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ABSTRACT
The research assessed the impact of Customer Relationship Management (CRM) in influencing the buying behaviour of non-consumer customers through the case study of Tanzania Cigarette Company. The main objective of this paper was to probe the impact of CRM on the buying behaviour of non-consumer customers. Background information including the research questions, the problem statement and the significance of the study has been provided. Through literature review various theories, empirical studies, conceptual frameworks, and theoretical framework were addressed. Data collection was done through both questionnaires and interviews whereby qualitative and quantitative data were collected. Data was analysed thematically through Fishbein’s behavioural modal and graphs to come out with research outcomes.  The findings confirm that CRM has significant impact on non-consumer customers buying behaviour. The researcher also provided recommendations for improvement of TCC’s CRM system. These include extending CRM to retailers, investing in retailers’ education, reducing the time taken to create a customer in SAP and maximize the use of CRM technology.  Additionally, the direction for further researches has been recommended. For instance, further researches could probe why TCC’s share of the market has been dropping in spite of TCC being the market leader in manufacturing and sale of cigarette
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[bookmark: _Toc203994387][bookmark: _Toc243598775][bookmark: _Toc337021694][bookmark: _Toc358378623][bookmark: _Toc368357920][bookmark: _Toc368420203]1.0 INTRODUCTION
This chapter introduces the subject matter of this research, states the research problem, sets the research objectives to be achieved, formulates research questions that will lead into data collection and finally, a summary of how this dissertation will be organised. 

[bookmark: _Toc190517669][bookmark: _Toc203994388][bookmark: _Toc243598776][bookmark: _Toc337021695][bookmark: _Toc358378624][bookmark: _Toc368357921][bookmark: _Toc368420204]1.1 Background
[bookmark: _Toc243598777][bookmark: _Toc337021696]Researches show that organizations have been investing huge sums of money in Customer Relationship Management (CRM) initiatives (Bull, 2003). These monies are used to finance various investments such as CRM technologies like ERP, Siebel, Oracle, PDA, SFA and various marketing programs like ‘know your customer’ (KYC), Staff training, advertising, promotion, public relations, and other sales efforts. This is because the competitive conditions, worldwide, as D’Aveni (1994) puts it, are taking the form of hyper competition in many markets. These conditions force the firms to cast their attention towards their customer behaviour in order to manage and reinforce their marketing relationships. The main aim of CRM is to maximize consumer and customer satisfaction and ultimately obtain their loyalty and boost their perception in favour of the company as their preferred supplier and enhance profitability (Baran et al., 2007). 

The concept of CRM is an old concept in developed countries but it is still a new idea in developing countries like Tanzania. After the Uganda war in 1978/79 the country experienced huge shortage of all essential goods like food stuff, soap, clothing, tooth paste, cigarette etc. It was not surprising to see a customer begging a retailer to supply him with his products and not otherwise. During this period manufacturers were assured of ready market for whatever they produced. The ideas like customer-centric, customer service or customer relationship management were not well known. After the war the former president of Tanzania Mwalimu J.K. Nyerere announced eighteen months of economic hardship. These months were characterized by low production, inefficiency at work place, mismanagement of public properties and acute shortage of essential goods. 

Economic Reform Programs and the Structural Adjustment Programs (1986 - 2002) were later implemented. This implementation transformed the former publicly owned corporations into private enterprises that are more strategically organized (Mshana, 2002). One of the impacts of these changes was that there was no more protectionism on local businesses from imports. This means, the local businesses had to compete with MNC’s, succumb to failure or be acquired. 

The increase of the inflow of the Foreign Direct Investments increased competition at market place and brought to an end to the supremacy of the trader/seller, and instead the customer became the ‘king’; and hence the need for customer relationship management.

Again, Mshana (2002) in his paper entitled “Globalization and its impacts on Tanzania”, enumerates ten features of globalization. One of the features he mentions is ‘Free Market and Democracy’. It has become a theory of the current globalization that free market and democracy should always co-exist. Lack of one nullifies the possibility of having the other. According to this argument, the free market is naturally democratic by virtue of providing more choices, and democracy can only flourish where the “rule of law” supports private property and commerce.

In his paper, Kahyarara, (2004) links the economic reforms that were so introduced like Structural Adjustment Programs (SAP), Economic Reforms Programs (ERP’s), Poverty Alleviation Programs and other programs to ‘competition’ in the economy and productivity. He argues that increased competition brings about increased productivity and that the consumer or customer is be the beneficiary of this process if competition ensures that reduced cost or increased quality is passed on to customer. He further suggests that competition increases efficiency and ultimately the bottom line, the profit.  

Through CRM companies expect to improve their relationship with their existing and customers and attract new prospects in a bid to influence their buying behaviour, increase customer satisfaction and loyalty, and thus, growing their sales volumes and profitability. The business processes need to be supported by CRM system that makes it possible to create a single view of the customer as well as the company. CRM system facilitates collection and analysis of customer data which results into a more effective management of customer interactions. CRM functionality can be divided into three main categories which are marketing automation, sales force automation, and customer service & support (Persson, 2004).

Shukla (2010), emphasizing the need for marketing research, argues that a significant number of organizations fail to satisfy superior customer needs because their perception of what customers want is far from reality. ‘It is not because they do not care about the customers’ needs; but they try to reach the wrong end with the wrong means’.

[bookmark: _Toc358378625][bookmark: _Toc368357922][bookmark: _Toc368420205]1.2 Statement of the Research Problem
Customer perception of the world has significantly been changed by globalization and high usage of internet. People are more connected and informed now than ever. Flow of goods and services coupled with massive promotions and advertisements in various areas of the world tends to provide more choices to customers than ever before. On the other hand, researchers have found several issue and problems associated with Customer Relationship Management and its impact on consumer customers buying behaviour. One of the issues is measurement of the effectiveness of the CRM initiatives. 

In TCC for instance, the amount of money spent on loyalty programs, customer retention efforts and dealers support initiatives have been increasing year on year. Sales volumes on the contrary do not grow in the same pace. Sales for the years 2011 (4,909 million sticks) and 2012 (4,834 million sticks) indicate that there has been a shrink of about 3% in spite of these CRM initiatives. This, in a way raised the curiosity of the researcher to conducting the research into why and wherefore this happens and whether CRM initiatives that are undertaken by TCC are productive.

Researchers still lack unanimous answers to some questions. These include, how can the impact of various CRM initiatives on non-consumer customers be measured? How can the success of CRM in an organisation be assessed? Many companies, especially in the developed world, have implemented the notion of CRM.  However, researches show that, the main problem has become for the organizations to measure the success and impact of CRM on their customers’ buying behaviour (Öztaysi et al., 2011; Payne & Frow, 2005; Boulding et al., 2005). Such measurement would likely provide justification for adoption of CRM as a customer strategy.

There is, in TCC too, a problem in how the effectiveness of CRM in influencing the non-consumer customers’ buying behaviour can be measured reliably. According to Richards and Jones (2008) as quoted by Öztaysi et al., (2011) unsuccessful CRM implementations may lead to decreased customer satisfaction and loyalty. This means, increased defection and loss of loyalty. It is therefore imperative for organisations that implement CRM to ensure that they are well planned in order to enable the organisations attain consistency and successful CRM results. It has been asserted that inconsistency of the CRM process directly or indirectly affects the consumer buying behaviour. However, a number of empirical researches show that CRM has supported many business organisations to become successful. It is still not clear though for the firms that how the implementation of CRM can directly influence the buying behaviour of the consumers let alone non consumer customers.  

[bookmark: _Toc368357923][bookmark: _Toc368420206]1.3	Research Objectives
In this section the researcher will define objectives that he expects to achieve through this research study.

[bookmark: _Toc368357924][bookmark: _Toc368420207]1.3.1	General Objective
The main objective of this study was to assess the impact of customer relationship management (CRM) on non-consumer (wholesalers) customers’ buying behaviour by using case study of Tanzania Cigarette Company Limited (TCC).

[bookmark: _Toc368357925][bookmark: _Toc368420208]1.3.2   Specific Objectives
i. To establish the role of CRM in organizations.
ii. To establish whether or not there is relationship between CRM and non consumer customers buying behaviour
iii. To establish the factors that influence buying behaviour of non consumer customers

[bookmark: _Toc368357926][bookmark: _Toc368420209]1.4 Research Questions
In carrying out this study, the researcher perused into various literature in the field of CRM and customer buying behaviour. In doing so, the researcher answered certain questions which are based on the objectives set out in the previous section. These questions are:
[bookmark: _Toc368357927][bookmark: _Toc368420210]1.4. Research Question
Through this study the researcher answered the research question:
To what extent does Customer Relationship Management process influence non-consumer customers buying behaviour? 

This research was undertaken to question and establish whether the investments done by the organizations today in customer relationship management implementation are justified with respect to the results on profitability and overall business performance.
[bookmark: _Toc368357928]
[bookmark: _Toc368420211]1.5   Significance of the Study
The concept of CRM according to Barran et al., 2007, is an old concept. However this concept is not an old one in Tanzania. Customized studies are still necessary in order to provide local perspective and additional literature in this subject. On the other hand, a lot of researches have been carried out on the impact of CRM on consumers buying behaviour. This study took a different direction; that is, probing the impact of CRM on ‘Non Consumer Customers’ buying behaviour. The consumers are the ones who finally consume or utilize the products. These are the ones who can tell how it tastes. Non consumer customers on the other hand, may even have no idea how a product is used.  

This research is therefore purported to contributing to existing literature and help to roll out the knowledge of CRM and its impact on non-consumer customers buying behaviour in Tanzania. Again, the research provides additional evidence that CRM can impact non consumer customers buying behaviour in a positive way. Richards and Jones (2008) as quoted by Oztaysi (2011) suggest that unsuccessful CRM implementation may lead to decrease in customer satisfaction (CS) and customer loyalty (CL). So it is not just enough to implement CRM, but to ensure that it yields the expected results.

[bookmark: _Toc368357929][bookmark: _Toc368420212]1.6 Organization of the Dissertation
This research paper is organised into 5 chapters in total. Chapter one gives the background information including the research objectives, research questions, the problem statement and the significance of the study. Chapter two covers literature review. In this chapter various definitions, theories, empirical studies, conceptual framework, and theoretical framework are addressed. Chapter three covers research methodology, including how the survey will be conducted, sampling procedures, measurement procedures, methods of data processing and analysis and expected results. Chapter four deals with data analysis and interpretation of the results. In this chapter, data collected through various means is analyzed and the result interpreted. Chapter five draws the conclusion of this research work. Researcher’s recommendations for improvement of TCC’s CRM are made in this chapter. Additionally, the direction for further researches has been recommended.
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CHAPTER TWO
[bookmark: _Toc203994400][bookmark: _Toc243598782][bookmark: _Toc337021701][bookmark: _Toc358378635][bookmark: _Toc368357931][bookmark: _Toc368420214]2.0 LITERATURE REVIEW
In this chapter the researcher will ponder and explore the existing literature including books, journals and the web as suggested by Fisher (2010) in order to find out existing information like what the current literature says about the impact of customer relationship management (CRM) on customer buying behaviour.
[bookmark: _Toc243598783][bookmark: _Toc337021702][bookmark: _Toc358378636][bookmark: _Toc368357932]
[bookmark: _Toc368420215]2.1 Overview
Various models on customer buying behaviour were reviewed in order to understand the relationship between the same and CRM. Furthermore the researcher perused into what brings about good relationship with customers and how to improve customers’ satisfaction; the relationship between customer buying behaviour and CRM; assess how Enterprise Resource Planning - ERP (SAP) helps on Customer Relation Management; what influences the buying behaviour of non-consumer customers; and review the CRM model(s) used by TCC
[bookmark: _Toc337021703][bookmark: _Toc358378637][bookmark: _Toc190517677][bookmark: _Toc203994401][bookmark: _Toc243598784]
[bookmark: _Toc368357933][bookmark: _Toc368420216]2.2 Conceptual Definitions 
Studies show that there is enough evidence suggesting that CRM implementation impacts firms’ profitability positively and helps in customer retention and loyalty. A small percentage increase in customer retention has a very significant impact on the net present value delivered by customers (Winer, 2001). Nevertheless, researchers have not provided any common definitions for both these terms.

[bookmark: _Toc358378638][bookmark: _Toc368357934][bookmark: _Toc368420217][bookmark: _Toc337021705]2.2.1 Customer Relationship Management (CRM)
Several definitions of CRM are available. The acronym CRM has been used to denote Customer Relationship Marketing, Continuous Relationship Marketing and Customer Relationship Management. All these terms suggest one and the same process (Barran et al., 2007). Winer (2001) argues that CRM does not mean the same to everyone; it means different things to different people. For some, CRM means direct e-mails. For others, it is mass customization or developing products that fit individual customers' needs. For IT consultants, CRM translates into complicated technical jargon related to terms such as OLAP (online analytical processing) and CICs (customer interaction centres). This argument calls for a unifying understanding and definition of this important marketing development. All these views reflect some elements of CRM. A more comprehensive definition is still needed.

In defining CRM, Barran et al., (2007) goes broader in his perspective, thus CRM is a process that maximizes customer value through ongoing marketing activities founded on intimate customer knowledge established through collection, management and leverage of customer information and contact history. Thus CRM can help management to solve customer problems and handle customers’ complaints effectively. Figure 2.1 shows the process of customer data collection and how it is organised in effective way and dissemination of that information for use throughout the organization. 

In order to retain the customers for long time, the company should have complete knowledge of their needs, preferences, what motivates them, what annoy them what they like and what they do not in relation to the business. The application of CRM processes enables the organizations to develop their information database (Knox, 2003). Traditionally, CRM was used just as a way to handle one-to-one customer. This application was not used to attract the customers but to identify the informational about customers through manual processes.


[bookmark: _Toc368420218]Figure 2.1: Preparation of customer database in CRM environment 
Source: Hair, 2006

Ryals and Knox (2001) outline four canons of CRM as: special focus on customer management; determination of customer profitability; segmentation of customers in terms of their complexities; and tailor-made offerings to maximize the overall value of the customer portfolio.

Payne and Frow (2005) suggest three perspectives in defining CRM. Perspective one, which is narrow and tactical, considers CRM as implementation of a specific technology solution project. In their perspective two, CRM is considered as implementation of an integrated series of customer-oriented technology solutions. In perspective three they provide a broad and strategic definition of CRM as being “…a holistic approach to managing customer relationship to create shareholder value”. Additional to this definition, most researchers agree that CRM process create value to both; the customer and the shareholder alike. According to Ngai (2005) CRM is comprised of four major functional areas:
i. Marketing
ii. Sales
iii. Services and Support.
iv. Information and communication technology

The first three components may be seen as the life cycle of a customer relationship that moves from marketing, to sales, to service and support (West, 2001). Information and Communication Technology is another crucial component in supporting and maintaining these three functional areas as well as the whole CRM process (Kincaid, 2003). 

[image: ]
[bookmark: _Toc368420219]Figure 2.2: CRM classification framework 
Source Ngai, 2005
In the CRM model proposed by Winer (2001), several components are considered. The components include the metrics for measuring the success of the CRM program. It is important to evaluate the program so as to get signal as to whether or not the program is profitable. The other components are data base creation, analysis, customer selection, customer targeting, relationship marketing, and privacy issues.

