modeling were applied in this study. The findings showed that organizational performance is significantly influenced by business process management. Thus, from the above-reviewed study, this research hypothesized that:

H3: There is a significant and positive relationship between process and business performance.
2.4.4 Relationship between Physical Evidence and Business Performance

The study of Adiele, Grend and Chinedu (2015) assessed the influence of physical evidence on customer patronage of specified banks in the South-south zone in Nigeria. A questionnaire and cross-sectional survey method were used in this literature, thus 42 managers and 7 customers were randomly selected. Spearman rank correlation coefficient and Pearson partial correlation were applied. The findings reveal that physical evidence impacts customer patronage of banks in Nigeria. 

Another study by Asiegbu, et al., (2012) of Nigeria, accesses the influence of physical evidence on the marketing performance of the commercial airline. The sample size was 110 drawn from 29 commercial airlines. Pearson’s and stepwise regression statistics were applied to analyse data in this study. The findings showed that physical evidence influences marketing performance. Furthermore, Kaldeen and Ali (2017) also studied the influence of marketing mix strategies on the marketing performance of tourists hotels in Eastern province. Survey research was adopted and sample sizes were drawn from 100 managerial employees working from tourist hotels. Thus, the result showed that marketing mix variables including physical evidence have a positive influence on marketing performance in a tourist hotel. However, from the above-reviewed literature, this research hypothesizes:

H4: There is a positive and significant relationship between physical evidence and business performance.
 TC "2.4.3 Relationship between People and Business Performance" \f C \l "1" 
2.5 Research Gap Identified TC "2.5 Research gap identified" \f C \l "1" 
Although there are many studies conducted in respect of the impact of marketing strategy in different aspects with organization/business performance most of the researchers didn’t address the impact of marketing mix strategy on business performance exclusively in Biolarvicides plant where the study was conducted. Most of the reviewed studies such as that of Kaaya (2014) investigate the impact of marketing strategies tour operators use for marketing and promotion of Tanzania Tourism Products. Muchiri (2016) examined the effectiveness of marketing mix strategies on the performance of Kenol Kobil Limited. Kartawinata, (2015) study the marketing strategies and the influence on marketing performance of Indonesian ship classification society, Gbolagade, (2013) assess the effect of marketing strategy on business performance on selected small and medium enterprises. Thus, through these studies hence the intended of this study aimed at determining the influence of marketing mix strategy on business performance to fill this study gap.
2.6 Conceptual Framework TC "2.6 Conceptual Framework" \f C \l "1" 
Figure 2.1, present the conceptual model of this research. 

It proposes that marketing mix strategy influence business performance. Thus, promotion, people, process, and physical evidence are independent variables (marketing mix strategy) that have an influence on the dependent variable (business performance).







Figure  2.1: Conceptual Framework TC "Figure 2.1: Conceptual Framework" \f F \l "1" 
Source: Constructed by the researcher (2021)


CHAPTER THREE
RESEARCH METHODOLOGY

3.1 Overview

This section describes the research methodology and procedures that were conducted in this study. The start section in this chapter is the research philosophy including approach, research design, area of the study, target population, sampling techniques, and procedures. Followed by sample size, variables and measurement procedures, method of data collection, variables and measurement of scale, validity and reliability test, data processing and analysis. Thereafter, multiple linear regression analysis and ethical issues to be considered.
 TC "3.1 Overview" \f C \l "1" 
3.2 Research Philosophy TC "3.2 Research Philosophy" \f C \l "1" 
Saunders, Lewis, and Thornhill (2012) defined research philosophy as a system of beliefs and ideas on the field of knowledge developments. The authors believed that researchers do generate knowledge to their field even if they have a moderate aspiration in answering specific organizational problems. Thus, the current study is expected to generate knowledge on marketing mix strategy in business performance literature. Therefore, positivism research philosophy was applied in conducting this study. This philosophical orientation is suited for studies which use highly structured methodology, large sample and quantitative data collection techniques (Saunders, et al., 2012) as with this study.

3.3 Research Approach TC "3.2.1 Research Approach" \f C \l "1" 
This study adopted deductive research approach. It is a necessity to choose the research approach following contrast between two main research patterns in adhering to the research norms (Saunders et al., 2012). Along with the deductive approach, research hypotheses were developed, also the research strategy facilitates to test those hypotheses (Saunders et al., 2012).
3.4 Research Design

In this study, explanatory research designs were deployed. Research design is the theoretical form within the conducted study. A selection of research design discloses the decision on the priority being given to the dimensions of the research process (Bryman & Bell, 2011). Therefore, it is unavoidable to have a clear awareness of the phenomenon desired on design and data collection (Saunders et al, 2016).
3.5 Area of the Study TC "3.3 Area of the study" \f C \l "1" 
This study was carried out at Tanzania Biotech Products Ltd (TBPL) - A Biolarvicides Plant located in Kibaha, Coastal region. The reason for choosing TBPL is because the Biolarvicides technology used there is high advanced to our country, East Africa, and Africa in general. Besides, malarial is one of an epidemic that is a threat to the social and economic welfare of the Africa continent, this has been an opportunity that led the government of Tanzania to construct the plant that will eradicate the deadly Malaria in Tanzania and African countries. Hence, studying the influence of marketing mix strategy on business performance is beneficial to the individual level, to the country level aspects especially on the subject matter.
3.5.1 Target Population TC "3.3 Target Population" \f C \l "1" 
The population for this research was the staff of Tanzania Biotech Products Limited (TBPL) located in Kibaha, Coastal region. TBPL is one of the larger plants in Africa; the third-largest in the world, followed by China, and the first one is Argentina, that produce biolarvicides for eliminating mosquitoes’ larvae without destructing ecosystem. The epidemic Malarial is not only a threat to the social and economic welfare of all continent sunder the tropical zone. Therefore, using TBPL in this study revealed new experiences concern the technology of biolarvicides and the market. The total population was 172.
3.6 Sampling Techniques and Procedures TC "3.4. Sampling Technique" \f C \l "1" 
Sampling technique refers toa selection process of a sample from the target population in order to represent the population (Saunders et al., 2012). Simple random sampling was applied by this study. Hence, every individual has an equal opportunity of being chosen from the population.
3.6.1 Sample Size TC "3.4.1 Sampling size" \f C \l "1" 
According to Adam and Kamuzora (2008), the sample size is the specific quantity of objects selected from the population. The sample size for this study is 120 employees of TBPL including the managers, seniors and supporting staff. The researcher applied a simple random sampling method in this study. Yamane (1967), cited by Glenn, (2013) suggested the basic formula to compute the sample size of the study. 
The formula:

n=N/ (1+Ne2) applied to obtain a sample of this study. 

