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Executive Summary

The Tanzania ENGINE Program is a UfsAtled FtF Tanzania activity that aimsstioeamline

and enhance many of the regulatory, informational and financial channels that encourage
domestic and foreign investment in the regions of Mbeya, Morogoro, and Iringa within the
SAGCOT and in Zanzibdanzania Chamber of Commerce, Industry Agdculture (TCCIA) has
the prime role to support, represent and negotiate with the Government on Private sector
matters related to commerce, industry and agriculture development.

Unfortunately, the TCCIA Mbeya Chapter has been experiencing limited meshipe and

financial resources to support its missidrherefore, the Membership Management Project was
establishedii 2 R2O0dzySyd |yR AYLNRO®S ¢/ / L! aoSel /K
retention strategies and marketing strategies. This work will aldonked with feasible revenue

O2tft SOUA2Yy &GN GS3IASA GKIFIG g2dd R AYyONBIAaAsS ¢/ /
increase member services.

Over a 1Xay period, an Expert Volunteer worked to complete the Membership Management
Project by reviewig TCCIA Mbeya Chapter documents and collaborating with TCCIA Mbeya
Chapter Management and Staff, multiple LGA Representatives, TCCIA Mbeya Actifetion

and NonMembers and the ENGINE Regional Representaiivis Project Report provides the
detailed analysis, conclusions and recommendations from the Projébe recommendations

for Membership Recruitment, Membership Management, Marketing & Communication and
Revenue Generation are summarized below.

There were 7 Strategies and 25 Action Steps idiedtithat would improve the TCCIA
Membership Recruitment Strategy. The overarching goal for the Membership Recruitment
Strategy is to increase the opportunity for the TCCIA to connect with and engage potential
members. These strategies include: Partnagiior Events, Sharing Data, Participating in the
W/Y/PWD Facilitation LoaRrogram Integrating with Development Partners, Establishing a
Youth Committee, Creating Linkages with Stakeholders and Conducting Industry Meetings.

There were 6 Strategies and 1&ction Steps identified that would improve the TCCIA
Membership Management. The overarching goal for the Membership Management Strategy is

to improve member retention, member subscription, data collection and streamline processes.

These strategies indlie: Updating the Membership Database, Improving the Subscription
Process, TCCIA Management Connecting withAliiive Members, TCCIA Staff Connecting with

¢/ /L' aoSel [/ KILIISNDRa [ | MEBigiMemberS ¥nol SINBEI a{ dzNIJ S
Customer Relatioship Management System.

There were 6 Strategies and 15 Action Steps identified that would improve the TCCIA
Membership Marketing and Communication Strategy. The overarching goal for the Membership
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Marketing and Communication Strategy is to dramaticaltyaase awareness of TCCIA to Target
Audiences. These strategies includeEstablishing Social Media Accounts, Implementing a
Communication Calendar, Creating a Website, Designing Marketing Collateral, Providing a
Membership Pack for New Members and Uitiigg Specific Communication Strategies.

There were 5 Strategies and 16 Action Steps identified that would improve the TCCIA Revenue
Collection Strategy. The overarching goal for the Revenue Collection Strategy is to expand
existing revenue streams, whiledantifying and aggressively pursuing new revenue
opportunities. These strategies include: Marketing Certificates of Origin, Seeking Development
Partner Grants, Securing Sponsorships for Events and Implementing Recruitment Strategies.

For each strategyhere is a detailed Action Plan that identifies the Champion, Implementation
Steps, Timeframe and Financial Cost. Itis recommended that the Action Plan be utilized to ensure
successful implementation.

In conclusion, this Project Report provides the TQ@WbAya Chapter with detailed analysis on
how to improve Member Recruitment, Member Management, Marketing and Communication
and Revenue Generation. In addition to this analysis, there were several documents provided to
assist with the project implementatio
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Chapter 1: Program and Project Background

1.1  Program Overview

Pursuant to Leadewith-Associate Cooperative Agreement No. EARO-04-0000200,
Associate Cooperative Agreement No. AI1-LA16-00002, IESC is the prime implementer of
the FtF TanzaniBNGINEProgram. The period of performance for the award is Sep&mnih
2016¢ August 31, 2020.

IESC is the lead implementer BNGINEjoined by sukawardees, ICMA, MEDA and Diligent

| 2yadz GAy3 [AYAGSRO® ' YRSNJ GKAAa ! ANBSYSyisz
Development Objective 2: Inclusive brehdsed eonomic growth sustained, with supporting
contributions to Development Objective 1: Women and Youth Empowerment and Development
Objective 3: Effective Democratic Governance.

The Tanzani&NGINEProgram is a USAfDnded FtF Tanzania activity that aingsdtreamline

and enhance many of the regulatory, informational and financial channels that encourage
domestic and foreign investment in the regions of Mbeya, Morogoro, and Iringa within the
SAGCOT and in Zanzibar.

ENGINRvorks at theLGAevel, using a broattased approach to engage witbuncitievel LGASs,
LINA @I 0S aSOG2N) I aa20AFdA2yas .5{taz CL&a& IIyR {
main components:

1. Implement policies for growthBuild the capacity of the private sextto effectively
dialogue with the government to set policy agenda and improve the capacity of the
public sector to implement policies.

2. Equip businesses for growtlStrengthen SME capacity and foster the growth and
capacity of a sustainable market fousiness development services (BDS) in Tanzania.

3. Access to finance for growthBroaden access to finance for SMEs in all sectors,
especially women and youth entrepreneurs and those working within agricultural
value chains (excluding primary producers)faoilitate increased business viability,
growth and investment.

1.2  Project Background

Tanzania Chamber of Commerce, Industry and Agriculture (TCCIA) has the prime role to support,
represent and negotiate with the Government on Private sector matteedito commerce,
industry and agriculture development. The TCCIA is a mefvdmad organization for the private
sector which has offices in all regions of Tanzania Mainland. All Regional chambers gre semi
autonomous and their overall objectives are:

a) Tounite all members of the business community in the respective region.



b) To act as an instrument of the members in dialogue with the government and
parastatals on broad issues of macro and micro social economic policy.

c) To formulate and uphold the highestastdards of business ethics.

d) To promote, coordinate and protect commercial, industry and agriculture
interest in Tanzania mainland for TCCIA members.

e) To foster social unity within and to promote the welfare of the commercial, industrial
and agricultural community.

f) To promote and support legislation that eliminates bureaucratic impediments or
regulations that adversely affects the interests of commerce, industry and agriculture.

TCCIA aims to have an enabling business environment for its members andendrers
through several activities which are:

I. Lobbying and Advocacy to the Public Sector through PPD regarding the change of
policies which are hurdles to its members and bussnesmmunity.

ii. Capacity building to its members by providing trainings in collaboration with other
stakeholders like the higher learning institutions.

ii. ¢2 fAYy]l] Ad0&d YSYOSNE ¢A0K CL& F2NJ AYONBIl aa

iv. To link members with domestic andGrS Ny I G A2yt YIN] SGa 7F2N
products.

v. Run a Business Information Centre (BIC) where some services are provided such as
Internet services, printed materials for information and education, business
registration, provision of Certificates of Ongdor exporting products and secretarial
services.

Through various assignmentSNGINEprogram had supported TCCIA Regional chapters in
Morogoro, Mbeya and Iringa. In 201ENGINB& 9 ELISNI +2f dzy 0§ SSNJ dzy RS N.
needs assessment that led BNGINR& & dzLJLI2NI G2 LINRBY24GS ¢/ / L!
development of outreach materials; trained interns to strategically recruit new members in all

three Regional chapters as part of an outreach strategy to increase the membership base.

In all the three hapters, members increased (though not to the envisaged levels) because interns
GSNE O2QO0SNAY3I dzaNbBFy [D!'&a Ay SIFOK NBIAZ2Y D | 2 6 ¢
membership recruitment and marketing strategies to assist TCCIA chapters rooferats

mission to recruit, retain and expand its member base which will be adopted by district TCCIA
chapters.

1.3  Problem Statement

TCCIAVIbeya Chaptethas been experiencing limited membership and financial resources to
support its mission. Some of ehreasons highlighted for that include among others; poor
membership services, specifically no service differentiation among its different business member
groups, poor involvement / participation of members in the association, advocacy activities take
very long to materialize if at all; thus, members lose patience, and some members feel that
continuing to pay subscriptions is an extra burden while not receiving any clear benefit.
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In addition,the TCCIA Mbeya Chapfaces significant challenges to collakate with LGAs; with
periodic PPDs often described as lacking concrete and positive resutte Nibeya Regiorthe
TCCIA Chapterods not have the necessary structures or extensive business memberships to
support a large and varied business communitigh members of all sizes operating in all sectors
of the economyDue to some reasons beyond their capacity, TCCIA in Mbey/mddequate
technical skills related to effective procedures for recruiting and retaining membetsalso
lacks astrong andeffective membership basewhichis crucial in establishing and conducting
DBCsand RBC#& the LGAs. TCCMbeya Chaptemeeds to strengthenits organizationby
recruiting more membersnd enhance the skills of thpersonnel in support of privatsector
representation in the DBGsd RBCs

1.4  ProjectObjective

The main objective of this assignment is to document and improve TRIB#Ka Chapte® a
membership recruitment, retention strategies and marketing strategies. This work will also be

linked with feasible revenue collection strategies that would increase T@@AS & I/ K I LJG S N.
financial position as well as increasgeember services This willlead to increased member
satisfaction and garger membership bastat will provide astrongerprivate sectorvoice in the

DBCsand RBCs anthprove policy reforms.