Data base creation involves the creation of customer master file. Information collected through this process includes customer contact details, purchase transaction history, descriptive information for customer segmentation and other analysis, and response to marketing stimuli. This part contains information as to whether or not the customer responded to direct marketing initiative, a sales contact or any other direct contact.

According to Winer (2001), data analysis has been done traditionally to define customer segments. Various methods like cluster and discriminant analysis have been used to cluster customers with similar behavioural patterns. There has been criticism against this method recently that such segmentations take huge number of customers and form the segments or groups. This presumes a marketing effort towards an average customer in the group. Rather, there is increased attention being paid to understanding each "row" of the database—that is, understanding each customer and what he or she can deliver to the company in terms of profits and then, depending on the nature of the product or service, addressing either customer individually or in small clusters.  This idea supports the calculation and use of customer lifetime Value (CLV).


Figure 2.3 Customer Relationship Model 
Source: Winer, 2001

Customers are selected through the use of various analytical tools like CLV. In this process the manager decides which customers to focus at. The goal, as Winer (2001) puts it, is to use customer profitability analysis to separate customers that will provide the most long term profit from those that are currently hurting profits. This allows the manager to terminate customers who are too costly to serve relative to the revenues being produced.

Traditionally companies have been using mass marketing approaches like television, radio or printed advertisement to generate awareness. This approached is not very suitable for CRM (Winer, 2001). He proposes the use of more conventional approaches of customer targeting like telemarketing, direct mail and when the nature of the product is suitable, direct sales can be applied. The basic objective of ‘Relationship Marketing programs’ is to deliver a higher level of customer satisfaction than what the competing firms do. A comprehensive set of relationship programs includes customer service, loyalty programs, customization, rewards program and community building (Winer, 2001).    

Privacy issues are very important in creating effective CRM system. This is because, customer database is made up of customer information and analysis of that data for more effective customer targeting of marketing communications and relationship building. Due to advanced use of the internet customers are worried about the amount of the information contained in the database and how it is being used. Individuals are normally worried about how their information is being used. This ranges from unwanted mails, feeling of violation ‘how do they know all that about me’, fear of harm example when booking travel that the customer does not want other to know about, the nightmarish vision: the revenue authority (Winer, 2001).

A number of metrics is currently used to measure the success of goods and services in the market place. Such measures like profitability, market share and margins have been important in this aspect. Winer (2001) still proposes more customer centric measures that will gauge how a firm’s CRM policies and programs are working. He proposes metrics like “customer acquisition costs, conversion rates (from lookers to buyers), retention/churn rates, same customer sales rates, loyalty measures, and customer share or share of requirements (the share of a customer's purchases in a category devoted to a brand)” 

Injazz and Karen, 2004 define CRM as “a coherent and complete set of processes and technologies for managing relationship with current and potential customers and associates of the company using the marketing, sales and service departments regardless of the channel of communication”. From this definition it can be deduced that implementation of CRM facilitates integrated, single view of the customer; managing customer relationship in a single way regardless of the channel of communication; and improvement of the efficiency and effectiveness of the business processes involved in customer relationship.

It is imperative for an organization that implements CRM to adopt a definition that will be used consistently in the organization. In this research the definition that has been developed and tested by Payne and Frow (2005) was adopted. In their definition, they emphasize cross-functional process-oriented CRM framework where firms implemented programs with alignment between Business Strategy and Customer Strategy to create value for customer and firm; thus they define CRM as: “…strategic approach that is concerned with creating improved shareholder value through the development of appropriate relationship with key customers and customer segments”. 

In CRM implementation the potential of relationship marketing and IT are brought together to create profitable, long term relationship with customers and other key stakeholders. CRM provides enhanced opportunities to use data and information to both understand customers and co-create value with them. This requires cross- functional integration of processes, people, operations and marketing capabilities that is enabled through information technology and applications.

Osarenkhoe & Bennani (2007: p 145) trace the origin of CRM in mid-90’s with its roots in the technology of sales force automation and call centres operation. They suggest that the concept started with consumers’ unions. Relationship Marketing was aimed at collecting information about customers’ preferences, information that was stored in databases. This evolved into “one-to-one marketing” which implies that, through interaction and processing, companies created more customized offers for their customers. In order to secure and manage these one-to-one relations, and to create a profitable and long-term relationship with the customers, CRM was therefore developed.

Development of various internet based tools like e-commerce, internet marketing etc went hand in hand with development of CRM (Yang and Fang, 2004). Literature shows that the purpose of CRM is to lower costs by keeping customers rather than acquiring new ones. Hence, the use of concepts such as retention, loyalty and defection, yielding economic arguments like customer profitability and lifetime value of customers (Blattberg et al., 2001; Yen and Gwinner, 2003). Customer Lifetime Value (CLV) is one of the most important metrics in CRM. It is the net present value of future earnings of an individual customer (Berger and Nasr, 1998; Dwyer, 1989 both as cited by Donkers et al., 2003). One key challenge when using CLV is whether the organizations can correctly predict the value of future earnings of each individual customer. Researchers organise CRM according to lifecycle of customers because a customer’s lifespan with a firm is not necessarily perpetual. Customers may defect the firm due to dissatisfaction and finding a better value elsewhere (Meyer-Waarden, 2006).

The overall purpose of CRM is to improve marketing productivity and enhance mutual value for the parties involved in the relationship, that is, the company and the customer. By seeking and achieving operational goals such as lower distribution cost, streamlining order processing and inventory management, reducing the burden of excessive customer acquisition cost and through customer retention economics, firms can achieve greater marketing efficiencies (Parvatiyar and Sheth, 2001). 

Hoots (2005) points out two perspectives in servicing the customers: ‘outside – in’ and ‘inside – out’ perspectives. ‘Inside – out’ perspective is the wrong approach. Under this standpoint, departments first analyze their operations, facilities and capabilities of their people to determine what could be delivered to customers. That means, under this approach the organisation choose to offer the customer what the organisation is prepared to and not otherwise. At the end of the process the departments end up well organized, staffed, trained and conditioned to deliver their products rigidly and ritualistically to the customer. As a result they lose sight of the customer. 

With CRM, customers feel they are in control, because service providers embrace an outside-in relationship with customers. This is a customer-centric approach. ‘Outside-in’ CRM means that departments first seek to understand the customer, and then move inwards to operations. Within the context of customer-driven values, the systems and infrastructure capabilities needed to serve customers are developed. Implementation is made easy for customers, not the department (Hoots, 2005).

[bookmark: _Toc358378639][bookmark: _Toc368357935][bookmark: _Toc368420220]2.2.2 Dealer
For the purpose of this study, the word dealer as used in TCC means selected TCC wholesale agents that purchase tobacco products directly from TCC. These are the key TCC distribution partners who provide availability of TCC products at retail level (TCC, 2012). TCC has dealers in all regions in Tanzania, mainland and Zanzibar. Dealers are the ones who have been referred to as customers or non-consumer customers in this research paper.

[bookmark: _Toc358378640][bookmark: _Toc368357936][bookmark: _Toc368420221]2.2.3 Customer
A customer is defined by Shanks & Tae (2001) as a person or organization that is engaged in legal contract with the organization. The entire customer base includes residential consumers, small businesses, corporations, wholesalers and resellers and competitors (shanks & Tae, 2001). Rowley (1997) defines customer as ‘…any stakeholders, individuals or groups for whom an organization in some way provides a good or service’. This definition extends its meaning to both commercial firms where those individuals or organisations buying the firm’s products are referred to. 

The definition also covers the public sector where, for instance, the beneficiary of the products does not pay any cash as the price for the product. An example of this customer is when a mother sends her baby to a health centre to receive vitamin drops sponsored by the government. Within an organisation’s setting, the users of the service of another department are also called customers. For instance, all users of IT services can be called IT customers. The word customer in TCC’s glossary of terms includes various distribution channels like wholesalers (dealers), and retailers (hotels, restaurants, pubs, convenience stores, shops, kiosks, super markets etc.). For the purpose of this research only wholesale customers are referred to. 

But again, we need to distinguish between a ‘customer’ and ‘consumer’. Whereas Rowley (1997) definition of ‘customer’ is as stated above, consumers, on the other hand, are the users of the goods or services. Njogo & Ajibola (2012) define consumer as ‘…someone who acquires goods or services for direct use or ownership rather than for resale or use in production and manufacturing’. This draws a clear demarcation between ‘consumer’ and ‘customer’.   
                 
[bookmark: _Toc243598788][bookmark: _Toc337021708][bookmark: _Toc358378641][bookmark: _Toc368357937][bookmark: _Toc368420222]2.3 Empirical Literature Review
In this part the researcher will probe into practical studies related to CRM and its impact on buying behaviour that were done in other areas. 

[bookmark: _Toc358378642][bookmark: _Toc368357938][bookmark: _Toc368420223]2.3.1 General Studies
This part looks into what has been done in general throughout the world. The purpose is to see what has been or is experienced by others in the world as far as CRM and its impact on buying behaviour generally are concerned.

[bookmark: _Toc358378643][bookmark: _Toc368420224]2.3.1.1 Customers’ buying Behaviour
Globalization has made availability of goods and services so widespread, with firms competing not only within the scope of local political boundaries or even regional ones but the whole world now is one market place. Experience shows that customers are well aware of this situation and thus they do not only want a product, but they look for a supplier who can give them maximum benefit for the price they pay. These include satisfaction, after sale services, distribution reliability, and timely delivery (Rowley, 1997). Companies, thus, design ways and means to retain customers and attract prospects.   

It is important to emphasize what customers need from an organization. Again, Baran et al., (2007) produce a list of three things that they believe are what customers need from a company, which are: 1) The product, promotional and price information. 2) Help in the use of the product and; 3) Partnership with the selling company to create a product. So, it is not just the gadget that they want, but satisfaction.

Rowley (1997) puts it simply this way: “customers seek benefits or solution, not product. When they buy a product, whether it be a good or a service, they buy a cluster of product features, but may want only one or two of these features.” 

Consumer customers (as in B2C CRM) and non-Consumer Customers (as in B2B CRM) may differ in their buying behaviour. TCC experience shows that in certain cases, non-consumer customers decide what they should offer to consumer customers. Example, when there is speculation about price increase the dealers and retailers would first go for mainstream brands (fast moving, high equity brands) and then to high margin moderately moving brands. A brand that has a potential to move but margin is comparatively lower is ignored; just as the brand with high margin but sluggish movement. In July 2012 TCC took pricing across the brand board. General brand performance for Embassy declined significantly in spite of the fact that at retail level, the brand was sold at a price more or less the same as it was previously sold at retail level. The pricing was intended to take the margin that retailers were already taking by selling the product over and above recommended retail sales price.

But why do customers buy what they buy and how or when they buy? Many factors are available in the environment that influences the behaviour of consumers generally. These factors include consumer’s lifestyle, personality, perception, attitude, knowledge, and affordability. These factors integrate culture, values and norms, family and friend circle, social status, family and references groups (Sjo’berg & Elisabeth, 2005). However this literature ignores the fact that in some places in Least Developed Countries like Tanzania consumers or customers have very limited range of products to choose from, so they tend to buy whatever is available at their disposal. 
 
Customers undergo a decision making process before they decide to buy. Rowley (1997) points out five stages in the decision making process in her model as 1) problem recognition, where a need is identified. 2) Information search, this includes both internal information, which is the information that the customer already has; and external information that includes information gathered from others like friends, family and public information. 3) Evaluation of alternatives against criteria (price, branding, size, colour, quality availability, after sale service etc) 4).

Purchase decision based on the criteria above and 5) Post purchase evaluation, at which the customer can decide whether or not the product or service has satisfied him – cognitive dissonance . So, this model does not make hard and fast rules to be followed in all buying processes. It may be violated in certain cases due to differing types of purchases. However the model insists on customer satisfaction as the bottom line. During the post purchase evaluation the customer will decide whether to come and buy again or not. Understanding of human psychology helps marketers to come up with appropriate marketing tools and strategies to suit customers. Customers normally happen to have different complexities - tastes, preferences and purchasing power.
 
Factors that affect buying behaviour include personal, psychological, and social. Rowley (1997) summarizes the factors as follows. Personal factors include demographic issues like age, sex, income and family life cycle. It also include situational factors example, lay off from work, amount of time available for decision, and immobility due to family situation. Personal factors also include the level of involvement example buyer’s emotional commitment and level of interest. Psychological factors include perception, motive and motivation, ability and knowledge and attitude of the buyer. 

Social factor includes roles and family, reference group, social classes and culture. Again, Rowley (1997) seems to focus more on the countries with multiple suppliers with numerous brands to choose from. That’s why she does not include such factor like ‘product availability’ as one of the factors. In rural areas of some developing countries including Tanzania where you do not ask your boy to go to the corner shop to buy “White sugar” or specific brand of sugar but rather “sugar”. This means “any brand of sugar you will be able to get”.
[bookmark: _Toc358378644][bookmark: _Toc368420225]2.3.1.2 CRM and Customer Retention
According to various literatures available, customer retention means influencing the customers to continue doing business with the company and remaining to be loyal to its brands. Again, literature suggests that the main purpose of retention strategy is to encourage the current customers to continue business relationship with the company and remain loyal to its brands, and spread positive word of mouth for referral based sales. Retention drivers are policies and promotion activities that increase the time duration of customers (Keiningham et al., 2007; 364). 

The benefit of customer retention has been emphasized in various researches including Winer (2001) and Reichheld (1996). The latter demonstrated that an increase in retention by 5% had impact as high as 95% on net present value (NPV) delivered by customer.

Certain factors are attributed to customer retention and influencing their buying behaviour towards the company’s brands. According to Meyer-Waarden (2008) effective communication system and innovative information tools with the customers, is a successful business model to retain them. In order for an organization to satisfy its customers it has to produce goods and/or services according to customers’ needs. It is helpful to exchange thoughts, feelings and reaction of customers with the companies (Egan, 2000). When you have a base of loyal and satisfied customers you can be assured of more sales to them hence improving your sales volume and profitability. So, the following can help companies retain customers:
Quality goods and services can dictate customer retention. Normally customers prefer high quality but low cost products. In least developed counties for instance, low quality product are flocking the markets but they get customers. This may be due to income level of the people, varieties available and education. In both developed and newly industrialized countries, by offering high quality products the firms can retain consumers for long time. High quality product attracts new customers and builds brand loyalty. For instance, in Japan, the youths pay a higher amount for Levi’s jeans because such jeans give them higher satisfaction because of good quality, and reasonable prices (Kaynak & Kara, 2001).  
 
Customer Loyalty Programs are important in customer retention and attraction. These loyalty programs include special allowances, incentive schemes, mileage system, credit facilities and other rewards systems. Helgesen (2007) asserted that the main aim of these kinds of programs and strategies is to provide incentive for relevant customers and to attract them for participating in buying process of company’s products and services.

Cost should be monitored carefully. Customers generally want high quality products and services at lower cost. Firms should always concentrate on pricing strategy so as to maintain a balance between their prices against those of the competitors and profitability. An effective pricing strategy allows the firm to keep similar prices or lesser price as compared to other companies.  (Kotler and Keller, 2009)

Engaged, talented and motivated employees can help the company in customer retention. Employees with strong communication skills, right attitude, good mannerism, knowledge of steps of the call possess essential tools for attracting customers. Motivated employees can deal more efficiently with customers and customers are affected by those persons who give a positive and polite response to the consumers (Milocevic, 2008).

