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ABSTRACT

The increase of competition among products of alaimature has provided a big
challenge in the marketing field. This has led tgrewing interest on companies in
building strong brands so as to maximize their cetitige advantages in the industry.
This study focused on investigating the impactprsorship activities on consumer
based brand equity behaviors at ZANTEL. Regardarg@ing techniques used under
this study; simple random and Purposive samplirafprigjue were used to select
different respondents. Due to the nature of thigdystwhich is exploratory and
gualitative research, the researcher presentecaalgsed the data by using excel as
statistical tools, discussions and explanationgnteid (i.e. descriptive analysis),
simple statistics like frequency and percentagelsdion also were applied for this
study under investigation. The three variables/camepts of consumer based brand
equity were tested, and identified to be affectgdsponsorship activities and also
upon its impact on customer purchase decision.fattehat was discovered here was
that all three components of consumer based brauityevere positively affected by
sponsorship with help of other components of prommoinix, such as advertisement,
public relation and sales promotion. It was alsscavered that with an improved
components of consumer based brand equity, custbeteaviors may be favorably
influenced. Finally, the researcher came up withce@ncluding remark and
recommendation that the concept of brand equiagig important in business as well
as understanding it in various perspectives of dreguity and their components and

how managers can use it to strengthen their brandmpetitive edge.
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CHAPTER ONE

1.0INTRODUCTION

1.1 Background of the Study

The increase of competition among products of alaimature has provided a big
challenge in the marketing field; this has led tgrawing interest on companies in
building strong brands so as to maximize their cetitige advantages in the industry.
The challenge has caused companies to concentnateeating higher brand equity
for their companies so as to lead to higher consupmeference and purchase
intention, (Cobb-Walgren et al. 1995). Companiethwiigher brand equity enjoy
successful extensions and resilience against pronadtpressures by competitors
(Farquhar, 1989). It has been identified that then@mmena of brand equity involves
the value added to a product by customers’ associand perception of a brand

name (Winters 1991, Chaudhuri 2001).

Among of the ways adopted in creating higher braguity for companies is the use
of sponsorship, this form of marketing strategy Iséalted to flourish in the early
years of 1980s (Shanklin and Kuzma,1992). Spongotss now become one of the
fastest marketing communication means in the WoEG®, 2005), with an increase by
7500% in worldwide spending in sponsorship in 26@m 1982 which was at USD

0.5 million (IEG, 2007). ZANTEL, as one of the tet@nmunication companies in
Tanzania has been using sponsorship as a markstiagpgy focusing on music,
sports and education with the aim of building emdyrelationships that add value
through partnerships and proving access and engadempportunities to its

subscribers. Among the sponsorships done by ZANiBEBongo star search, Sauti za



busara, nyama choma festivals and beach soccer TEAN2014). Companies with
higher brand equity are expected to experiencerédol® brand awareness, brand
loyalty, brand association and perceived qualithakler, 1991). The study
specifically aims at investigating the impact obsporship activities on consumer
based brand equity behaviors in the Tanzania teleamication industry, the case of

ZANTEL.

1.2 Statement of the Research Problem

In the mission statement of ZANTEL, sponsorship bagn clearly stated as an
important marketing strategy (ZANTEL, 2014). Thrbougponsorship the company
expects to share the passion of its subscribers@mgort causes that make an impact
to the community. Since the start of the compamdNZEL has been involved in
various corporate sponsorships, from sports, masiarious social events. Among
the sponsorships engaged by ZANTEL are Boxing nestcmetball tournament,
nyama choma festival, beach soccer and the muaityrehow of Bongo star search.
In the year 2012 ZANTEL committed it's major sporsfop deal in bongo star search
for a period of two years with a principle investrhef TZS 300 million per annum
(ZANTEL, 2014). This has been a significant inceeas the total expenditure in
sponsorship compared to previous years before rfagpr sponsorship whereby
sponsorship investments in 2010 and 2011 were Bi@mand 45 million (ZANTEL,
2014). Due to this huge increase in sponsorshipsimrent, management of ZANTEL
faces a growing need to justify this rapid incressenarketing investment. Though
studies have been conducted on sponsorship aesivithd customer based brand
equity (Holtermann, 2007). Still there has not bagwublished study that focuses on

the impact of sponsorship activities on consumesetabrand equity behaviors in



Tanzania telecom industry. It is in this contexttthe study intends to investigate the
impact of sponsorship activities on consumer bakBeghd equity behaviors in

Tanzania telecom industry, the case of ZANTEL.

1.3 Research Objectives
This study was categorized into two objectives; elgnthe general objective and the

specific objectives.

1.3.1 General Objective
The general objective of the study was to invegtighe impact of sponsorship
activities on consumer based brand equity behawofs&nzania telecommunication

industry, focusing on ZANTEL as a case study.

1.3.2 Specific Objectives

The specific objectives of this study were as folo

(i) To examine the level of sponsorship activitiesiiuencing brand awareness,

(i) To assess the extent of sponsorship activitiesipraving brand image,

(i) To determine whether sponsorship activitieleef brand loyalty,

(iv) To determine the level of customer based brandtequiinfluencing customers’
purchase intention.

1.4 Research Questions

() To what extent sponsorship activities influencendrawareness at ZANTEL?

(i) To what extent sponsorship activities improve briamage at ZANTEL?

(i) To what level do corporate sponsorship activitiedbmand equity affect loyalty?

(iv) To what degree do sponsorship activities on bramitye influence purchase

intention?



1.5 Significance of the Study

The findings of this research will contribute inlfieg ZANTEL management to
make informed decision on marketing strategies sa@oaimprove its brand equity
level and as a result improve its competitive enigthe market. It will also give an
insight on the non-monetary return of marketingestment in several sponsorships

commitments made by the company for future margediecisions.

1.6 Scope of the Study

The study was conducted in Dar es Salaam regionsiiog on investigating the
impact of sponsorship activities on consumer bakehd equity behaviour in
Tanzania telecommunication companies, the case AMITEL. The sponsorship
activities aimed at targeting external customess @urrent and existing customers)
and internal ones (i.e. management and employggs)ting much emphasis on how
these activities sponsored by ZANTEL have impactonsumer based brand equity
in creating brand awareness, brand image and bogsadty which lead to purchase

intention.

1.7 Organization of the Study

This study was organized in five chapters, namghgpter one which is the overview
of the study included the background informationthe study, statement of the
research problem, objectives of the study (genema specific), questions to the
study, significance of the study, scope of the wtadd organization of the study by
itself. While chapter two which is literature rewiencluded the introductory part,
conceptual definitions, theoretical literature eavj empirical literature review (which

focused on the global perspective, Africa perspectind Tanzania perspective), the



research gap, the conceptual framework (with défiermodels) and the theoretical
frame work. Furthermore, chapter three which i®aesh methodology included the
introductory part, research design, study arealyspopulation, sampling techniques,
sample size, types of data collection, (i.e. prynand secondary data sources),
reliability and validity of data, and finally datmnalysis. Chapter four which is data
presentation and analysis included the followingnponents: data presentation,
respondents’ distribution, characteristics and ggng@escription of respondents and
analysis of the main findings. Finally, chapter efiwhich is conclusion and

recommendations contained the introductory pampmsary of the main findings,

implications of the findings, concluding remarkslascommendations, limitations of

the study, and finally the suggested areas fohéurstudies.



CHAPTER TWO

2.0 LITERATURE REVIEW
2.1 Introduction
This chapter provided definitions of some key catseand terms. Also the chapter
tried to present a discussion on some conceptwhthaoretical issues concerning the
customer based brand equity. Furthermore, the @amtains also the review of
different literatures in relation to the study. Tlegiew of different literatures gave the
researcher a description and critical analysis batwother authors found about the

topic previously.

2.2 Conceptual Definitions

2.2.1 Sponsorship Defined

Most scholars and researchers have attempted toedgbonsorship with a view of
benefits derived from that activity or event tolbd¢ihe sponsoring and the sponsored
party. Below are definitions by various scholarsrd®er and Shuman (1987) defines
sponsorship as an investment on a cause or evéntiva aim to support corporate
objectives (e.g. enhance company image) or witragketing objective (e.g. increase
brand awareness). Sandler and Shani (1989) dgfimesership as “The provision of
resources (e.g. people or equipment) by an orgémizdirectly to an event or activity
in exchange for a direct association to the evemtcavity. The proving organization
can then use this direct association to achieveeeitorporate, marketing or media
objectives” Meenaghan (1983) views sponsorshimaasaistance provided in finance
or in an in-kind form to an activity by a commelfcaganization with the aim of

achieving commercial objectives. According to Coefiw(1995) sponsorship is an



“orchestration and implementation of marketing\atiés for the purpose of building
and communicating an association (link) to a spsigp” International Events Group
(1999) describes sponsorship as “a cash and/ondhflee paid to a property (sport,
entertainment, non- profit event or an organizgtionreturn for the access to the
exploitable commercial potentials associated whidtt property”. For the purpose of
this study therefore sponsorship is an act of niangenvestment by an organization
to associate with an events, sports and entertaihmi¢h the aim of adding value to

the brand and company as whole.

2.2.2 Consumer Based Brand Equity

Brand equity is the added value created by a blagal or name to a product or a
company due to marketing activities and goodwitidarced by a company. Customer
based brand equity is one of the two perspectivesdaasuring brand equity; the other
is financial based brand equity. In financial babeand equity the asset value of a
brand is measured to determine the equity of acovetmle in customer based brand
equity it is the customer behavior that are anaye determine brand equity of a
company (Keller 1993, Shoker et al. 1994).Reseasclaed academicians have
defined customer based brand equity in differentyswvalrhe diversity of these

definitions helps to understand the concept muctiebeThe marketing science

institute, (Leuthesser 1988) defines customer basexhd equity as a set of
associations and behaviors of the customers, chammbers and Parent

Corporation that allows a brand to earn a greasgm than it would without a brand

name or logo, also giving a differentiated advaetager a competitor. Aaker (1991)
defines customer based brand equity as the valtectinsumers associate with a

brand, as reflected in the dimensions of brandramess, brand loyalty, brand



perceived quality, brand association and other asmapts of brand asset. According
to Swait et al. (1993), it is consumer’s implicdlvation on the brand in the market
with differentiated brands compared to the marké&hwo brand differentiation.
Brand is perceived as a signal or clue to the tyuafia product, reliability or image.
Kamakura & Russel, (1993), Lassar et al, (1995) holview that customer based
brand equity (CBBE) is created when a product orise is familiar to the consumer
leaving a strong and favorable association in tleenory of a consumer. Keller 1993
views CBBE as a differentiated knowledge in constsrigehavioral responses to the
marketing activities. Clearly the dimensions of trand equity has been stretched
through the years, although the most common isi@fAaker model which includes

brand awareness, brand loyalty, brand associgienceived quality.