1.5 Project Period

The timeframe for thidProjectwas for 12 days from Septembei 8o September 1%. During
that time, all the Activities originally identified within the Inception Repegre completed. See
ExhibitAfor Project Activity Timeline.

Chapter 2 Organization and Documentation Review

2.1 ENGINHCCIA Orientation Meeting

On September @, the EV met with the TCCIA Executive Officer, TCCIA Vice Chairman for
Industries and th&NGINRegional Representative at the TCCIA offices. This Orientation Meeting
accomplished the three primary goatsat were identified within the Inception Report. The
meeting allowed for an informal and personal introduction, which helped to build rapport and
professional appreciation between the EV, TCCIA leadership andEM@INERegional
Representativehencebemming instrumental in helping to make the Project a sess.

The Orientation Meeting also allowed for a detailed discussion of the current organizational
context ofthe TCCIA Mbeya Chapter. The discussion revealed that the TCCIA Mbeya Chapter was
very involved in working with the Mbeya LGA on a wideerardf projects. These projects
include providing guidance on real estate development strategies within the Central Business
District; participating on a planning committee for an LGA Revenue Generation Strategy; and
collaborating with the LGA on businesgulation analysis. In addition to collaborating with the

LGA, the TCCIA Mbeya Chapter works with the National TCCIA and the TIC. This has allowed the
Mbeya TCCI&hapter tohost foreign delegations of potential investors; send TCCIA members to
foreign markets to grow their businesses; and encourage TCCIA members to sell their products
throughout the globe. Despite these examples of success, their membership still is in decline and
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without having to pay for a membershipvhich is commonly referred to as tHeee riding
problem

Finally, theQrientation Meetingformalized consensus on thesgignment Overview, Assignment
Objectives, Assignment Process #&ssignment Deliverables

2.2 TCClMocumentation Review

The relevant documents reviewed includiee incorporation documents, tax identification,
Strategic PlanFinancial Statements for 2017 and 20B&nk Reconciliation Statement from
January to Augusbf 2019, the TCCIA Board Roster and Organizational CHdreé TCCIA
Organizational Chart is attached BshibitB.

In addition to foundational documentssome operatiomal documents reviewed were

information from the National TCCIA like tiiorporate Social Responsibility BgliFinancial
Management Manual, Human Resource Mahhdembership Manuahnd Operational Manual

The specific operational documents of the TCCIA Mbeya Chaptkrded Progren Audit

Reports Job Descriptionsinvoice templates and reimbursement formsThese documents
provide a policy frameworkor how the TCCIA Mbeya Chapteperates and impacts the
implementation of their Member Management Systed.complete listing of thd CCIA Mbeya
documentsreviewed bythe EV are attached asxhibitC

The Membership Manual created by the National TCCIA provides several recommended best
practices that regional chapters could utilize to improve membabscription, retention,
recruitment and fee collections. Some of these best practices will be incorporated into the
recommended strategies in Section 5 of this Project Report.

2.3  PreviousExpert Volunteer Report Review

The EV reviewed the work completeoy the previous Expert Volunteer, which included an
Organizational Assessment Report of the TCCIA Mbeya Chapter, SWOT Analysis and a Summary
of the Organizational Assessment. The documents were reviewed to identify any low hanging
fruits pertaining to mplementing previously identified strategies and actions steps that could
immediately improve the marketing and membership strategies of the TCCIA Mbeya Chapter.

Chapter3: Membership Communicatiorand Marketing Strategy Review

3.1 Interviews with TCCIA Staff, Membership and Stakeholders

3.1.1 TCCIA Staff

On September 52019 the EV conducted dnterview Meetingwith the TCCIA Staff, TC@l&ive
Members, TCCIA Naviembersand TCCIA Nelembersin order © discuss the current TCCIA
Marketing, Communication and Organizational Performantlee meetings took place in three
parties of whichHPart One consisted of the B\ GINRegional Representatiyhe Mbeya TCCIA
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Executive Officer and Mbeya TCCIA Vice Chairman. Part Two consisted of these members plus
Active TCCIA Members. Part Three included Part One participants and 4 TC®MANMNmaTS.

Part One identified that Advocacy and Capacity Build’
activitieswere the most timeconsuming activities of the
TCCIA Mbeya Chapter. Approximatef#a2of time is
spent on member services. The Advocaaiyvity was the
most expens/e for the TCCIA Mbeya ChapteThe
Linkage to Markets and Business Inforroat Center
wereidentified by the interview participants dse most
in demand activities by membership. Finally, Advoc:
and Capacity Buildingvere identified asthe most
important activities of the TCCIA Mbeya Chaptei
summary of the analysis can fmnd in Photo 1.

The top three revenues of the TCCIA Mbeya Chay
were identified as théunds from Development Partners
Certificates of Origin and Membership Subscriptio
The top expenses were identified as Grant
Administration, Meeting Expenses, Staff Salaries 3§ Photo 1: TCCIA Activity Chart

Facilities. The biggest budget change was the low sales of Certificates of Origin in 2018 due to
government regulations and intense competition fréareigninvestmentsin other regions

The TCIA Mbeya Chapter experienced a 14@6reasein membershipdue to the ENGINE
sponsored Internship Prograrivleeting participants stated thahe results were limited due to

only targeting the urban districtSeparate from the ENGINE sponsored Internshigiaro, he
TCCIA Mbeya Chapter secured 6 interns from local universitieglacedd themm the offices of

6 TCCIA Mbeymember businesses. These volunteers assisted with aspects diusieess
operations according to their specific field of studythere were no volunteers under this
program that were utilized by the TCCIA Mbeya Chapter to increase membership or improve
communication strategies.

Currently, the TCCIA Mbeya Chapter uses direct phone calls, emails, events, Whiyepp,

and radioadvertS YSy da (2 O2YYdzyAOFI (S 6AGK YSYOSNEO®
not onany other social media platforms. Their communication is not proactive, but reactive to
situational needs, except in the cases of events. The top communication topics are about
Member Services and News Updates. They target communication only to membete for
Annual General Meetingbut they target the general public for trade shows and exhibitions.
According to meeting participantshé TCCIA Mbeya Chapter currently doeshete an annual
budgetdesignatednarketing. This translates into not having a clear marketing strategy, goals or
performance measurement®r the organization

12



3.1.2 TCClMActive Members

Part Two of thénterviewDiscussiomad a very productive conversation regarding many aspects
2F GKS ¢/ /L! aoSel [/ KFLIGSNRa YINJSGAYy3a |yR
have been members for 3, 3, 3, 10, 10 years@melwas dounding membenf the TCCIA Mbeya
Chapter Theyfirst heard about the TCCIA Mbeya Chapter through dineember outreach,
engagement at trainingeventsand throughout the business registration process.

The Active Members identified several benefits of the TCCIA Mbeya Ch&gteGraph 1 below

for all the benefits identified by the Active Member participaritbe top benefis were providing
relevant Business Information, Aceds New Markets, Business Assistance and Training and
Business Marketing Opportunitie®©ne member identified the TCCIA MfaeChapter as a Gold
Mine for his businessThese benefits can be leveraged with the recommended strategies for
member recruitment and membership marketing and communication.

Business Validation HE
Business Information I
Access to New Markets/
Assistance / Training I— S
Government Access Il
Marketing Opportunities | I
Networking I

Mentorship I

0 0.5 1 15 2 25 3 35
Graph 1: Number of Active Member Votes by Membership Type

The Active Members identified #b
phone calls, emails, word of moutind
direct visits were a goothechanism for
communication with TCCIA Mbeya
Chapter membership However, one
member provided a very comprehensive
ONARGAljdzS 2F GKS ¢/ / L!
current communication approach. He
stated that other TCCIA Chapters are
marketing their regions better through
social media platforms like Facebgok
Twitter and Instagram. These TCCIA
Chapters were from Arusha, Kigoma, Dar
es Salaam, Morogoro and ikihnaro.
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members. Phone calls are effective but not very efficient with the size of the TCCIA Mbeya
Chapter. Good marketingiith emailand SMS is more efficient and effectivapproach than

direct phone callsvhen trying to reach the dire TCCIA Mbeya membership

When asked if they share information about the chamisgh their business colleagues, there

were a multitude of responses. One Active Member asks all his clients if they BT&EBA

Member. His direct referrals have leddeveranew member subscriptions. One Active Member

stated that he is sharing information about the training and market linkage opportunities to
businesses that will be exhibitors at the upcomiR@CIA Mbeya Chaptsponsored trade fair.