Here: 

n=Sample size, 

N= full population, 

e = error tolerance or point of confidence

In that case: 

N =172, e= 5%, n=?

n = 172 / (1+172*0.052) 

n = 172 / (1+172) (0.0025) 

 n = 1+172 x 0.0025 

172 /1+ 0.43

n=120.3

Therefore n =120

3.7 Method of Data Collection

The primary data was collected with the questionnaire. The advantage of this method is that it gives the researcher a chance to clarify to respondents on issues that might need explanation. Saunders et al., (2016) defined a questionnaire as the method of data collection in which each respondent demanded an identical set of questions. This study used a Likert-like scale with responses ranging from 1= Strong disagree to 5= strongly agree. 
3.8 Variables and Measurement of Scale

3.8.1 Dependent Variable

This research measured business performance as a dependent variable with the three dimensions for performance measures like sales volume, market share, and profit. However, scaleswere setfrom the 5-Likert scale with the degree of satisfaction (i.e. strongly disagree, disagree, not sure, agree, and strongly agree) were included in data collection, and multiple regression techniques were used to measure the relationship. The questionnaires which used in this study were the ones from other scholars that were modified to fit this study.
3.8.2 Independent Variables
Independent variables of this research are Promotion, People, Process, and Physical evidence. Illness (2015) defined independent variables asall components that can be manageable, or changed, however, independent variables impact dependent variables either positively or negatively. Since all independent variables are handled as ordinal measurements, they are categorical 5-Likert scale questions and each variable was planned to guarantee accurate results. However, the researcher adopted the other scholars’ questionnaires and modified them to fit this study.
3.9Validity and Reliability Test TC "3.8   Validity and reliability Test" \f C \l "1" 
3.9.1 Validity Test TC "3.8.1 Validity Test" \f C \l "1" 


Validity is the standard to which the specimen of objective portrays the content test planned to compute. Also, Saunder et al, (2016) said that validity is affected by whether the results are truly about what they seem to be. Therefore, the analyses of the pilot data were conducted to ensure that the research tools were valid and address research objectives were crucial. The validity of the data confirms that another researcher may use the identical procedure and end up with the same interpretations or findings (Nimako, Azumah, Donkor & Adu-Brobbey, 2012). 
The researcher performed the random sample that controlled the extraneous factors because it minimized the impact of bias in selections and increases the validity of the research. Also, the specialists in the field of marketing were consulted for their opinions to ensure that validity was attained. 
3.9.2 Reliability Test

Saunder et al, (2016) reliability regard to the scope to which the data collection methods or analysis procedures are submit agreeing results. Cronbach’s coefficient Alpha was adopted to examine internal stability in this study. Alpha values of 0.7 and above were suggested by Sarstedt, Ringle, and Hair (2017).

Heo, Chun, Lee, Lee, and Kim (2015) said, a result with a coefficient of 0.7 tends to have good internal agreeing findings. Table 3.1 results reveal that the research instrument was reliable to capture the information required for this study.

Table 3.1:  Reliability Test Results

	Variable tested

	Cronbach's Alpha
	    No of an item used

								
	Promotion

	    .828                                                    

	         8

								
	People

	    .770                                       

	         7

								
	Physical evidence

	    .822                                              

	         7

								
	Process

	    .796                                          

	         6

								
	Business performance

	     .874                                      

	         8

								

	Source: Field Data, 2021


3.10 Data Processing and Analysis

The data collected was coded, checked for missing data, outliers and multicollinearity. The  Statistical Package for Social Sciences (SPSS) version 22 was utilized for analysis of collected data. Descriptive statistics and Multiple Regression analysis was used to analyse the collected data. Multiple regression analysis was done to establish the causal relationship between the tested variables. The following Multiple regression model was used by the current study.
Y = a+b1X1 + b2X2+ b3X3 + b4X4 +£

Whereby:


X1, X2, X3 and X4 are four independent variables (Promotion, People, Process and Physical evidence)


X1= Promotion


X2= People


X3= Process


X4= Physical evidence


Y =Dependent variable (Business Performance)


a =Constant


b1= Regression coefficient of variable X1

b2 = Regression coefficient of variable X2

b3= Regression coefficient of variable X3

b4= Regression coefficient of variable X4


£ = error term

3.10.1Multiple Linear Regression Analysis Assumptions
This research performed multiple regression analysis assumptions in checking and testing before being analyzed to get valid and reliable results. Multicollinearity was checked and tested by the application of correlation coefficients the correlation matrix and or Variable Inflation Factor (VIF). Then autocorrelation was checked by using scatter plots and tested with the Durbin-Watson test. However, Homoscedasticity and heteroscedasticity were checked by scatter plot and tested with the Goldfeld-Quandt test. Lastly, outliers were detected by case-wise diagnostic and when found was removed for accurate results (Acs, Audretsch & Lehmann, 2015). 
3.11Ethical Issues Considered TC "3.9 Ethical Issues to be consider" \f C \l "1" 
Research ethics was strictly observed and planned in conducting the study. In conducting research, the first thing to consider was to get permission from the sampling office where data was collected. The researcher acquired research clearance letter from the directorate of postgraduate studies of the Open University of Tanzania. The researcher also requested permission from Tanzania Biotech Products Limited (TBPL) where the study was conducted. Issues of confidentiality and anonymity were practiced. The researcher seeks the consent of respondents and was free to leave at any stage of data collection.  

CHAPTER FOUR
RESEARCH FINDINGS

4.1 Overview

This section describes the findings of this research and displays all the facts found according to the objectives of the literature.
4.2 Background Information of the Respondents

This segment imposes the respondents' facts found on their age, gender, academic qualifications, and years of experience. The results are indicated as follows.