2.2.3 Telecommunication Industry

Telecommunication means communicating at a distahoeugh transmission of

electronic impulses, such as telephone, radio, viesten etc. Therefore

telecommunication industry is a group of compamgerating in a business of
electronic communication, most notably through ghttne and cable. Tanzania
telecommunication industry refers to the group ofmpanies within boundaries of
Tanzania operating within this industry. There arajor five operators within this

industry in Tanzania, namely Vodacom, Tigo, Airl@ANTEL and TTCL.

2.2.4 Zanzibar Telecom Ltd (ZANTEL)
ZANTEL is a subsidiary company of Etisalat groupiethis the third largest
corporate in Middle East as at December 2013 (Z&@t#®4). In Tanzania, Zantel is

one among the major operators in telecommunicationstry.



2.3 Theoretical Literature Review

There are various theories explaining the applitgbiand effectiveness of
sponsorship as a marketing communication tool. Tagawvith those theories this part
looked into concepts and models developed in exipigi customer based brand

equity.

2.3.1 Consumer Learning Mechanism — how Sponsorshiyorks

Throughout the life of a consumer there is an acdation of experience with certain
brands, this accumulated experience plays a madr ip determining the future
actions of a customer towards the brand, (Picktwh Broderick, 2005). Consumer
learning mechanism explains the process throughchwlda consumer acquires
information and experience the product consumpaiathat brand. Basically there are
two approaches in explaining consumer learning isin, one is behavioral
approach and the other is cognitive approach (&icldnd Broderick, 2005). The
former is not a process oriented mechanism buerdtituses on inputs and outputs
i.e. stimuli and resultant behavior. The later jgracess based approach as it focuses
largely on the effect left in the consumer’s mik@r sponsorship uses the literature

will base on cognitive approach theories.

2.3.2 The Mere Exposure Hypothesis Theory

According to the mere exposure hypothesis, a custarmay be influenced towards
brand knowledge and brand preference only by exposu the respective brand
name. The theory holds a view that the environntezmtposure provided acts as
stimuli to the consumer which may lead to futurbdeor of a consumer, (Olson and

Thjomoe, 2003). It is also powerful in aiding braredall, (Bennett, 1999).
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2.3.3 Congruency Theory

This theory explains the degree of matchup betweersponsor and sponsored event.
The theory holds assumption that information whackords to the prior expectation
is remembered best by the consumers (Clow and E&42). Normally, the aim of
sponsorship is to transfer the image of the spausewvent to the company brand.
Sponsorships with high level of congruity are ofteare effective in building brand

recall and recognition in the mind of the consum@zsrnwell, 2006).

The concept of perceived fit is one major factoicamgruency theory, whereby the
event sponsored can be directly linked to the brandVichelin brand sponsoring car
race, betting company sponsoring football matct, A&nhother factor in congruency
theory is articulation of the sponsorship; thisdlves the link between the targeted
audience and the event sponsored whereby the ¢hastics of the consumer or
potential consumer are directly linked with the mv&ponsored, (Cornwell, 2006).

In the case of music festivals sponsorship like ddostar search by ZANTEL, the

articulation of young audience to the entertainmentl emotional experience is
expected to be associated with the sponsoring brandrefore, in evaluating the

effectiveness of sponsorship to both concepts ofgpeed fit and articulation of the

sponsorship should be considered.

2.3.4 Associative Network Theory

One of the main objectives of sponsorship is tduerice image transfer from the
sponsored event to the brand of the sponsoring aoygGwinner and Eaton, 1999).
Normally the sponsored events have certain ategwnd attitudes that are of

preference to the customers of a particular grodp sponsoring company.
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Simultaneously with sponsoring an event, sponsodogipanies are motivated to
promote, advertise and use various public relatieethods to associate the event
sponsored with the company brand. Sponsors lookuitd brand image through
creating brand knowledge and awareness as wallkasd the two with the attributes
of the sponsored event. Human associative memodMHheory holds an opinion
that knowledge can be stored in the minds of coessiras network of concept nodes
which are connected by links. Likewise, the imagéhe brand can be represented as
an association to various attributes of the evpohsored (Keller, 1993). The theory
bases much in the frequency of the two events twrotgether, e.g. with longer
involvement of ZANTEL Epig nation to Bongo staraseh contest the stronger

association of the event is made to the brand dfi’ZAL.

Another associative network theory is adaptive rieay, this theory explains that
association between brand and the event does nessery base on the frequency of
the reoccurrence of the two together but ratherdtinenger the association made

between the two, (Van Osselaer and Janiszewski,)200

2.3.5 Building and Managing Brand Equity

Brand equity concept can be viewed from variousectives in corporate business.
The consumer based perspective views brand egsiipeaceptions of the brand that
are stored in the consumer mind. The customer blasew equity (CBBE) concept

explains this perception in detail. Investor's pexive, as the value of brand equity
is likely to affect the value of shareholders,sitimportant to know its management
and measurement. The firm perspective of brandtydacuses on the change of

consumer behaviors as a result of change in brguitye It is therefore important to
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evaluate the results of marketing activities ofoaganization in order to measure the
impact to the business. The two perspectives dioousr based and firm based are

presented in order to build a conceptual framevaditkis study.

2.3.6 Consumer Based Brand Equity

The consumer based brand equity bases on an opghmatirand value is determined
by customer perception and knowledge of the bréind defined as “a change of
consumer response to the brand as a result ofditical knowledge from marketing
activities” (Keller, 1993). The pyramid below showse brand building process of

consumer based brand equity (CBBE).

Brand Active Loyalty
Relationships
i Customer Brand ]
Resonance
Brand responses Positive reaction
Customer Judgments Customer feelings I
£ Points of panty and
| Brand meaning | Brand Performance Brand imagery points of difference
e S
yd N
Brand Identity Brand Salience Depth and breadth of awareness

™

Figure 2.1: The CBBE Pyramid

Source: Adopted from Keller (2003)

Brand salience is the essential base in buildinBEBit then followed by brand

image and brand performance. The response of aucmrswill be judgment and

feelings regarding the brand. If the response feomonsumer is positive then the

consumer-brand relationship is initiated. From thgamid constructed it can be
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observed that the process of building the custopased brand equity involves at
least four major steps, creating brand identitynownicating the meaning of the
brand to consumers which is where marketing as®isuch as sponsorship and
related activities such as advertising and othexsrevolved. In communicating brand
meaning to the customers, marketing activities sotukequip consumers with brand
knowledge which will enable consumers to reason pgédormance of the brand.
Brand knowledge consists of brand awareness amdl limzage (Keller 2003a). Brand
awareness is measured by brand recall and brarmhméion. The ability of a

consumer to distinguish the intended brand fromemwthrands is known as brand

recognition.

Another component of brand knowledge is brand imaae explained in the
associative network theory the image of a branstased as nodes in the mind of a
consumer as association to the links relatedadtnd such as experience, history,
purchase and usage (Keller 2003a). Together thedbsalience, performance and
image may generate emotional feelings of excitenfantetc. Brands that succeed in
building emotional bonds with its customers aremefd as Lovermarks (Pwale and
Cooper, 2006). The emotional feeling of love andssality of a brand is found to
influence purchase intention to consumers (PawdeGooper, 2006). Brand loyalty is
another component of customer based brand equit/khown as the attachment the
customer has to the brand with the aim of purclgatfie product in the future (Akker,
1991). According to the model provided above, camsuloyalty is a result of
positive reaction by the customer caused by pasieelings and favorable judgment
towards the brand. Customer views the brand to bee reuperior as more positive

reaction is derived from the brand.



14

2.3.7 Brand Equity: The Firm Perspective

Brand equity concept is of an importance to the fas it can reflect the effectiveness
of the marketing activities and can significantsflect on the performance of the
company in general. In firm’s perspective, brandiggis measured as a result of
change in consumer behavior towards the brand. Gais be measured in sales
volume, market share or profit of the company. Mustably the measure of brand
equity under firm’s perspective is purchase intamiof a consumer which reflects as
an estimated of sales of the company (Walgren, 19@5brand equity literature
several authors have tried to develop models thiattharketing activities to customer
equity which is identified as a change in custotmenavior. These behaviors can be
measured in attributes such as purchase of thauptoldyalty generated among the
existed customers, satisfaction, etc. (Gupta aritha®l, 2006). Rust, Lemon and
Zeithaml (2006) concluded the link between brangitgcand customer equity with a

proposed model relating the two, as adopted below.

Brand Acguisiaen
anEeciaton
Brand amrudes Retention |
—— - -
Brand Equity -  —
Brand i . Cuntoraied
R preference & | Cross- selling | : Equity
lovalm ‘
] &
Brand choice l -
) Other (Post
- puichase
Orthes service etc)
(Services)
- —
e ————
Firm“s marketing ] '.En_"l'l';“'.'l;;“;f;;rl"t'd_rr - " Competitors
sCtVIties marketng activites |

Figure 2.2: A Preliminary Model Linking Brand Equit y and Customer Equity
Source: Leone el al (2006)
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2.3.8 Consumer Based Brand Equity as A Mediating Geept

Marketing campaigns are quantifiably measured bydithrough responses by the
targeted groups through incremental sales, revganeration, cash flow performance
etc. In order for customer response to change oinkiated certain behavioral
elements in consumer mind needs to be enhanced asuawareness, perception and
image of the brand (Ailawadi et al, 2003). The entrstudy treats customer based
brand equity as a mediating concept between spsimpoand purchase intention by
the customer. The company in this study (ZANTE&3 been designing sponsorships
campaigns that aim at building and improving cer@BBE elements. Thus, in the

current study CBBE will focus on brand awarenessnt image and brand loyalty.

2.4 Empirical Literature Review

There has been various findings from previous stidonducted in the concept of
brand equity, customer based brand equity and magkeactivities such as
sponsorship. Therefore it is important to look ititese findings and strategies used in
order to enhance the way in which this study ceadadtonducted effectively. Previous

studies will also help establish the gap left frilmose studies.

2.4.1 Empirical Literature Review Worldwide

Rowley and Williams (2008) conducted a researctherimpact of brand sponsorship
on music festivals. The purpose of this study wagxploratory report on the UK
music festival attendees’ awareness, and attitndartds brands of the companies that
sponsor those festivals. Questionnaires were usddst on the brand recall, brand
awareness and brand attitudes and brand usagefintimegs of the study was that

there is evidence that sponsorship to music fdstikas a direct impact on brand
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recall, brand awareness and brand attitudes toustemers. However there was little
to suggest the same on brand usage. Donlan (201i4heo research of empirical
assessment of factors affecting the brand builéifigctiveness of sponsorship found
out that sponsorship can be a very significant tomugh which to build a customer
based brand equity. However the process of braitdithgiis not guaranteed as it may
be hugely affected by the strength of the sponsentelink. Successful sponsorship

suggested a positive impact on brand loyalty, amese and brand association.