Another TCCIAMS Y6 SNJ aidF 4GSR GKIFG &aKS KlFayQd oSSy ac
membership with her business connections because many operate in the informal economy. One
Member stated that people often ask him about the chamber, which gives him the opportunity

to share some of the benefits his business has received. Finally, one Active Member indicated
OKFG GKS ¢/ /L! aoSel [/ KI halispmadikoEshol hisic&tificate 8f ¢ . Sa
membershipat his business

One Active Member raised the concern ttiaere is no active Youth Group within the TCCIA
Mbeya Chapter. This is a significant disadvantage because many business entrepreneurs are
youth and would benefit of being part of a muffenerational business organizatiosllowing

young business ownsrto be mentored by older business owners is a real need for young
members of the TCCIA Mbeya Chapter.

3.1.3 TCCIA NoeiMembers

t I NI ¢KNBS 2F (KS YSSUAYy3 KIFIR LINBRdAzOGABS O2y 0@
all were not members, manyere in the process of becoming a chamber member. The attending
businesses were in the bottled water retail, food processing, mobile technology retail and
commercial and residential catering sectors. All the attendees except one, had heard about the
TCCA Mbeya Chapter from the local leadership

The NoaMembers were askeavhy they wouldconsider becoming a chamber membwihich
identifies their perceived benefits of chamber membership. A majority of the-Members
identified Networking Government Access and Access to New Markets as the biggest potential
benefit of chamber membership. A complete listing of the perceived benefits of the chamber
are identified in Graph 2 below. These perceptions can be leveraged through the recommended
strategies for membership recruitment and member marketing and communication

14



Networking.

Government Access|| GG
collectiveness || EGTcGEG

Access to New Markets| NN
Assistance / Training ||| | | |GG

0 1 2 3

Graph 2: Number of NeMember Votes by Perceived Benéfitpe

TheNon-Member participants stated that thaytilize phone, WhatsApp, Facebook, website, SMS
and TV to get news and communicatitwnbenefit their business They recommendetthe TCCIA
Mbeya Chapter target these communication channés the other hand, it was recommended
that the best way for the Chamber to improve its marketing is to utilize TV for promotional
opportunities Despite its expense, it is very impactful.

The NonMembers were askedf they joined the chambewhat they would like to receiveuring

the first year of their chamber membership. One stated that he wdikklto receivebusiness
consultation services, assistance with importing needed agri@llfpnocessing equipment arad

connecton with an Indian business to acquire needed raw materials. One attendee stated they
expected to be connected to Cleisecompanies that manufacture mobile phones, which would

allow them to bypass midlevel distributorsOne attendee stated they woulike to get direct

access to government to address hegulatoryissues.The fact that many of the NeMembers

were very specific about their expectations from the TCCIA Mbeya Chapter is a great sign that
thereisastrgy I dzy RSNRGFYRAY3I 2F GKS OKIFYoSNRa OF LI OA

3.14 TCCIA Stakeholders
On September 62019 the EV conducted a
interview with  TCCIA Management a
Stakeholdesin order to present an overview of the
Project and identify Partnership Opportuniti
betweenthe TCCIA and LGA that would support t
goals of the Project.

After summarizing the goals of the ProjedietEV
presented the Strategic Alignments between t

TCCIA and LGAThe LGAs want businesses -~
Photo 3: TCCIA Stakeholder Meeting
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officially register and pay taxes to the LGA. The TCCIA requires all members to be registered and
pay taxes to the LGA. The TCCIA also recruits new members and helps entrepreneurs to start
businesses, which leads to them becoming registered and payieg taxhe LGA. Therefore, it

is justified to assert that TCCIA Membership growth leads to LGA revenue gidvidgtdiscussion

laid the foundation for the futureliscussion®n Potential Partnerships.

The EV and TCCIxreEutiveOfficer expanded upon thexistingpartnershipsbetween the TCCIA
and the LGA. Thesgistingpartnershipsinclude the following:

Working together to improve economic growth of Mbeya

Partnering to improve business regulations

Partnering on strategic planning initiatives

Allowingthe TCCIA to provide business perspective on LGA policies

= =4 -4

Through two groups discussion composed of TCCIA and LGA repressnthéveV facilitated

the identification of PartnershipOpportunities betweerthe TCCIA and LGA. The opportunities
required caisideration of what the TCCIA can do to help the LGA achieve its goals and what the
LGA can do to help the TCCIA achieve its gddis. group discussion resulted in identifying 8
Partnership Opportunities.The PartnershipOpportunitiesincluded a summaryof the issue,
opportunity, consensus level, champion and next stepsme of these Partnership Opportunities

are beyond the scope of this project, so in order to ensure organizational progressrthaly
included a€xhibitD. The project relevant opportunities are also included within the proposed
recommendations and action plan

3.15 TCCIA NoActive Members

On September 102019 the EV and the TCCIA Secretary visited two businesaewéne Non
Active Members.These visits were completed in person at the business locatidmesulted in
the following wererelevant responses

1 They were introduced to Mbeya TCCIA chapter either through existamgbers or direct
visit by TCCIA staff.

1 Being a part of the collective business community was stated as the main reason for
joining the chamber.

1 The chamber held a meeting with the Indian Ambassador and it was a great opportunity
for hisbusiness to get access to a new market.

1 TCCIA Mbeya Chapter focusses too much on major industries and does not do enough to
support SMEs.

There were several tmmmendations on how the TCCIA Mbeya Chapter could improve their
services and possibly encourage them to become Active Members again. These
recommendations are listed below:

A Communicate on multiple mediuniike email, direct visit and social media

16



Provideassistance withiling taxes andsecuring a generddusinesdicense
Connect businesses through networking meetings

Make businesses aware of what TCCIA is damughas achieved

Help companies within sectors learn best practices

To T To o

These interview responsese anecdotal and not statistically significant. However, it is telling
that some of theeecommended activities from thdon-Active Membersverethe sameactivities
identified byActive Membersas being successfully completed by the chambhrs can bgartly

be attributed to the lack of effective marketing to existing chamber members.

3.2 TCCIiMembership Database Review
There were 3 separate Membership Database

. L. . Category # %
provided to the EV f(_)r reviem a Microsoft Word Members Listed 291 100%
docu_mer_lt format_Thls required the B convert [ =0 — - 333 8%
the files |_nto a Mlcr_osoft Excel document_ forma No Business Type Listed 140 29%
system_aﬂcally review, remove duplication an [N Address Listed 17 2%
consolldatg all databases into one_comprehen3| No Phone Number Listed 391 5%
Membership Database. After this processs [~ " 205 2%

complete a total of491 businessesverelisted in
the TCCIA Mbeya Membership Database. 7iic

data categories include: Business Name, Office&Charge, Business Type, Address, Phone
Number and Email. There were missing data poitm®ughout the databae which are
summarized in Table 1.

Table 1: Member Database Review

In addition, there were irregularities identified within the Phone Number data category. Some
entries had extra numbers or missing numbers. These anomalies would make it difficult to utilize
this Membership Databasto communicate with TCCIA Members via phone or through the

existing WhatsApp communicati@pplication Over8Fk: 2F (KS YSYOSNE f Aa

email address listed, which renders this communication appraagphificantlyineffective.

There were no data categories that would allovewsiness to b easily identified akaving a
Officerin-Charge that is &/omen, Youth or Person with Disabilitgaving this category would

be extremely beneficial because it would allow the TCCIA to target these businesses with
informationabout opportunities that become available from the L&AY/PWD FacilitationLoan
Program In addition, the lack of this category makes it very difficult to organize businesses that
could become part of a Youth Group within the TCCIA Mbeya Chapter.

There were also no data categories that identified the website or social media account
information of TCCIA members. Having this information would allow the TCCIA Mbeya Chapter
to have a coordinated social media communication strategy. Without having this information, a
coordinated social media communication strategy is not possible.
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The databaseR A Ry Qi KIF @S Ay TF2NXIF GA2Y | o62dzi G4KS aSyYo:
status of the business (Active or Ndtive). This makdbe databasea less effective tool to be
used for Membership Retention and Membership Management

3.3  Marketing Material Review

Mbeya TCCIE&hapterprovidedthree pieces of marketing material for review. Two were color
brochures and one was a twmage word documenSy G A Gf SR a{ dzOO0Saa { G2 NE
brochures are attached a@sxhibitE These brochures were very informative but lacked visual
appeal. They were entirely comprised of text, with minor background graphics. This a&ll ma
them less effective to capture and maintain the attention of their target audience. In addition,
all three marketing pieces weie hard copies, which limits their distribution to either direct mail

or at TCCIA attended events. This marketing medindhdistribution channel greatly limits the
ability of the TCCIA to effectively market their organization to existing and potential members.
Despite these limitations, the TCCIA Mbeya Chapter has ordered 1,000 marketing brochures and
has successfully deéved 95% of them at events and direct mail strategies. This level of
distribution demonstrates that the marketing material is reaching the hands of potential
customers, but there could be me more effective and less costly marketing strategies to
complimernt this effort.