One of the main driving forces to successfully attract and retain customers is reference group. Frow & Payne (2009) describe in their research that consumer buying behaviour is also affected by reference groups; these may be friends, family members and peers. They create publicity of the company by spreading words and people are influenced by their words. This view is also supported by Rowley (1997). A company can use one or a combination of the drivers mentioned above to ensure retention of its existing customers and attraction of the new ones.

[bookmark: _Toc358378645][bookmark: _Toc368420226]2.3.1.3 Relationship Between Customer Buying Behaviour and CRM
Ahuja et al., (2003), maintain that with the help of CRM, businesses know about their customers by using CRM technology and human resources capabilities. Customer relationship process is a process of developing long-term relationship with customers by knowing more about their needs and about their buying pattern (Reynolds, 2002).  This has a direct relationship with the buying behaviour of the customers. That is because customers feel honoured and feel are in control of their buying process.

Meyer- Waarden (2006) views loyalty programs from theoretical perspective and maintains that the programs might have two possible effects on purchase behaviour: differentiation loyalty and purchase loyalty. Differentiation loyalty decreases the degree of sensitivity customers have towards competing offers or prices and thereby prompts customers to pay higher average prices for goods they usually purchase, buy them in higher quantity or choose better quality products and/or more expensive brands (Reichheld, 1996).

In explaining the link between CRM and customer buying behaviour, Bose (2002), argues that a company that collects lots of data regarding the buying patterns of customers can make an effective CRM strategy more easily than those companies that have less data about customers buying pattern. Financial service companies like banks and social security funds; and mobile phone companies can easily plan their CRM strategies due to possession of lots of data about their customers buying behaviour. This is so because the company has in their fingertips the buying patterns of their customers. Experience shows that there could be more than one sources of customer data in some organizations. It also happens that both sources may be used concurrently in different sections or departments of the same organisation. This sometimes may lead to missed or obsolete information in one of the data bases thus leading to uninformed decision. 

Frow & Payne (2009) show in their research the main activities of CRM process. They include, among other things, creating profits, learning from customers and prospects, acquiring new customers, creating value for customers, and creating and retaining loyal customers. There seems to be direct link between these activities and the idea of consumers buying behaviour. Without gaining understanding about the customers’ buying behaviour and what is going on in their mind, it would not be possible for the companies to complete all these activities and create competitive advantages (Baran et al., 2007).

So, as a result-oriented process, organizations can use CRM to change the buying behaviour of its customers and also receive their support. In TCC, for instance, less than 25% of the dealers carry in their stock full brand portfolio. With the help of various CRM initiatives this trend has improved and sale of certain slow moving brands (viz. Club and Safari) has grown exponentially over the last few months of 2012.   

[bookmark: _Toc358378646][bookmark: _Toc368420227]2.3.1.4 CRM and Technology
Technology is very important in supporting CRM initiatives. Modern companies invest heavily in CRM enabling technologies such as Siebel, Epiphany, SAP, and Oracle. The most important things these technologies do is to coordinate all the information resources of the company. Anderson & Stang (2000) enumerated key advantages of using CRM enabling technologies including understanding key customer groups, defining what customers need and value, targeting customer groups, tailoring products and services for customers, refining channel strategies measuring customer activity in relation to marketing campaigns, and new product introductions. 

ERP (SAP) provides workaround solution to assist organizations in maintaining and interfacing data from various modules of the software. These modules are, for instance, Order to Cash (O2C), Procure to Pay (P2P), Forecast to stock (F2S), Record to Report (R2R). 
[bookmark: _Toc358378647][bookmark: _Toc368420228]2.3.1.5 Enterprise Resource Plan (ERP)
According to JTI (2010), the acronym ERP stands for Enterprise Resource Planning. It is a packaged business software system that allows a company to: 
i. Share common data and practices across the entire enterprise
ii. Produce and access information in a real-time environment

[image: ]
[bookmark: _Toc368420229]Figure 2.4: Integration of Core Business Processes in ERP Environment 
[bookmark: _Toc368420230]Source: JTI, 2010

It is important to emphasize the importance of having a common database for customer information. This will help the entire organisation to have the same shared knowledge of the customer and plan how to satisfy him better. So, CRM technologies, like ERP, help the companies in cross functional integration. Through such technologies the front office (sales, marketing and customer service) can be integrated with the back office (finance, human resources, manufacturing operations etc). It is uncommon however to find different customer data bases even in ERP enabled organisations in Tanzania. This leads to varying details about the same customer.

[bookmark: _Toc358378648][bookmark: _Toc368420231]2.3.1.6 Systems, Applications and Products for Data Processing (SAP)
According to JTI (2010) the acronym SAP stands for ‘Systems, Applications and Products for Data Processing’. This means, SAP is a tool, a software product that provides a single technology to streamline the sharing of data and information. SAP accrues the user with the following advantages: 
i. Flexibility – integrates different systems and processes, links many end-users together, and handles multi languages and currencies
ii. Scalable – supports current needs and adapts to future changing operational needs
iii. Expandable – accommodates new software for specific business requirements
iv. Simple installation – easily and efficiently installed

Some of the information that can be maintained and retrieved from SAP includes sales transactions, customer contacts, managing customer data in a simple user interface, to administer warranty and service, create instant price quotes and convert them to orders, and perform real-time product availability checks, accessing customer balances, credit lines, opportunities, and open sales orders, responding to customer service requests from a central location, generate sales documents more easily with a variety of templates, view and synchronize contacts with Microsoft Outlook, search for solutions to customer problems in a solutions knowledge database, create dashboards and interactive reports for forecasting and sales analysis, automatically transfer data from master records to relevant transactions, monitor service levels with alerts and reports. 

[bookmark: _Toc358378649][bookmark: _Toc368357939][bookmark: _Toc368420232]2.4 Empirical Studies in African Countries (South Africa)
Olivier (2007) gives us the experience of South Africa in implementing CRM. According to him South Africa was predicted to become a “loyalty marketing gem”. He found in his research that the black middle class population, who were historically ignored, could double its consumer spending power in short time and drive South African economic growth. South Africa is endowed with several loyalty programs including South African frequent flyer (SAA voyager -1994), Leisurelink (1996), Clicks ClubCard (1996), Discovery Health’s Vitality (1997), MTNcallAwards (MTN-1999) and eBucks (First Rand -2000). Olivier (2007) appreciates the fact that these loyalty programs have been targeted to historically advantaged communities. These programs have proven to have huge impact on influencing the members buying behavior and retention.

In trying to explain the implementation of CRM, Berndt et al. (2005) categorizes countries into ‘Developed’ (like Japan and USA), ‘Less Developed’ (like, Bulgaria, Ethiopia, and Tanzania) and Developing economies or emerging markets. In this category he places South Africa. The level of implementation and complexity of CRM programs in the developed countries is of much higher level than it is in developing and less developed economies. With regards to tobacco products, some of the developed countries already have harsher tobacco regulation law than it is the case with less developed countries.  
As we have seen in the literature that CRM uses technology in building and using database to develop and improve relationship with various markets and customers. Again, citing Brunjes & Roderick (2002), Berndt et al., (2005) reveals the technology and skills impediment among some organizations and their staff to exploit the information that is stored. This calls for adequate preparation before jumping into heavy CRM investment.     

[bookmark: _Toc358378650][bookmark: _Toc368357940][bookmark: _Toc368420233]2.5 Empirical Studies in Tanzania
My web based search did not succeed to obtain any relevant cases for Customer Relationship Management for Tanzania. However, experience shows that several companies are using various CRM technologies like ERP, Oracle, SFA and PDA. Among these organizations are various banks, Tanga Cement Company, Tanzania Breweries Company and Tanzania Cigarette Company. TCC is one of the companies that implement CRM in Tanzania. In its model, TCC assigns sales target to each of its dealers. The dealers who reach their target are rewarded. The dealers who consistently fail to reach their targets even after getting all the necessary assistance like what is in the dealers support program are terminated. 

The company implements several initiatives that are aimed at pushing the products to the dealers. These initiatives include Dealer Loyalty Programs (DLP), ‘Dealer Monthly/Quarterly Incentive Program’, ‘Entrepreneur of the Year Award’ and ‘Dealer Support Programs’. On the other hand the company implements initiatives that create the pull from dealers to retailers. This means that the sales and marketing team carries out some marketing activities to ensure that that the dealer is able to sell out the products he bought from the company. This is mainly done through merchandising activities like placement of brand communication, sampling the products to consumers, enhancing visibility in the market, and bicycle and motorcycle projects that help in distributing the product to retailers in remote areas and trade market activation. 

Dealers support program offers TCC’s dealers something that motivates them and encourages specific behaviours such as aggressive business acumen, solid partnership and hence volume and profit growth. This program is very much in line with the company’s mission. These programs are also aimed at bringing about influence over slow moving brands, enhanced distribution support through bicycle/ motorcycle project and increasing distribution coverage. This program involves all dealers inspite of the fact that 80% of all sales come from 20% of the dealers. This is intended to take advantage of the remaining 20% of the sales (TCC, 2012).

[bookmark: _Toc358378651][bookmark: _Toc368357941][bookmark: _Toc368420234]2.6 TCC’s CRM Models
TCC carefully appoints dealers throughout the country. Branch managers and their field force staff pin point the prospective customers in the areas that they consider strategic for the purpose of the business. The prospects are then validated to see that they meet all legal and ethical requirements for doing cigarette business. The dealers are then booked in SAP to form the dealers’ database. For CRM initiatives, all dealers are involved although the company believes that 80% of sales come from 20% of the dealers. The company has two types of CRM models as pointed out in the following section.
[bookmark: _Toc358378652][bookmark: _Toc368357942] 2.6.1 Non Direct Impact Model  
This is the philanthropist part that the company plays within the society. Under this initiative the company gives back to the society some of the profits it makes. This is done through the corporate social responsibility activities including, but not limited to supporting water projects, reforestation and casualty support in various calamities. 

[bookmark: _Toc358378653][bookmark: _Toc368357943][bookmark: _Toc368420235]2.6.2 Direct Impact Model 
Several initiatives are undertaken in this model; these include:
[bookmark: _Toc358378654]
[bookmark: _Toc368420236]2.6.2.1 Dealer Loyalty Programs (DLP)
According to Meyer-Waarden (2006), loyalty programs may have two possible effects on buying behaviour; ‘differentiation loyalty’ and ‘purchase loyalty’. Differentiation loyalty reduces the level of sensitivity of customers towards the offers of competing companies thus prompt the customers to pay higher average price for the goods they are used to buy, buy them in higher quantity or choose better quality goods or prefer more expensive brands (Reicheld, 1996). By patronizing an outlet more frequently and more regularly, a customer is less confronted by competitors’ prices, for that matter he lacks comparison and thus become less sensitive to them (Meyer-Waarden, 2006).

DLP offers TCC’s dealers something that motivates them and encourages specific behaviours such as aggressive business acumen, solid partnership and hence volume and profit growth. This program is also aimed at bringing about influence over slow moving brands, enhanced distribution support through bicycle/ motorcycle project and increasing distribution coverage.
This program involves all dealers inspite of the fact that 80% of all sales come from 20% of the dealers. This is intended to take advantage of the remaining 20% of the sales. However, emphasis is made on interaction with big dealers on regular basis. DLP includes two programs namely;
i. Dealer Monthly/Quarterly Incentive Program
ii. Entrepreneur of the year award

[bookmark: _Toc358378655][bookmark: _Toc368420237]2.6.2.2 Dealer Monthly/Quarterly Incentive Program
The objective of this program is to increase sales quota by a predefined growth rate against prior year volume. Other objectives of the program include:
i. Building long term relationship with the dealers
ii. Rewarding and motivating the best performing dealers
Motivate dealers to be more innovative in distribution coverage in order to expand the market (JTI, 2011)

[bookmark: _Toc358378656][bookmark: _Toc368420238]2.6.2.3 Entrepreneur of the Year Award
The objective of this award is to establish strong relationship throughout TCC distribution network. The award is intended to recognize dealers who believe in TCC products and eager to work with the company (JTI, 2011). Under this initiative, the dealers with uppermost performance are recognized and awarded after meticulous performance reviews which earn them points on monthly basis. Rewards provided under the initiative are ranked as Platinum, Gold and Silver awards.

[bookmark: _Toc358378657][bookmark: _Toc368420239]2.6.2.4 Dealer Support Programs
TCC carries out several initiatives to foster its relationship with its dealers. These initiatives are aimed to assist the dealers to reach out their markets hence improve distribution, maintain brand visibility and equity, and support dealers who have potential markets but do not have enough cash to buy enough stock. The latter is a kind of “soft loan” through credit facility. These programs include: 
i. Bicycle project – in this project, selected dealers with potential distribution area that is remote and with underdeveloped infrastructures are provided with bicycles to help them to reach those areas. The dealers are also compensated at pre-determined amount for each bundle of cigarette sold through the bicycle project to help them pay the bicycle salesmen.
ii. Motorcycle project – Like in the above project, selected dealers are provided with motorcycle to help them in distribution. However, the dealers under this program are not compensated as in bicycle project.
iii. Merchandising and trade market activation – this ensures that all outlets that sell TCC’s product are visible, product is available and in acceptable mix and quantities. It also ensures that the product is fresh and of high quality and well positioned at the shelves.  
iv. Credit facility - Customers who have been in business with TCC for some time and happen to have a bigger market than they can personally afford to finance are invited to request for credit facility from the company. Dealers who have this facility are allowed to pay their invoices by cheques. This cheque is then delayed for a maximum of seven calendar days before being banked. Customers in this arrangement are termed “Category A dealers”. (TCC, 2010)
[bookmark: _Toc358378658][bookmark: _Toc368357944][bookmark: _Toc368420240]2.7 Research Gap Identified
Researches have been conducted in the area of CRM and generalized inferences were made to commend the use of CRM initiatives in a bid to boost customers’ satisfaction, loyalty, and retention. All this is expected to influence the buying behaviour of the consumer customers and improve profitability. The main gap that still exists is to assess reliably the impact of CRM on the buying behaviour of the non-consumer customers and improving profitability.

[bookmark: _Toc358378659][bookmark: _Toc368357945][bookmark: _Toc368420241]2.8 Conceptual Framework
From the literature the researcher has read, the following conceptual framework has been developed. The relationship between variables are summarizes as shown in the Figure 1.


[image: ]
Figure 2.5: Relationship among CRM variables
Source: CRM, 2012
The researcher evolved around these theories in searching for data that lead him to answering the research questions posed.

[bookmark: _Toc358378660][bookmark: _Toc368357946][bookmark: _Toc368420242]2.9 Theoretical Framework
Fisher (2010) defines theories as ‘an attempt to draw generalisable findings from specific instances’. Several theories exist with respect to relationship between CRM and Customers buying behaviour. Unfortunately these theories largely explain this relationship with regards to ‘Consumer Customer’. In this study, the researcher will deal with ‘Non Consumer Customer’. From the various journals and customers relationship management literature that the researcher has gone through, the following can be generalized:
i. There is relationship between CRM and customers’ buying behaviour
ii. CRM initiatives help in increasing retention of existing customers
iii. There is direct relationship between customer loyalty, retention and company profitability
iv. Customer retention and loyalty are a result of customer satisfaction
v. CRM technology is key to implementation success but it is not an end in itself 
vi. The people play important role in making CRM initiatives a reality

[bookmark: _Toc358378661][bookmark: _Toc368357947][bookmark: _Toc368420243]2.10 Summary
[bookmark: _Toc337021709][bookmark: _Toc337029702][bookmark: _Toc203994412][bookmark: _Toc243598789]This chapter has pondered the existing literature about the relationship between CRM and customer buying behaviour. It has been shown that customer buying behaviour is dependent on customer satisfaction, customer retention, and customer loyalty. Positive buying behaviour will lead to higher volumes of sales and greater share of market. Literature has also shown that retained customers are more profitable than the newly recruited ones. Positive buying behaviour is related to company profitability.   