Roy and Cornwell (2003) investigated the brand tgtpiinfluence on responses to
event sponsorships. The study was based on examinensponsor-event fit under
congruency and affective responses. Six sponsors wweluded on the same event,
three with higher brand equity and three with loweand equity. Results of the study
indicated that the sponsors with higher brand gquére perceived to have stronger
congruency to the event while those with lower gquiere perceived to have lower
congruency with the event. Results of the studygesg that the attitude of the
consumers towards the brand is influenced moréaéwssociation of the brand to the

main event rather than sponsor-event association.

Yang and Ha (2014) conducted a research on bramawledge transfer via
sponsorship in the financial service industry. Pphaepose of the study was to develop
a framework for brand knowledge transfer througbnsporship with an insurance
industry in South Korea. Brand knowledge was exauahin terms of brand awareness
and corporate image. A sample of 330 consumergipatied in the study in which
hypothesis were tested using structural equatiodefimy. The results of the study

suggested that there was evidence to the tranktaand knowledge for the sponsor
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via sponsorship event. Further, the study indicdbed the event brand knowledge
also influences the post brand knowledge. In theearh conducted by
Papadimitriou, Apostolopolou and Dounis (2008) orer#¢ sponsorship as value
creating strategy for brands. It was revealed binahd awareness and brand loyalty
has a direct relationship with event sponsorshipnB awareness was tested as brand
recall and brand recognition by the customers @pdied in the event sponsored
while brand loyalty was tested as an intentiondpurchase the product previously
used. In the study conducted by Taylor, Celuch &wbdwin (2004) on the
importance of brand equity to customer loyalty,ioratide customers of heavy
equipments manufactures were involved in questioemnaadministered. Results of
the study indicated that brand equity and trust taee most antecedents of both
behavior and attitudes that makes a customer Itydhe brand. The study also
suggests that the marketer should go beyond thectep satisfaction in relationship
marketing, but they also include aspects of brandty and trust in order to create a

desirable brand loyalty of their products.

2.4.2 Empirical Literature Review in Africa

Mentz (2011) conducted the study on the customseddrand equity of the major
cellphone providers among the principals estatentasgeegistered with the Estate
affairs Agency board in Gauteng province of SouthicA. The study involved three
cellphone providers, Vodacom, MTN and Cell C. Thepose of the study was to
find out the CBBE related aspects that influencg&@mers on their choice of service
provider. The significant findings observed wastthhe demographic of the
customers was very much related among the providdse it was further observed

that brand association and brand loyalty provebetoery crucial in customer choice
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of the provider. Perceived influence of marketinmgrpotion on brand equity is the
study done by Nyambura (2009) as a case study @B.KThe researcher aimed at
identifying the impact of marketing promotion adirs on the customer based brand
equity. It was found out that KCB brand awareneas e main driver in customers
opting to bank with it. 60% of the respondents pebthat they have learned about the
bank through its marketing promotions. Amaoko, BarBaah, Dzogbenuku and
Kwesie (2012) conducted a study on the effect obnsprship on marketing
communication performance, the case study of A@tehna. The purpose of the study
was to understand the contribution that sponsorgiays in effective marketing
communication. The finding of the study was thatierease in brand awareness,
brand preferences, brand recall and brand imagdeeahto increased sales volume
and the value of the organization as whole. Dataewsllected and analyzed

guantitatively through administered questionnaires.

2.4.3 Empirical Literature Review in Tanzania

Based on the current study, there has not beemleésped study on sponsorship and
customer based brand equity behaviors in Tanzasia result, there is a knowledge
gap in understanding the study and how customersfuenced by the sponsorship

and related marketing activities.

2.5 Research Gap

Despite of the various findings in the previoustydses discussed (such as a study
conducted by Nyambura (2009) on Perceived influesfcenarketing promotion on
brand equity; it was revealed that brand awaren@ssthe main driver in customers

opting the KCB). Furthermore, Mentz (2011) conddctiee study on the customer
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based brand equity of the major cellphone providérswas found that the
demographic of the customers was very much rekateahg the providers; also it was
further observed that brand association and brayaltly proved to be very crucial in
customer choice of the provider. Having identifialll these findings in different
aspects; it is important to note that most of tHes#ings have been in the context of
organizations that operates in different environtrtenthat of ZANTEL. There has
not been enough information in terms of publishedearches on the impact of
sponsorship activities on consumer based brandyelgginaviors on organizations that
operates in environments like that of ZANTEL whialso involves audiences and
customers in the Tanzania telecommunication ingu3tnerefore this study aims at

filling the above research gap as identified.

2.6 Conceptual Framework

From various literatures that were reviewed, theceptual frame work for this study
based on Keller's customer based brand equity masleliscussed in the theoretical
literature review part. According to Keller (1993)ustomer based brand equity
consists of elements of brand knowledge and bratationship with the customer.
Brand knowledge consists of brand awareness anddbmmage while brand
relationship looks at the customer loyalty. Thddwing conceptual framework was

used by the researcher in which data collectionaaradysis were based upon.
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Figure 2.3 Conceptual framework (Sponsorship-Consuer based brand Equity
Model)
Source: Researcher’s conceptualization

loyalty

2.7 Theoretical Framework

The theoretical framework stipulates that in orfilgrsponsorship to be effective on

the customer based brand equity (Dependent vayidhkt leads to purchasing

intention of a consumer, the following influencifegtors (i.e. independent variables)
are essential.

() Enhanced brand awarenessthis means that sponsorship activities should be
designed in a way that build and enhance brand emgas of the customers.
Sponsorship should include other marketing meansammunicate desired
information of the brand to the customers. The m@éarcommunicate information
may include advertisements, bill stickers, brochug&c. As brand awareness is
concerned, the means of communication should aim@ving brand recall and

brand recognition (Keller, 1993).
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(i) Improve brand image;, Brand image is part of brand knowledge which ¢i8s
of brand associations held by the consumer regarthe brand. It is therefore
inherently significant for marketers to design spmship activities in way that
favorable attributes of the event sponsored bestinkith the brand. Events that
create strong association to the brand should berdd as well as events that

generate positive moods and joyful emotions tacthesumers, (Keller, 1993).

(i) Enhanced brand loyalty, This means that in designing sponsorship actwiti
marketers needs to consider the aspects of custeatisfaction and the means
that will be used to retain customers, as thesesang crucial for creating brand
loyalty, (i.e. once customers are satisfied thisamsethat perceived service is
greater than expected service, customers tend koybeto a brand, and this will
result into purchasing intention).

Summarising the theoretical framework section,rdsearcher aimed at the variables

which intended to achieve the specific objectiviethis study.

The researcher conceptualised the (sponsorshipsom@rsbased brand equity model)
by showing how the sponsored activities by ZANTERyncreate effective brand

awareness, brand image, and brand loyalty. Once thetivities are controlled and
managed in a proper manner; for the case of braademess: they create brand recall
and recognition into customer’s mind. For the cabérand image; the sponsored
activities create brand knowledge to the custoraed, for the case of brand loyalty;

these activities will result into customer’s saiigfon and retention, which lead to

intention to purchase.



22

CHAPTER THREE

3.0 RESEARCH METHODOLOGY
3.1 Introduction
This chapter presented the methodological issuepted by the study. According to
Kothari (2006), a research methodology refers &iesyatic way applied to solve the
research problem. Thus the present chapter putafdriihe research design, methods

of data collection and analysis.

3.2 Research Design

A research design can be expressed as the overaikptual structure through and
within which research is conducted. It constitute blueprint for collection,
measurement and analysis of data or arrangemewpbraditions for collection and
analysis of data in the manner that aims to comhate/ance to the research purpose
with economy in procedure (Kothari, 2006). Thise@gh was a case study, which
aimed at investigating the impact of sponsorshifivities on consumer based brand
equity behaviors in Tanzania telecommunication sty focusing on Zanzibar

telecommunication Itd as a case study.

3.3 Study Area

The study was restricted to Dar es Salaam regamusing on ZANTEL. The choice
of the region was because Dar es Salaam is the earrahcenter for Tanzania
whereby most events sponsored are taking placeebh@svmain customer care points
are available compared to any other region. Theareber selected this region as it

was convenient in data collection.
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3.4 Study Population
The study population was ZANTEL customers visituagious customer care points
in Dar-es-salaam region. Respondents were selasteadarge scale sample size from

this population after using different selectionheicjues.

3.5 Sampling Techniques

Sampling techniques provides a range of methodstiable the researcher to reduce
the amount of data needed to be collected by ceris@g data only from a subgroup,
rather than all possible cases, (Shajahan 2009armw sense, sampling technique is

the process of selecting a sample from the pouatKothari 2006).

Simple random/probability and Purposive samplirahiteque (non-probability) were
used to select different respondents. In case wiplsi random sampling; this
techniqgue aimed at targeting external customees ZANTEL new and current
subscribers), the technique was used in this sty to the fact that under this
sampling design, every individual in the populatiad an equal chance of inclusion

in the selected sample size.

On the other hand, Purposivel sampling technique ideal with the case study as it
allowed for variation and enabled choices to be enatltive to research situations.
Also this technique allowed the researcher pickghample (i.e. internal customers-
managers, employees and agents) that delivereddbe information in order to

satisfy the research objectives under investigaiiBrian, 2000). In practical aspect,
the researcher applied purposive sampling techniyeeto the fact that a desired
number of sample units (individuals) were seleatietiberately depending on the

object of enquiry so that only the important indivals (items) representing the true
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characteristics of population are included in tample size. Therefore, the researcher
used his own judgment on the elements chosen. Hawévwe researcher chose the
sample elements (individuals) according to theiteda (such as, experience,

knowledge, behaviour and attitude, etc.) in orademathieve the intended research

objectives.

3.6 Sample Size

A sample of 120 respondents was drawn from the lptipn, whereby 10
respondents were from ZANTEL staff and sales agants 110 respondents were
from ZANTEL customers. This sample size was deteeahiby using approach based
on precision rate and confidence leve. The researdarther distributed 110
guestionnaires to different customers, to measweeanpact of sponsorship activities
on consumer based brand equity behaviors, alsmplsaf 10 members from Zantel

staff and sales agents were interviewed.

