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Executive Summary 

 

The Tanzania ENGINE Program is a USAID-funded FtF Tanzania activity that aims to streamline 
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.  Tanzania Chamber of Commerce, Industry and Agriculture (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 membership and 

financial resources to support its mission. Therefore, the Membership Management Project was 

established ǘƻ ŘƻŎǳƳŜƴǘ ŀƴŘ ƛƳǇǊƻǾŜ ¢//L! aōŜȅŀ /ƘŀǇǘŜǊΩǎ ƳŜƳōŜǊǎƘƛǇ ǊŜŎǊǳƛǘƳŜƴǘΣ 

retention strategies and marketing strategies.  This work will also be linked with feasible revenue 

ŎƻƭƭŜŎǘƛƻƴ ǎǘǊŀǘŜƎƛŜǎ ǘƘŀǘ ǿƻǳƭŘ ƛƴŎǊŜŀǎŜ ¢//L! aōŜȅŀ /ƘŀǇǘŜǊΩǎ ŦƛƴŀƴŎƛŀƭ Ǉƻǎƛǘƛƻƴ ŀǎ ǿŜƭƭ ŀǎ 

increase member services.  

 

Over a 12-day period, an Expert Volunteer worked to complete the Membership Management 

Project by reviewing TCCIA Mbeya Chapter documents and collaborating with TCCIA Mbeya 

Chapter Management and Staff, multiple LGA Representatives, TCCIA Mbeya Active, Non-Active 

and Non-Members and the ENGINE Regional Representative.  This Project Report provides the 

detailed analysis, conclusions and recommendations from the Project.  The recommendations 

for Membership Recruitment, Membership Management, Marketing & Communication and 

Revenue Generation are summarized below. 

 

There were 7 Strategies and 25 Action Steps identified that 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: Partnering for Events, Sharing Data, Participating in the 

W/Y/PWD Facilitation Loan Program, Integrating with Development Partners, Establishing a 

Youth Committee, Creating Linkages with Stakeholders and Conducting Industry Meetings. 

 

There were 6 Strategies and 18 Action 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 include: Updating the Membership Database, Improving the Subscription 

Process, TCCIA Management Connecting with Non-Active Members, TCCIA Staff Connecting with 

¢//L! aōŜȅŀ /ƘŀǇǘŜǊΩǎ [ŀǊƎŜǎǘ aŜƳōŜǊǎΣ {ǳǊǾŜȅƛƴƎ bƻƴ-Active Members and Utilizing a 

Customer Relationship 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 dramatically increase awareness of TCCIA to Target 

Audiences.  These strategies include: Establishing Social Media Accounts, Implementing a 

Communication Calendar, Creating a Website, Designing Marketing Collateral, Providing a 

Membership Pack for New Members and Utilizing 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, while identifying 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 strategy, there is a detailed Action Plan that identifies the Champion, Implementation 

Steps, Timeframe and Financial Cost.  It is recommended that the Action Plan be utilized to ensure 

successful implementation. 

 

In conclusion, this Project Report provides the TCCIA Mbeya 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 implementation.   
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Chapter 1: Program and Project Background 
 

1.1 Program Overview 
Pursuant to Leader-with-Associate Cooperative Agreement No. EEM-A-00-04-00002-00, 
Associate Cooperative Agreement No. AID-621-LA-16-00002, IESC is the prime implementer of 
the FtF Tanzania ENGINE Program.  The period of performance for the award is September 1, 
2016 ς August 31, 2020.    
 
IESC is the lead implementer of ENGINE, joined by sub-awardees, ICMA, MEDA and Diligent 
/ƻƴǎǳƭǘƛƴƎ [ƛƳƛǘŜŘΦ  ¦ƴŘŜǊ ǘƘƛǎ !ƎǊŜŜƳŜƴǘΣ L9{/ ǇǊƛƳŀǊƛƭȅ ŎƻƴǘǊƛōǳǘŜǎ ǘƻǿŀǊŘǎ ¦{!L5Ωǎ 
Development Objective 2: Inclusive broad-based economic growth sustained, with supporting 
contributions to Development Objective 1: Women and Youth Empowerment and Development 
Objective 3: Effective Democratic Governance.   
 
The Tanzania ENGINE Program is a USAID-funded FtF Tanzania activity that aims to streamline 
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. 

 
ENGINE works at the LGA level, using a broad-based approach to engage with council-level LGAs, 
ǇǊƛǾŀǘŜ ǎŜŎǘƻǊ ŀǎǎƻŎƛŀǘƛƻƴǎΣ .5{tǎΣ CLǎ ŀƴŘ {a9ǎΦ ¢ƘŜ ǇǊƻƎǊŀƳΩǎ ŀŎǘƛǾƛǘƛŜǎ ŀǊŜ ŘƛǾƛŘŜŘ ƛƴǘƻ ǘƘǊŜŜ 
main components: 
 

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

 
2. Equip businesses for growth. Strengthen SME capacity and foster the growth and 

capacity of a sustainable market for business development services (BDS) in Tanzania. 
 