The Membership Applicatidiormis only available inBlicrosoft Word document format. Online

or electronic submissions are not available under the current process. The Membership
Application collects information includingusiness name, business registration, business type,
business location, contact information via phone and email, website and Officer in Charge
contacts. It requires the applicant to select 1 out of 17 possible Membership Types that best
describestheir business. There is no explanation or definition of the various Membership Types,
which could be aletrimentto a businessuccessfullyompleting the Membership Application
form. This is especially true because Huknissionand annualfee is based upon th selected
membership type.

The Membership Fe8chedule isttached to the Membership Applicatidorm and delineates

the Admission and Annual Fee by Membership Type. Similar to the Membership Application
form, there is no definition of Membership Tgo there is a possibility for additional questions
that must be addressed prior #® businesgompleting the Membership Applicatidorm.

3.4  Comparative Analysis

The Comparative Analysis component of the Project will be completed and included within the
Final Report provided to thENGINHO at the conclusion of the Project. However, a summary
of the Comparative Analysis will be provided to the participating T@Etfional Chapters and
included as an addendum to their respective Project Reports.
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Chapter 4Membership Communicatiorand Marketing Documentation

41  Membership Subscription Process

The existing Membership Subscription Process is defined edesial/external activites, fees,
forms, documents and participation levels required for a business to become a paying member
of the TCCIA Mbeya Chapt&he Membership Subscription Processot currently documented.

After extensive discussions WItRCCIA leaders, Membership Subscription Procebtap was
created and ishown inExhibitF.

The Subscription Process requires the business to obtain the Membership Applitation
which can be done in the TCCIA Office, IAdEvents or through email. The business then
attempts to complete the Membership Applicatioform, but must speak with, email or visit
TCCIA to answer any questions. The business must #éithve to the TCCIA Mbeya Chapter
location during office hourto submit thecompletedMembership Applicatioriorm, email it to
TCCIA stafir deliver it to TCCIA staff at an everithe Member Applicant can submit payment
for the Admission and Annual Féy paying the monies in person at the TCCIA Mbeya Chapter
location or by directly depositing the funds in the bank account that is listed on the Member
Application.

After payment is received the TCCIA staff provides the business with a rddeipthersip
Certificateandthe constitution of the TCCIA Mbeya Chapt&his can be done in person or via
email. After completing the Member Application Process, the TCCIA staff enters the information
into the Membership Database.

42  Membership RecruitmentmBcess

The existing Membership Recruitment Processgenerally defined as all internal/external
activities, documented or undocumented processes, forms, documents and marketing materials
utilized by TCCIA Mbeya Chapter to recruit members into the orgamzaThe Membership
Recruitment Process is not currently documented isutomprised of multiple activities that are
completed by the TCCIA Executive Director 86€1/taff. These activities can be categorized

by the following strategies: Word of MdutCommunication, Event Advertisements, Building
Signage and Strategic Partnerships.

TheexistingWord of Mouth CommunicatioRecruitment 8ategy was identified by a majority

of the TCCIA Members during the Interview Discussion as the reason why theg jbim
chamber in the first place. This strategy relies primarily upon the TCCIA Executive Director and
the existing relationships that he has established throughout the greater Mbeya community. This
recruitment approach is one of the most effective sergies for chambers throughout the globe.
Marketing General Incorporated prepared a 2019 Membership Marketing Benchmarking Report
by surveying 935 chamber organizations from around the globe. According to the report, 69% of
survey respondents stated that ¢y get most of their new members through weof-mouth
recommendation and 62% stated they get them through enails.
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TheexistingEvent AdvertisemenRecruitment 8ategy consists of CCIA Statfommunicating

with TCCIA Members and Ndfembers about the advantages of attending TCCIA sponsored
events. These events are designed to provide businesses with networking opportunities,
educational training opportunities and opportunities to expand theursimess into other
markets. The advantages that businesses receive are communicated with the assertion that the
TCCIA Mbeya Chapter is the sponsor organization. This approach provotest@onnection
between business benefitnd membership in the TCAMbeya Chapter.

TheexistingBuilding SignagRecruitment 8ategy consists of having a centrally located office
within the MbeyaCentral Business Distritttat hasstreet signage visibl® both pedestrians and
vehicular traffic. This centralized lo¢en places the TCCIA Mbeya Chapter within close proximity
to many businesses, which allows them to stop in and discuss the services provided by the
chamber. Th significance of this recruitment strategy is based upon the fact that it is exclusive
andit provides a competitive advantage in engaging businesdd® rental cost of the office
location that provides this signage strategyisignificant amount of the TCCIA Mbeya Chapter
annualbudget.

The existing Strategic Partnership Recruitment Strayegonsists of the TCCIA Mbeya Chapter
having formal and informal relationships with organizations that provide them with direct
connections with businesse3.he most significant strategic partnership is with the Mbeya Local
Government Authorities. Thisapnership allows the TCCIA Mbe@hapterto discuss business
issues directly with the LGA arid collaborate indetermining beneficial modifications to
business regulation The TCCIA Mbeya Chapter then works to advertiseséhe@dvocacy
successeto the broader business community to encourage membership.

To compliment these Membership Recruitment Strategies, the TCCIA Mbeya Chapter created
multiple marketing brochures that are on display in their offices, distributed to businesses at
events and distributed directly to businesses at their base of operations.

43  Membership Retention Process

The Membership Retention Process is generally defined as all internal/external activities,
documented or undocumented processes, forms, documents and marketing materials utilized by
the TCCIA Mbeya Chapter to retain membate the organization. The Membership Retention
Process is not currently documentédt is comprised of multiple activities that are completed

by the TCCIA Executive Director and TCCIA Sthéfse activities include making direct phone
calls tomembersg K2 Kl @Sy Qi LI AR {KSA MNaldoyhyotzgheetingS Y 6 S NA
directly with businesses to encourage theorenew their Annual Membership. The third activity
includes meeting with businesses at special events and encouraging them to renew their
membership. There is no formal communication process throughout the year to encourage
Member Retention. It is primarily completed on a reactive basis and not proactive.

4.4  Documentation Validation
On September 112019 the Expert Volunteer held a Validation Meetingghich involved a
discus®on of the progress made with the project, valiga of the initial findings from the
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Documentation Review Activitiednterview Discussios and to initiatea dialogueon the
proposal recommendations and strategiesrfthe project. At the request from the ENGINE
Regional Representative, the Validation Meeting included individuals from the LGA Trade Office,
LGA Community Development Office and a representative from the Cooperatigeigtsss.

The purpose for including the Community Development Office and the Cooperative Associations
was because the Stakeholdénterviews had generated several opportunities that could be
advanced with the participation from these organizations. Hatrem as part of the Validation
Meeting allowed for there to be additional-tepth analysis and discussion on how to formalize
the implementation steps for some of those opportunities.

Chapter 5Recommendations for MembershjgCommunication and Marketig System

51  Membership Recruitment Strategy

There were 7Strategiesand 25 Action Steps identified that would improve the TCCIA
Membership Recruitment Strategyl.he overarching goal for the Membership Recruitment
Strategy is to increase the opportunity for the TCCIA to connect with and engage potential
members. A complee listing of the Strategies and Action Steps for Membership Recruitment
are provided ireExhibitGand are summarized below.

The first Membership Recruitment Strategy is basedtwant PartnershipsPartnering with the

LGA and other business stakeholder groups can lead to an increase in event attendance, event
revenue and TCCIA exposure to businesses. One specific eventgapveas identified during

the Member Stakeholder Interview Discussion. Including the Tr@de Officer (LGATOIN the
planning ofanupcomingtradefair will help to increase possible attendance and allow for more
coordinated event planning and eventesution.The LGATO can assist with marketing the event

on their communication channels and encourage businesses to attend the &ieoe events

have been identified as a significant opportunity to recruit members, having additional partners
to increase #tendance could directly benefit TCCIA Mbeya Chapter membership recruitment.

The second Membership Recruitment Strategy is baseldaia Sharing.Sharing data between

the TCCIA and LGATO will allow for both organizations to more effectively allocaiecessto
achieve theirrespectivegoals. Specifically, the TCCIA would be able to target the 6,294
businesses that have registered with the L@uing 2018 Ths will exponentially increase

¢/ / L! Q& gaindbakcess ith@ coitéct information fobusinessesn Mbeya. They could
then use these new business contacts to implement a targetarketing campaigto encourage
membership recruitment.The LGATO also needs business feedback in order to more effectively
review and modify business regulatiom$aving a clear process of sharing data will allow for the
TCCIA teotentiallyincrease members and provide the LGATO with needed business feedback
to implement more effective regulations.