Table 3.1: Sample Size Distribution

Dimensions/Elements | RespondentsSampling design | Data collection tool
ZANTEL-management, 10 Purposive Interview
Employees & agents. sampling
ZANTEL customers 110 Random sampling Questionn&ire
focused group
interview
TOTAL 120

Source: Researcher’s distribution
3.7 Types of Data Collected
Both primary and secondary data were collected frelevant sources in an effort to

meet the objectives of the study.
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3.7.1 Primary Data Source
Major data collection instruments employed in thtigdy included self-administered

guestionnaires, focused group interviews, and @bsen (whereby the researcher
focus was to interact with different customers iiffetent events/activities. The
researcher used primary data in order to get afeshfor the first time information

relating to the research problem.

3.7.2 Secondary Data Source
Secondary data were gathered from different liteest related to the study. These

included Publications, articles/journals, and timeernet. This study focused on
specific variables (such as Brand awareness, braade and brand loyalty). The
researcher used secondary data sources with antiameof understanding the

research problem.

3.8 Data Collection Tools

3.8.1 Questionnaires

The researcher used questionnaires as a major daliaction technique.
Questionnaire consisted of closed ended questiontg. Ghese questions were
multiple choices whereby respondents were requesdetick in the appropriate
box/letter against the answers that satisfy him/B@0 respondents from different
sectors in Dar es Salaam region were served wigstopnnaires to seek their opinions
and observations on the subject under investigaftinl20 respondents were served
the questionnaire pamphlets, though not all panghiere returned (some were
defaulted, and others were misplaced). From thimtpof view, the researcher
considered the well-presented and returned questicn pamphlets as a feasible

sample size of the large scale study.
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3.8.2 Interview

This method of data collection is expected to ereamtd promote understanding
between the interviewer and interviewees. It inesl\presentation of oral — verbal
stimulus and reply in terms of oral verbal respsnéi€othari, 2006). This led to
smooth flow of data from respondents to the inemdr; focused group interview
with structured and unstructured questions was iegpfor this study under
investigation, whereby 60 respondents; equal to 58Pcthe total number of
respondents were the target. ZANTEL managementketing and sales personnel,
and agents were interviewed on different issues@wing sponsorship activities on
customer brand equity. On the other hand, ZANTEhssubers were arranged in
different groups (i.e. focused group interview)arder to be interviewed on how
sponsorship activities made it simple to creatathiavareness, improve brand image

and increase brand loyalty.

3.8.3 Observation
The researcher was involved in direct observatiorieracting with different
customers, seeing how they were running their dadgvities in different events

organized by ZANTEL.

3.9 Reliability and Validity of Data

The researcher was expecting some obstacles ddaitagcollection; these included
validity and reliability of data collected. In ths&udy the researcher ensured that
challenges were optimized by applying analyticaldowith reliability test to see the

validity and reliability of data.
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3.9.1 Reliability

Reliability is defined as the quality of consistgnor replicability of study or
measurement. Kothari, (2004), comments that a miegsinstrument is reliable if it
proves consistent results. This means if the sandifferent researchers repeat the
study it should produce more or less the same teeslihe researcher improved
reliability by standardizing the conditions (thidoaed the researcher to compare
variables that were measured by using differenesypf scales, and applying

analytical tools with reliability test to ensurenststency of data measurement.

3.92 Validity

This is the most critical criterion and indicaté® tdegree to which an instrument
measures what it is supposed to measure, Kot2&04). In order to achieve validity
of data, the researcher ensured the measuringimneiit (analytical tools) provided
adequate and accurate information on the coverdgée topic by containing
adequate and valid representative sample size fitwen population. As already
mentioned, the researcher used simple random ammbgive/judgemental sampling
techniques in the process of selecting valid samsigke from the entire population. In
this context, the researcher ensured that at ¥¥stof respondents (elements) in the
selected sample size were interviewed and all #pfesentatives got a questionnaire
leaflet for the purpose of collecting valid datatthelped the researcher to achieve the

objectives of the study under investigation.

3.10 Data Analysis
Analysis of data is the computations of certain sneas along with searching for

patterns of relationships that exists among dataugings, (Shajahan 2009).
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Furthermore, due to the nature of this study whglexploratory and qualitative
research, the researcher presented and analyseldtthdy using excel as statistical
tools, discussions and explanations oriented (descriptive analysis), simple
statistics like frequency and percentage tabulasimo were applied for this study

under investigation.
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CHAPTER FOUR

4.0 DATA PRESENTATION, ANALYSIS AND DISCUSSION OF THE
FINDINGS

4.1. Data Presentation

In this chapter, data collected from the field vpassented, analyzed and discussed.
The study aimed at investigating the impact of spoship activities on consumer
based brand equity behaviors in Tanzania teleconmation industry, focusing on
ZANTEL as the case study. Furthermore, the chagéait with the presentation,
analysis and discussion of research findings. is plart, the researcher attempts to
analyse the data and interpret the results withe@sto research problem, objectives
and research questions. Due to the nature of thyswhich is exploratory and
gualitative research, the researcher presentecaagsed the data by using excel as
statistical tools, discussions and explanationgnded (i.e. descriptive analysis),
simple statistics like frequency and percentageltdion also were applied for this

study under investigation.

4.2 Respondents Distribution

Questionnaires and focused group interview were asemajor tools to collect data.
Pamphlets of closed ended questions were senttaespondents, also an interview
was conducted to 10 respondents from ZANTEL managenstaff from marketing,
sales department and sales agents. Among 110 auasities distributed 100
respondents were willing to return the bookletsqokstionnaires, the remaining
guestionnaires were misrepresented and others mareeturned. In this case, the

researcher considered the 100 respondents aseeskeaip sample size for this study.
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4.3 Characteristics and General Description of Regmdents

In this part, characteristics of the sample chogere fully analyzed. Characteristics
observed included age, gender, general knowleddeisage level of mobile services
by respondents. The review of these characterigtiogsided an insight to why the
answers of respondents (i.e. 100 respondents fré&¢(NTEL customers and 10
respondents from ZANTEL management and marketinga&s department) varied
according to perception, knowledge and feelingseespondents, in general and to the
brand specifically. After putting apart defaulteddanot returned questionnaires, the
researcher considered a sample of 100 respondenite darge scale sample size of
this study and the following characteristics webserved. Table 4.1: Describes the

age and gender characteristics of ZANTEL customers.

Table 4.1 Respondents Demographic Description

Description Frequency (N) Percentage (%)
Age of respondents
Under 20 years 29 29
20-34 years 52 52
35-49 years 15 15
Above 49 years 4 4
TOTAL 100 100
Gender
Males 60 60
Females 40 40
TOTAL 100 100

Source: Field data

(i) The Age of Respondents

The age range of the majority of the respondents lvedween 20 and 34 years. This
age category had a total of 52 respondents, cotisgt (52%) of the total
respondents. The second frequent age category Wagjeo under 20 years; this

category had a total of 29 and constitutes a 29%eftotal respondents. The third
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frequent category was that of the age between 8%48nyears. This category had a
number of respondents of 15 and constituted a 15%etotal respondents. The
minority of the respondents was that of age ab®evHich had only 4 respondents
and made a 4% of the total respondents. The agetwste shows that ZANTEL
customers are of different age groups with majdséing youth at the age between 20

and 34 years.

(i) Gender of the Respondents

The sample of the research had an aspect of gdradence in consideration. 60
respondents from the sample under ZANTEL custowerse male making up a 60%
of the total respondents, and the remaining 40 iarele making the 40% of the

total respondents.

4.2 ZANTEL Management and Staff in Marketing and Sdes Department, and

Agents

Table 4.2 Description of ZANTEL Management and Stdfin Marketing & Sales

Department
Description Frequency (N) Percentage (%)

Age of respondents
20-30 years 7 70
30-45 years 2 20
Above 45 years 1 10
TOTAL 10 100
Gender
Males 6 60
Females 4 40
TOTAL 10 100

Source: Filed data
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In an interview session, one of the departmentatdhadicated that one among the
criterions of sponsorship decision is targetingybeth generation,
“... we are building our customer base with the yogémeration, and that it
is one of the main considerations on deciding anttipe of sponsorship we
should engage in. For the past five years we haenhnvolved in several
festivals and music contest (i.e. sauti za busarekly coco beach concerts)
and most recently we are now the main sponsor éorgB Star Search contest
(BSS)...”
When asked further about the reason for the tadggteup the interviewee responded
that the aim of targeting the youth generatioroibild network relationship among
their customers for thieiture
“... the group we have targeted is the college Istatients as well as working
class who have the touch of youth characterisassyou may know the music
industry is developing very fast in our country abhdjives employment to
many of the youth in the country...”
4.3 Knowledge and Usage of Mobile Phone Services
In this part, the sample of respondents was andlyesed on the usage of mobile
phone services and their general knowledge of theigers. Questions administered
was based on respondents own personal usage oflempldone services, their
estimated usage amount, and knowledge of ZANTEp@nsorship activities. The

same sample size of 100 subscribers was taken tedotlowing results were

observed.

4.3.1 Respondent’s Personal Usage of Mobile Sensce
It was observed that 93 of the respondents werggusbbile phone services making a
93% of the total respondents. The rest was 7% wdetiared that they were not

using mobile phone services.
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Table 4.3 Summary Description of the Personal Usag# Mobile Phone Services

Do you personally use mobile phone services?
Options Frequency (N)| Percentage (%)
YES 93 93
NO 7 7
Total 100 100

Source: Field data

4.3.2 Engagement of Respondents to the Mobile SergiProviders

Multiple engagements to mobile service providersenasbserved to be the majority of
the respondents which made a 56% of the total refgrds. The second category was
of respondents with only single engagement to émneice provider, this category had
37 respondents making a 37% of the total. The aéshe respondents which was

made up of 7% responded to neither singe nor nkellipvider engagement.

Table 4.4 Summary Description of the Respondents’ri§jagement to Mobile

Service Providers

How many telecom companies are you connected to?

Parameters Frequency (N) Percentage
(%)

More than one 56 56

One 37 37

None 7 7

Total 100 100

Source: Field data

4.4 Estimated Expenditure in Mobile Phone Serviceger Month

Majority of the respondents were observed to haweestimated expenditure of
between TZS 5,000 and TZS 20,000/= this categody 4tarespondents making a
total of 42% of all respondents. The second fretje@gpenditure zone was observed
to be between TZS 20,000 and TZS 50,000/=. Thi®edijure zone category had a

30% of the total respondents. The third frequerngeexiture zone was that of less
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than TZS 5,000/= per month, this zone had 14 redguis making a 14% of the total
respondents. Out of 100 respondents it was obséimae¢d@% had no expenditure at all
in mobile phone services. The remaining 1% was robskto be in the zone of those
with expenditure of above TZS 100,000/=. This il the information above
clearly shows that the majority of ZANTEL customere having an estimated

expenditure in mobile phone service between TZ8®dhd 50,000/= per month.