4.2.1 Respondents’ Age Distribution

Table 4.1 displays the research participants’ age distribution.

It shows that the most of respondents(56.1 %) are elderly between 31 and 40 years, accompanied by those with 41 – 50 years (22.4%), 20 -30 years (15.0 %) and that only a few (6.5 %) were above 51 years.
Table 4.1: Respondent’s Age

	               Age
	Frequency
	Percent

	
	20-30
	16
	15.0

	
	31-40
	60
	56.1

	
	41-50
	24
	22.4

	
	     Above 51
	7
	6.5

	
	Total
	107
	100.0


Source: Field Data, (2021)
4.2.2 Gender Respondents’ Distribution

Table 4.2 indicates the distribution according to gender among participants from the findings. It shows that most 79.4% of participants for this study were males and the rest20.6% were females.This may imply that majority of the employees at Tanzania Biotech Products Ltd are males compared to females.
Table 4.2: Respondents’ Gender

	         Gender
	Frequency
	Percent

	
	Male
	85
	79.4

	
	Female
	22
	20.6

	
	Total
	107
	100.0


Source: Field Data, (2021)

4.2.3 Respondents’ Marital Status Distribution

The findings from Table 4.3display that 72.9 % of participants were married, accompanied by single participants for 24.3 % of the study while separated individuals were 2.8 % of the studied population.
Table 4.3: Respondents’ Marital Status
	Marital Status
	Frequency
	          Percent

	Married
	78
	72.9

	Single
	26
	24.3

	Separated
	3
	2.8

	Total
	107
	100.0


Source: Field Data, (2021)

4.2.4 Level of Education of Respondents

Table 4.4 reveals the distribution of research participants regarding the level of education. It reveals that 10.3 % of the total respondents had certificate education, 26.2 % had possessed diploma education, while of 51.4% half of the total respondents were graduate possessed bachelor degree, and the least figure of participants 12.1 % recorded was graduate of master’s degree. These reveal that the level of education of TBPL staff is certificate to masters.

Table 4.4: Respondents’ Level of Education
	    Education level
	Frequency
	Percent

	
	Certificate
	11
	10.3

	
	Diploma
	28
	26.2

	
	Degree
	55
	51.4

	
	Masters
	13
	12.1

	
	Total
	107
	100.0


Source: Field Data, (2021)

4.2.5 Respondents’ Years of Experience in TBPL

Table 4.5 shows the years of experience with TBPL; it indicates that 1(0.9 %)of respondents had less than one year of experience with TBPL, while 45(42.1 %) of all respondents had between 2 and 5 years of experience. Also, it shows that 61 (57.0 %) of all respondents had 6 to 10 years of experience. These findings display that majority of respondents had more experience concerning TBPL products. 
Table 4. 5: Years of Experience in TBPL

	Years of Experience
	Frequency
	Percent

	
	Less than one year
	1
	0.9

	
	2-5
	45
	42.1

	
	6-10
	61
	57.0

	
	Total
	107
	100.0


Source: Field Data, (2021)

4.3 Multiple Linear Regressions
4.3.1 Multicollinearity Assumption

Table 4.6illustrates the findings of the multicollinearity test. 

Multicollinearity happens when independent variables are highly tally.To test this assumption Variance Inflation Factor (VIF) and Tolerance rate were calculated.Shiu, Toulouse, and Shaw (2006) said that, the values for VIF should be less than 5 and tolerance values should be over 0.1. Multicollinearity results for this research indicate that tolerance values ranged from 0.355 to 0.640 while VIF values are ranged from 1.562 to2.820. These findings indicate that the multicollinearity assumption was met.
Table 4. 6: Years of Experience in TBPL

	Model
	Collinearity Statistics

	
	Tolerance
	VIF

	1
	(Constant)
	
	

	
	Promotion
	.640
	1.562

	
	People
	.576
	1.735

	
	Process
	.355
	2.820

	
	Physical evidence
	.599
	1.668

	Source: Field Data, 2021
a. Dependent Variable: Business performance 

b. Independent Variable: Promotion, People, Process and Physical evidence
c. 


4.3.2 Linearity Assumption

Figure 4.1 display the findings of a linearity assumption. Linearity assumptions were checked by using a scatter plot of scores in this research, assumption carried out to analyze the relationship between variables is the collateral scatter plot of scores should series in line for the linearity assumption to meet (Pallant, 2011). The result of the research showed that scores series in a straight line. Therefore that explained the relation between variables for this research is linear.
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Figure 4.1: Linearity Assumption
Source: Field Data, (2021)
4.3.3 Assumption of Homoscedasticity

Figure 4.2 illustrates the findings of the homoscedasticity assumption. According to Pallant (2011), homoscedasticity presumes identical variance of errors layout between independent variables, that no residuals are distributed uniformly along the line. Therefore the hypothesis discovers that variability in scores for variables X and Y should be the same at all values. The findings shown depict that random scatter of residuals values are uneven distributed on the X-axis and Y-axis (Osborne & Waters, 2002), therefore means study agreed to homoscedasticity assumption.
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Figure 4.2: Results of Homoscedasticity Assumption
Source: Field Data
4.3.4 Autocorrelations Assumption
Table 4.7 illustrates the findings of the Autocorrelations Assumption.

Durbin-Watson was adopted to determine this assumption. Field (2009) Durbin-Watson supposed to be among1.5 and 2.5 to verify the independence of errors between variables. Therefore the results indicate that the study attained the Autocorrelations test.
Table 4. 7: Durbin-Watson Test

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.684a
	.468
	.446
	5.16852
	1.730

	a. Predictors: (Constant), Physical evidence, Promotion, People, Process

	b. Dependent Variable: Business Performance




Source: Field Data, 2021
4.3.5 Multiple Linear Regressions Analysis 
Table 4.8 illustrates the results of the model summary. It shows the relationships among the dependent variable (Business performance) and independent variables (Promotion, People, Process, and Physical Evidence).