The third Membership Recruitment Strategy is based on[thHe ! VAX\¥PWDFacilitation Loan
Program The W/Y/PWDacilitation loanis designed to provide low and no interest loans to
businessesvho have owners that are women, youth or persons with disabiliti€ee TCCI&
uniquely equipped to add value to the loan program, which incestiseir ability to recruit more
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members. Specifically, the TCCIA would like to become part of the LomwR&vmmittee, to

have TCCIA Members be given special consideration for loans, to provide capacity building and
training for loan recipients and to receive business informationl@an recipients. The
Community Development Officé€DQ manages theN/Y/PWD Program andndicated during

the Validation Meeting that they are having difficulty in identify businesses that could qualify for
the program This problentould be remedied with the help of the TCQWhile simultaneously
AYLINE @Ay 3 G KtSengagd new bOsineskes dnd reciui them as membEhere was

strong interest from theCDCto consider partnering with the TCCIA to better serve the W/Y/PWD
Facilitation Loan Programduring the Validation Meeting

The fourth Membership Recruitment Strategy is base@®evelopment Partner Integratiorfhe

FtF ENGINE Progra@omponent 2 and FtF Advancing Youth Program are the targeted
development partners for integration with the TCQieya Chapter The ENGINE @ponent

2 has registered approximately 15 BDSPs, which have in turn serviced more than 2,500 MSMEs.
Allowing the TCCIA to be introduced to and connected with the BDSPs and the [g&WVHtsby

this program would greatly increase tlie/ / Labil@y&o engaye new businesses amndcruit

them asmembers. In addition, BDSPs would become more valuableir clientsbecause they

would have theawareness oft / / L ! Qa thdiRhkey waNiars when serving MSMEs. The
ENGINE Component 2 Representative is duleel to meet with the TCCIliA October 20130

begin discussing how to more effective integrate the organizations.

The FtF Advancing Youth Program has a sophisticated communication network with their
Community Mobilizers and the Youth Serving Lendsgpaiationghroughoutmultiple Wards in

the Mbeya RegionEach YSLA has 15 to 25 youth owned small businesses and the Community
Mobilizers are influential actors within the youth communttyroughout the Mbeya Region.
Connecting the TCCMbeya Chaptewith these Community Mobilizer and YSLAs would increase
GKS ¢/ / L! engagd nevk hudinesses ar@l recruit themnasmbers In addition, the
businesses within the YSLAs would be able to take advantage of the services provided by the
chamber which will help to support the succesktbe Advancing Youth ProgranThe contact
information of the Community Mobilizers was proviléo the EV in order to initiate the
integration as part of this project.

The fifth Membership Recruitment Strategy is based on establishiviguth Committee The
TCCIA is desirous of establishing a Youth Committee becauseidl@mgnificant amounbf
youth and young entrepreneurs within the Mbeya Region. Targeting youth would allow for the
TCCIA to increase their membership recruitment, while making the organization more
sustainable in the long run. During the Membership Interview Meetingsagidentified that
having a Youth Committegould be a tremendous benefitecause/oung business ownecsuld

be mentored by senior business owners. This is already done by the BE@iAut could
significantlyincrease with the creation of a Youth Comted. In addition, the National TCCIA
has provided a Youth Development Policy that describes the goals, structure and framework that
should be used by regional TCCIA Chapters. policsy frameworkwill help the TCCIMbeya
Chapterto create the committeanore efficiently and effectively.
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The sixth Membership Recruitment Strategy is basedstategic Linkages It was identified
during the Interview Discussions that the TCCIA Member Recruitment and Revenue Generation
Strategies could be increased ifwere to become more linked to the multiple Cooperative
Associations within the Mbeya Region. This linkage benefit was evident when the Cooperative
Association Representative explained their need for Legislative AdvBeagdgesnd recognized

that the TCOAMbeya Chaptewas a strong leader in that area. The linkage benefit was increased
when the Cooperative Association Representative encouraged the TCCIA to attend their regular
meetings to showcase TCCIA Membership Benefits, encourage Membership Recruitment from
the bushess members of the Cooperative Association and saliemhbercompanies to purchase
Certificates of Origin from the TCCIMany of the Cooperative Association members require
Certificates of OriginAs the leading revenue stream for the TCCIA, haviogsacto the 2,779
additional businesses within the Cooperative Associations would greatly increase the revenue
potential for the TCCIA.

It is important to note that as a direct resul
from the Validation Meeting, the
Cooperative  Association Representati
brought one of the business members t
meet with the TCCIA to purchase

Certificate of Origin and submit a

Membership Applicatioriorm the following

day. This resulted in immediate revent §
generation by the TCCIA as a result of t
Project and is shown in Photo 4.

The seventh Membership Recruitment Strategy is basedndaostry Meetings The National
TCCIlALeadership andVlembership Maual & { | (iltSist important for TCCIA to explore
challenging policy issues which are relevant to all aspects of the business community. However,
work could be undertaken to explore the impact that those issues will have on one particular
sector. This codlthen be highlighted as part of a membership marketing campaign towards that
sectoré? Having businesses withimsimilar industy can provide valuable insight amarket
conditions and the regulatory environmenivhich will allowthe TCCIA Mbeya Chapttre
opportunity to showcase their services, increase membership and possibly generate additional
revenue. It is important to note that this strategy can only beameplished by utilizing the
updated Membership Dathase, which emphasizes the significance of having a Membership
Database that is accurate and complete information.

5.2  Membership Management Strategy

There were 6 Strategies and 18 Action Steps identifieat would improve the TCCIA
Membership Management. The overarching goal for the Membership Management Strategy is
to improve member retention, member subscription, data collection and streamline processes.
A complete listing of the Strategies and AatiSteps for Membership Management are provided

in ExhibitH and are summarized belowln addition, a Membership Management Manual is
provided that contains information on theecommendedSubscription Process, Data Collection
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Policies, Membership Application Forms and Membership Fee Schedules. The Membership
Management Manual is attacheds Exhibit | and is recommended to be adopted by TCCIA
Management in order to empower the TCCIA Mbeya Staff to implement the manual.

The first Membership Management Strategy is based/@mbershipDatabase UpgradesThe
National TCCIA Leadership and Memghip Manual statesit is of great importance that correct

and up to date information on each member is kept by TCCIA on a database. This information
should not only keep information of contacts but also financial details as well as information on
issues which have been discussed by the mem#¥eiThis insight became very clear during the
Membership Database Review Activity when there were three separate databased provided for
review with varying degrees of accuracy and completeness. After consolittaidgta sets into

one Membership Database, it is recommended that several additional fields be included in order
to make this document more relevant to membership management. These additional fields
include the following:

Business Website

All Social Media Accounts
TCCIA Committee Interest
Top Issues Discussed

Identification of W/Y/PWD
Industry

Membership Type
Membership Fee
Active/NontActive Status

= =4 4 4 A
= =4 —a -9

Having these additional datasets will allow the TCCIA Mbeyat€ttapave targeted marketing
campaigns, increased access to members news, improved revenue forecasting, more efficient
membership retention efforts, improved succession planning and more strategic membership
insight to create policies and program8n Udated Membership Database has been provided

to the TCCIA Mbeya Chapter as part of the Project.

The second Membership Management Strategy is baseMembershipSubscription Process
Improvements Specifically, itis recommended that the TCCIA Mbeya €haplize an upgraded
Membership Application Form that captures additional information and is web based. The
upgraded form will have all the relevant information required to populate the updated
Membership Database. By including this information onNfembership Application Form, the
TCCIA Staff will be able to more accurately maintain member information from the beginning of
their membership tenure. This will increase the usability and relevance of the updated
Membership Database. In addition, wheretfCCIA Mbeya Chapter establishes a website, it is
recommended that the Membership Application Form be prominently posted and able to be
completed and submitted directly through the website. This will reduce the time and energy
required for a business tsubmit a Membership Applicaticiorm and improve the application
collection process for TCCIA Stafh Updated Membership Application Form as been provided
to the TCCIA Mbeya Chapter as part of the Project.

The third Membership Management Strategy is based eadership OutreachSpecifically, it is
recommended thateach member ofthe Management Board of the TCCIA Mbeya Chapter
commit to connecting with 20 NeActive Members. These connections can significantly benefit
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the chamber because it will generate valuable information that is keeping thoseAlive
Members from becomingdive. It will also allow for chamber leadership to personally interact
with the business, reinforce its commitment to working to benefit the business and provide an
opportunity for the business to reinstate its membership. During both Membership Ietervi
Discussion, it was mentioned by all categories of membership that their awareness and
involvement in the TCCIA Mbeya Chapter was due in part because of a meeting with an existing
member. The impact of this leadership outreach will be greater becaisbeing conducted by

a member of the Management Board, which indicates a level of organizational signifidénce.
the 7-member Management Board met with 20 Néwctive Members per year for two years, it
would equal more than double the current size o€ thCCIA Mbeya Chapter membership size.

The fourth Membership Management Strategy is basedStaff Outreach. Specifically, it is
recommended that the TCCIA Staff commit to connecting thigf20 Largest Active Members of

the TCCIA Mbeya Chapter. Thisvaéso encouraged within the National TCCIA Leadership and
Membership Manuaf. Connecting with the largest members will provide the chamber with
important information that can be used to provide additional programming or adjust advocacy
priorities. As darge member of the chamber, their needs should be proactively addressed in
order to retain their membership. In addition, it would be beneficial for the chamber to express
AbGa LIWNBOAFGAZ2Y YR ¢2N)] G2 Ay ONBilmesbeshipS 0 dza ’
helps to increase the legitimacy and significance of the chamber as well, which reinforces the
importance of accomplishing this strategihere will be a cost of directly visiting with these
members, but this expense is justified if it pelto retain the 20 Largest Active Members within
the TCCIA Mbeya Chapter.