Table 4.5 Summary Description of Estimated Expenditre on Services Per

Month
How would you rate your expenditure in mobile seegi per month?
Dimensions/options Frequency Percentage
(N) (%)
Less than TZs 5000 14 14
TZs 5000-20000 42 42
TZs 20000-50000 30 30
TZs 50000-100000 6 6
Above TZs 100000 1 1
Not at all 7 7
Total 100 100

Source: Field data

4.5 Awareness of ZANTEL as a Mobile Service Provide

Respondents were asked of ZANTEL as one amonggetivecs providers in Tanzania.
Majority of the respondents responded with yesy tire aware of ZANTEL as one of
the mobile service providers in Tanzania. The nigjaf these respondents with YES
assertion were made up of 98%. The rest made @poadid not know that ZANTEL

was one of the service providers in Tanzania.
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Table 4.6 Description of the Awareness of ZANTEL aa Mobile Service

Provider
Are you aware of ZANTEL as one of the telecom compaes in TZ?
Options Frequency Percentage (%)
(N)
YES 98 98
NO 2 2
Total 100 100

Source: Field data

4.6 Awareness of ZANTEL'’s Sponsorships in Various i®@grams

The Majority of respondents were observed to berawaf various programs

sponsored by ZANTEL. It was observed that 87% ef thspondents knew one on
more projects sponsored by ZANTEL. The rest; 13%hef total respondents were

observed to be unaware of these projects.

Table 4.7 Summary Description of Awareness on ZANTEs Sponsorship

Projects
Are you aware of ZANTEL'’s sponsored project?
Options Frequency | Percentage
(N) (%)
YES 87 87
NO 13 13
Total 100 100

Source: Field data

4.7 ZANTEL Brand Awareness As Affected By Sponsorsp

Through literature aspects that were consideredhdisators of brand awareness
included brand recognition and brand recall. Thes wupported by the mere exposure
theory, which bases its assumptions that awarecesde caused by just letting a

person get exposed to certain environment.
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4.7.1 Brand Recall

Table 4.8 shows the responses of ZANTEL customéenwhey were asked whether

they agreed that their brand recall on ZANTEL wated by various ZANTEL's

sponsorship projects.

Table 4.8: The Extent of Customer Brand Recall oZANTEL

Options Frequency (N) | Percentage (%)
Strongly agree 29 29
Agree 38 38
Disagree 20 20
Strongly disagree 13 13

Total 100 100

Source: Field data.

The findings show that most of the customers’ breswhll of ZANTEL is positive
with its sponsored activities. There were 29 custenwho strongly agreed and 38
who agreed that they recall ZANTEL's advertising sseges because of its
sponsorship association. These categories madena «fu 67% of the total
respondents. Furthermore, there were 13 responddmtsstrongly disagreed and 20
who disagreed that their brand recall is not aidgdsponsorship association. The
disagreeing group of respondents was made up of@3be total respondents.

This implies the information above clearly showttlsponsorship has a positive
impact on brand recall as noted above that 67%llafeapondents either strongly

agreed or agreed that their brand recall is intteeinby the sponsorship association.

4.7.2 Brand Recognition
Another aspect of brand awareness in this studyneted as brand recognition. The

views of respondents under this aspect were tamilahd presented in table 4.9

below as follows:
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Table 4.9 The Extent of Customer Brand Recognitiomn ZANTEL

Options Frequency (N) | Percentage (%)
Strongly agree 32 32
Agree 37 37
Disagree 22 22
Strongly disagree 9 9
Total 100 100

Source: Field data

The finding shows that most of the customers aghnae sponsorship has a positive
implication on their brand recognition. 32 of trespondents strongly agreed and 37
agreed that they recognize ZANTEL logo, color amdnd name because of its
sponsorship associations. This group made 69% eftdkal respondents. Only 9
respondents had strongly disagreed and 22 disggneaking it 31% of the total
respondents. From the above findings as disclogethé study, it can be clearly
observed that sponsorship association has a dindcence of customer brand

recognition; as majority of the respondents agtedtat.

4.7.3 Brand Exposure
The final aspect of brand awareness is exposutieetdrand name, logo and colors.

Views of the respondents were observed and aremtexsin table 4.10 below:

Table 4.10 Description of the Extent of Exposure TZANTEL Brand Through
Sponsorship

Options Frequency (N) | Percentage (%)
Strongly agree 33 33
Agree 45 45
Disagree 15 15
Strongly disagree 7 7

Total 100 100

Source: Field data
Under exposure aspect, the findings revealed tlost of the respondents agreed that

their exposure to ZANTEL brand was caused by thensprship association of
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various projects sponsored by ZANTEL. A number ®r8spondents strongly agreed
and 45 agreed; making it 78% of the total respotsdesith positive attitude. While
22% of the respondents were of the group that deeapthat sponsorship had
influenced brand exposure on them, and this groap made up of 7 respondents
who strongly disagreed and 15 who disagreed. dteiarly observed that majority of
the respondents agreed that sponsorship had bepivotal aspect in creating

ZANTEL brand exposure on them.

From the above observations of brand recall, brandgnition and brand exposure, it
can be clearly observed that sponsorship has agssige impact on brand awareness
in general. The respondents from each questioheothiree aspects mentioned above
were agreeing by more than half of the total redpais that their brand awareness
was influenced by sponsorship activities. 67%, &9% 78% agreed that brand recall,

brand recognition and brand exposure respectivaly wfluenced by sponsorship.

4.8 ZANTEL Brand Image as Affected by Sponsorship

Based on the literature, image of the brand andpammy resides in the minds of the
consumers; favorable perceptions of the image avsex by the positive emotions
that are influenced by experiences and acceptabilithe brand. Through literature it
was argued that brand image can be influenced dgpgbnsorship activities in a way
that sponsored event fit with the brand image. Ailsavas argued that emotional
feelings created by the sponsored event can bé edsibuted to the brand of the
sponsoring company. In this study, respondents agked about their perceptions of
ZANTEL's preferences when sponsoring their progrartiee brand fit of the

sponsored event and their image perception of ZANBiE&Nd in general.
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4.8.1 Perceptions of ZANTEL'’s Preferences in Sponsag Programs
Perceptions of sponsors preferences in sponsovergiewas one of the aspects tested
under brand image, the views of the respondent® aer presented in table 4.11

below:

Table 4.11 Description of the Extent of Perceptionsf ZANTEL Preferences in

Sponsoring Programs

Options Frequency (N) | Percentage (%)
Strongly agree 41 41

Agree 33 33
Neutral 4 4
Disagree 17 17
Strongly disagree 5 5

Total 100 100

Source: Field data

The above table shows that most of the respondmgrised that ZANTEL thinks

about its subscribers when sponsoring programs. 4fiéngly agreed and 33%
agreed; making it 74% of the total respondents. $if6ngly disagreed and 17%
disagreed making it 22% of the total respondenispi&ingly, 4% of the respondents
neither agreed nor disagreed. This trend showsntlagdrity of the respondents have
positive perception on ZANTEL’s preferences in sgamning programs and that means
one of the aspects of brand image is observed tpdsdively perceived by the

majority of customers.

4.8.2 Perception of the Event Sponsor Fit
Another aspect of brand image is event spons@efiteption as was explained in the
literature review. Table 4.12 shows the respondergs/s of the aspect as presented

below.
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Table 4.12 Description of the Extent of Event Spois Fit Perception

Options Frequency (N) | Percentage (%)
Strongly agree 40 40
Agree 39 39
Neutral 4 4
Disagree 10 10
Strongly disagree 7 7

Total 100 100

Source: Field data

The finding shows that 40% of the respondents gtyoagreed and 39% agreed that
ZANTEL sponsor events that fits its image. Thiswgranade a 79% of the total
respondents; this is a very significant percenthef overall respondents. 7% of the
respondents strongly disagreed and 10% disagreth@ tguestion asked, that makes it
17% of the total respondents. The rest was 4% peofehe respondents that neither
agreed nor disagreed to the question whether ZAN$ghnsor events that fit its
image. From the above findings, it can be obsetiaatl majority of the respondents

agreed that ZANTEL sponsors programs that fitriitage.

4.8.3 Perception of ZANTEL Brand Image as Affectedy Sponsorship
The third aspect of brand image discussed was tkealb perception of the brand
image as related to sponsorship. Table 4.13 shioevpdrception of respondents and

their views on this aspect.
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Table 4.13 Description of the Extent of ZANTEL Brard Image as Influenced by

Sponsorship

Options Frequency (N) | Percentage (%)
Strongly agree 36 36
Agree 45 45
Neutral 7 7
Disagree 9 9
Strongly disagree 3 3
Total 100 100

Source: Field data

The study showed that most of the customers askeditatheir perception of

ZANTEL brand image as influenced by sponsorshitheeistrongly agree or agree.
The findings disclosed by these respondents sholagd36 customers; equal to 36%
of the respondents and 45 customers; equal to d4&8pectively strongly agreed and
agreed; this made a sum of 81 customers, whichqisleto 81% of the total

respondents who posed the positive view with tlesprship effect of brand image;
this is a very significant percentage. 7 custon{éf$) said they neither agree nor
disagree. 9 customers (9%) said that they disagradd3 customers (3%) said they

strongly disagreed that sponsorship has influeticeid brand image perception.

From the finding of the three aspects of brand enaégcan be observed that majority
of the respondents had optimistic perception ofnspoship on brand image.
Furthermore, in each of the three aspects sepgratestomers that agreed with
sponsorship as an important part of their percaptibZANTEL brand image was

more than 50% by average, therefore it can be drthet it is true that sponsorship

has an influence in brand image of the sponsoramgpany.
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4.9 Brand Loyalty as Affected by Sponsorship
Through the literature the issues relating to briagdlty were positive word of mouth
by the customer, progressive feelings derived fexperience the customer had with

the brand and an aspect of self-considerationyafltyp towards the brand.

4.9.1 Positive Word Of Mouth of the Brand as Affead by Sponsorship
Customers were asked as to whether they agreetdhatothey would recommend
ZANTEL brand to other people and below is the obston found as presented in the

following table:

Table 4.14 Description the Extent of Customers’ Reanmendations of ZANTEL

Brand to others

Options Frequency (N) | Percentage (%)
Strongly agree 37 37
Agree 34 34
Neutral 5 5
Disagree 15 15
Strongly disagree 9 9
Total 100 100

Source: Field data

From table 4.14, it was observed that majority led tespondents either agreed or
strongly agreed that they would recommend ZANTE&nor to the other people if

they seek their opinion. 37 customers (37%) stiypagreed that they would do so, 34
customers (34%) agreed to the question making tustomers (71%), meaning that
they were positive with ZANTEL brand and would rewaend it to others if asked

for their opinions. 5 respondents (5%) neither agner disagreed. 15 customers
(15%) had a response of disagreeing and the remgathirespondents (9%) were in

strongly disagreeing opinion. From the overall fng$, it can be further categorized
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as the group of those who agreed they would recordntiee brand to others were
71% and those who disagreed were 24%, while 5% weneeither opinion. By
implication, it can be argued that as 71% of thalteespondents agreed, then it is

concluded that the majority of customers are loyigh the brand.