Table 4.8: Model Summary

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

	1
	.684a
	.468
	.446
	5.16852


Source: Field Data, (2021)
4.3.5.1 ANOVA Table
Table 4.10illustrate the ANOVA test results. The study reveals that F (Regression df (4), Residual df (98) =   21.539, P = 0. 000b. Since results indicate a P-Value of 0.000, less than 0.05, this details that the regression model used was suitable for data. Therefore, the independent variables were positive predictors of the dependent variable. 
Table 4. 9:ANOVA Test

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	
	Regression
	2301.564
	4
	575.391
	21.539
	.000b

	
	Residual
	2617.937
	98
	26.714
	
	

	
	Total
	4919.501
	102
	
	
	

	a. Dependent Variable: Business Performance

	b. Predictors: (Constant), Physical evidence, Promotion, People, Process.

Source: Field Data, 2021




4.3.6Regressions Coefficients
The results from Table 4.10 reveal that promotion strategy had a positive and significant effect influence on the business performance of TBPL (β= 0.324, t= 3.162,Sig = 0.002). It implies that each unit increase in promotion hasa positive impact on the business performance of TBPL. Thus, promotion was a relevant variable to the business performance of TBPL.

On the other hand, Table 4.10shows that the people variable has a negative and insignificant influence on the business performance of TBPL as (β = -0.018, t = -0.124, Sig = 0.901). This suggests that investing more in people does not influence business performance at TBPL. Therefore, TBPL should solve those matters that bring negative to its employee’s performance, whether the employees are not motivated due to working environment, may be no compensate, no recognition, no training and development program. 

Table 4.10 also reveals that process strategy had a positive and significant association with the business performance of TBPL (β= 0.536, t = 3.480, Sig= 0.001). This means that any improvement in the process increases the performance of TBPL. Therefore any input in the process is an important variable that influences the business performance of TBPL.

Moreover, Table 4.10 indicates that physical evidence strategy has a positive but insignificant impact on business performance of TBPL (β = 0.156, t = 1.206, Sig = 0.231). It means that any improvement wouldn’t affect the performance of TBPL. Therefore, physical evidence is the uninfluenced factor in the business performance of TBPL.
Table 4.10: Regressions Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	(Constant)
	1.593
	3.086
	
	.516
	.607

	
	Promotion
	.324
	.103
	.291
	3.162
	.002

	
	People
	-.018
	.142
	-.012
	-.124
	.901

	
	Process
	.536
	.154
	.431
	3.480
	.001

	
	Physical Evidence
	.156
	.129
	.115
	1.206
	.231

	a. Dependent Variable: Business Performance


Source: Field Data, (2021)
From the study,

Y = a+β1X1 + β2X2+ β3X3 + β4X4 +£

Then,

Business performance of TBPL = 1.593 (Constant) + 0.324 (Promotion) -0.018 (People)+ 0.536 (Process) + 0.156 (Physical Evidence)
This implies that promotion and process are significant factors that influence business performance, whilst people and physical evidence are insignificant to influence business performance.

4.4 Research Hypotheses Testing
The following section presents the summary of hypotheses testing findings. Multiple regression analysis was deployed to test the proposed hypotheses.
4.4.1 Research Hypotheses Testing

This study hypothesized that: 

H1: There is a positive and significant relationship between promotion and business performance.
The results indicate that promotion strategy had a positive and significant effect impact on business performance (β= 0.324, t =3.162, Sig = 0.002).Thus, H1 was accepted. This implies that each unit increase in promotion had a positive influence on the business performance of TBPL. 
This study hypothesized that H2: There is a positive and significant relationship among people and business performance of TBPL. However, the study revealed that people had a negative and insignificant influence on business performance of TBPL (β = -0.018, t= 0.142, Sig = 0.901). For this reason, H2 was not accepted. This suggests that TBPL may improve working environment, considering the importance of training & development program, recognition, compensate and have supportive management to influence the morale and motivation of employees. 
Moreover, this study hypothesized that H3: There is a positive and significant association between process strategy and business performance. The results indicate that process had a positive and significant relationship with business performance at TBPL (β= 0.536, t = 0.154, Sig= 0.001). Therefore, H3 was accepted. Thus, more input in the process would increase performance at TBPL.
Lastly, this research revealed that physical evidence strategy has a positive but insignificant impact on the business performance of TBPL(β = 0.156, t = 0.129, Sig = 0.231). It means that any additional improvementin physical evidence has insignificant impact on the business performance of TBPL. Thus,the last hypothesis H4was not accepted.
Table 4. 11:  Hypotheses Test findings
	Hypotheses


	
	β

	t

	Sig

	Results


	H1: There is a positive and significant relationship between promotion and business performance
	0.324  
	3.162
	0.002
	Accepted


	H2: There is a positive and significant relationship between people and business performance
	-0.018
	0.142
	0.901
	Not Accepted


	H3: There is a positive and significant relationship between process and business performance
	0.536
	0.154
	0.001
	Accepted


	H4: There is a positive and significant relationship between physical evidence and business performance
	0.156
	0.129
	0.231
	Not Accepted



Source: Field Data, (2021)
CHAPTER FIVE
DISCUSSION OF THE STUDY FINDINGS

5.1 Overview
This chapter line up the results concerning this research. The literature aimed at assessing factors influencing the business performance of TBPL. Though, this segment deals with a discussion of the study findings as a result of chapter four, it takes in the likeness and unlikeness of the past findings.