The empirical studies also showed that there has been notable change between companies that implement CRM and those that do not. South African Airways Loyalty programs (Voyager) for instance has proved to be effective in influencing customer to continue flying with the airline for a long time. There is no enough literature in Tanzania that covers this subject matter in spite of having firms that uses CRM. In TCC for instance, the concept of ‘single view of a customer’ is still a problem. Several sets of information about the same customer may exist and be used concurrently to refer to the same customer. This is in a way due to underutilization of CRM technology, the ERP at the company. Without a single, unified view of all the customer contacts and transactions with a company, it is impossible for that company to calculate or estimate the individual’s current or future profitability (Ghavami & Olyaei, 2006)

Chapter three highlights the proposed research method and various milestones that the researcher will follow to accomplish this study. 
[bookmark: _Toc337021710]



[bookmark: _Toc358378662][bookmark: _Toc368357948][bookmark: _Toc368420244]CHAPTER THREE
[bookmark: _Toc203994413][bookmark: _Toc243598790][bookmark: _Toc337021711][bookmark: _Toc358378663][bookmark: _Toc368357949][bookmark: _Toc368420245]1.0 RESEARCH METHODOLOGY
In this chapter the methodology that will be employed to accomplish this research is ascertained. This includes the area of study, data collection techniques, type of data collected, sampling technique and research design.

[bookmark: _Toc203994414][bookmark: _Toc243598791][bookmark: _Toc337021712][bookmark: _Toc358378664][bookmark: _Toc368357950][bookmark: _Toc368420246][bookmark: _Toc190517686]3.1 Overview
The previous chapter emphasized various ideas and concepts that are within the framework of CRM and customer buying behaviour. In this chapter the researcher will present a set of actions and methods that will be employed in order to define relationship between the research questions and objectives. 

[bookmark: _Toc358378665][bookmark: _Toc368357951][bookmark: _Toc368420247]3.2 Study Area
This study was conducted through a case study. The researcher collected and analyse data related to CRM and non-consumer customers’ buying behaviour. The study was carried out in Tanzania Cigarette Company head office and its branch offices in the country and it will also involve different respondents who deal with CRM. The data concerning the level of implementation of CRM in TCC was collected from C&TM management and staff, Finance department, and Manufacturing Operations department. Data that led to conclusion about the buying behaviour of non-consumer customer was collected from dealers. These are the customers of TCC who are directly and basically targeted by the current CRM initiatives of the company.

[bookmark: _Toc358378666][bookmark: _Toc368357952][bookmark: _Toc368420248]3.2.1 Tanzania Cigarette Company Limited (TCC)
Tanzania Cigarette Company Limited (TCC) is a private limited company. TCC is the leading manufacturer of cigarette in Tanzania. It was incorporated in 1965 under the Companies Ordinance Cap 212, which was repealed later and replaced by the Companies Act 2002. TCC is listed on the Dar es salaam Stock Exchange (DSE). The Company is located at plot number 20 Nyerere Road, Dar es Salaam. TCC has 16 Sales Offices scattered throughout the country.

Japan Tobacco International (JTI) is the majority shareholder in TCC. It owns 75% of the issued and paid up ordinary shares of the company. The Tanzania general public, individuals and institutions, through the Dar es Salaam Stock Exchange, owns the remaining 25%.

TCC has estimated share of market of over 95% in Tanzania (until June 2012). The primary customers of the company are the wholesalers (termed ‘Dealers’). Incidentally the company sells its products to retailers. TCC’s main brands for domestic market are Camels, Embassy, iceberg, Portsman, Sweet menthol, Safari, Club and Crescent & star.

[image: ]
Figure 3.1 TCC brand board for domestic products 
Source: TCC’s sales data, 2013
TCC has an autonomous extension that deals with foreign market. It exports its products to Democratic Republic of Congo, Mozambique, Burundi, Malawi, Zambia and the Indian Ocean Islands including Comoro, Mayotte, Seychelles, and Mauritius. The export office is not within the scope of this research. 

[bookmark: _Toc358378667][bookmark: _Toc368357953][bookmark: _Toc368420249]3.3 Vision and Mission 
[bookmark: _Toc358378668][bookmark: _Toc368357954][bookmark: _Toc368420250]3.3.1 Vision
[bookmark: _Toc358378669]The Company’s vision is to be the best company in East Africa.

[bookmark: _Toc368357955][bookmark: _Toc368420251]3.3.2 Mission
TCC’s mission is to ‘grow volume and profit while defending market share. By delivering quality brands and maximising consumer and customer satisfaction. Through innovation, engaged employees, integrity. Above all excellence in execution.’ 

[bookmark: _Toc243598792][bookmark: _Toc337021713][bookmark: _Toc337029705][bookmark: _Toc358378670][bookmark: _Toc368357956][bookmark: _Toc368420252]3.4 Research Design
When designing the research project, one has to make some general decisions about the research methods that will be employed. According to Fisher (2010) the most commonly used methods include interviews, questionnaires, panels, observation, documents and database. Shukla (2010) explains research design as a plan of methods and procedures that is used by researchers to collect and analyse data. It provides a plan on how the researcher will go about answering the research questions. The research design also contains clear objectives derived from research questions. It also specifies the information source from which data is going to be collected, type of data, design technique (survey, observation, or experimentation), sampling procedure, timelines and budget.

According to Shukla (2010) quantitative research method is aimed at quantifying the data and applying some statistical analysis. This method is facilitated by the use of formalized standard questions and predetermined response options in questionnaires. Quantitative research method is more related to descriptive and causal research designs than the exploratory design. Qualitative research on the other hand collects and uses qualitative data. Persson (2003) explains qualitative data as “soft data” such as “atmosphere at work” and is often presented as words and observations.

In this research the researcher proposes to use a combination of exploratory and descriptive research approaches. This is due to the nature of the subject matter of this research and the possible advantage that will accrue by using different methods to collect data. The researcher used both qualitative (example the feeling of the customers about the current loyalty program) and quantitative (example a comparison of volumes in different periods) data in attempting to answer the research questions and achieve the research objectives.

[bookmark: _Toc358378671][bookmark: _Toc368357957][bookmark: _Toc368420253]3.5 Survey Population/ Sampling Frame
[bookmark: _Toc203994415][bookmark: _Toc243598793][bookmark: _Toc337021714][bookmark: _Toc337029706][bookmark: _Toc203994426][bookmark: _Toc190517687]This is a list of the names and addresses of all the people in the appropriate population (Fisher, 2010). For the purpose of this research, target population will include various stakeholders who participate in the Direct Impact CRM in TCC. These include field staff, C&TM staff, dealers, retailers and specific individuals from other departments. The dealers and retailers will be drawn from customers list, while the employees will be selected according to their relevance in this study from their departmental organization charts.

[bookmark: _Toc358378672][bookmark: _Toc368357958][bookmark: _Toc368420254]3.6 Description of the Study Area
[bookmark: _Toc337021715][bookmark: _Toc243598794]The scope of this study is sales, marketing and customer service. The study was conducted at Tanzania Cigarette Company Limited (TCC) head office and the branch offices. TCC is a private limited company. It was incorporated in 1965 under the Companies Ordinance Cap 212, which was repealed later and replaced by the Companies Act 2002. TCC is listed on the Dar es Salaam Stock Exchange (DSE). The Company is located at plot number 20 Nyerere Road, Dar es Salaam. TCC has 16 Sales Offices scattered throughout the country.

[bookmark: _GoBack]Japan Tobacco International (JTI) is the majority shareholder in TCC. It owns 75% of the issued and paid up ordinary shares of the company. The Tanzania public, individuals and institutions, through the Dar es Salaam Stock Exchange, owns the remaining 25%. TCC has estimated share of market of over 95% in Tanzania (until June 2012). The primary customers of the company are the wholesalers (termed ‘Dealers’). Incidentally the company sells its products to retailers.

[bookmark: _Toc358378673][bookmark: _Toc368357959][bookmark: _Toc368420255]3.7 Sampling Design and Procedures
[bookmark: _Toc358378674][bookmark: _Toc368357960][bookmark: _Toc368420256]3.7.1 Sampling Procedures
Both probability and non-probability sampling techniques will be employed in this research. Non probability sampling technique is a sampling technique that allows the researcher to draw a sample from the target population on the basis of personal convenience and judgment. This is due to the nature of this research whereby specific employees will be selected due to their involvement in various CRM initiatives.

Probability sampling, in this case Systematic Random Sampling will be used to draw a required sample of dealers (customers) from the TCC’s customers sampling frame. In each branch office selected, the total number of dealers will be divided by required number of respondents to determine which element should be picked from the sample. 
Respondent to be selected = N/n
Where; N = total population and n = sample size
Thus;
Population 1500 Dealers Company wide
Sample size 150, this means, every 10th dealer was selected to form the sample

[bookmark: _Toc358378675][bookmark: _Toc368357961][bookmark: _Toc368420257]3.7.2 Sampling Population
For the purpose of this research, target population will include various stakeholders who participate in the Direct Impact CRM in TCC. These include field staff, C&TM staff, dealers, retailers and specific individuals from other departments. The dealers and retailers will be drawn from customers list, while the employees will be selected according to their relevance in this study from their departmental organization charts.

[bookmark: _Toc358378676][bookmark: _Toc368357962][bookmark: _Toc368420258]3.7.3 Sample Size
The sample size for this study was 107 respondents in total, which includes dealers, management and staff of C&TM department, Manufacturing Operations, and Finance department. The sample size proposed for this study is as shown in Table 1. 

[bookmark: _Toc368420259]Table 1: Sample of Respondents 
	No.
	Respondents group
	Total Population
	Targeted Respondents
	Questionnaire returned

	1
	Dealers (wholesalers)
	1400
	100
	97

	2
	C&TM leads & staff
	200
	20
	10

	3
	Other departments
	25
	5
	1

	Grand Total
	1625
	125
	108


[bookmark: _Toc358378677][bookmark: _Toc337021716]
[bookmark: _Toc368357963][bookmark: _Toc368420260]3.7.4 Variables and Measurement Procedure
Data was collected in order to analyse various variables of this study. Independent variables include ‘customer satisfaction’, ‘customer retention’, and ‘customer loyalty’. Dependent variables in this case include the ‘customer buying behaviour’ and ‘company profitability’. Qualitative data about ‘satisfaction’, ‘retention’ and ‘loyalty’ was coded and the level of satisfaction was determined mathematically.

[bookmark: _Toc358378678][bookmark: _Toc368357964][bookmark: _Toc368420261]3.7.5 Data collection
Data for this research was gathered from both primary and secondary data.

[bookmark: _Toc358378679][bookmark: _Toc368420262]3.7.5.1 Primary Data
The information was collected from the field – TCC staff and the dealers through questionnaires and structured interviews.

[bookmark: _Toc358378680][bookmark: _Toc368420263]3.7.5.2 Secondary Data
This information was obtained from various sources like journals, financial reports, management reports, corporate intranet, sales data repository, corporate publications, JTI/TCC training materials and other policies and procedure documents of the company.

[bookmark: _Toc358378681][bookmark: _Toc368357965][bookmark: _Toc368420264]3.8 Source of Data
The data for this research was obtained through various methods. The researcher used both, primary and secondary data collected from the designated research area, which is Tanzania Cigarette Company.

[bookmark: _Toc358378682][bookmark: _Toc368357966][bookmark: _Toc368420265]3.8.1 Interview Method
This method was employed to collect information by conducting mainly telephone interview with some dealers and members of staff. This was necessary due to dispersion of respondents all over the country.
 
[bookmark: _Toc358378683][bookmark: _Toc368357967][bookmark: _Toc368420266]3.8.2 Questionnaire Method
[bookmark: _Toc337021717][bookmark: _Toc243598795]This was the basic method for this research. A list of questions was prepared as one tool of gathering relevant information from dealers, C&TM management, staff and other departments. Questionnaires were sent to the intended stakeholders who are working with TCC. Two types of questionnaires were sent. One for members of staff and the other was designed for the dealers. Some members of field staff were asked to assist to deliver the questionnaires to the dealers. In this research, the researcher analyzed data by using various methods such as Fishbeins behavioural model, graphs, analysis of volume trend and percentages.  
[bookmark: _Toc358378685][bookmark: _Toc368357969][bookmark: _Toc368420267]
CHAPTER FOUR
[bookmark: _Toc358378686][bookmark: _Toc368357970][bookmark: _Toc368420268]4.0 DATA ANALYSIS AND INTERPRETATION
After data has been collected it goes through the process of processing and analysis. According to Kothari (2004), processing involves editing of the collected data, coding, classification and tabulation. In this chapter the researcher will present the main findings of this research and analyse the data collected. The main aim of this chapter is to deliver an idea about the theoretical framework of research methods and data collection that was explained in chapter two. Chapter three included research strategy and data collection method to resolve the research question that is how CRM impact non-consumer buyers buying behaviour.

One of the purposes of writing a dissertation, Saunders (2009) p 567 puts it, is to communicate the answers to the research questions as clearly as possible. He suggests ‘thematic analysis’ as one of the simplest but powerful ways to do this. In this chapter the researcher will use this approach to present the findings.

[bookmark: _Toc358378687][bookmark: _Toc368357971][bookmark: _Toc368420269]4.1 Extent of Satisfaction with TCC’s CRM to Non Consumer Customers
The quality of customer service is determined and evaluated by the customer, and this affects the desirability of a relationship with the organization (Berndt et al. 2005). For this matter the researcher will use the assessment of the customers as the basis for making conclusion.

[bookmark: _Toc358378688][bookmark: _Toc368357972][bookmark: _Toc368420270]4.1.1 The Fishbein’s Attitude Model
Armstrong and Kotler (2000) as quoted by Wu (2003) assert that buying behaviour of a person is influenced by four psychological factors namely motivation, perception, learning and belief and attitude. This means therefore that through these factors attitude of a person is formed and consumers make choices and preferences. Fishbein’s model is referred to as one of ‘most influential and widely researched models’ (Wu, 2003). 

This model has been used to measure the attitude of the internet users towards online shopping and explored the relative factors that influenced consumers’ attitude towards online shopping. For that reason the researcher finds this model useful in assessing the impact of CRM on non consumer customers buying behaviour. In this model, the attitude of an individual towards an object can be derived. The attitude towards an object is the sum of evaluative reaction to a salient property of a product or service and the strength of the belief connecting this property to the object or event (Wu, 2003). The model can be expressed mathematically as:
Ao = ∑BiEi from i=1 to n
Where;
Ao = the overall attitude towards object o 
Bi = the strength of the belief that object o has some particular attribute i 
Ei = the evaluation of the goodness or badness of attribute i 
N = the number of relevant beliefs for that person

For the purpose of this analysis specific questions have been picked from the questionnaire to provide the variables needed to apply the Fishbein’s model. For example, strength of belief of the respondents on TCC’s CRM initiatives is based on the question: 
“Do you agree that TCC’s CRM process plays an important role to create brand equity, understand your need and requirements and resolve your problems and issues?”  