3. Access to finance for growth. Broaden access to finance for SMEs in all sectors, 

especially women and youth entrepreneurs and those working within agricultural 
value chains (excluding primary producers), to facilitate 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 matters related to commerce, 
industry and agriculture development. The TCCIA is a member-based organization for the private 
sector which has offices in all regions of Tanzania Mainland.  All Regional chambers are semiς
autonomous and their overall objectives are:  
 

a) To unite all members of the business community in the respective region. 
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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 highest standards 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 and non-members 
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 business community.  

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

iii. ¢ƻ ƭƛƴƪ ƛǘǎ ƳŜƳōŜǊǎ ǿƛǘƘ CLǎ ŦƻǊ ƛƴŎǊŜŀǎƛƴƎ ¢//L! ƳŜƳōŜǊǎΩ ŎŀǇƛǘŀƭΦ  
iv. To link members with domestic and inǘŜǊƴŀǘƛƻƴŀƭ ƳŀǊƪŜǘǎ ŦƻǊ ¢//L! ƳŜƳōŜǊǎΩ 

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 Origin for exporting products and secretarial 
services. 

 
Through various assignments ENGINE program had supported TCCIA Regional chapters in 
Morogoro, Mbeya and Iringa. In 2017, ENGINEΩǎ 9ȄǇŜǊǘ ±ƻƭǳƴǘŜŜǊ ǳƴŘŜǊǘƻƻƪ ŀƴ ƛƴǎǘƛǘǳǘƛƻƴŀƭ 
needs assessment that led to ENGINEΩǎ ǎǳǇǇƻǊǘ ǘƻ ǇǊƻƳƻǘŜ ¢//L! ƳŜƳōŜǊǎƘƛǇ ǘƘǊƻǳƎƘ 
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 chapters, members increased (though not to the envisaged levels) because interns 
ǿŜǊŜ ŎƻǾŜǊƛƴƎ ǳǊōŀƴ [D!ǎ ƛƴ ŜŀŎƘ ǊŜƎƛƻƴΦ  IƻǿŜǾŜǊΣ ǘƘŜǊŜ ƛǎ ǎǘƛƭƭ ŀ ƴŜŜŘ ǘƻ ŘƻŎǳƳŜƴǘ ǘƘŜ ¢//L!Ωǎ 
membership recruitment and marketing strategies to assist TCCIA chapters to promote its 
mission to recruit, retain and expand its member base which will be adopted by district TCCIA 
chapters.  
 
1.3 Problem Statement 
TCCIA Mbeya Chapter has been experiencing limited membership and financial resources to 
support its mission. Some of the reasons 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 Chapter faces significant challenges to collaborate with LGAs; with 
periodic PPDs often described as lacking concrete and positive results.  In the Mbeya Region, the 
TCCIA Chapter does not have the necessary structures or extensive business memberships to 
support a large and varied business community, with members of all sizes operating in all sectors 
of the economy. Due to some reasons beyond their capacity, TCCIA in Mbeya has inadequate 
technical skills related to effective procedures for recruiting and retaining members, but also 
lacks a strong and effective membership base, which is crucial in establishing and conducting 
DBCs and RBCs in the LGAs.  TCCIA Mbeya Chapter needs to strengthen its organization by 
recruiting more members and enhance the skills of the personnel in support of private sector 
representation in the DBCs and RBCs.  
 
1.4 Project Objective 
The main objective of this assignment is to document and improve TCCIA Mbeya ChapterΩǎ 
membership recruitment, retention strategies and marketing strategies.  This work will also be 
linked with feasible revenue collection strategies that would increase TCCIA aōŜȅŀ /ƘŀǇǘŜǊΩǎ 
financial position as well as increase member services.  This will lead to increased member 
satisfaction and a larger membership base that will provide a stronger private sector voice in the 
DBCs and RBCs and improve policy reforms. 
 
1.5 Project Period 
The timeframe for this Project was for 12 days from September 3rd to September 14th.  During 
that time, all the Activities originally identified within the Inception Report were completed.  See 
Exhibit A for Project Activity Timeline. 
 
Chapter 2: Organization and Documentation Review 
 
2.1 ENGINE/TCCIA Orientation Meeting 
On September 4th, the EV met with the TCCIA Executive Officer, TCCIA Vice Chairman for 
Industries and the ENGINE Regional Representative at the TCCIA offices. This Orientation Meeting 
accomplished the three primary goals that 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 and the ENGINE Regional 
Representative, hence becoming  instrumental in helping to make the Project a success.     
 