5.2 The Relationship between Promotion and Business Performance

This study hypothesized that promotion strategy has positive and significant relationship that influence the business performance of TBPL. The results confirmed that promotion strategy is positively and statistically significant affect the market performance of TBPL. The results of this study are consistent with those of Onyejiaku et al., (2018) that advertising, public relations, and personal selling were promotion strategies that influence sales growth in the manufacturing firms. Additionally, a study by Amin (2021) reveals that promotion strategy positively influences the performance of SMEs in Abuja, which means each unit’s growth in promotion strategy will result in an improvement in SME performance. However, the findings of the current study differ from that of Gbolagade, et al., (2013) which reveal that the link between promotion and business performance is significant, but the relationship is negative.
5.3 The Relationship between People strategy and Business Performance

This study hypothesized that people strategy has a positive and significant relationship that influences the business performance of TBPL. Although, the findings present that people have a negative and not statistically significant influence on the business performance of TBPL. This study differs from Rahman et al, (2015) that pointed out that a salesperson’s knowledge and skills influence organizational productivity, performance as key factors of business performance. Even, Alzoubi, et al, (2019) study reveal a positive impact on human resource strategies and practices on business performance.  However, this study supported by Seyyed, Farzane, and Vahide (2017) that people do not have a significant impact on consumer loyalty, and thus, does not have any influence on the overall organization performance.
5.4 The Relationship between Process strategy and Business Performance

The study aimed to examine whether process strategy could have a positive effect and significant in influence the business performance of TBPL. Yet, the results show that the process strategy is positively and significant affect the business performance of TBPL. The studyis supported by Alzoubi (2016) that processes have a significant impact on business process management on an organization’s business performance superiority. Similarly, Kanoga (2016) study revealed that processes have a significant linear relationship with Shopping Mall Performance. However, the result of Anwer (2020)reveal that business process management significantly influences business performance. 
5.5 The Relationship between physical evidence strategy and Business Performance

This study aimed to investigate the connection between physical evidence and the business performance of TBPL. As a result, physical evidence displayed a positive but insignificant influence on the business performance of TBPL. Similarly, Seyyed, et al, (2017) found that physical evidence does not have a significant impact on consumer loyalty that results to business performance. On the contrary, Kaldeen and Ali (2017) showed that physical evidence have a positive influence on the marketing performance of tourist hotels in the eastern province-Sri Lanka, as they accomplish business performance indicator sales volume, market share, and profit. Similarly, Kanoga (2016) study showed that physical evidence has a significant linear relation with Shopping Mall Performance.

CHAPTER SIX
CONCLUSION AND RECOMMENDATION

6.1 Overview
This section present conclusions and recommendations according to the research's outcomes.
6.2 Conclusion
6.2.1 Promotion Strategy and Business Performance of TBPL

This study assessed the link between promotion strategy and business performance of TBPL. The findings disclosed that promotion strategy has a positive and significant link between promotion and business performance. It implies that each unit increase in promotion had a positive impact on the business performance of TBPL. Thus, this study concludes that promotion is an antecedent of business performance. 

6.2.2 People Strategy and Business Performance of TBPL

This study hypothesized that people strategy had a positive significant influence on the business performance of TBPL. The findings revealed that people had a negative and insignificant influence on the performance of TBPL. It is possible employees are not motivated and have low morale whether due to lack of recognition, compensate, or training and development. Hence, it can be concluded that that people strategy is not a significant variable to compute the business performance of TBPL.

6.2.3 Process Strategy and Business Performance of TBPL

This study accessed the link between process strategy and business performance. The findings reveal that the process had a positive and significant impact on the business performance of TBPL. Thus, it is concluded that the process variable is a predictor of business performance at TBPL. 
6.2.4 Physical evidence and Business Performance of TBPL

This research assessed the relationship between physical evidence and the business performance of TBPL. The findings indicate that physical evidence strategy had a positive but insignificant influence on the business performance of TBPL. Hence, it can be concluded that physical evidence is not a vital variable that impacting the business performance of TBPL.
6.3 Recommendations

The findings from this research show that promotion is a foremost variable in influencing the business performance. Thus, it is recommended that companies should invest more in increasing brand awareness and provide appropriate information to keep the customer loyal and increase the use of products. Also improvement has to be done to personal selling, sales promotion, public relations, social media and E- commerce to persuade the customers and improve business performance. 

However, the findings from the current study confirmed that process is virtal for the performance.  Thus, it is recommended that companies should make sure that all processes including the way customers are received, being informed and the gesture action, the time taken to be attended, and all other processes taking place behind the presence of the customer should portray good and memorable experiences to customers. This in turn, makes the customers to be more happiers, satisfied and loyal to the services provided as well as the witnesses of products to others.

Moreover, this study recommends business firms to take necessary steps in placing directional signs, well-maintained facilities and equipment. On the other hand, companies should improve the appearance of the environment to make it more appealing to customers, employees and other stakeholders. However, something needs to be done to people particularly the employees of the company, since the results have shown insignificant relationship between people and business performance. It is an indisputable fact that employees are the backbone of any organization. The company success depends much more on how they value employees, they recognize, promote and maintain training and development to increase morale and motivation for performance improvement.
6.4 Limitations and Areas for Further Studies
Since the data was collected through questionnaire, this form of the collection depends on the respondents’ level of responses, availability and knowledge.  Therefore, to some extent that leads the challenges and difficulties in reaching some of the respondents as they were coming in shifts. This study assessed the link between marketing mix strategy and business performance at TBPL Company. Moreover, other scholars may study the relationship of these constructs on the performance of other industries such as banking and airline industries and other services. 
The coverage of this study was limited to TBPL in Pwani Region, however other research may involve other regions of the country. On the other hand, this research was a cross-sectional survey that data was collected at a single point in time. Other researchers may decide to use the longitudinal strategy to see how these variables relate over a long period. Furthermore, other scholars may analyze the influence of other factors on the performance of biolarvicides products which are not included in the current study. 

REFERENCES

Abiodun, E. A., & Kolade, O. G. (2020). Marketing Strategies Impact on Organizational Performance. International Journal of Scientific & Technology Research 9 (01), 1758 – 1762.

Acs, Z. J., Audretsch, D. B. & Lehmann, E. E. (2015). Small Business Economics. An Entrepreneurship Journal, 41(3), 9505-9509.

Adiele, K. C., Grend, M. D. & Chinedu, E. A. (2015). Physical Evidence and Customer Patronage: An Empirical Study of Nigeria Banking Sector. British Journal of Economics, Management & Trade, 7(3), 188-199.

Agrawal, V., Tripathi, V. & Seth, N. (2014). Scale Development for Measuring E-Service Quality in Banking. International Journal of Social, Behavioral, Educational, Economic, Business and Industrial Engineering 8(12), 3860-3864.