The measurement scale and their relative scores for this question are as follows:
Strongly Agree, ____, ____, ____, Strongly Disagree
              1           2           3        4            5   
	 (2)	 (1)	  (0)	 (-1) 	 (-2)

Evaluation of TCC’s CRM initiatives was made by the customers based on the following question:
“Are you satisfied with TCC’s CRM practices to influencing and impacting your buying behaviour?”

The measurement scale and its relative scores for this question are as follows:
Strongly Satisfied, ____, ____, ____, Strongly Dissatisfied
              1           2           3        4            5
	 (2)	 (1)	  (0)	 (-1)	  (-2)

 The results of the Fishbeins behavioral intention model computed through excel template shows that 59% (36+ 21 respondents out of 97) of the current non consumer customers are positively impacted by TCC’s CRM initiatives. Only 2% are dissatisfied whereas 18% are indifferent.
[image: ]
Figure 4.1 Extent of Customers Satisfaction with TCC’s CRM Initiatives
[bookmark: _Toc358378689]Source: TCC, 2012
[bookmark: _Toc368357973]
[bookmark: _Toc368420271]4.1.2 Customers Retentions in TCC
Customer retention is the customer’s willingness to maintain a relationship with the company (Kim et al, 2012). In this research customers’ willingness to maintain relationship with TCC was tested to ascertain the level of effectiveness of CRM initiatives in the company. Reichheld and Sasser (1990), as cited by Nasershariat and Khan (2011), estimates that the “retention of an additional 5% of customers, can increase profit by nearly 100%”. The importance of maintaining effective and long term relationship with customers is obvious and needs a system which can assist such relationships to be sustainable.
[image: ]   
[bookmark: _Toc368420272]Figure 4.2: Customer Retention at TCC
Source: TCC, 2012

From the analysis of responses from 97 respondents, 20% have been doing business with TCC for more than 10 years. 77% have remained loyal to TCC for a period of between 1 to 10 years; only 3% are relatively newer (have been with TCC for less than a year)

[bookmark: _Toc358378690][bookmark: _Toc368357974][bookmark: _Toc368420273]4.1.3 Interaction with Non Consumer Customers
 Interaction with the customers is basically related to the relationship between the company and customers. In general, if the company does not have effective communication tools to interact with the customers, it becomes difficult for the employees to understand the customers’ requirements and needs. Interaction with customers also enables the firm to share its future plans and profits with the customers. Xu and Walton (2005) as quoted by Gneiser (2010) CRM process allows the company to use effective tools of communication and interact with the customers in an effective way. Again, interaction with customers helps the employees of the company to influence the customers’ buying behaviour by motivating them towards the products of the company.
[image: ]
[bookmark: _Toc368420274]Figure 4.3: TCC’s Customers Interaction Tools

Responses obtained through the questionnaires show that TCC uses various methods to interact with customers. In this study three methods of communication (telephone, written communication, face to face) were probed and the result shows that all the three methods are used by TCC to communicate with the customers. However, the ‘face to face’ method seems to be a single effective way that TCC uses for the purpose as it counts for about 21% of all the respondents. Another 8% of respondents identify written communication as a tool used to interact with them. A small number of respondents (2%) mention telephone as the tool of communication and interaction with the company. The majority of the respondents (69%) concede that the company has been using a combination of all the three methods to interact with them. The use of effective communication tools helps TCC to improve the accuracy of its marketing initiatives. 
TCC’s customers are scattered throughout the country; most of them are in the rural areas where communication infrastructures are not well developed. In some places one cannot make a call at one’s work place. One should look for an area where telecommunication network is available. This poses as an impediment to smooth customer interaction and communication in Tanzania.

[bookmark: _Toc358378691][bookmark: _Toc368357975][bookmark: _Toc368420275]4.1.4 Extent of Influence of TCC’s CRM to Non Consumer Customers
[image: ]The respondents were probed to describe the level of satisfaction they feel they have with regards to TCC’s CRM initiatives as per their experience. Customers’ views on various initiatives by an organization are to be reckoned with. Customers satisfaction can positively influence their buying behaviour and lead them to loyalty to the products and services of the company and increase their retention rate. 

[bookmark: _Toc368420276]Figure 4.4: Extent of influence of TCC’s CRM initiatives to non-consumer customers 
Source:  TCC, 2013
Out of 97 respondents contacted through the questionnaires 79 (81%) agreed that they are positively influenced by TCC’s CRM initiatives like Dealers Loyalty Program, Entrepreneur of the Year Award, Motorcycle and Bicycle Projects. 12 (12%) respondents showed that they are not happy with the initiatives. The following graph summarizes the findings.

[bookmark: _Toc358378692][bookmark: _Toc368357976][bookmark: _Toc368420277]4.1.5 Flexibility of TCC’s CRM to Accommodate Dynamic Needs of Non Consumer Customers
Non consumer customers’ needs are dynamic due to changes in the business environment. This research sought to understand from the customers whether TCC’s CRM was flexible enough to accommodate their changing needs. One of the Consumer and Trade Marketing managers observed the various trainings given to TCC’s field force as one of the ways that the organization flexes itself to address changing needs of the customers. He also cites ‘Trade Marketing Activation’ as a way of listening to the customers and accommodating their needs in the company’s customers strategy.

According to the responses obtained through the questionnaire process 35% strongly believe that TCC is able to accommodate their changing needs. Again, 41% agree on the flexibility of the company to respond to their dynamic needs. On the contrary, a very small number (3%) of the respondents do not show confidence on TCC’s CRM initiatives in respect to their changing needs. Of the 97 respondents, 3% are not either in favor or against the initiatives. So to say, the result shows that the customers responses are skewed in favor of the company’s CRM.  TCC should use its resources, especially the field force to showcase the company’s CRM initiatives and how flexible they are in responding to changing needs of the customers.

[image: ]
[bookmark: _Toc368420278][bookmark: _Toc358378693]Figure 4.5: Flexibility of TCC’s CRM towards changing needs of the customers
Source:  TCC, 2013

[bookmark: _Toc368357977][bookmark: _Toc368420279]4.1.6 TCC’s CRM Initiatives and Brand Equity
The researcher wanted to establish the perception of the customers towards the brands of the company. Changes in social and economic needs have changed perception of consumers and the brand and products they buy. The goal in brand building is to carefully manage a company’s name, brands, slogans and symbols, otherwise known as brand equity. Various models and criticisms of brand equity have been published over the years (Kellen, 2002). Brand recognition is highly influenced by CRM system (Webb, 2005). In case of TCC, this works as customers acquisition strategy.
The respondents show great support for the company’s CRM initiatives in building brand equity and resolving their problems. At least 89% of all respondents are confident with the TCC’s CRM initiatives in building brand equity and resolving their problems; 8% neither agree nor disagree with it; while 3% do not think that TCC is doing enough to create brand equity and resolve their business problems. 

[image: ]
Figure 4.6: CRM role in creating brand equity and resolve customers problems
Source:  TCC, 2013

In the view point of most managers contacted through questionnaires, TCC’s CRM system is the basis of its brand value and reputation because it helps the company to attract and acquire customers. One of the managers in Finance commenting on TCC’s CRM, he says:
“We can measure CRM in terms of volume and profit growth over years; growth in terms of the number of customers/ dealers; less consumers/ dealers complaints and lesser rate of dealers drop out from dealership.”
[bookmark: _Toc358378694][bookmark: _Toc368357978][bookmark: _Toc368420280]4.1.7 Influence of CRM on Buying Behaviour of non Consumer Customers
The respondents were probed whether or not they are satisfied with TCC’s CRM practices in influencing their buying behavior. The results show that 85% (40 + 42 out of 97 respondents) of the respondents are favorably impacted by TCC’s CRM. They suggest that they will continue buying TCC’s brands. 12% needs to be convinced more to be loyal to TCC’s products, while 3% are not happy and thus are not impacted.
  [image: ]
[bookmark: _Toc368420281]Figure 4.7: Impact of TCC’s CRM on Buying Behaviour

[bookmark: _Toc358378695][bookmark: _Toc368357979][bookmark: _Toc368420282]4.1.8 Cigarette Supplier of Choice
The researcher wanted to establish how the non-consumer customers would rank various cigarette suppliers that exist in the country according to their preferences. According to the responses obtained through questionnaires 96% of the respondents choose TCC as their favorite supplier. British American Tobacco (BAT) has been chosen by 2% of the respondents, just the same as Master Mind Tanzania Ltd (MMT). As learned from the respondents, product quality, availability, marketing programs and prices are the main reasons that attract them to the products of TCC. TCC should use all means at its disposal to maintain this position in order to retain its customers.

[image: ]
[bookmark: _Toc368420283]Figure 4.8: Cigarette Supplier of Choice

[bookmark: _Toc358378696][bookmark: _Toc368357980][bookmark: _Toc368420284]4.1.9 Improvement of Customers Perception of TCC’s CRM
For CRM to work more effectively there should be efforts to seek customers’ feedback and incorporate them in their new innovations and improving the existing initiatives and be able to retain valuable customers for long time. Through the questionnaire process, this study also attempted to establish whether or not there is any improvement on CRM initiatives of the company and whether the customers appreciate these initiatives. Out of 97 respondents 38 (39%) strongly agree and 49 (51%) agree that there is improvement on their perception of the CRM initiatives of the company. 8 (8%) respondents think the system is the same – not worsening or improving. 2 (2%) out of 97 respondents strongly believe that their perception of [image: ]TCC’s CRM is improving. 
 Figure 4.9: Improvement on customers’ perception of TCC’s CRM
Source:  TCC, 2013

[bookmark: _Toc358378697][bookmark: _Toc368357981][bookmark: _Toc368420285]4.1.10 Analysis of Trend of Sales Volume
The researcher further analysed the sales volumes for two consecutive years, 2011 and 2012. In 2012 the company implemented incentive program where dealers were rewarded by reaching their targets that were set by the company. This incentive program involved three months; May, July and August. June was excluded as TCC’s sales are automatically higher in June even without incentives. This is because of price speculation grounded on the possibility of price rise due to expectation of rise in excise tax in tobacco products and alcohol that is normally announced in the parliamentary session in June and comes to effect early in July. 

The result again supports the findings above that there is direct relationship between CRM initiatives and customers buying behaviour. Total volume for the year 2012 was below that of 2011. However for the three months where the incentive was applicable, the trend supported the theory. Like it is normally the case to have high sales in June; July is normally affected severely by overstocking in June and the shock of new prices if any. Otherwise the volumes for May and August 2012 have grown inspite of pricing taken in March and July 2012 to take the margin that the retailers were already taking on Embassy brands and following the anticipated increase in excise tax on tobacco products in 2012 respectively. 

[image: ]
Figure 4.10: Sales Volume for the Months with Incentive Plan In 2012 Against Same Months Prior Year (2011) Without the Incentives
[bookmark: _Toc358378698][bookmark: _Toc368357982]Source:  TCC, 2013
[bookmark: _Toc368420286]4.2 Results of the Research
Several outcomes have been derived through the analysis of data above. The results show that TCC’s CRM system is working effectively. Furthermore, the result obtained through this research work is in line with the literature review that CRM impacts the buying behavior of non-consumer customers.  As tobacco industry is undergoing challenges including banning smoking in the public, advertising of tobacco products and age restriction, TCC should innovate new ways to let the customer know about its products and offers. Experience shows that in other countries, restrictions on consumption of tobacco products have become hasher than ever before. 

Apart from various anti-smoking campaigns, activists demand ‘below the line’ (BTL) advertising. This method restricts advertising of tobacco products in public media like TV, Radio and public campaigns like the road side shows. The ultimate wish of the anti-smoking campaigners is to achieve complete non advertising, including non-branding of the products. This is called ‘dark marketing’ (Carter, 2003). This means, dark marketing being the world trend in tobacco industry, TCC should look ahead on what it should do to attract and retain customers beforehand. The company should forge new tools to keep it the market leader in the tobacco industry in Tanzania. TCC should continue with its various training programs to ensure that employee’s negotiation skills, aggressiveness and communication ability with the customers become more effective.  

According to the findings obtained through the analysis of data, the researcher has achieved his objective by resolving the research question posed in chapter one by showing that there is direct relationship between the buying behaviour of non-consumer customers and CRM initiatives.

From the responses collected from managers for different departments, a good number of them hardly retrieve customer information from SAP. This causes the organization to be equipped with different sets of information about the same customer, some of which may be obsolete. SAP can technically provide centralized repository for all customer information. Efforts should be made to train managers on this important CRM technology.
[bookmark: _Toc368357983]
[bookmark: _Toc368420287]4.2.1 Discussion of Findings
The researcher examined how CRM impact the buying behavior of non-consumer customers buying behavior. Non consumer customers can be wholesalers (dealers) or retailers including shops, supermarkets, hawkers, bars, hotels and cafeterias. However, the scope of this research was limited to wholesalers. The researcher did not examine issues related to retailers in this work.

Consistency in implementing the CRM initiatives is emphasized. It has been shown through the analysis of trend of sales volumes (2012 vs. 2011) that during the months that loyalty program was operational, the volumes for the year 2012 were better than those of 2011, even though overall performance of the year 2011 was better.

This study contributes to the CRM literature in several ways. First, the work extends a managerial outlook that stresses the importance of cross-functional processes in CRM strategy, viz. marketing, sales, customer service and IT; Second, it makes a contribution to the limited literature on interaction research. Finally, the research represents a grounded contribution that offers managers insight into the development and implementation of CRM strategies.

[bookmark: _Toc358378699][bookmark: _Toc368357984][bookmark: _Toc368420288]4.3 Summary  
In this chapter the researcher has analyzed data collected to help in finding the answers to the research questions and achieve the objective of this research. Analysis of the data was based on various themes of the study. Through this study the researcher analyzed data based on such themes as tools of communication with customers, loyalty programs, level of satisfaction with TCC’s CRM initiatives, influence of TCC’s CRM on buying behaviour of non-consumer customers, impact of CRM on creating brand equity and customer retention.

The researcher has also provided research outcome and recommendations to improve TCC’s CRM by training the staff about the benefit they can accrue from using SAP effectively.
[bookmark: _Toc358378700]


[bookmark: _Toc368357985][bookmark: _Toc368420289]
CHAPTER FIVE
[bookmark: _Toc368357986][bookmark: _Toc368420290][bookmark: _Toc358378701]5.0 CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc368357987][bookmark: _Toc368420291]5.1 Introduction
In this chapter, the researcher discusses the findings that were raised in the previous chapter. Additionally, the relationship between research objectives and research findings will be drawn in order to answer the research questions. Recommendations will also be provided about the shortfalls that were raised through data analysis to improve TCC’s CRM initiatives.

The marketing initiatives of a company have a huge effect on its customers buying behaviour. Payne and Frow (2009) have identified several factors that directly influence the buying decision of the customers. These include social status, beliefs, life style, attitude, income level, education, price of the product etc. About the price of the product, it does not necessarily mean that a firm that provide cheaper product will be preferred. Information and communication tool used by the company can also affect the buying decision of a customer.