The Orientation Meeting also allowed for a detailed discussion of the current organizational 
context of the TCCIA Mbeya Chapter.  The discussion revealed that the TCCIA Mbeya Chapter was 
very involved in working with the Mbeya LGA on a wide variety of 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 business regulation 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 TCCIA Chapter to host 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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Ƴŀƴȅ ōǳǎƛƴŜǎǎŜǎ ŘƻƴΩǘ Ƨƻƛƴ ōŜŎŀǳǎŜ ǘƘŜȅ ŦŜŜƭ ǘƘŜȅ ǿƛƭƭ ƎŜǘ ǘƘŜ ōŜƴŜŦƛǘǎ provided by the TCCIA 
without having to pay for a membership, which is commonly referred to as the free riding 
problem.  
 
Finally, the Orientation Meeting formalized consensus on the Assignment Overview, Assignment 
Objectives, Assignment Process and Assignment Deliverables.  
 
2.2 TCCIA Documentation Review 
The relevant documents reviewed include the incorporation documents, tax identification, 
Strategic Plan, Financial Statements for 2017 and 2018, Bank Reconciliation Statement from 
January to August of 2019, the TCCIA Board Roster and Organizational Chart.  The TCCIA 
Organizational Chart is attached as Exhibit B.    
 
In addition to foundational documents, some operational documents  reviewed were 
information from the National TCCIA like the Corporate Social Responsibility Policy, Financial 
Management Manual, Human Resource Manual, Membership Manual and Operational Manual. 
The specific operational documents of the TCCIA Mbeya Chapter included Program Audit 
Reports, Job Descriptions, invoice templates and reimbursement forms.  These documents 
provide a policy framework for how the TCCIA Mbeya Chapter operates and impacts the 
implementation of their Member Management System.  A complete listing of the TCCIA Mbeya 
documents reviewed by the EV are attached as Exhibit C. 
 
The Membership Manual created by the National TCCIA provides several recommended best 
practices that regional chapters could utilize to improve member subscription, 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 Previous Expert Volunteer Report Review 
The EV reviewed the work completed by 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 implementing previously identified strategies and actions steps that could 
immediately improve the marketing and membership strategies of the TCCIA Mbeya Chapter.   
 
Chapter 3: Membership, Communication and Marketing Strategy Review 
 
3.1 Interviews with TCCIA Staff, Membership and Stakeholders 
 

3.1.1  TCCIA Staff 

On September 5, 2019, the EV conducted an Interview  Meeting with the TCCIA Staff, TCCIA Active 
Members, TCCIA Non-Members and TCCIA Non-Members in order to discuss the current TCCIA 
Marketing, Communication and Organizational Performance.  The meetings took place in three 
parties of which Part One consisted of the EV, ENGINE Regional Representative, the Mbeya TCCIA 
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Executive Officer and Mbeya TCCIA Vice Chairman.  Part Two consisted of these members plus 6 
Active TCCIA Members.  Part Three included Part One participants and 4 TCCIA Non-Members.  
 
Part One identified that Advocacy and Capacity Building 
activities were the most time-consuming activities of the 
TCCIA Mbeya Chapter.  Approximately 25% of time is 
spent on member services. The Advocacy activity was the 
most expensive for the TCCIA Mbeya Chapter. The 
Linkage to Markets and Business Information Center 
were identified by the interview participants as the most 
in demand activities by membership.  Finally, Advocacy 
and Capacity Building were identified as the most 
important activities of the TCCIA Mbeya Chapter.  A 
summary of the analysis can be found in Photo 1. 
 
The top three revenues of the TCCIA Mbeya Chapter 
were identified as the funds from Development Partners, 
Certificates of Origin and Membership Subscriptions.  
The top expenses were identified as Grant 
Administration, Meeting Expenses, Staff Salaries and 
Facilities. The biggest budget change was the low sales of Certificates of Origin in 2018 due to 
government regulations and intense competition from foreign investments in other regions.   
 