Ahmad, A. M. K., Al-Qarni, A. A., Alsharqi, O. Z., Qalai, D. A. & Kadi, N. (2013). The Impact of Marketing Mix Strategy on Hospitals Performance Measured by Patient Satisfaction: An Empirical Investigation on Jeddah Private Sector Hospital Senior Managers Perspective. International Journal of Marketing Studies, 5(6), 210 – 227.

Ahmetoglu, G., Furnham, A., & Fagan, P. (2014). Pricing practices: A critical review of their effects on consumer perceptions and behavior. Journal of Retailing and Consumer Services, 21(5), 696-707.

Ajagbe, M. A., Peter, O. F., Udo, E. E., Uduimoh, A. A. & Akpan, S. E.  (2016).Business strategy as a contributor to organizational performance. International Journal of Advanced Academic Research, 2 (3), 1-19.

Akbari. P. & Jalilian. H. (2015).Analysis of marketing strategy impact on organizational performance in the Iran Banking Industry: A Case study on Maskan Bank of Kermanshah Province. Payame Noor University, Iran. Shiraz Journal of System Management, 3(1), 041-050.

Alzoubi, H. M., & Khafajy, N. A. (2016). The Impact of Business Process Management on Business Performance Superiority. International Journal of Business and Management Review, 1, 17-34.

Ambler, T., Kokkinaki, F. & Puntoni, S. (2004).Assessing marketing performance: Reasons for metrics selection. Journal of Marketing Management, (20), 475-498.

Amin, H. J. (2021). Influence of Marketing Strategies on the Performance of SMEs: Evidence from Abuja SMEs. Journal of Economics and Business, 4(1), 294 – 307.

Aremu, M. A., & Lawal, A. T. (2012). Exploring marketing strategy as a catalyst for performance in the Nigerian Telecommunication Industry. International Journal of Business Marketing and Management, 2(4), 65 – 71.

Asiegbu, I.F., Igwe, P. & Akekue-Alex, N. (2012). Physical Evidence and Marketing Performance of Commercial Airlines in Nigeria. American International Journal of Contemporary Research,  (12) 137 -149.
Bahador, M. H. H. (2019). The Effect of Marketing Mix on Organizations Performance. College of Business, University Utara Malaysia, 1 - 10.

Baird, S. (2020). What is Process: Retrieved on 12th March, 2022 from ;www.process. com. 

Barone, A. (2021). Marketing strategy: Retrieved on 12th March, 2022 from ;www.process. com. 

Batavia, A. R.,& Kolachi, N.A. (2012). Impact of export marketing strategies on Organizational performance: Evidence from Pakistani Textile Sector. Interdisciplinary Journal of Contemporary Research in Business, 4(2), 72 - 80.

Bryman, A. & Bell, E. (2011). Business Research Methodology (3rd edition). New York, Oxford University Press Inc.

Cera, E. & Kusaku, A. (2020). Factors Influencing Organizational Performance: Work Environment, Training-Development, Management, and Organizational Culture. European Journal of Economics and Business Studies, 6 (1), 16 -27.
Daniel, C. O. (2018). Effect of Marketing Strategies on Organizational Performance. International Journal of Business Marketing and Management, 3(9), 1-9.

Daniel, M. & Anca, C.  (2012). The Characteristics of Sales Forces in Relation with Marketing Activities Carried Out by the Romanian Companies. Procedia - Social and Behavioral Sciences, 62, 198-202.

Daniel, W.  (2020). Effects of Training on Organizational Performance. Asian Journal of Business and Management, 6(05), 58-67.
Dossa, A. A. (2020). The Role of Motivation Factors on Employee Performance: A Case of Mnazi Mmoja Hospital Dar es Salaam: The Open University of Tanzania, 1 - 53

Ebitu, E. T. (2016). Marketing Strategies and the Performance of Small and Medium Enterprises in Akwa-Ibom State, Nigeria. British Journal of Marketing Studies, 4(5), 51-62.

Eniola, A.A., & Olorunleke, G. (2020). Marketing Strategies Impact on Organizational Performance. International Journal of Scientific & Technology Research, 9(01), 1758 – 1762.

Field, A. (2009). .Discovering Statistics Using SPSS 3rd edition, Sage Publications Ltd., London.

Fuhl, J. (2018).What is people Marketing. Retrieved on 12th March, 2022 from ;www.process. com. 

Gbolagade, A., Adesol, M., A., &Oyewale, I., O. (2013). Impact of Marketing Strategy on Business Performance. A Study of Selected Small and Medium Enterprises (SME’s) In Oluyole Local Government, Ibadan, Nigeria. Journal of Business and Management, 11(9), 59-66

Gituma, M. M. (2017). Effect of Marketing Mix on Sales Performance: MBA Research Project, United States International University -Africa, USA.
Hashim, N., & Hamzah, M. I. (2014). 7P’s: A Literature Review of Islamic Marketing and Contemporary Marketing Mix. Social and Behavioral              Sciences, 130, 155-159.

Heo, J., Chun, S., Lee, S., Lee. K. H. & Kim, J.(2015). Internet Use and Well-Being in Older Adults. Cyber psychology, Behavior, and Social Networking, 18(5), 268 - 272.

Illness, C. (2015). Mosby’s medical dictionary 9th edition. Retrieved on October 5, 2017, from https://www.elsevier.com/books/mosbys-medical-dictionary/ Mosby/978-0-323-41425-8
Kaaya, E. A. (2014). Assessment of Marketing Strategies Tour Operators Uses for Marketing and Promotion of Tanzania Tourism Products: A Case of Arusha City. The Open University of Tanzania, 1 – 57.

Kaldeen, M. & Ali, I. (2017). Impact of marketing mix strategies on performance of Tourist Hotels in the Eastern Province, Sri Lanka. Journal of Tourism Economics and Applied Research, 1(1) 43 -54.

Kanoga, S. G. (2016). Influence of Marketing Mix Dimensions on Performance of Shopping Malls in Nairobi City County Kenya. Kenyatta University, pp. 1-104

Karam, A.A., Hamo, R.H., Rashid, H. M., Jarjes, D. A., Mohammed, C. S., & Obaid, S. H. (2018).Then Effect of marketing Strategy Implementation on Organization Performance as Private Business: Case of Cihan University Duhok Camps KRG- Iraq. International Journal of Business Management and Economic Research, 9(3), 1281-1295.