4.9.2 Positive Feelings Towards Brand as Influenceay the Sponsorship

As one of the aspects of brand loyalty, feelingshef customer as derived from the
use of the brand may be positive or negative. Asfsad customer tends to generate
positive feelings towards the brand and the urfsadisone generates negative
feelings. Customers were asked of the own judgroéfeelings towards the brand.

The responses from these respondents were as e gemable 4.15.

Table 4.15 Description of the Extent of Customer twards the Brand as Caused

Sponsorship

Options Frequency (N) | Percentage (%)
Strongly agree 33 33

Agree 39 39
Neutral 11 11
Disagree 9 9
Strongly disagree 8 8
Total 100 100

Source: Field data

From table 4.15, it can be observed that majorftghe respondents had positive
feelings towards the brand as caused by the spginipoassociations. 33 customers
(33%) strongly agreed that they have positive fgsli 39 customers (39%) agreed
that their feelings towards the brand were positiliee combination of these two
groups made a total of 72 customers (72%) thatealgad their positive feelings

towards the brand was influenced by the sponsomdspciation. 11 customers (11%)

out of 100 respondents were neutral on the opirmbrwhether they agreed or
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disagreed on the question asked. 9 customers (B#gréed that they had no positive
feelings of the brand caused by sponsorship adgmtiand 8 customers (8%)
strongly disagreed on the question. From the aldig&ibution of opinions by
customers, it can be argued that as majority of rdspondents either agreed or
strongly agreed that they have positive feelingstlodé brand because of the
sponsorship association, then sponsorship has i@gposontribution towards

building positive feelings of the customers.

4.9.3 Customers own Consideration of Loyalty toward Brand as Caused by
Sponsorship

The third aspect pointed out about customer brangltly was the degree of

customer’s own consideration of loyalty towards bihend. Customers were asked to

rate their perception of their loyalty towards thrand as caused by the sponsorship

association. The table 4.16 shows the responsesiand from different customers

on the question under investigation.

Table 4.16 Description of the Extent of CustomergPerception of own Loyalty as

Caused by Sponsorship

Options Frequency (N) | Percentage (%)
Strongly agree 27 27
Agree 39 39
Neutral 11 11
Disagree 15 15
Strongly disagree 8 8
Total 100 100

Source: Filed data

From the above tabulation in table 4.16, it can diserved that majority of

respondents have positive perception of their owand loyalty because of
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sponsorship association. 27 customers (27%) oaD0Ofrespondents strongly agreed
that they became loyal to ZANTEL brand becausdso$ponsorship associations. 39
customers (39%) agreed to the question asked whmihe a sum of 66 customers
(66%) of the total respondents; meaning that eilggeed or strongly agreed they
became loyal to the brand because of the sponpaaskociation. 11 customers (11%)
neither agreed nor disagreed to the question. $fowers (15%) disagreed and 8
customers (8%) strongly disagreed. Those who déeagor strongly disagreed were
23 customers (23%) of the total respondents. Graughose who either agreed or
strongly agreed and those who disagreed or strahg@greed, it can be observed that
those who agreed are the majority by far with 66@%he overall respondents. This

percentage is very significant and it can be arghed sponsorship has significant

influence on customer brand loyalty through itsoagsion.

From the three aspects mentioned earlier, posimel of mouth, positive feelings of
the customers towards the brand and the custoroen's perception of loyalty as
caused by sponsorship, it was observed that irthedle aspects majority of the
respondents had positive opinions on each of thébds, 72% and 66% of the
respondents either agreed or strongly agreed tdiyesvord of mouth, positive
feelings towards the brand and owns perceived tpyaf the brand towards
sponsorship respectively. With these higher peeggadt it can strongly be argued that

sponsorship has a progressive impression on bogadty in general.

4.10 Purchase Intention of Customer as Caused by &pmsorship
Through the literature it was mentioned that pusehantention of a customer is a

result of positive combination of Consumer Basedn@rEquity (CBBE) components
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for this study under investigation. Three composemere researched, which were
brand awareness, brand image and brand loyaltyh W& positive influence of these
components, customer behavior may be altered, btieeovays decided to measure
this situation is the purchasing decision of thetamer. In this part, customers were
asked to about their purchase behavior as influkrme the sponsorship. It was
divided in two questions, one was testing the giilte of awareness and image
towards purchase decision and the other was basdtleopurchase decision with

sponsorship itself.

4.10.1 Purchase Decision as Influenced by Brand Aweness and Brand Image
In this part, customers were asked to agree olgisaon the level of their brand
awareness and brand image as a cause of theirgserdecisions. The following data

in table 4.17 show the responses of the custonpers this question.

Table 4.17 Description of the extent of Purchase dision as Caused by Brand

Awareness and Brand Image

Options Frequency (N) Percentage (%)
Strongly agree 42 42

Agree 34 34
Neutral 4 4
Disagree 14 14
Strongly disagree 6 6

Total 100 100

Source: Field data

From table 4.17, it can be observed that majorithe customers either agreed or
strongly agreed that their purchasing decisiomfluénced by brand awareness and
brand image. 42 customers (42%) strongly agreed3dndustomers (34%) agreed
that awareness and image were crucial for thechaging decision. This group made

a total of 76 customers (76%) of all the responslefhicustomers (4%) neither agreed
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nor disagreed to the question asked. 14 custormdefs)(disagreed and 6 customers
(6%) strongly disagreed that their purchasing decisvas not caused by their brand
awareness and brand image. The above finding caoategorized in two major
groups, those who agreed and those who disagreleel. nTajority being those
customers who agreed (76%) that brand awarenesbrand image were influential
parts in their purchasing decision. The minoritytlod respondents (20%) disagreed.
Therefore, from the information above it can beuadythat brand awareness and
brand image have an encouraging impression on asirmlp decision of the

customers.

4.10.2 Purchase Decision as Directly Influenced [§ponsorship

The second aspect of purchase decision in thisysias the direct influence of
sponsorship on purchase of the customer. Through gbonsorship activities
customers may be tempted to purchase the prodtilee &fponsoring brand because of
just an association of the event sponsored andried. This form of influence is
caused by the enjoyment, emotional feelings derifrech the event or just the
exposure of the brand in the event. Customers asked about purchasing decision
as caused by the sponsorship association and batewtheir responses on the

guestion.

Table 4.18 The extent of Purchase Decision as cadd®y Sponsorship Association

Options Frequency (N) | Percentage (%)
Strongly agree 34 34
Agree 36 36
Neutral 7 7
Disagree 12 12
Strongly disagree 11 11

Total 100 100

Source: Field data
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As revealed by the study findings, 34 customerg4B4trongly agreed that their
purchasing decision is caused by sponsorship agsoti 36 customers (36%) also
agreed to the question. This made a total of 70%llofespondents and it is very
significant in arguing the impact of sponsorshippumchase decision. 7 respondents
(7%) neither agreed nor disagreed that their pwehmtention is caused by
sponsorship association. 12 customers (12%) disdgamd 11 customers strongly
disagreed that their purchase decision is causedhéysponsorship association.
Splitting the two groups of those who agree andsehwho disagree, it can be
observed that 70 customers (70%) agreed and 28moast (23%) disagreed to the

guestion whether sponsorship association influetiess purchasing decision.

From the findings of the two aspects of purchasgsdm tested, it can strongly be
argued that purchase decision of customers canréetlgd and indirectly affected by

sponsorship. It was evident that brand awarenes$amnd image are important tools
in influencing purchase decision as well as spa@isprby itself. Both aspects had
customers more than 50% either agreed or strorgybed that purchasing decision is

influenced by brand awareness and image as wsp@ssorship directly.

4.11 The role of Sponsorship in Marketing Communicgon Mix

In order for a researcher to determine the effeatss of sponsorship on consumer
based brand equity behaviors at ZANTEL. The res$eardecided to obtain an in-
depth insight from marketing & sales departmentdseand the section of brand
management, whereby 10 personnel (i.e. manageppgees, advertising and sales
agents) were interviewed from ZANTEL. The findingesm these respondents were

as follows:
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() To Create Connections with Potential Customers

10 respondents made (100%) of the total respondsmitesr ZANTEL management,
marketing and sales personnel, and agents wemwieweed and pointed out th#te
aims of being engaged in sponsorships is to hedpterconnections with the potential
customers. Sponsorships has an ability to conrfeztcbompany to the mass in the

most effective way as in most cases it touchestljirtne lives of people.

(i) Creation of Brand Awareness in General

10 respondents, who made (100%) were interviewedigentifiedbrand awareness
as the strongest reason for involving sponsorshig ANTEL’S communication mix.
With sponsorship, the company aimed at creatingimmamx possible awareness of the
brand to the mass, especially the youth. Increasesdlomer care visits by prospect

customers have been noted during the time sponpdnal been taking place.

(i) Creation of Product Awareness to The Mass

10 respondents, equal to (100%) of the total red@ots under this section, pointed
out thatcreation of product awareness is one of the magti@ements in involving
sponsorship in the marketing mix. As sponsorshipracticed simultaneous with
media advertisements and sales promotions, it Ievesl that product awareness
would be boosted in the process. In product awagmeeation, ZANTEL made sure
that its products are given enough emphasis in spihip to the extent that some of
the sponsored events are named after the prodechsblves (e.g. Epiq bongo star
search),whereby Epiq is the product of ZANTEL and has b#enmost successful

product in 2013.
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(iv) Giving Back to Society
From the 10 respondents; equal to (100%) of thal tespondents, pointed out
that with sponsorship ZANTEL focuses on giving back&dociety in the way
that it may entertain and assist in solving somehef society’s problems. For
example through BSS event, ZANTEL aims at creatimgioyment opportunities
to Tanzania youth through musit.is believed that giving back to society is one

of the ways of creating customer loyalty.

(v) Recruitment of New Customers
10 respondents; equal to 100% of the total respuadender this section, they
disclosed thatsponsorship also helps in getting new customersutjin sales
promotion. As sales promotion is used simultangousth sponsorship, it has
been identified that a growing number of new custanihave been recruited in

the period that sponsorship has taken place.

4.12 Effectiveness of Communication Means throughg®nsorship
An interview was also conducted on advertisemeerntsgin order to determine the
effectiveness of communication means in sponsonstugrams. Employees from the

agency were interviewed and the following inforraatvas gathered.