The fifth Membership Management Strategy is based ManActive Member Surveys
Specifically, it is recommended that the TCCIA Staff commit to surveying alldilea Members,

except for those identified to meet with the TCCIA Management Board under the previously
mentioned strategy. This survey is also encouraged within the National TCCIA Leadership and
Membership Manua?. After extensive discussions with TCCIA Staff and oslineey research,

a computer software called WhatsHash was identified as a viaplien for adigital survey
platform. WhatsHash is a free computer software that allows users the ability to&bnrdf

survey to individuals that have a WhatsApp accdumZhatsApp is a free and commonly used
digital communication platform that only requires a phone number to participa&ence the
TCCIA Mbeya Chapter captures a phone number within their Membership Datdbiasks, a
completely free and significantly effective survey option for Marive Members.The proposed

survey questia is proposed to be designed to capture whatsces the NorActive Members

most require from the TCCIA Mbeya Chapter. Once these services are identified, it is
recommended that the chamber establish a strategy to ramp up those services and create a
communication plan about the strategy for both Aetiand NorActive Memberslt is important

to note that this strategy can only be accomplished by utilizing upbdated Membership
Database, which emphasizes the significance of having a Membership Database that is accurate
and complete information.
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Thesixth Membership Management Strategy is based @uatomer Relationship Management
(CRM) An effective CRM System requires an easy to use data intake model that allows for
consistent data collection. To satisfy this requirement, the EV created a Gfiutisit will allow

any TCCIA Staff or Management to systematically interview members and collect relevant
information that is easily integrated into the Updated Membership Database. This CRM Sheet is
recommended to be used by all parties that interviewoonnect with TCCIA Mbeya Chapter
Members. If utilized, the information collected during member interviews can easily be entered
into the Updated Membership Database and used to implement various policy and
communication strategies. An CRM Sheset bea provided to the TCCIA Mbeya Chapter as part

of the Project.

5.3  Membership Marketing & Communication Strategy

There were 6 Strategies and 15 Action Steps identified that would improve the TCCIA
Membership Marketing and Communication Strategy. The aehmag goal for the Membership
Marketing and Communication Strategy is to dramatically increase awareness of TCCIA to Target
Audiences. A complete listing of the Strategies and Action Steps for Membership Marketing &
Communication are provideid ExhibitJand are summarized below.

The first Marketing & Communication Strategy is base&ocial Media It is recommended that

the TCCIA Mbeya Chapter establish social media accounts for Facebook, Instagram, Twitter and

. 2dz¢ dzo S @ 91 OK 2F (KSasS a20Alf YSRALF LI GF2NY
to communicate with and learn from its embership at no financial cost. The Updated
Membership Database, Updated Membership Application Form and the CRM Stadletvator

the collection of social media account information from chamber members. It is essential to

utilize these new tools in der to effectively implement this strategy.

As a direct result of the

Membership Interview Discussion Instagram » O o
an Active Member volunteered tc = ——

champion this marketing anc Ve g 9“ m‘ o

communication strategy.  This B | e "

Active Member has already T e i e b of e
created an Instagram Account fo wtciacom

the TCCIA Mbeya Chapter ¢ —
evidence by Photo 5 below. He | '
also in the process of establishin
the others. This is significan
progress that has already bee!
made since the Project began. Tt
Active Member that has taken the
initiative will be utilizedto help

spear head all aspects of this Social Media Strategy.
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It is not enough to simply have a social media account, there needs to be a coordinated and
systematically implemented communication strategy to make it successtsl.such, the EV
facilitated the creation of a Digital Media Strategy from a marketing firm based in Columbus,
Ohio. JPRC is a digital media company that provides social media, public relations and
communication strategy services to clients throughout theited States of America. Per the
request of the EV, JPRC prepared a comprehensive Digital Media Strategy for each of the targeted
social media platforms identified for this strategy. A copy of the Digital Medial Strategy is
attached asExhibitK This strategy documergrovidestactics, communication frequencies,
metricsand best practices that can be utilized for eachiglomedia platform.By leveraging this
information, the TCCIA Mbeya Chapter should be ablesffectively use social media to
significantly increase communication amongst members and improve their brand awareness
within the Mbeya business community.

The second Marketing & Communication Strategy is based u@omanunication CalendarAs
previousy mentioned, having the means to communicate is the first step. kigpthow to
communicate is equally important to a successful strategy. Therefore, the EV prepared an 8
Week Communication Calendar that will allow the TCCIA Mbeya Chapter to succegsfihbe
implementation of their new social media communication syst@ime 8Week Communication
Calendar is attacheds ExhibitL. This digital communication calendar accounts for each social
media platform and lays out commugaition content for eaclweek over an 8Week period of

time. The communication content was determined based upon discussions of upcoming events,
proposed actionshat are recommendeda be implemented by the chamber as result of this
Project and various comunication strategies outlined later in thigroject Rport. By following

this calendar, the TCCIA Mbeya Chapter will be able to successfully communicate about their new
social media communication strategy, advertise about upcoming events, encourage msimbe

join the Youth Committee, highlignt chamber services sinowcase members in order to build
more brand awarenessThis will significantly increase marketing and communication without
any financial costlt is important to note that thistrategy can only be successfully accomplished

by utilizing the Updated Membership Database, which emphasizes the significance of having a
Membership Database that is accurate and complete information.

The third Marketing & Communication Strategy is basgdn aWebsite. The chamber is
currently in the process of creating a website. However, the website igati@stablished and
therefore can be positioned to take advantage of the recommendatfmesentedwithin this
Project Report. Specifically, it isecommended that the chamber utilize an already existing
website development software because it will significantly reduce the time, energy and resources
required to establish a website. Two website development software companies were provided
(www.wix.comandwww.squarespace.cojrto the chamber with associated pricing information.
There is a financial expense to hate website hosted, but it is critically important to have a
online presence if there is a goal of increasing membership and communication.

The fourth Marketing & Communication Strategy is based ugpdated Marketing Materials
The existing marketing materials, shown in ExHiptarget a general audience drcan primarily
be distributed in person. This reduces the effectiveness of marketing to tdgetiences over
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multiple communication platforms.By using Updated Marketing Materials, the chamber can
target specific member audiences with more relevantlampactful information that will result

in higher member satisfaction and participation in chamber activities. It is recommended that
one marketing collateral piece, no more than 1 page, for each chamber service be created in a
format that is able to belistributed electronicallyand manually The existing chamber services
include the following: Government Advocacy, Capacity Building, Access to Finance, Access to
Markets and a Business Information Centre. These services could and should be evalseded ba
upon the information collected from the recommended Leadership Outreach, Staff Outreach and
NonActive Member Survey.The expense associated with this strategy would include the
utilization of a graphic designer who can effectively take the service description and content
provided by the chamber and transform it into a visually appealing and informative document.
There wauld also be a printing cost for the Updated Marketing Materials that will be distributed
manually through events, visits and within the Membership Pack.

The fifth Marketing & Communication Strategy is based upllembership PackA Membership

Pack isimply a packet of information that is provided to new members in order to make them

more aware of the chamber. The National TCCIA Leadership and Membership Manual states that

| Mémbership Pack will be of paramount importance as it is a tool that cankeé& KS ¢/ / L ! ¢
membership informed of what TCCIA can offer. To devel@glA Membership Pa@s part of

the drive to recruit new members and to retain the current memberstfig\ccording to the
documented Subscription Process outlined in ExHibithe dvamber currently provides new

members with a Membership Certificate, Admission Fee Receipt and the Rules/Regulations of

the TCCIA Mbeya Chapter. There is no information about the Legislative Priorities, Services,
Upcoming Training/Event Schedule or Oppoities for Membership Involvement. By not
providing this information to new members, the chamber is missing out on a great opportunity

G2 aKIFILIS GKFEG YSYoSNRa GGNI2SOG2NER YR aldaAra¥l
above referenced inforetion, a member will receive a walksigned Membership Pack that will

give them a key reference point for all the major services, activities and opportunities provided

by the chamber. An effective Membership Pack will increase organizational relevancy,
membership participation and loRgerm sustainability.

The sixth Marketing & Communication Strategy is based ugembershipCommunication
Strategies The Social Media Strategy and Communication Calendar is the means by which to
communicate to TCCIMembers, but the content of those communications is just as important

to organizational success. The following Member Communications Strategies are recommended
to be implemented by TCCIA Mbeya Chapter.

1 Member of the Month TCClAhouldhighlight oneMember on the Website and all Social
Media Platformgper month The content for this strategy should include the following:
Business Name, Contact Person, Communication Channels, Photo of Business or Contact
Person, Brief Business Summary and PersontdrSéant.