Kartawinata, B. R.,& Wardhana, A. (2015). Marketing strategies and their impact on marketing performance of the Indonesian Ship Classification Society. International Journal of Science and Research, 4(2), 69 -74.

Kenu, A. Z. (2018). Effect of Marketing Mix Strategy on Performance of SMEs Evidence from Selected Manufacturing Enterprises in Southern Region, Ethiopia. International Journal of Science and Research, 8(12) 1129-1133.

Khatab, J.J., Esmaeel, E. S.,&Othman, B., (2019). The Influence of Service Quality on Customer Satisfaction: Evidence from Public Sector and Private Sector Banks in Kurdistan/Iraq. International Journal of Advanced Science and Technology, 28 (20), 865-872.

Kombo, D. K., & Tromp, D. L. (2006). Proposal and thesis writing. An introduction Nairobi: Pauline publications Africa.

Kothari, C. R. (2008). Research Methodology. Methods and Techniques. New Delhi: New Age International

Kotler, P., & Armstrong, G. (2013). Principles of Marketing. Upper Saddle River, NJ: Pearson Prentice Hall.

Kotler. P. & Armstrong. G. (2015). Principles of Marketing. International Edition. New York, USA: Pearson Hall.

Long- Yi. L. & Ya-Huei. C. (2012). The Impact of New Product Marketing Strategy on New Product Performance: The Moderating Effects of Competitive Intensity and Product Innovation. International Journal of advanced scientific research and technology, 2(2), 135–149.
Mahmood, R., &Khan, S. M. (2014). Impact of Service Marketing Mixes on Customer Perception: A Study on Eastern Bank Limited, Bangladesh. European Journal of Business and Management, 6(34), 164 - 172

Morgan, N. A., (2011). Marketing and Business Performance. Journal of the Academy of Marketing Science, 40, 102–119.

Muchiri, M. N. (2016). The effectiveness of Marketing Mix Strategies on Performance of Kenol Kobil Limited. Research Project of The Requirement for The Award of The Degree of Master of Business Administration, School of Business, University of Nairobi, 1-44.

Mustapha, B. (2017). Effects of Marketing Mix Strategy on Performance of Small Scale Businesses in Maiduguri Metropolitan, Borno State Nigeria. Journal of Marketing and Consumer Research, 1-6

Nimako, S. G., Azumah, F. K., Donkor, F., & Adu-Brobbey, V. (2012). Confirmatory Factor Analysis of Service Quality Dimensions Within Mobile Telephony Industry in Ghana. The Electronic. Journal Information Systems Evaluation, 15 (2), 197-215.

Omari, I. M.  (2011). Concepts and Methods in Educational Research. Dar es Salaam: Oxford University Press (T) Ltd.

Onyejiaku, C. C., Ghasi, N. C., Okwor, H. (2018). Does Promotional Strategy Affect Sales Growth of Manufacturing Firms in southeast Nigeria? European Journal of Management and Marketing Studies, 3(1), 43 - 60.
Osborne. J. W. & Waters, E. (2002). Four Assumptions of Multiple Regression that Researchers should always test. Practical Assessment, Research, and Evaluation, 8(2), 1-5.

Othman, B. A., Harun, A., Rashid, W.N., Nazeer, S., Kasssim, A. W. M. & Kadhim, K. G.(2019). The influences of service marketing mix on customer loyalty towards Umrah travel agents: Evidence from Malaysia. Article in Management Science Letters Management, 9, 865–876.

Owomoyela, S. K., Oyeniyi, K.. O. & Ola, O. S, (2013). Investigating the impact of marketing mix elements on consumer loyalty: An empirical study on Nigerian Breweries Plc. Interdisciplinary Journal of Contemporary Research in Business, 4(11), 485 –496.

Pallant, J. (2010). SPSS survival manual: A step-by-step guide to data analysis using SPSS. Open University Press Buckingham. Philadelphia. SPSS Inc., 233 S. Wacker Drive, Chicago, Illinois USA 60606-6307.

Porter, M. (1980). Competitive strategy. New York: Free.

Porter, M. (1985). Competitive advantage. New York: Free.

Rachman, A. (2017). Analysis of Effect of Physical Evidence and Service Assurance on Customer Satisfaction and Customer Loyalty in using Car Rental Service (PT Pusaka Prima Transport Cases). IOP science, 180 (1), 1-14
Rahman, M.K., Zailani, S., Al-Mamun, A., Jan, M. T., Ameziane, A. M. & Hazeez, A.O (2015). The Impact of Salesperson’s Training on Organizational Outcomes. Journal of Scientific Research and Development,2 (8), 48-57.

Sarstedt, M., Ringle, C. M. & Hair, J.F. (2017). Partial Least Squares Structural Equation Modeling,1-40

Saunders, M. (2016). Research Methods for Business Student. 2nd Edition Harlow Pearson Education.
Setyawan, H., &Yani, T., E. (2017). Improving customer loyalty through service quality and customer satisfaction. Yani Salon, Demark. Economics & Business Solutions Journal, 1(1), 65-74.

Seyyed, M. H. T., Farzane, S. S. & Vahide, S. M. A. (2017). Investigating the Role of Marketing Mix Elements (7Ps) and Strategic Planning in Development of Iranian English Language Departments. International Journal on Studies in English Language and Literature, (5), 50-59.

Shiu, E., Toulouse. N. O., & Shaw. D. (2006). In search of Fair Trade: Ethical consumer decision making in France. International IJC,  (5), 502–514.

Suherly, H., Affif, F., Arief, H. & Guterres, A. D. (2016). Marketing Performance as the Impact of Marketing Mix Strategy (7P) with Determination of Market Attraction and Company's Resources. International Journal of Economics, Commerce and Management, 4(9), 569-587.

Sumiati, S. (2020). Improving Small Business Performance: The Role of  Entrepreneurial Intensity and Innovation. The Journal of Asian Finance, Economics, and Business, 7(10), 211- 218.

Tagged, B. H. (2020). Organizational Performance Definition and Factors: from www.marketing91.com. Retrieved on 11thMarch 2021. 