4.12.1 Incorporation of Sponsorship Programs in Communication Strategy for
ZANTEL

Employees from Agent section confirmed that spostips have been used in

communication strategies for ZANTEL. It was pointedt that communication

strategies were tailored for specific sponsorshgnt time to time, depending on the

program being sponsored at that period.
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4.12.2 The Use of Various Communication Mediums ithe Strategies

Majority of the respondents from the agent secpomted thatvarious means of
communication have been used in conveying messadgket mass. Some of the
mediums employed are radio (60%), TV (20%), billdsa(15%), newspaper (2%)
and others (3%)It was revealed that the decision of the mediuncarhmunication
was based on the findings obtained from researcdoe® by Synox group and

discussion with ZANTEL brand manager.

4.12.3 The Effect of Sponsorship on Sales

In determining the effect of sponsorship has oressathe researcher decided to
interview sales agents and the following informatwas obtained. Four agents from
their section were interviewed, and their viewsicated thatawareness among
customers has improved through sponsorship and cussbmers faced recently have
been linking ZANTEL brand to various sponsored &veary easily (i.e. Bongo star
search).This helped them concentrate on the features anefibs obtained in the
products more compared to the past where theydadlk the brand itself first. This

situation helped them to increase more sales fhmin side.

4.13 Discussion of the Findings

Under this section, the researcher summarized &aulisted the main findings and
different views from respondents considered aslagale sample size. Data collected
from the field was presented, analyzed and discu@ssing statistical tools such as
excel and percentage tabulations). The study aiateidvestigating the impact of
sponsorship activities on consumer based brandtyedpehaviors in Tanzania

telecommunication industry, focusing on ZANTEL & tcase study. Due to the
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nature of this study which is exploratory and oa#ive research, the researcher
presented and analysed the data by using excdhsstisal tools, discussions and
explanations oriented (i.e. descriptive analyssg))ple statistics like frequency and
percentage tabulation also were applied for thidysunder investigation. Moreover,
the researcher tried to compare the study findfogasing on the specific objectives

with the previous empirical studies to see how theyrelated or differ.

Focusing on the first specific objective, which was examine the level of
sponsorship activities in influencing brand awassnéwith three aspects; brand
recall, brand recognition and brand exposure) & walaarly observed that sponsorship
has a positive influence on brand awareness inrgenehe respondents from each
guestion of the three aspects mentioned above aggszing by more than half of the
total respondents that their brand awareness Wagmted by sponsorship activities.
67%, 69% and 78% agreed that brand recall, bracagretion and brand exposure
respectively was influenced by sponsorship. Empgiagi these findings; the
researcher tried to compare the findings of thst fapecific objective to different

studies from other authors to see how they ar¢ectla

The study conducted by Amaoko, Dartey Baah, Dzogkerand Kwesie (2012) on
the effect of sponsorship on marketing communicagierformance, the case study of
Airtel Ghana. The purpose of the study was to ustded the contribution that
sponsorship plays in effective marketing commuimeatThe finding of the study
was that an increase in brand awareness, brandr@nekes, brand recall and brand
image can lead to increased sales volume and the wvhthe organization as whole.

Furthermore, Perceived influence of marketing pribomoon brand equity is the study
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done by Nyambura (2009) as a case study for KCBe Tdsearcher aimed at
identifying the impact of marketing promotion adirs on the customer based brand
equity. It was found out that KCB brand awareneas e main driver in customers
opting to bank with it. 60% of the respondents pebthat they have learned about the
bank through its marketing promotions. Moreover,tle research conducted by
Papadimitriou, Apostolopolou and Dounis (2008) orer# sponsorship as value
creating strategy for brands. It was revealed binahd awareness and brand loyalty
has a direct relationship with event sponsorshipnB awareness was tested as brand
recall and brand recognition by the customers @pdied in the event sponsored
while brand loyalty was tested as an intentiondpurchase the product previously

used.

The second specific objective aimed at assessmgttent of sponsorship activities
in improving brand image. From the findings focused brand image, the study
disclosed that majority of the respondents hadtpesperception of sponsorship on
brand image. Furthermore, customers who agreed spitimsorship as an important
part of their perception of ZANTEL brand image wasre than 50% by average,
therefore it was argued that it is true sponsorslap influence in brand image of the
sponsoring company. Regarding this objective, ésearcher managed to enforce his
findings by putting much emphasis on the findingsnt different literatures/other
authors. One of the main objectives of sponsorship influence image transfer from
the sponsored event to the brand of the sponsaongpany, (Gwinner and Eaton,
1999). Sponsors look to build brand image througkating brand knowledge and
awareness as well as linking the two with the lattes of the sponsored event. As

viewed by Cornwell, (2006) normally the aim of sporship is to transfer the image
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of the sponsored event to the company brand. Spsmnips with high level of

congruity are often more effective in building bdanecall and recognition in the mind
of the consumers. Yang and Ha (2014) conductedseareh on brand knowledge
transfer via sponsorship in the financial servicdustry. The purpose of the study
was to develop a framework for brand knowledgedi@mthrough sponsorship with

an insurance industry in South Korea. Brand knogdedias examined in terms of
brand awareness and corporate image. The resutteeddtudy suggested that there
was evidence to the transfer of brand knowledgetlier sponsor via sponsorship
event. Further, the study indicated that the ebeshd knowledge also influences the

post brand knowledge.

The third specific objective focused on how sposBir activities affect brand
loyalty. This dimension was viewed into three asgeacamely: positive word of
mouth, positive feelings of the customers towah#shkirand and the customer’s own
perception of loyalty as caused by sponsorshipmRios perspective, it was observed
that in all three aspects majority of the respotsléiad positive opinions on each of
them. 71%, 72% and 66% of the respondents eithexedgor strongly agreed to
positive word of mouth, positive feelings towardee tbrand and owns perceived
loyalty of the brand towards sponsorship respelstiv&ith these higher percentages
it can strongly be argued that sponsorship hasipesmpact on brand loyalty in
general. Based on this aspect, the researcher e@n@gcompare the findings
revealed by the study under investigation to previcstudies done by other
researchers, the relationship of the findings wesva in this manner: Mentz (2011),
conducted the study on the customer based branily egjuthe major cellphone

providers among the principals estate agents exgidtwith the Estate affairs Agency



55

board in Gauteng province of South Africa. The pggof the study was to find out
the CBBE related aspects that influence custometber choice of service provider.
The significant findings observed was that the dgraphic of the customers was very
much related among the providers, also it was éurtibserved that brand association

and brand loyalty proved to be very crucial in oas¢r choice of the provider.

Likewise, Donlan (2014), on the research of emairassessment of factors affecting
the brand building effectiveness of sponsorshimébout that sponsorship can be a
very significant tool through which to build a coister based brand equity. However
the process of brand building is not guaranteed agmy be hugely affected by the

strength of the sponsor-event link. Successful spahip suggested a positive impact

on brand loyalty, awareness and brand association.
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CHAPTER FIVE

5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

The concept of consumer based brand equity is wakdleloping in marketing
managers in the developing countries such as Tanzlrhas become very crucial
that organizations consider this aspect in theirketang activities. Understanding the
CBBE components and the way to alter them to tmepamy’s advantage has proven
to be of an important task in the competitive emwment of today’s corporate

business.

5.2 Summary of the Main Findings

Under this phase, the researcher summarized ditfeveews from respondents
considered as the main findings of the study undeestigation. The researcher
focused on the specific objectives, and the sumrohtiye study findings was viewed

in this way:

In general perspective, regarding the first spe@hjective which focused on brand
awareness with three aspects (brand recall, bracmpnition and brand exposure) it
was clearly observed that sponsorship has a pesithpact on brand awareness.
Whereby, the total number of respondents revediad their brand awareness was
influenced by sponsorship activities. 67%, 69% aB88b6 agreed that brand recall,
brand recognition and brand exposure respectively imfluenced by sponsorship.
Regarding the second specific objective which fedusn the extent of sponsorship
activities in improving brand image; the study fimgs disclosed that majority of the

respondents had positive perception of sponsorsiipbrand image. Likewise,
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customers who agreed with sponsorship as an impopat of their perception of
ZANTEL brand image was more than 50% by averag&c€@ming the third specific
objective which focused on how sponsorship acésitffect brand loyalty (with three
aspects: positive word of mouth, positive feeliagd owns perception toward the
brand). From this perspective, it was observedithatl three aspects majority of the
respondents had positive opinions on each of thétfbs, 72% and 66% of the
respondents either agreed or strongly agreed tdivsvord of mouth, positive
feelings towards the brand and owns perceived tpyaf the brand towards
sponsorship respectively. In general view, Sucoésgionsorship activities suggested

a positive impact on brand awareness, brand insagkebrand loyalty.

5.3 Implications of the Findings

In general interpretation, it was viewed that wiBNTEL put much emphasis on
creating effective events sponsorship, the spodsaetivities can be a very
significant tool to build a strong customer basisTimplies that the association
between sponsored activities and consumer branitydgads to an increase in brand
awareness, brand preferences, brand recall andd hraage which result into

increased sales volume and the value of the organizas whole. By concluding this
phase, the researcher summarized the study findaygsaying that the general
findings of the study showed that sponsorship offemdint activities has a

considerable positive effect on brand awarenessdormage, brand loyalty which

lead to purchase intention of the customers.
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5.4 Conclusion

This study had the main focus on investigatingithgact of sponsorship activities on
consumer based brand equity behaviors at ZANTEIdoing so, the study looked at
those aspects that are within the literatures kiaate been linked with Consumer
Based Brand Equity (CBBE); hence the componentsidied brand awareness, brand
image, and brand loyalty. The three component®on$emer based brand equity were
tested, and identified to be affected by the sp@hsp activities and also upon its

impact on customer purchase decision.

The fact that was discovered here is that all thrcemponents of CBBE were
positively affected by sponsorship with help of@tltomponents of promotion mix,
such as advertisement, public relation and sal@s@tion. It was also discovered that
with an improved components of consumer based begpity, customer behaviors

may be favorably influenced. Research objectivaewlefinitely met by this study.

The findings of this study had in one way or anott@responded with the numerous
findings that exist in the literature, findings rMnoother countries, most closely
consistent with the findings of Matlala (2011).deneral, the concept of brand equity
is very important in business and understandimg \arious perspectives, is also very
crucial in order to maximize the competitive adeaye of the organization in the
market. Therefore it should be looked upon veryselp and continuously being

revised by ZANTEL management in order to strengitenompetitive edge.
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5.5 Recommendations Focused on Different Aspects

The findings of this study are very significantth@ current business climate for not
only ZANTEL, but also for other telecommunicatiorongpanies operating in
Tanzania. The research findings therefore enlighteion matters that are of crucial
importance in sponsorship activities. The followsrg recommendations pointed out

by the researcher for this study:

5.5.1 Recommendations on Brand Awareness

() The findings showed that brand awareness is the@rnaghievable result in
sponsorship; therefore the researcher recommertdddatvareness provision
should be given much emphasis in sponsoring psjeZANTEL should
continue sponsoring various projects but more itmeent is needed in other
channels of communication compared to the currinatson where the use of
radio takes the only notable part.