 TCC’s CRM initiatives enables the firm to fulfill its mission and objectives and thereby impacting the perception of its customers and attracting them to use its products. Another observation that has been made in this research is the trust and confidence that customers have on the company. The respondents nearly unanimously prefer TCC as their favorite cigarette supplier and that customer retention is good. The company’s effort to retain old customers and attract new ones should be perpetuated.
CRM programs should be assessed periodically so as to evaluate their validity and whether or not they are sustainable in the long run (Sheth et al., 2001). Market share and total volume of sales alone may not be enough in all context of customer relationship management. Programs must be evaluated according to their intended objectives, for instance increasing product visibility or reducing distribution cost. Researcher recommends the use of balanced scorecard that combine a variety of measures based on the defined purpose of each program to provide metrics for CRM efforts (Kaplan and Norton (1992) as cited by Sheth et al., (2001)). This is to say that the CRM metrics used for each program should reflect a set of defined objectives for the program. 

Tanzania has recently witnessed rapid growth of the use of information technology. This includes increased use of mobile phones and the internet. TCC should think of the possibility of extending eCRM initially to the top 20% of the dealers. This group normally provides about 80% of the total volume of the company. 

[bookmark: _Toc358378702][bookmark: _Toc368357988][bookmark: _Toc368420292]5.2 Matching the Research Objectives with the Research Findings
In this part the researcher will analyze the findings of this research and try to link them with the research objectives. In so doing, the researcher wishes to establish the extent to which this research accomplished its objectives.

The main objective of this study is to assess the impact of CRM on non-consumer (wholesalers) customers’ buying behaviour by using case study of Tanzania Cigarette Company Limited (TCC). We have seen in literature review that CRM initiatives do have great impact and profitability of a firm. In the previous chapter the researcher has shown through data analysis and findings that respondents are largely happy with the good TCC’s CRM practices such as the tools of communication with customers, loyalty programs, level of satisfaction with TCC’s CRM initiatives, impact of CRM on creating brand equity and customer retention. All these have influence on buying behaviour of TCC’s non consumer customers. The researcher chooses to discuss how he has achieved the research objectives through the same sequence of thematic analysis

[bookmark: _Toc368357989][bookmark: _Toc368420293]5.2.1 Evaluation of the Role of CRM in the Organization
The role of CRM in an organization is to enhance its business performance and building its competitive advantage (Wang and Feng, 2012). The creation, storage and dissemination of information and knowledge about the customer and related products and services is essential to improving relationship with the customers (Shanks and Tae, 2001). TCC enjoys advanced CRM technology to create, store and disseminate customer information. However, from the responses obtained through the questionnaires, the level of usage and access to SAP is still not adequate. Through data analysis the researcher has afforded to show how TCC’s CRM initiatives have brought about customer satisfaction in various themes like customer interaction, satisfaction, brand equity, loyalty and retention. These themes are also the subject matter of customer relationship management. The overall effect of this effort is to increase TCC’s competitiveness in the market and making it able to live up to its mission and vision.
 
[bookmark: _Toc368357990][bookmark: _Toc368420294]5.2.2 The Extent of Implementation of CRM in TCC
This research has probed into TCC’s various dimensions to find out the extent of implementation of CRM in the organization. Employees are well trained to ensure that the workforce execute their duties with excellence. Such trainings as ‘Effective Field Force’, ‘Steps of the Call’, ‘Merchandising Standards’ and other training have been conducted.

Various pillars have been created in Consumer and Trade Marketing department to enhance the system in accommodating CRM. These departments are Operations, Brand strategy, Distribution and Development and planning. These departments work together to ensure that the customer is heard and assisted, product reach the market in efficient and effective manner, TCC brands are visible and available at right place, right extent and best quality. 

TCC implemented ERP in 2004. This is one of the latest CRM technologies. This modular software is able to provide real time information about inventory management, production schedule, customer orders, customer information, procurement details and accounting information. The extent of use of this facility is not maximized especially with respect to sales and marketing staff. There is still a lot of offline template with different details of the same customers being used simultaneously. CRM measurement is still an issue in TCC. Currently the main way to measure CRM effectiveness is the Return on Investment (ROI). However, it has been very difficult to trace the cost (investment) that has been committed to one specific customer. Such measures like Customers lifetime Value are not currently used. 
[bookmark: _Toc368357991][bookmark: _Toc368420295] 5.2.3 Relationship Between CRM Initiatives and Buying Behaviour
Through this research the researcher has been able to establish the relationship that subsists between CRM initiatives and the buying behaviour of non consumer customers in TCC. Through the analysis of data he has been able to show, for instance, the increase in sales volumes in certain months of 2012 when Dealers Loyalty Program was operation compared to the same period in 2011 when the program had not yet been effected. It has been shown also how sales volumes declined in the following months that the program was stopped.

The responses of the customers on various questions asked through the questionnaires again cemented the hypothesis that CRM impact the buying behaviour of the customers. But again, it has been shown that even the customer retention level of the company is very high. TCC has almost unanimously been voted by the respondents as their cigarette supplier of choice. This gives the company competitive advantage against its competitors and probably assures it of future business with these customers.

[bookmark: _Toc368357992][bookmark: _Toc368420296]5.3 Conclusion
The results show that most of the dealers are positively impacted by TCC’s CRM initiatives. However, a significant portion of the dealers are indifferent; this means they neither happy nor unhappy with the initiatives. Efforts should be made to ensure that they are heard and their attitude towards the initiatives is improved

Through this research work the researcher learnt that CRM can lead to customer satisfaction. A satisfied customer is very likely to become loyal to the products and services of the company. Increased loyalty results into increased retention. It is cheaper to retain an existing customer than to recruit a new one. More than 77% of TCC customers have stayed with the company for between one and ten year.

Interaction with customers at TCC is largely manual. The main ways face to face, telephone and written communication. The fraction of customers with access to internet is very negligible. The three methods mentioned above prove to be fairly effective in communicating various offers provided by the company

It has been shown in the findings that TCC is the supplier of choice for tobacco products in Tanzania. However, this finding may have serious limitation. This is due to the fact that all the dealers involved in this research are TCC dealers. Traditionally these dealers were not allowed to deal with competitor’s brands. This may be the reason why the response in favor of TCC has been too high.

[bookmark: _Toc358378705][bookmark: _Toc368357993][bookmark: _Toc368420297]5.3 Recommendations for TCC’s CRM Process
Extend the reward system to retailers to ensure that they focus on TCC brands. This should be coupled with a way to measure the performance of the retailers with regards to TCC’s brands

Invest in the retailers. Investing in the retailers before the market going dark is important. This is because retailers are the last point of contact to the consumers for TCC’s products. If the consumer cannot find the cigarette they will ask the retailer questions. This is why it is so important to invest in the education of the retailer. All tobacco companies will run similar programs when the market is dark, so it is important to be proactive in this area so as to remain ahead of the competition. This can be facilitated by moving to strategic CRM programs. These target high value trade customers, about 5- 15%, only with the aim to establish strong long term relationships which provide an integrated and sustainable basis for all consumer and trade activities (JTI, 2011). 

As opposed to the current short term, tactical rewards system, strategic CRM is objective based, targeted. This means it should prioritize customers’ strategic business importance, different approaches depending on customer value and it is integrated with consumer programs. Again, strategic CRM is longer termed. This helps in driving customer loyalty, establishing trust and reducing vulnerability to tactical competitor activities. Strategic CRM differentiates itself by creating competitive advantage, unique solutions and uses innovative approaches (JTI, 2011) 

Maximum utilization of CRM technology – SAP, to afford real time update and centralized management of all customers’ information. A lot of information can be stored and retrieved from the system. Customer details, item proposal, pricing issues, inventory management, procurement processes, and financial accounting. The system can also provide access to profitability analysis, cost monitoring and control and other functionalities.

Expedite the process of creating a new customer in SAP. Customer enrolment is an ongoing process. Before a customer is registered a number of documents are required to provide evidence that the customer is a clean person in the eyes of the law. There should be documents to prove he is of the age of majority, that he is licensed to carry out a business, that he is dully registered as tax payer with the tax authority and that he has a clean record with the bank, and that is he is not involved in the money laundering. It takes more than one week to complete all approvals and to have one customer created in the system. The researcher recommends that this process should be condensed. If possible extend access to creation of the customers at branch level to expedite the process.

Implement eCRM through mobile phones. In this era of technology customers are more connected now than ever. Access to internet, mobile phones and ather communication devices has significantly increased. According to Sheth et al. (2001), eCRM provides a company with a means to conduct interactive, personalized and relevant communications with customers across both electronic and traditional channels. It takes into account the demands of the customer to make decisions about channel delivery, offers and messaging. eCRM adheres to permission based practices and respect individual preferences regarding how and whether they want to communicate with you.

Through implementation of eCRM TCC will accrue such benefits as optimization of the value of interactive relationships, extend personalized reach, be able to coordinate marketing initiatives across all the customer channels and focus the business on improving customer relationships  and earning a greater share of each customers Sheth et al., (2001).
 
[bookmark: _Toc358378706][bookmark: _Toc368357994][bookmark: _Toc368420298]5.4 Opportunities for Further Researches
The researcher has pointed out various factors that link CRM to buying behaviour of the customers. Due to the limitations of this research a few issues have arisen. These issues can pave the way for further studies in this area so as to provide more valid results and reduce the impact of these limitations. 

 Analysis of data used to arrive at the conclusion of this research is based on responses obtained from customers and collected with assistance from TCC’s field staff. The respondents may feel obliged to provide responses to please the field staff, like saying they prefer TCC products to those of competitors, hence distorting the reality of the situation. If their preference to TCC products is true, why do the volumes of competitors’ products increase? This gives way to further research opportunities.

[bookmark: _Toc358378707][bookmark: _Toc368357995][bookmark: _Toc368420299]5.5 Summary of the Chapter
In this chapter the researcher has made conclusion on the data analyzed in chapter four. This research has investigated the TCC’s CRM situation and concluded that the initiative is one of the processes that impact customer’s buying behaviour. Through CRM, TCC can understand its own systems and external determinants that affect the perception of customers. These determinants include but not limited to educational level, culture, attitude, willingness and social status. This chapter has explored the relationship between the research findings and the objectives that were set in chapter one.

The researcher concludes that that CRM, if consistently implemented, impacts customers’ buying behaviour in positive way.  Again it allows the company to store detailed information of the customers. This helps the company to understand the customer better and strive to retain valuable customers for a long time. Retaining customers is very cost effective.

Finally, the researcher has provided recommendations to improve the CRM processes of TCC. These recommendations are based on the gaps that were noted on TCC’s CRM processes.
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APPENDICES
[bookmark: _Toc358378709][bookmark: _Toc368357997][bookmark: _Toc368420302]Appendix A: Questionnaire for Dealers (Wholesalers) 
(Note: The researcher found it convenient to insert a swahili translation of the questionnaire as it was sent to the dealers. This was necessary to align understanding of the questions and avoid any ambiguities or misunderstanding of the questions).

The researcher wants to understand factors that will enable him to measure the impact of TCC’s Customer Relationship Management (CRM) initiatives on non-consumers customers (wholesalers) buying behavior.
As a part of this research, you are kindly requested to complete this questionnaire. The information that you will provide will be treated as confidential and will be used for the purpose of this survey only.

1. How frequently do you purchase cigarette from TCC? 
(Ni mara ngapi wewe hununua bidhaa za TCC?)
a. Once in a Month 
(Mara moja kwa mwezi?)
b. Twice in a Month
(Mara mbili kwa mwezi?) 
c. Weekly 
(Kila juma?)
d. More than 4 times per Months
(Zaidi ya mara nne kwa mwezi?) 
2. How long have you been a TCC dealer?
(Ni kwa muda gani umekuwa wakala wa TCC?) 
a. Less than a year 
(Karibu mwaka mmoja)
b. 1 to 5 years 
(Kati ya mwaka 1 hadi 5)
c. 6 to 10 years 
(Kati ya miaka 6- 10)
d. More than 10 year 
(Kwa zaidi ya miaka 10)
3. What are the main ways that TCC uses to interact with you and communicate its new offers? 
(Ni kwa njia gain TCC imekuwa ikiwasiliana nawe kuhusu mipango na bidhaa zake mpya) 
a. Telephone 
(Simu)
b. Written communication
(Machapisho mbalimbali)
c. Face to Face communication 
(Mawasiliano ya ana kwa ana)
d. Above all 
(Njia zote zilitotajwa hapo juu)
4. How influential do you think TCC’s CRM is in attracting you to its new products offers? 
(Ni kwa kiasi gani unavutiwa na mipango mbalimbali ya kuboresha mahusiano na wateja (CRM –mfano zawadi kwa mjasiriamali wa mwaka, Motisha, pikipiki, baiskeli) inayotumiwa na TCC) 
a. Low Influence 
(Inanishawishi kidogo sana)
b. Influential 
(Inanishawishi kwa kadiri)
c. Highly Influence 
(Inanishawishi kwa kiasi kikubwa)
d. No Response 
(Sina jibu)
5. Do you agree that the company is able to fulfill your changing needs and requirements as per changes in the social environment? 
(Je unakubali kuwa TCC inaweza kukabiliana na mahitaji yako ya bidhaa na huduma kulingana na mabadiliko ya mazingira ya jamii) 
a. Strongly Agree 
(Nakubali kabisa)
b. Agree 
(Nakubali)
c. Neutral 
(Sikatai wala sikubali)
d. Disagree 
(Sikubali)
e. Strongly Disagree 
(Sikubali kabisa)
6. Do you agree that TCC’s CRM process plays an important role to create brand equity, understand your need and requirements and resolve your problems and issues? 
(Je ni kwa kiasi gain unakubali/ unakataa kuwa mipango wa kuboresha mahusiano na wateja inayofanywa na TCC inasaidia sana kujenga jina la chapa za bidhaa zake, kuelewa matakwa na mahitaji yako pamoja na kutatua matatizo yaliyoko?)
a. Strongly Agree 
(Nakubali kabisa)
b. Agree 
(Nakubali)
c. Neutral 
(Sikatai wala sikubali)
d. Disagree 
(Sikubali)
e. Strongly Disagree 
(Sikubali kabisa)
7. Are you satisfied with TCC’s CRM practices to influencing and impacting your buying behaviour? 
(Je unaridhishwa na mipango ya TCC ya kuboresha mahusiano na wateja- CRM – unadhani kuwa inaweza kukushawishi na kukufanya ubadilishe utaratibu wako wa manunuzi ya bidhaa za TCC?)
a. Strongly Satisfied
(Ninaridhishwa kabisa) 
b. Satisfied 
(Ninaridhisha kiasi)
c. Neutral 
(Sioni tofauti yoyote)
d. Dissatisfied 
(Kwa kiasi fulani siridhishwi)
e. Strongly Dissatisfied 
(Siridhishwi kabisa)

8. Do you agree that CRM Process improves commitment between you and TCC? 
(Je unakubali kuwa mpango wa TCC wa kuboresha mahusiano na wateja umeweza kutia nguvu fungate lako/ uhusiano wako na kampuni?)
a. Strongly Agree 
(Nakubali sana)
b. Agree 
(Nakubali kiasi)
c. Neutral 
(Sikatai wala sikubali)
d. Disagree 
(Sikubali)
e. Strongly Disagree 
(Nakataa kabisa)
9. If you have to choose your favorite cigarette supplier, which one would that be? 
(Kama ungetakiwa kuchaguwa kampuni unayopendezwa nayo zaidi kwa  huduma na bidhaa zaidi ya bidhaa zake za tumbaku ungechagua ipi kati ya hizi zifuatazo?)
a. Philip Morris
(Phip Morris)
b. British American Tobacco
(BAT)
c. Tanzania Cigarette Company 
(Kampuni ya Sigara Tanzania)
d. Master Mind  
(MMT)
e. Other (mention)……………….
(Zingine (Taja)

10. Has your perception of TCC improved in the last few years due to its CRM practices and initiatives? 
(Je mtazamo wako kuhusu TCC umeweza kubadilika katika miaka ya karibuni kutokana na juhudi zake mbalimbali za kuboresha mahusiano na wateja?)
a. Strongly Agree 
(Nakubali sana)
b. Agree 
(Nakubali kiasi)
c. Neutral 
(Sikatai wala sikubali)
d. Disagree 
(Sikubali kiasi)
e. Strongly Disagree 
(Sikubali kabisa)
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Appendix B: Questionnaire – To managers
The researcher wants to understand factors that will enable him to measure the impact of TCC’s Customer Relationship Management (CRM) initiatives on non-consumers customers (wholesalers) buying behavior.