The Chartered Institute of Marketing. (2015). Marketing and the 7Ps. Retrieved  on 30th June, 2021 from; https://www.thensmc.com/sites/default/files/ CIM%207Ps%20Resource.PDF.
Ulriksen, M. S. &Dadalauri, N. (2016). Single case studies and theory-testing: the knots and dots of the process-tracing method. International Journal of Social Research Methodology, 19(2), 223-239.

Ward, S. (2020). What is Promotion: Retrieved on 20th March, 2022 from; ww.thebalancesnm.com.

Xuan, V. N., Thu, N. T. P. & Anh, N. T. (2020). Factors affecting the business performance of enterprises: Evidence at Vietnam small and medium-sized enterprises. Management Science Letters 10, 865–870.

APPENDICES

Appendix I: Questionnaire

My name is Magdalena Uisso, conducting the research titled; “Influence of marketing mix strategy on business performance: A case of Tanzania Biotech Products Ltd - Biolarvicides plant in Kibaha” in partial fulfillment of the award of Masters of Business Administration Degree of the Open University of Tanzania. All dataacquired from you will be concealed with a high level of confidentiality. Please do not disclose identification or names in this questionnaire.
Please answer every question by using either a cross(x) or tick (√) in the option that applies.
SECTION A: RESPONDENT´S PROFILE

Please tick the most appropriate answer (√/x)

1. Age (please tick accordingly)          20 - 30 (      )                31 - 40 (     )         

41 -50 (     )               Above 51 (     )   
2. Gender:Male  (        )            Female (      )  

3. Marital status: Married (    )   Single (   )   Widowed (   )  Separated (    )                  
4. Number of years working in the organization

             Less than one year (   )   2-5 years (   )    6-10 years (   )  Above 11 years (   )

5. Which is your highest education level?

            Certificate (   )   Diploma (    )   Degree (    )     Masters (   )  Ph.D. (   )

6. Designation 
             Marketing (   )      Finance (   )         Production (   )        Procurement (   )      

             Quality Control (   )    Technical (   )       Engineer (   )         Operator (   )    

              Manager (   ) Human Resources (  )    Warehouse (  )    Administration (   )

              Others (  )

SECTION B: Relationships amongst the variables

In this section please tick ([image: image4.png]V)



 the most appropriate response for each of the statements in the table below with the following scores in mind. 1 = Strongly Disagree, 2 = Disagree, 3 = Not Sure, 4 = Agree, and 5 = Strongly Agree 

Measures of Promotion Variable 

Please tick only the ONE in each scale below you think is BEST
	Statement 

	1
	2
	3
	4
	5

	7. Promotion strategy adopted by TBPL is effective
	
	
	
	
	

	8. Promotion strategy performed improve business performance.
	
	
	
	
	

	9. Printed promotional material at TBPL is user-friendly.
	
	
	
	
	

	10. The promotion strategy used by TBPL makes customers think about TBPL products.
	
	
	
	
	

	11. TBPL advertises in media such as television, newspapers and magazines
	
	
	
	
	

	12. TBPL encourages customers to use word of mouth to recommend TBPL products to other customers
	
	
	
	
	

	13. TBPL promote sales using gifts, discounts and coupons. 
	
	
	
	
	

	14. TBPL promotes its products by sponsoring special events such as sports, charities, and seminars
	
	
	
	
	


Measures of People Variable 

Please tick only the ONE in each scale below you think is BEST
	Statement 
	1 
	2 
	3 
	4 
	5 

	15. Services given by TBPL employees to the customer are extinguished. 
	
	
	
	
	

	16. Education level and products knowledge of employees have helped them in performing their tasks.
	
	
	
	
	

	17. Marketing employees are well enough trained.
	
	
	
	
	

	18. TBPL management recognizes the performance of employees and rewards them accordingly.
	
	
	
	
	

	19. Customers are satisfied with TBPL employee’s responsiveness in the service line. 
	
	
	
	
	

	20. Customers are satisfied with the services provided by TBPL employees
	
	
	
	
	

	21. TBPL employees offer quality services
	
	
	
	
	


Measures of the Process variable

Please tick only the ONE in each scale below you think is BEST
	Statement 
	1 
	2 
	3 
	4 
	5 

	22. Process strategy adopted by TBPL is the best. 
	
	
	
	
	

	23. The organization's facility supports the process strategy.
	
	
	
	
	

	24. TPBL service delivery has an impact on business performance.
	
	
	
	
	

	25. There is uniformity in attending to customers.
	
	
	
	
	

	26. TBPL provides a short waiting time of not more than one hour to customers 
	
	
	
	
	

	27. TBPL provides services at an appointed time
	
	
	
	
	

	28. TBPL provides feedback on time to customers 
	
	
	
	
	


Measures of Physical evidence variable

Please tick only the ONE in each scale below you think is BEST
	Statement 
	1 
	2 
	3 
	4 
	5 

	29. Physical environment demonstrated by TBPL portrays the service given.
	
	
	
	
	

	30. Physical evidence at TPBL satisfies the needs and wants of customers
	
	
	
	
	

	31. TPBL has comfortable environment with good directional signs
	
	
	
	
	

	32. TPBL has enough parking space for staff and customers 
	
	
	
	
	

	33. TPBL has clean and good appearance environment 
	
	
	
	
	

	34. TPBL has up-to-date and well-maintained facilities and equipment
	
	
	
	
	


Measures of Business Performance

Please tick only the ONE in each scale below you think is BEST
	Statement 
	1 
	2 
	3 
	4 
	5 

	35. TBPL marketing mix strategies result in good business performance.
	
	
	
	
	

	36. TBPL marketing strategy has an impact on sales volume.
	
	
	
	
	

	37. TBPL's marketing strategy has an impact on profit.
	
	
	
	
	

	38. TBPL's marketing strategy has an impact on market share.
	
	
	
	
	

	39. There is team effectiveness at TBPL company 
	
	
	
	
	

	40. There is good financial management at TBPL company
	
	
	
	
	

	41. TBPL have good business strategy and direction
	
	
	
	
	

	42. TBPL have good system and processes 
	
	
	
	
	


Thank you very much for your time
Appendix II: Clearance Letter
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