1 New Member RecognitionTCCIAhouldhighlight every new business that becomes a
TCCIA Member on the Website and all Social Media Platforms. The content for this
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strategy should include the following: Business Name, Contact Person, Communication
Channels, Photo of the Business Contact, Brief Business Summary and the reason why
they joined the TCCIA Chamber.

1 TCCIA Service HighlighiCClAhouldhighlight one Service they provide on a monthly
basis. This should be a recurring communication sgjaien the Website and all Social
Media Platforms. The content for this strategy should include the following: Photo of the
Updated MarketingMaterial, Brief Service Summary, Explanation of how members can
use the service and a Testimonial from a TCCIA béenvho has used the service.

1 Certificate of Origin Spotlight TCClAshould highlight a business who has received a
Certificate of Origin on the Website and all Social Media Platforms. The content for this
strategy should include the following: Busindéame, Photo of the Business Contact,
Brief Service Summary, Explanation of how members can use the service.

1 Legislative Advocacy AgenddCClAhouldhighlight the current Legislative Advocacy
Agenda they are pursuing with the LGA. This should be proiynplaced on the
Website and referenced on the Social Media Platforms. The content for this strategy
should include a brief summary of the issues being advocated, the advocacy process, how
members could contribute and any relevant meeting information.

1 Legislative Advocacy Success Storié€ClAshould highlight all Legislative Advocacy
Success Stories on the Website and all Social Media Platforms. The content for this
strategyshouldinclude a brief summary of the issue, the solution and the benefis th
local businesses will receive.

Implementing these Membership Communication Strategies will work to increase member
satisfaction, build brand awareness and establish a sense of exclusivity about the chamber that
should lead to increaseshiembership interest from NoiMiembers.

5.4  RevenudsenerationStrategy

There were 5 Strategies and 16 Action Steps identified that would improve the TCCIA Revenue
Collection Strategy. The overarching goal for the Revenue Collection Strategy is to expand
existing revenue streams, while identifying and aggressively pursuing new revenue
opportunities. A complete listing of the Strategies and Action Steps for Revenue Generation are
provided inExhibitM and are summarized below.

The first Revenue Generation Strategy is base@ertificates of OriginCertificates of Origin are

sold by chambers to businesses who want to export their products from Tanzania. They
represented over 90% allthe revenue collected by the TC@llheya Chapter in 201&xcluding
revenues from a Special ProjécfThis makes it essential that the TCCIA Mbeya Chapter fortify
and build upon this revenue stream for lotgym financial sustainability. The target market for
Certificates of Origin are pnarily agricultural producers or light manufacturing firms. Identifying
these businesses and then specifically targeting them with effective communication and
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marketing materials is the most effective approach to fortify and build on this revenue stream.
The Strategic Linkages approach to Membership Recruitment identified that Cooperative
Associations are comprised of thousands of businesses with many of them needing Certificates
of Origin for their products. This is one identifiable low hanging fhat should be capitalized

on by the chamber. The Validation Meeting initiated the linkage, which was already provided a
financial return as identified in Photo 4 above. Leveraging the legislative advocacy need of the
Cooperative Associations creates agéle opportunity for the chamber to increase their sales

of Certificates of Origin and member recruitment possibilities.

The second Revenue Generation Strategy is based upon puiBaugopment Partner Grants
Specifically, it is recommended thidste TCCIA Mbeya Chapter consider applying for a grant from
the FtF Advancing Youth Program as part of its effort to establish a Youth Committee. The grant
program is designed to increase income growth for youth; increase leadership and civic
engagement foyouth; and improve life skills for youth. The tenants of the TCCIA Mbeya Youth
Committee are very similar and are significantly aligned with helping youth with income growth,
leadership, civic engagement and life skills. After discussion with the gidgaviouth Program
WSLINBaSyidlIdA@S Fto2dzi GKS OKIYoSNRa ,2dziK /2YY
possible project concepts. With the moment created by this Project, it is recommended that the
chamber meet with program representatives in thigort term in order tagather insights on how

to establish a Youth Committee whose goals and administration qualify for funding from the FtF
Advancing Youth Program.

The third Revenue Generation Strategy is based upon pursspansorships Events and
Meetings accounted for 40% of the total expenses incurred by the TCCIA Mbeya Chapter
according to their 2018 Audited Financial Stateménktaving a sponsorship stratggvould help

to reduce expenses and thereby generate more revenue from these events and meetings.
Securing event sponsors is the easiest and most effective way to reduce cost and increase
revenue. Many businesses, including members, have a need to asvémBir products. The

size and scale of the events and trainings provided by the chamber represent a significant
opportunity for those businesses. The first step is to establish a sponsorship revenue goal that is
realistic and can increase revenue arfln. RAYAYAaK (GKS F LIISFNFyOS 27
event. Understanding the financial goal, the chamber should formulate a sponsorship package
that provides details on what the sponsors will get if they participate. Stansjaodsorship
packages irode event naming rights, event speeches and marketing collateral signage.
Sponsorship interest can be collected from the upcoming trade fair and during the future
outreach recommended by this Project Report.

The fourth Revenue Generation Strategy isdshsipon aMember Referral Program t is
recommended that the TCCIA Mbeya Chapter implement a Member Referral Program that
encourages Active Members to recruit new members in order to receive a reduction in their
Annual Dues. This can represent a sigaift opportunity for businesses who want to participate

Ay (GKS OKFYOSNE o0dzi R2y Qi KIFI @S adzZFFAOASY(d NB3
ability to reduce your chamber membership expenses will transfer member recruitment
responsibilities from dely the chamber staff to the entire business membership. It should be
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membership revenues. The target goal should be for a 5 to 1 new revenue to fee waiwer rat

This will ensure that the chamber receives sufficient revenue compared to fee waivers. However,

if that revenue to fee waiver ratio is not effective, it should beskaluated in the future to see

if it should be modified in order to be more effeaiv

5.5  Action Plan and Implementation Strategy

For each recommended strategy, thereais Action Plan that identifies a Strategy Champion,
Action Steps, Timeframe and Implementation Cost. Each of the Strategies were referenced
above and their corresponding Action Plans attached as an Exhibit to this Project Report. It is
important to notethat after extensive discussion with TCCIA Staff, it was determined that the
Timeframe element of the Action Plan would be best completed based upon an internal
discussion between TCCIA Management and TCCIA Staff.

Considering that there are 74 specifictions identified to complete these strategies, the EV
agreed that additional deliberation and prioritization was required by the chamber to effectively
implement the recommendations from this Project Repoitherefore the functional format of

the straegyand supporting documentatiowas designed by the EV to be adaptable in order to
suit the evolving needs of the TCCIA Mbeya Chapliee complete list of documents prepared
and provided by the Ed the chamberas part of this Project is attached BzhibitN.

Chapter 6:Capacity Building Activities

6.1 ChambemManagement Training

On September 13019 the EV conducte@ Capacity Building Meeting with the TCCIA Mbeya
Chapter Management Team. This meeting allowed for interactive dialogue and discussion about
how to effectively implement the recommended Strategies and their corresponding Action Plans.
Specific attentionwas provided to the Action Plans that required direct involvement from
Management or required Management approval for effective implementation. As a result,
significant time was spent on the Membership Recruitment and Marketing & Communication
Strategies.

At the conclusion of the meeting, it was determined that the TCCIA Staff would coamgile
summarizeall the information provided, includinipe final recommendations within the Project
Report, and get approval from the TCCIA Management to begin ingpitang the more
significant strategic recommendations. Many of the other recommendations can be
administratively completed or are already in the process of being implemented.
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ExhibitB: TCCIA Mbeya Organizational Chart

_TCCIA MBEYA REGIONAL EXECUTIVE MEMBERS
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]
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ExhibitC TCCIA Document List

Mbeya Organizational Documents
Doc # Category Document Type Exist Collected Hard Copy Electronic
1 Administrative Travel and Petty Cash Request Form X X X
2 Administrative Payment Voucher Form X X X
3 Administrative Certificate of Origin Invoice X X X
4 Administrative Mbeya District Business Council Roster X X X
5 Administrative Mbeya Regional Business Council Roster X X X
6 Administrative lob Description Executive Officer X X X
7 Administrative lob Description Secretary X X X
8 Audit 2019 Best Dialogue Program Audit X X X
9 Audit 2018 Best Dialogue Program Audit X X X
10 Audit 2019 TCCIA Audit Report. X X X
11 Contracts Contractual Obligations X X X
12 Corporate Strategic Plan X X X
13 Corporate Mational TCCIA Strategic Plan X X X
14 Corporate Youth Committee Policy X X X
15 Corporate Articles of Incorporation X X X
16 Corporate Board Roster / Profile X X X
17 Corporate Tax ldentification X X X
18 Finance Bank Reconciliation Statement X X X
19 Finance 2018 Financials X X X
20 Finance 2017 Financials X X X
21 Marketing List of Services X X X X
22 Marketing Marketing Material #1 X X X
23 Marketing Marketing Material #2 X X X
24 Marketing Marketing Material #4 X X X
25 Marketing Marketing Material 3 X X X X
26 Membership Fee Schedule X X X
27 Membership Fee Schedule Recommended Changes X X X
28 Membership Initial Membership Database X X X
29 Membership Historic Membership Database X X X
30 Membership 2018 New Member Database X X X
31 Membership Member Applications X X X
32 Membership Membership Certificate X X X
33 Operations Mational Corporate Social Responsibility X X X
34 Operations National Financial Manual X X X
35 Operations Mational Human Resource Manual X X X
36 Operations National Membership Manual X X X
37 Operations Mational Operational Manual X X X
38 Reports Best Dialogue: Improving Business Environment X X X
39 Reports Expert Volunteer: Organizational Assessment X X X
40 Reports Expert Volunteer: Organizational Assessment Summary X X X
41 Reports Expert Volunteer: TCCIA SWOT Charts ¥ ¥ X
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ExhibitD: Partnership Opportunities between the TCCIA and LGA
1) Issue Council Meeting Dates and Agendas are not consistently publicized, which can lead
to laws that negatively impact TCCIA members.

a. Opportunity.: The LGA could notify the TCCIA of upcoming Council Meeting Dates
and Agendas in order to allow the TCCIA tegdhe business perspective about
items being reviewed by City Council.