As a part of this research, you are kindly requested to complete this questionnaire. The information that you will provide will be treated as confidential and will be used for the purpose of this survey only.
1. Do you feel happy to be a part of TCC? Why? 
……………………………………………………………………………………………………………………………………………………………………………………
2. How do you measure the effectiveness of CRM system in TCC? 
……………………………………………………………………………………………………………………………………………………………………………………
3. Do you believe that CRM is an important tool of TCC that contributes significantly to influence the dealers’ buying behaviour? How? ……………………………………………………………………………………………………………………………………………………………………………………
…………………………………………………………………………………………
4. What are the main issues with current CRM process of the company? What steps are taken by TCC to improve the current CRM system? 
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
5. What are the major changes that have taken place in TCC’s marketing and CRM activities in recent years? 
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
6. Do you believe these changes do have positive impact in the performance of the company in changing the perception of the customers/dealers? How? 
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
7. In your opinion and knowledge, which CRM initiative and strategies are implemented by TCC to impact the buying behaviour of its customers? 
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
8. Do you believe that these strategies and initiatives are sufficient to retain old customers and attract new ones? How? 
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
9. How do you agree that these changes and strategies are beneficial for the company from a profitability and market reputation point of view? 
1. Agree slightly agree
2. Strongly agree
3. Neither agree nor disagree
4. Do not agree
5. Slightly agree

10. How often do you use CRM technology (e.g. SAP, PDA) to process or retrieve customer information?
1. Always
2. Sometimes
3. Every other time
4. Hardly
5. Never.
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				7		Questionnaire design

				8		Distribution of questionnaires

				9		Questionnaire follow up

				10		Data analysis

				11		Discuss issues that will arise with supervisor

				12		Report writing and submission of initial draft

				13		Submission of the report
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Appendix B

		Rensis Likert scaling

		Question/ Statement		RESPONDENTS

				1		2		3		4		5		6		7		8		9		10		11		12		13		14		15		16		17		18		19		20		21		22		23		24		25		26		27		28		29		30		31		32		33		34		35		36		37		38		39		40		41		42		43		44		45		46		47		48		49		50		51		52		53		54		55		56		57		58		59		60		61		62		63		64		65		66		67		68		69		70

		1. How frequently do you purchase cigarette from TCC?

		(Ni mara ngapi wewe hununua bidhaa za TCC?)

		a. Once in a Month																																																																																																						1

		(Mara moja kwa mwezi?)

		b. Twice in a Month						2														2														2		2				2		2														2						2		2						2								2						2						2		2		2										2						2		2		2		2								2

		(Mara mbili kwa mwezi?)

		c. Weekly		3		3				3				3		3		3		3				3		3		3		3				3						3						3		3						3		3				3		3														3						3		3						3								3		3		3						3		3														3

		(Kila juma?)

		d. More than 4 times per Months										4																				4																		4		4																4		4				4				4										4																																4		4

		(Zaidi ya mara nne kwa mwezi?)

		ANALYSIS LINE		3		3		2		3		4		3		3		3		3		2		3		3		3		3		4		3		2		2		3		2		2		3		3		4		4		3		3																																																																																								2.9259259259		3

		Letter (a) is coded 1 and (d) 4

		2. How long have you been a TCC dealer?

		(Ni kwa muda gani umekuwa wakala wa TCC?)

		a. Less than a year																																																								1

		(Karibu mwaka mmoja)

																						2										2

		b. 1 to 5 years				2				2																																2				2		2		2				2								2		2		2								2		2						2				2		2				2		2				2						2		2		2								2						2				2

		(Kati ya mwaka 1 hadi 5)

		c. 6 to 10 years		3				3				3				3		3																3				3		3				3								3				3				3								3										3						3						3						3				3		3										3		3						3

		(Kati ya miaka 6- 10)

		d. More than 10 year												4						4				4		4		4		4						4																																		4		4								4																														4								4						4

		(Kwa zaidi ya miaka 10)

		ANALYSIS LINE		3		2		3		2		3		4		3		3		4		0		4		4		4		4		0		3		4		3		3		2		3		2		2		2		3		2		3																																																																																								2.7777777778		3

		3. What are the main ways that TCC uses to interact with you and communicate its new offers?

		(Ni kwa njia gain TCC imekuwa ikiwasiliana nawe kuhusu mipango na bidhaa zake mpya)

		a. Telephone																																																																								1														1

		(Simu)

		b. Written communication																																		2																												2								2																								2																								2

		(Machapisho mbalimbali)

		c. Face to Face communication								3																								3																												3								3										3						3								3				3						3		3						3				3

		(Mawasiliano ya ana kwa ana)

		d. Above all		4		4		4				4		4		4		4		4		4		4		4		4		4		4						4		4		4		4		4		4		4		4		4		4		4		4						4		4								4		4				4		4						4		4				4				4		4						4		4				4				4				4		4		4

		(Njia zote zilitotajwa hapo juu)

		ANALYSIS LINE		4		4		4		3		4		4		4		4		4		4		4		4		4		4		4		3		2		4		4		4		4		4		4		4		4		4		4																																																																																								3.8518518519		4

		4. How influential do you think TCC’s CRM is in attracting you to its new products offers?

		(Ni kwa kiasi gani unavutiwa na mipango mbalimbali ya kuboresha mahusiano na wateja (CRM –mfano zawadi kwa mjasiriamali wa mwaka, Motisha, pikipiki, baiskeli) inayotumiwa na TCC)

		a. Low Influence																				1		1																																																		1				1																								1				1				1										1				1

		(Inanishawishi kidogo sana)

		b. Influential				2				2																								2														2		2		2				2						2																						2						2				2		2				2												2				2										2

		(Inanishawishi kwa kadiri)

		c. Highly Influence		3				3				3				3		3		3						3		3		3		3				3		3		3		3		3		3								3				3		3				3		3		3		3						3				3		3				3		3				3						3						3										3				3

		(Inanishawishi kwa kiasi kikubwa)

		d. No Response												4																																																										4																																																		4

		(Sina jibu)

		ANALYSIS LINE		3		2		3		2		3		4		3		3		3		1		1		3		3		3		3		2		3		3		3		3		3		3		2		2		2		3		2																																																																																								2.6296296296		3

		5. Do you agree that the company is able to fulfill your changing needs and requirements as per changes in the social environment?

		(Je unakubali kuwa TCC inaweza kukabiliana na mahitaji yako ya bidhaa na huduma kulingana na mabadiliko ya mazingira ya jamii)

		a. Strongly Agree		1		1		1								1		1				1				1		1		1		1				1		1																				1		1		1				1		1								1												1						1										1										1

		(Nakubali kabisa)

		b. Agree								2		2		2						2				2																		2		2		2				2		2				2														2		2								2				2		2				2		2				2				2						2		2								2		2				2		2		2

		(Nakubali)

		c. Neutral																																3						3								3						3										3										3				3				3																				3										3

		(Sikatai wala sikubali)

		d. Disagree

		(Sikubali)

		e. Strongly Disagree																																																																																																4												4										4

		(Sikubali kabisa)

		ANALYSIS LINE		1		1		1		2		2		2		1		1		2		1		2		1		1		1		1		3		1		1		3		2		2		2		3		2		2		3		2																																																																																								1.7037037037		2

		6. Do you agree that TCC’s CRM process plays an important role to create brand equity, understand your need and requirements and resolve your problems and issues?

		(Je ni kwa kiasi gain unakubali/ unakataa kuwa mipango wa kuboresha mahusiano na wateja inayofanywa na TCC inasaidia sana kujenga jina la chapa za bidhaa zake, kuelewa matakwa na mahitaji yako pamoja na kutatua matatizo yaliyoko?)

		a. Strongly Agree		1		1		1						1		1		1								1		1		1		1				1		1				1		1										1				1										1				1				1												1				1				1								1								1		1		1		1								1

		(Nakubali kabisa)

		b. Agree										2								2		2		2																2						2						2				2				2		2		2		2				2				2						2		2		2		2				2				2				2		2						2		2		2														2

		(Nakubali)

		c. Neutral																																3														3		3																												3																								3																		3		3

		(Sikatai wala sikubali)

		d. Disagree								4

		(Sikubali)

		e. Strongly Disagree

		(Sikubali kabisa)

		ANALYSIS LINE		1		1		1		4		2		1		1		1		2		2		2		1		1		1		1		3		1		1		2		1		1		2		3		3		2		1		2																																																																																								1.6296296296		2

		7. Are you satisfied with TCC’s CRM practices to influencing and impacting your buying behaviour?

		(Je unaridhishwa na mipango ya TCC ya kuboresha mahusiano na wateja- CRM – unadhani kuwa inaweza kukushawishi na kukufanya ubadilishe utaratibu wako wa manunuzi ya bidhaa za TCC?)

		a. Strongly Satisfied										1								1		1		1		1				1		1						1				1		1										1				1				1		1		1																		1				1				1		1		1				1				1				1				1				1										1

		(Ninaridhishwa kabisa)

		b. Satisfied		2										2		2												2						2						2						2		2				2				2				2								2		2		2				2				2		2				2				2								2								2								2				2				2		2

		(Ninaridhisha kiasi)

		c. Neutral				3		3		3								3																																3																								3				3																								3								3										3

		(Sioni tofauti yoyote)

		d. Dissatisfied

		(Kwa kiasi fulani siridhishwi)

		e. Strongly Dissatisfied																																		5

		(Siridhishwi kabisa)

		ANALYSIS LINE		2		3		3		3		1		2		2		3		1		1		1		1		2		1		1		2		5		1		2		1		1		2		2		3		2		1		2																																																																																								1.8888888889		2

		8. Do you agree that CRM Process improves commitment between you and TCC?

		(Je unakubali kuwa mpango wa TCC wa kuboresha mahusiano na wateja umeweza kutia nguvu fungate lako/ uhusiano wako na kampuni?)

		a. Strongly Agree		1		1						1						1		1		1		1		1						1				1		1		1		1		1						1				1		1		1		1						1		1				1								1						1												1		1								1		1				1		1										1

		(Nakubali sana)

		b. Agree						2		2						2												2		2																2		2				2										2		2						2				2		2		2				2		2				2		2		2		2		2								2		2						2						2

		(Nakubali kiasi)

		c. Neutral												3																				3																																																																				3																		3

		(Sikatai wala sikubali)

		d. Disagree

		(Sikubali)

		e. Strongly Disagree

		(Nakataa kabisa)

		ANALYSIS LINE		1		1		2		2		1		3		2		1		1		1		1		1		2		2		1		3		1		1		1		1		1		2		2		1		2		1		1																																																																																								1.4444444444		1

		9. If you have to choose your favorite cigarette supplier, which one would that be?

		(Kama ungetakiwa kuchaguwa kampuni unayopendezwa nayo zaidi kwa  huduma na bidhaa zaidi ya bidhaa zake za tumbaku ungechagua ipi kati ya hizi zifuatazo?)

		a. Philip Morris

		(Phip Morris)

		b. British American Tobacco						2																																																																																																						2

		(BAT)

		c. Tanzania Cigarette Company		3		3				3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3				3		3		3		3				3		3		3

		(Kampuni ya Sigara Tanzania)

		d. Master Mind																																																																																																																						4

		(MMT)

		e. Other (mention)……………….

		(Zingine (Taja)

		ANALYSIS LINE		3		3		2		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3		3																																																																																								2.962962963		3

		10. Has your perception of TCC improved in the last few years due to its CRM practices and initiatives?

		(Je mtazamo wako kuhusu TCC umeweza kubadilika katika miaka ya karibuni kutokana na juhudi zake mbalimbali za kuboresha mahusiano na wateja?)

		a. Strongly Agree		1		1						1				1								1		1				1		1				1		1														1		1		1		1		1																1								1				1				1		1				1						1								1		1		1		1				1

		(Nakubali sana)

		b. Agree						2										2				2						2						2						2						2																2		2		2		2		2		2		2				2		2		2				2				2						2				2		2				2		2		2										2				2		2

		(Nakubali kiasi)

		c. Neutral												3																												3		3				3		3

		(Sikatai wala sikubali)

		d. Disagree

		(Sikubali kiasi)

		e. Strongly Disagree								5										5

		(Sikubali kabisa)

		ANALYSIS LINE		1		1		2		5		1		3		1		2		5		2		1		1		2		1		1		2		1		1		2		3		3		2		3		3		1		1		1																																																																																								1.9259259259		2





Appendix A

		Questions/statements		Respondents

				1		2		3		4		5		6		7		8		9		10		11		12		13		14

		1. Do you feel happy to be a part of TCC? Why?

		2. How do you measure the effectiveness of CRM system in TCC?

		3. Do you believe that CRM is an important tool of TCC that contributes significantly to influence the dealers’ buying behaviour? How?

		4. What are the main issues with current CRM process of the company? What steps are taken by TCC to improve the current CRM system?

		5. What are the major changes that have taken place in TCC’s marketing and CRM activities in recent years?

		6. Do you believe these changes do have positive impact in the performance of the company in changing the perception of the customers/dealers? How?

		7. How do you measure the role of CRM in the company to attract and retain consumers for long time and what are the parameters?

		8. In your opinion, which CRM initiative and strategies are implemented by TCC to impact the buying behaviour of its customers?

		9. Do you believe that these strategies and initiatives are sufficient to retain old customers and attract new ones? How?

		10. How do you agree that these changes and strategies are beneficial for the company from a profitability and market reputation point of view?

		11. How often do you use CRM technology (e.g. SAP, PDA) to process or retrieve customer information?





GAGR

		

				Compound annual growth rate

				From Wikipedia, the free encyclopedia

				Jump to: navigation, search

				Compounded Annual Growth rate (CAGR) is a business and investing specific term for the smoothed annualized gain of an investment over a given time period.[1] CAGR is not an accounting term, but remains widely used, particularly in growth industries or to

				Formula

				 : start value,

				 : finish value,

				 : number of years.

				Actual or normalized values may be used for calculation as long as they retain the same mathematical proportion.