(i) ZANTEL should increase emphasis on the productsrewess creation in the
sponsorship whereby basic features of the prodietihvolved in that specific
sponsorship should be communicated much more glebke researcher found
out that a lot of customers went to visit custoroare points for information
about what Epiq is about, this is the product lihat is used in sponsoring

Bongo star search.

5.5.2 Recommendations about Brand Image
The findings of this study provided evidence thadrssorship helps in building brand
image; therefore the researcher recommended thahsspship is continued.

However, the findings did not provide enough evienhat congruency is given
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much emphasis in deciding which project or evergpionsor, therefore the researcher
also recommends that congruency of event sponssiredld be considered before

committing to a specific sponsorship.

5.5.3 Recommendations on Brand Loyalty

The findings of this study provided evidence tlgfalty is affected by the choice of
project sponsored, therefore the researcher recoohedethat more projects in the
nature of sharing or giving back to society shob&l considered in deciding on

projects to sponsor.

5.6 Limitations to the Study

The data collected for this research was limitedhe time span (i.e. the period of
time provided by the Open University of Tanzaniawat enough to collect adequate
data from other regions of Tanzania), due to taa,fthe researcher based in Dar es
Salaam region where he could at least try to marmagetime schedule and get
facilities to conduct this study. The sample sizel20 respondents selected by the
researcher seemed to be huge, because it wasnple 4o reach each point where the
events were conducted to collect data by distmlgutjuestionnaires and running a
focused group interview. In this sense, not allsfjo@naires were returned to the

researcher.

Financially, constraints the researcher faced wasstationaries and transport,
cruising up and down in the streets of Dar es $al@aking for gathered subscribers
was so costly, sometimes the researcher was requarpay three times bus fair in
order to reach at the place of events. This siinatould not allow the researcher to

reach every respondent and collect enough datpioper way as required. Therefore
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given more time span and bigger budget the reseandid enlarge the sample size so

as to provide more results.

5.7 Suggested areas for Further Studies

This study looked at the components of consumeedasand equity as affected by

sponsorships in determining the behaviors of théeemi@l customers. The data

collected for this research was confined to theetiamd financial constraints the

researcher had faced, therefore given more time apd a bigger budget the research

could have provided more results.

Furthermore, there are more other components cdwoar based brand equity that
were not directly addressed in this study. Thosmpmments also influence the
behavior of customers towards the brand, such Eiped quality of the brand, thus;

researchers for further studies should take intsicieration these variables.
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APPENDICES

Cover letter for the questionnaire

Dear Sir/ Madam,

My name is Hilmi M. Hilal an MBA student at the Qpd&Jniversity of Tanzania. | am

currently writing my dissertation with the topitiéid: The impact of sponsorship activities jon

consumer based brand equity behaviors. The casaNTEL.

| kindly ask you to answer this questionnaire stoasnable me to finish this research wa

rk.

The identity of the respondents of this questioreemains anonymous. This research will

widely contribute to the organization as it may ioye marketing activities which may lead

to improved satisfaction to customers.

Your time and effort is highly appreciated, thamkiywery much.

Yours truly,

Hilmi Mohamed Hilal.
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QUESTIONAIRES

PART ONE: THE DEMOGRAPHICS OF THE RESPONDENTS

1. Where does your age range:

A. Under 20
B 20-34
C 35-49
D Above 49
2. Gender:

Male
B Female

PART TWO: USE OF MOBILE PHONE SERVICES

Tick the box next to the answer you agree with.

3. Do you personally use mobile phone services?

Yes [ ] NI

4. How many Telecom companies are you connected to?

Onlyone[ ] More than ond ] None [ ]

5. How would you rate your expenditure in mobile seegi per month?
i. Less than TZS 5,000/= ]
i. TZS 5,000 - TZS 20,000/= [ ]
il TZS 20,000 — TZS 50,000/= [ ]

V. TZS 50,000 — TZS 100,000/=[ ]
V. More than TZS 100,000/= [ ]
Vi. Not at all

[ 1
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6. Are you aware of Zantel as one of the telecom caongsan Tanzania?
Yes [ ] N [ ]

7. Are you aware of any program/programs that are spea by Zantel? i.e

Bongo star search, nyama choma festivals, beadesetc.

Yes I:I No I:I

PART THREE. QUESTIONS CONCERNING BRAND AWARENESS,
LOYALTY, IMAGE AND PURCHASE INTENTION
Cycle the most the most appropriate answer.

Brand awareness:
1. | strongly recall Zantel advertising messages bseaof its sponsorships

associations
(a) Strongly agree  (b) Agree (c)Neutral  (dydyree (e) Strongly

disagree

2. | easily recognize Zantel logo, colour and brandneabecause of its
sponsorships association
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly

disagree

3. | am exposed to Zantel through its sponsorshipscasson
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly

disagree

Brand image:
4. Zantel thinks about its subscribers when spons@iograms
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly

disagree
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5. Zantel sponsors programs that fit its image
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly

disagree

6. | have a positive image of Zantel because of imsprship activities
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly

disagree

Brand loyalty:
7. |1 recommend Zantel to anyone who seeks my opinion
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly
disagree
8. | have become more loyal to Zantel because opissorships
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly
disagree
9. | have strong positive feelings about Zantel beeanists sponsorships
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly
disagree
Purchase intention:
10.1 always purchase products offered by Zantel bexanfsits sponsorship
association
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly
disagree
11.My awareness and the brand image of Zantel inflegmey purchase decision
(a) Strongly agree  (b) Agree (c) Neutrald) Disagree (e) Strongly

disagree

12. Any other comment regarding Zantel and its sportsacdivities?
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QUESTIONAIRES IN SWAHILI

MASWALI

SEHEMU YA KWANZA: IDADI YA WAHOJIWA

8. Umri wako:

A. Chini ya 20
B 20-34
C 35-49
D Zaidi ya 49
9. Jinsia;

Kiume
B Kike

SEHEMU YA PILI: MATUMIZI YA SIMU ZA MKONONI

Jaza kisanduku mbele ya jawabu unalolikubali zaidi.

10. Wewe ni mtumiaji wa simu za mkononi?

Ndio [ ]

Hapal___|

11. Je ni mitandao mingapi ya huduma za simu unayot2imia

Mmoja [ ]

Zaidi ya mmoj{_ ] Hakurl ]

12.Kwa kiwano gani ni makisio ya matumizi yako kat#ienu kwa mwezi?

Vii.
viii.
IX.
X.

Xi.

Chini ya TZS 5,000/= [ ]
TZS 5,000 - TZS 20,000/= [ ]
TZS 20,000 — TZS 50,000/= [ ]
TZS 50,000 — TZS 100,000/
Zaidi ya TZS 100,000/= ]
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Xil. Hakuna kabisa [ ]

13.Je unafahamu kuwa Zantel ni moja kati ya makampamuduma za simu za

mikononi Tanzania?
Ndio |:| Hapan4:|

14.Je unazifahamu programu zozote zinazofadhiliwa aated? kama Bongo

star search, nyama choma festivals, beach soccer nk

Ndio |:| Hapana|:|

SEHEMU YA TATU: MASWALI KUHUSU UFAHAMU WA NEMBO YA
ZANTEL, TASWIRA YA ZANTEL, UAMINIFI WA MTEJA NA NIA YA
MANUNUZI YA MTEJA.
Zungushia kiduara jibu unalokubaliana nalo zaidi.
Ufahamu wa nembo:

13. Nakumbuka jumbe za matangazo ya Zantel kwa kiwakigobwa kutokana na

uhusiano wa udhamini wake mbalimbali
(b) Nakubali sana  (b) Nakubali (c) Sijui @kubali (e) Sikubali
kabisa

14.Kwa urahisi huitambua alama ya Zantel, rangi zakex@mbo yake kutokana
na uhusiano wa udhamini wake mbalimballi
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa

15.Napata ufahamu wa Zantel kupitia udhamini wake mbahli
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa
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Taswira ya Nembo :
16. Zantel hufikiria wateja wake katika program zakeudaamini
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa

17.Zantel hudhamini programu zinazowiana na taswikeya
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa

18.Nina taswira chanya ya Zantel kutokana na udhawehkie mbalimbali
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa

Uaminifu wa mteja:
19.Naipendekeza Zantel kwa yeyote mwenye kutaka ushamgu
() Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali

kabisa

20.Nimekuwa muaminifu zaidi kwa Zantel kutokana na amimi wake
mbalimbali
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa

21.Nina hisia chanya madhubuti juu ya Zantel kutokaaaidhamini wake mbali
mbali
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa

Dhumuni ya manunuzi:
22.Daima hununua bidhaa zitolewazo na zantel kutokamaudhamini wake

mbali mbali
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(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali

kabisa

23.Ufahamu wangu juu Zantel na taswira yake kiujumlehochea manunuzi
yangu ya bidhaa za Zantel
(a) Nakubali sana  (b) Nakubali (c) Sijui(d) Sikubali (e) Sikubali
kabisa

24. Una mtazamo gani zaidi kuhusu Zantel na programeamhamini?
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INTERVIEW

SECTION A:

1. Regarding Zantel brand, what does your role spedifi involve?

2. What is the nature of marketing communication imt8& ... if sponsorship is

not mentioned spontaneously, ask.

3. What role does sponsorship play in Zantel brand® kdegral is sponsorship

in your marketing communication mix?

4. Why have you selected to sponsor the Bongo staclse8auti za busra and

Nyama choma festival? What are the criteria?

5. Over and above purchasing the sponsorship righte i@ the Bongo star
search, what else do you do, if anything, to supplois sponsorship? Is
sponsorship separate from other marketing actsvig@u do or is it integrated

into the whole marketing mix? If “yes”, how so?

SECTION B: THE THIRD PARTY: SALES AGENT/ACTIVATOR/A BOVE
THE LINE AD AGENCY
Sales Agent:

1. How would you evaluate the sponsorship agreemetwess Zantel and

(mention property e.g. BSS). Why do you think tisahe case?

2. In your opinion, how successful is Zantel in usisgonsorship for their

marketing communication efforts? Why do you sayzha

Advertisement Agency:
1. Does your communication strategy for Zantel incoap® the Sponsorship

program in any form? How so, please explain?
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In your opinion, is it correct for Zantel to usedBgorship as part of their

marketing communication? Why do you say that?

. What other forms of communication mediums do yoplemnto communicate

Zantel (sponsorship)?