I. Consensus Levelhere was consensus between the LGA and TCCIA.
1. ChampionLGAT@nd TCCIA CEO
a. Next Step LGATOwill email the TCCIA CEO the list of
upcoming Council Meeting Dates and Agendagwill get
a communication process in place to ensure the TCCIA is
informed of all upcoming Council Meeting information.

2) Issue The LGA Trade Office proactively works teate and/or change business
regulations that impact TCCIA members. However, the TCCIA is not always involved
during the deliberations to create and/or change those business regulations, which can
negatively impact TCCIA members.

a. Opportunity: The LGA coulohclude the TCCIA in the deliberations of modifying
business regulations prior to them becoming an item on the Council Agenda.
I. Consensus Levdlleed more dialogue to finalize.
1. ChampionTCCIA CEO
a. Next Step TCCIA CEO will providesummaryto the City
Directoranddiscusghis Partnership Opportunity.

3) Issue The TCCIA believes that organizing and executing Trade Fair Shows would be more
effective if theLGAT@an participate. Currently only tHeTQparticipates in that process.
a. Opportunity: TheLGAT@ould receive authorization to participate in the planning
and execution on the TCCIA sponsored Trade Fair Show.
I. Consensus Levelhere was consensus between the LGA and TCCIA.
1. Champion TCCIA CERQTO and LGATO

a. Next Step TCCIA CEO will inforthe RTOand invite the

LGATQ@o meetings for the Trade Fair Show later this year.

4) Issue If the LGA were to hold events for businesses without having the TCCIA patrticipate,

the TCCIA misses an opportunity to solicit new members.

a. Opportunity.: TheLGATrade Office, or other appropriate LGA Department, could
inform and invite the TCCIA to the business event.

i. Consensus Leverhere was consensus between the LGA and TCCIA.
1. ChampionLGATO
a. Next Step LGA will communicate to the TCCIA about
upcomingbusiness events.

5) Issue The LGA administersVdl/Y/PWDLoan Program. The TCCIA is not involved with
this program, which limits their ability to help businesses.
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a. Opportunity: The LGA could give TCCIA Members precedence for loans and the
LGA could allow #n TCCIA to become part of the Loan Committee. In addition,
the TCCIA could be used to provide technical assistance to loan applicants and
loan recipients, which would increase the probability of a successful loan program.

I. Consensus Levdlleed more dialoge to finalize.
1. ChampionCommunity Development Office and City Trade Office
a. Next Step TCCIA should send a letter to the Community
Development Office to request a meeting to discuss this
proposal and how it can benefit the loan program.

6) Issue The LGA gisters businesses continuously, but those new businesses are not aware
of the TCCIA and the benefits that the TCCIA can provide them.
a. Opportunity. The LGA could share the information of new business registrants
with the TCCIA to allow the TCCIA to matkeghem and increase membership.
I. Consensus Levelhere was consensus between the LGA and TCCIA.
1. ChampionCity Trade Office
a. Next Step TCCIA should send a letter to the City Trade
Office to formally request the information. The Trade Office
will then respond and send the data to the TCCIA. This
should be done on a regular basis in order to ensure the
TCCIA is up to date on new businesses within the region.

7) Issu¢Y ¢KSNB INB Ylyeée odzarySaasSa oK2 OK2asS y2.
be complance with the tax system within Mbeya.
a. Opportunity: The TCCIA could set up training sessions to encolragjeesses
pay taxes and provide them with information to help them become tax compliant.
I. Consensus Levelhere was consensus between the LGA andA.CC
1. ChampionTCCIA CEO
a. Next Step The TCCIA will evaluate how this can be done on
a consistent basis. Currently, the TCCIA does this
periodically with outside consultants.

8) Issue The LGA lacks sufficient information about local businesses in order to effectively
evaluate and modify busess regulations.
a. Opportunity: The TCCIA could collect and provide business information to the LGA
to aid in modifying regulations and policy reforms.
I. Consensus Levelhere was consensus between the LGA and TCCIA.
1. Champion TCCIA CEd LGATO
a. Next Step The TCCIA andGATQwill setup a meeting to
discuss what business informatidghat is needed by the
LGA. They will establish a regular communication process
to collect and disseminate information requested by the
City Trade Office.
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TCCIA GROWS YOUR
BUSINESS -

* TCCIA is the Sole Provider of
Certificates of Origin, Assisting
Business Reduce Export Tax under
EAC, SADC, and AGOA

* Business Information Center Facilitates
Access to Finance and Markets

» Business Networking Events

* Lobbying and Advocacy with
Government and Regulatory Agencies

¢ Education, Training, and Workshops
» Mediation and Arbitration Services

* Local and National Marketing and
Promotion

* Investment Opportunities
* Expand Women and Youth Business

ExhibitE TCCIA Mbga Chapter Marketing Brochure

TCCIA Mbeya record of
success contributing to

business progress

* Reduction in the National VAT tax from 20% to
18% with a successful lobbying campaign

« Annual Vehicle Registration Fees were
eliminated, promoting capital investment &
improving trade

. Waiv?tgoﬂarmprodtmcessfot

consignments weighing up to 1,000 kgs when
transported from the farm

* Removal of 17 produce gates & barriers from
Tunduma to Dar es Salaam

« Trade Fairs organized, expanding agncuitural
and commercial access to regional markets
(EAC and SADC)

Why | joined the TCCIA
Mbeya chapter

“TCCIA 15 a mentor to my business and helped
me in networking with potential customers,
accessing financial services and general business
consultancy.” Elizabeth Mwakatobe, Mbeya
Knitwear Company Limited (Member, TCCIA
Mbeya)

“TCCIA helped me participate in the International
Agro-machinery Expo in Jinan, China during
March 2018 where | identified the best machinery
for nce processing at factory prices. TCCIA also
facintated my attendance at the Tanzania National
Business Council meeting in early 2018, | had

a rare opportunity to talk with the President of
Tanzania about problems facing agro-processors
n the Mbeya region.” Raphael Ndelwa, Director,
Rapha Group Limited (Member, TCCIA Mbeya)

TCCIA Mbeya Regional Chamber
Lupa Way/Market Square Street

(next to TANESCO Billing Building)
P.O. Box 882, Mbeya, Tanzania
Phone: +255 767 770877, 767 346793

E-mail: tcciambeya@yahoo.com
Website: www.tccia.com

Growing Business Profitability in Mbeya
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ExhibitFE Current Membership Subscription Process

Current Subscription Process

Step

Business

Chamber

Obtains the Membership Form from a TCCIA visit,
email, event or TCCIA Office

Attempts to Complete Membership Form

Speaks with, Emails or Visits Chamber Staff to
confirm proper completion of Membership Form
Travels to TCCIA Mbeya Office during Office Hours
to submit Membership Form or Emails
Membership Form to Chamber Staff

Submits Completed Membership Form to
Chamber Staff at TCCIA Office or submits
Completed Membership Form online

Submits Payment of Admission and Annual Fee to
Chamber Staff at TCCIA Office or submits directly
to Financial Institution identified on Member
Application

Accepts Receipt of Payment in person or through
email

Accepts Chamber Member Certificate in person or
through email

Distributes Membership Form through a
TCCIA visit, email, event and at TCCIA Office

Speaks with or Emails Business to answer
questions on Membership Form

Works during Office Hours and Regularly
reviews incoming emails

Certifies receipt of Membership Form in
person or through email

Accepts Payment in Person or is notified by
the Bank of the Payment that was made

Provides Reciept of Payment in person or
through email

Provides Chamber Member Certificate and
Organization Rules/Regulations in person or
through email

Inputs membership information into
Membership Database

Membership Form, Admission Fees and Membership Fees are reviewed and updated each year.
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ExhibitG: Membership Recruitment Action Plan
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