				[edit] Example

				Suppose the revenues of a company for four years, V(t) in above formula, have been:

				Year		2004		2005		2006		2007

				Revenues		100		115		150		200

				0

				If you multiply the initial value by (1 + CAGR) three times (because we calculated for 3 years) you will get exactly the final value again. This is:

				For n = 3:

				the Arithmetic Mean Return (AMR) would be the sum of annual revenue changes (compared with the previous year) divided by number of years, or:

				In contrast to CAGR, you cannot obtain

				by multiplying the initial value,

				, three times by (1 + AMR) (unless all annual growth rates are the same).

				the Arithmetic Return (AR) or simple return would be the ending value minus beginning value divided by the beginning value:

				[edit] Applications

				Applications

				These are some of the common CAGR applications:

				Calculating and communicating the average returns of investment funds[3]

				Demonstrating and comparing the performance of investment advisors[3]

				Comparing the historical returns of stocks with bonds or with a savings account[3]

				Forecasting future values based on the CAGR of a data series (you find future values by multiplying the last datum of the series by (1 + CAGR) as many times as years required). As every forecasting method, this method has a calculation error associated.

				Analyzing and communicating the behavior, over a series of years, of different business measures such as sales, market share, costs, customer satisfaction, and performance

				Compound annual growth rate (CAGR) is an average growth rate over a period of several years. It is a geometric average of annual growth rates:

				Although no historical data is a substitute for a forecast, the CAGR over a number of years (typically the last five) is a better indication of a trend than a single year's growth which may be atypically good or bad.

				CAGR should be used because arithmetic averaging of growth numbers gives incorrect results. For example, if a company's sales rose from £10m in year one to £15m in year two and then fell back to £10m in year three, then there has been a 50% increase (year
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Compounded Annual Growth rate (CAGR) is a business and investing specific term for the smoothed annualized gain of an investment over a given time period.[1] CAGR is not an accounting term, but remains widely used, particularly in growth industries or to

[edit] Example

[edit] Applications

Calculating and communicating the average returns of investment funds[3]

Demonstrating and comparing the performance of investment advisors[3]

Comparing the historical returns of stocks with bonds or with a savings account[3]

CAGR should be used because arithmetic averaging of growth numbers gives incorrect results. For example, if a company's sales rose from £10m in year one to £15m in year two and then fell back to £10m in year three, then there has been a 50% increase (year



P$L 2011

				Market P&L - Monthly

				in million sticks

				in thousand USD

				Initial Selection Values

		Select Data Version		2011 Actuals Rep'd

		Volumes

		Author		GVAROUXA

		Last Changed By		GVALANTSAB

		InfoProvider		ZECCS_C66

		Query Technical Name		ZSEM_Q0042_NEW

		Key Date		6/10/11

		Changed At		5/28/10 16:04

		Status of Data		6/9/11 19:19

		Current User		DARMALLEA

		Most Current Data		<= 10722

		Posting Level Restriction		Realtime update..09, HQ Adjustments to be pushdown in BCS

		Posting Level Restriction		#..09, 7

		Select Data Version		2011/100//

		Select Period		12

		Select Brand		1000JTI_BRAND

		Select Market		10002-255

		Select Adjustment Type		#..7, ]JV02[

		Sel. As Sbmtd, Standardised, Consolidated		ST

		Controlling area		JTI Controlling Area

		Cons. chart of accts		Group Chart of Accounts

		View		Z1

		Posting level		#..09, 7

		Posting period		JAN..DEC

		Fin Data Version		2011 Actuals Rep'd

		Adjustment Type		]JV Full P&L[, Not assigned..Base

		Profit Centre Brand		JTI Total

		Profit Centre Market		Tanzania

				January		February		March		April		May		June		July		August		September		October		November		December		Q1		Q2		Q3		Q4		YTD

		JTI Brands		434		369		404		379		396		516		328		382		426		416		424		433		1,207		1,291		1,136		1,274		4,909

		non-JTI Brands

		TOTAL CIG SALES UNITS		434		369		404		379		396		516		328		382		426		416		424		433		1,207		1,291		1,136		1,274		4,909

		Market P&L (Fin.) PER_YTD - Monthly

				Financial Filter Values

		Controlling area		JTI Controlling Area

		Cons. chart of accts		Group Chart of Accounts

		View		Z1

		Posting level		#..09, 7

		Posting period		JAN..DEC

		Fin Data Version		2011 Actuals Rep'd

		Adjustment Type		]JV Full P&L[, Not assigned..Central Cost Plan

		Profit Centre Brand		JTI Total

		Profit Centre Market		Tanzania

		Author		GVAROUXA

		Last Changed By		CSTPEREZR

		InfoProvider		ZECCS_C66

		Query Technical Name		ZSEM_Q0043_NEW

		Key Date		11/14/11

		Changed At		2/5/10 18:12

		Status of Data		11/11/11 17:34

		Current User		DARMALLEA

		Last Refreshed		11/14/11 5:51

		Most Current Data		<= 10722

		Posting Level Restriction		Realtime update..09, HQ Adjustments to be pushdown in BCS

		Posting Level Restriction		#..09, 7

		Select Data Version		2011 Actuals Rep'd

		Select Data Version		2011/100//

		Select Period		December

		Select Period		12

		Select Brand		JTI Total

		Select Brand		1000JTI_BRAND

		Select Market Hierarchy		Total JTI Markets

		Select Market		Tanzania

		Select Market		10002-255

		Select Adjustment Type		Not assigned..Central Cost Plan, ]JV Full P&L[

		Select Adjustment Type		#..8, ]JV02[

		Sel. As Sbmtd, Standardised, Consolidated		Standardised

		Sel. As Sbmtd, Standardised, Consolidated		ST

				January		February		March		April		May		June		July		August		September		October		November		December		Q1		Q2		Q3		Q4		YTD

		Gross Sales Products		16,693		14,047		15,439		15,103		15,756		19,903		12,620		14,486		15,894		14,945		14,963		16,389		46,178		50,761		43,000		46,297		186,236

		Outside Royalty Income

		GROSS SALES		16,693		14,047		15,439		15,103		15,756		19,903		12,620		14,486		15,894		14,945		14,963		16,389		46,178		50,761		43,000		46,297		186,236

		SALES ADJUSTS / ALLOW / DISCOUNTS		28		35		37		31		30		35		26		26		51		45		37		413		100		97		102		495		794

		NET SALES BF EXC. TAX		16,664		14,012		15,402		15,071		15,725		19,868		12,594		14,460		15,843		14,900		14,926		15,976		46,079		50,664		42,897		45,801		185,441

		Excise Tax		4,233		3,565		3,843		3,583		3,719		4,660		3,142		3,718		4,089		3,839		3,957		4,206		11,641		11,962		10,950		12,001		46,553

		Excise Tax Float Int(inc.)

		NET SALES AF EXC. TAX		12,431		10,447		11,559		11,488		12,007		15,208		9,452		10,741		11,754		11,061		10,969		11,770		34,437		38,703		31,948		33,800		138,888

		Purchased Product		4,046		3,437		3,917		3,627		3,835		5,156		3,124		3,581		4,037		4,101		4,118		4,043		11,400		12,617		10,742		12,262		47,022

		Other Purchased Product		-340		-410		-392		-403		-580		-1,016		-149		-318		-468		-393		-491		-261		-1,142		-1,999		-935		-1,145		-5,220

		Factory Product Cost Variance								0		3				0								1		0				3		0		1		4

		Finished Goods Import Duties

		Transportation		131		93		72		113		93		121		85		168		106		31		95		123		295		326		359		249		1,229

		COMMISSIONS		0														0										0				0

		Warehousing

		TOTAL COGS		3,837		3,120		3,597		3,337		3,351		4,260		3,059		3,432		3,675		3,738		3,724		3,905		10,554		10,948		10,166		11,367		43,034

		GROSS MARGIN		8,594		7,327		7,962		8,151		8,656		10,947		6,393		7,310		8,079		7,323		7,245		7,865		23,884		27,755		21,782		22,433		95,854

		Marketing Programs		231		6		77		600		247		260		496		184		374		334		925		29		314		1,107		1,053		1,288		3,762

		BRAND CONTRIBUTION		8,363		7,322		7,885		7,551		8,409		10,687		5,897		7,126		7,706		6,989		6,320		7,836		23,570		26,648		20,729		21,145		92,091

		Marketing Staff

		C&TM Operations		798		837		718		878		942		852		912		817		828		843		829		1,212		2,354		2,672		2,556		2,885		10,467

		G&A		546		719		969		945		1,032		1,765		1,081		724		900		911		904		1,374		2,234		3,742		2,706		3,189		11,870

		R&D

		Miscellaneous		25		2		1		-156		-10		96		28		18		7		-4		-74		112		28		-70		53		34		46

		OCC		6,994		5,764		6,196		5,884		6,445		7,974		3,877		5,566		5,970		5,238		4,661		5,139		18,954		20,303		15,413		15,037		69,708





P&L 2012

				Market P&L - Monthly

				in million sticks

				in thousand USD

		Select Data Version		2012 Actuals Rep'd

		Volumes PER_QTR_YTD - JTI/Non-JTI Brands

				Volume Filter Values														USD

		Author		GVAROUXA

		Last Changed By		GVALANTSAB

		InfoProvider		ZECCS_C66

		Query Technical Name		ZSEM_Q0042_NEW

		Key Date		2/6/12

		Changed At		5/28/10 16:04

		Status of Data		2/3/12 12:36

		Current User		DARMALLEA

		Most Current Data		<= 10722

		Posting Level Restriction		Realtime update..09, HQ Adjustments to be pushdown in BCS

		Posting Level Restriction		#..09, 7

		Select Data Version		2012/100//

		Select Period		12

		Select Brand		1000JTI_BRAND

		Select Market		10002-255

		Select Adjustment Type		#..7, ]JV02[

		Sel. As Sbmtd, Standardised, Consolidated		ST

		Controlling area		JTI Controlling Area

		Cons. chart of accts		Group Chart of Accounts

		View		Z1

		Posting level		#..09, 7

		Posting period		JAN..DEC

		Fin Data Version		2012 Actuals Rep'd

		Adjustment Type		]JV Full P&L[, Not assigned..Base

		Profit Centre Brand		JTI Total

		Profit Centre Market		Tanzania

				January		February		March		April		May		June		July		August		September		October		November		December		Q1		Q2		Q3		Q4		YTD

		JTI Brands		399		402		401		386		440		549		293		396		386		408		402		373		1,202		1,374		1,074		1,183		4,834

		non-JTI Brands

		TOTAL CIG SALES UNITS		399		402		401		386		440		549		293		396		386		408		402		373		1,202		1,374		1,074		1,183		4,834

		Market P&L (Fin.) PER_YTD - Monthly

				Financial Filter Values

		Controlling area		JTI Controlling Area

		Cons. chart of accts		Group Chart of Accounts

		View		Z1

		Posting level		#..09, 7

		Posting period		JAN..DEC

		Fin Data Version		2012 Actuals @AP12

		Adjustment Type		]JV Full P&L[, Not assigned..Central Cost Plan

		Profit Centre Brand		JTI Total

		Profit Centre Market		Tanzania

		Author		GVAROUXA

		Last Changed By		CSTPEREZR

		InfoProvider		ZECCS_C66

		Query Technical Name		ZSEM_Q0043_NEW

		Key Date		4/2/12

		Changed At		2/5/10 18:12

		Status of Data		3/14/12 15:38

		Current User		DARMALLEA

		Last Refreshed		4/2/12 11:53

		Most Current Data		<= 10722

		Posting Level Restriction		Realtime update..09, HQ Adjustments to be pushdown in BCS

		Posting Level Restriction		#..09, 7

		Select Data Version		2012 Actuals @AP12

		Select Data Version		2012/100//@AP2012

		Select Period		December

		Select Period		12

		Select Brand		JTI Total

		Select Brand		1000JTI_BRAND

		Select Market Hierarchy		Total JTI Markets

		Select Market		Tanzania

		Select Market		10002-255

		Select Adjustment Type		Not assigned..Central Cost Plan, ]JV Full P&L[

		Select Adjustment Type		#..8, ]JV02[

		Sel. As Sbmtd, Standardised, Consolidated		Standardised

		Sel. As Sbmtd, Standardised, Consolidated		ST

				January		February		March		April		May		June		July		August		September		October		November		December		Q1		Q2		Q3		Q4		YTD

		Gross Sales Products		15,583		15,537		16,569		15,992		18,171		22,842		13,360		18,070		17,444		18,224		17,598		16,578		47,689		57,005		48,874		52,400		205,969

		Outside Royalty Income

		GROSS SALES		15,583		15,537		16,569		15,992		18,171		22,842		13,360		18,070		17,444		18,224		17,598		16,578		47,689		57,005		48,874		52,400		205,969

		SALES ADJUSTS / ALLOW / DISCOUNTS		94		104		-84		31		40		40		24		33		33		121		-46		62		114		111		90		138		453

		NET SALES BF EXC. TAX		15,488		15,433		16,653		15,961		18,131		22,801		13,336		18,037		17,411		18,103		17,644		16,516		47,575		56,894		48,785		52,263		205,516

		Excise Tax		3,955		3,959		3,948		3,813		4,360		5,468		2,946		4,722		4,647		4,903		4,773		4,396		11,861		13,641		12,315		14,073		51,890

		Excise Tax Float Int(inc.)

		NET SALES AF EXC. TAX		11,534		11,474		12,705		12,148		13,771		17,333		10,390		13,316		12,764		13,199		12,870		12,120		35,713		43,253		36,470		38,189		153,625

		Purchased Product		3,505		3,537		3,535		3,386		3,841		4,991		2,323		2,693		2,577		2,549		3,039		2,547		10,577		12,219		7,592		8,135		38,523

		Other Purchased Product

		Factory Product Cost Variance		-341		-292		-268		-267		-418		-406		536		522		603		1,142		649		478		-901		-1,091		1,661		2,268		1,937

		Finished Goods Import Duties

		Transportation		54		158		124		64		116		110		90		99		73		95		143		95		336		291		262		333		1,222

		COMMISSIONS

		Warehousing

		TOTAL COGS		3,218		3,404		3,391		3,183		3,539		4,696		2,949		3,313		3,253		3,786		3,831		3,120		10,013		11,418		9,515		10,736		41,682

		GROSS MARGIN		8,316		8,071		9,314		8,965		10,232		12,638		7,441		10,003		9,511		9,414		9,039		9,000		25,701		31,835		26,955		27,453		111,944

		Marketing Programs		80		33		472		174		435		861		74		270		825		300		735		616		585		1,470		1,169		1,651		4,875

		BRAND CONTRIBUTION		8,235		8,038		8,843		8,792		9,797		11,776		7,367		9,732		8,686		9,114		8,305		8,384		25,116		30,365		25,786		25,802		107,069

		Marketing Staff

		C&TM Operations		773		827		1,007		892		970		993		1,182		1,129		924		876		804		902		2,606		2,855		3,235		2,582		11,278

		G&A		704		1,444		1,149		1,227		1,143		943		901		937		1,558		926		732		360		3,298		3,313		3,396		2,017		12,024

		R&D

		Miscellaneous		-21		3		-11		-41		-5		7		-56		-17		18		-3		-8		-131		-29		-39		-56		-142		-265

		OCC		6,779		5,764		6,698		6,714		7,688		9,833		5,341		7,683		6,187		7,315		6,777		7,254		19,241		24,236		19,210		21,345		84,033

												May		June		July		August		September		October		November		December

		2011								2011		396		516		328		382		426		416		424		433

		2012								2012		440		549		293		396		386		408		402		373

		Differentials		0		0		0		1		44		33		-35		14		-40		-8		-22		-60
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