The TCCIA Mbeya Chapter experienced a 14% increase in membership due to the ENGINE 
sponsored Internship Program. Meeting participants stated that the results were limited due to 
only targeting the urban district.  Separate from the ENGINE sponsored Internship Program, the 
TCCIA Mbeya Chapter secured 6 interns from local universities and placed them in the offices of 
6 TCCIA Mbeya member businesses. These volunteers assisted with aspects of the business 
operations according to their specific field of study.  There 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, WhatsApp, flyers 
and radio advertisŜƳŜƴǘǎ ǘƻ ŎƻƳƳǳƴƛŎŀǘŜ ǿƛǘƘ ƳŜƳōŜǊǎΦ  ¢ƘŜȅ ŘƻƴΩǘ ƘŀǾŜ ŀ ǿŜōǎƛǘŜ ŀƴŘ ŀǊŜ 
not on any 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 members for the 
Annual General Meeting, but they target the general public for trade shows and exhibitions.  
According to meeting participants, the TCCIA Mbeya Chapter currently does not have an annual 
budget designated marketing.  This translates into not having a clear marketing strategy, goals or 
performance measurements for the organization.   
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3.1.2  TCCIA Active Members 

Part Two of the Interview Discussion had a very productive conversation regarding many aspects 
ƻŦ ǘƘŜ ¢//L! aōŜȅŀ /ƘŀǇǘŜǊΩǎ ƳŀǊƪŜǘƛƴƎ ŀƴŘ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ǎǘǊŀǘŜƎƛŜǎΦ  ¢ƘŜ !ŎǘƛǾŜ aŜƳōŜǊǎ 
have been members for 3, 3, 3, 10, 10 years and one was a founding member of the TCCIA Mbeya 
Chapter.  They first heard about the TCCIA Mbeya Chapter through direct member outreach, 
engagement at trainings, events and throughout the business registration process.  
 
The Active Members identified several benefits of the TCCIA Mbeya Chapter.  See Graph 1 below 
for all the benefits identified by the Active Member participants. The top benefits were providing 
relevant Business Information, Access to New Markets, Business Assistance and Training and 
Business Marketing Opportunities.  One member identified the TCCIA Mbeya Chapter as a Gold 
Mine for his business.  These benefits can be leveraged with the recommended strategies for 
member recruitment and membership marketing and communication. 
 

 
 

The Active Members identified that 
phone calls, emails, word of mouth and 
direct visits were a good mechanism for 
communication with TCCIA Mbeya 
Chapter membership. However, one 
member provided a very comprehensive 
ŎǊƛǘƛǉǳŜ ƻŦ ǘƘŜ ¢//L! aōŜȅŀ /ƘŀǇǘŜǊΩǎ 
current communication approach.  He 
stated that other TCCIA Chapters are 
marketing their regions better through 
social media platforms like Facebook, 
Twitter and Instagram. These TCCIA 
Chapters were from Arusha, Kigoma, Dar 
es Salaam, Morogoro and Kilimanjaro. 

0 0.5 1 1.5 2 2.5 3 3.5

Mentorship

Networking

Marketing Opportunities

Government Access

Assistance / Training

Access to New Markets

Business Information

Business Validation

Graph 1: Number of Active Member Votes by Membership Type
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This TCCIA Member ƛƴŘƛŎŀǘŜŘ ǘƘŀǘ ǘƘŜ ²Ƙŀǘǎ!ǇǇ ǎǘǊŀǘŜƎȅ ǿŀǎƴΩǘ ǿƻǊƪƛƴg well to connect existing 
members.  Phone calls are effective but not very efficient with the size of the TCCIA Mbeya 
Chapter. Good marketing with email and SMS is a more efficient and effective approach than 
direct phone calls when trying to reach the entire TCCIA Mbeya membership.  
 
When asked if they share information about the chamber with their business colleagues, there 
were a multitude of responses.  One Active Member asks all his clients if they are a TCCIA 
Member.  His direct referrals have led to several new 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 upcoming TCCIA Mbeya Chapter sponsored trade fair.  
Another TCCIA MŜƳōŜǊ ǎǘŀǘŜŘ ǘƘŀǘ ǎƘŜ ƘŀǎƴΩǘ ōŜŜƴ ǎǳŎŎŜǎǎŦǳƭ ƛƴ ŜƴŎƻǳǊŀƎƛƴƎ ŎƘŀƳōŜǊ 
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 
ǘƘŀǘ ǘƘŜ ¢//L! aōŜȅŀ /ƘŀǇǘŜǊ ƛǎ ƭƛƪŜ ǘƘŜ ά.Ŝǎǘ .ǊŜŀŘέ ŀƴŘ he is proud to show his certificate of 
membership at his business. 
 
One Active Member raised the concern that there 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 multi-generational business organization.  Allowing 
young business owners to be mentored by older business owners is a real need for young 
members of the TCCIA Mbeya Chapter.   
 

3.1.3  TCCIA Non-Members 

tŀǊǘ ¢ƘǊŜŜ ƻŦ ǘƘŜ ƳŜŜǘƛƴƎ ƘŀŘ ǇǊƻŘǳŎǘƛǾŜ ŎƻƴǾŜǊǎŀǘƛƻƴΣ ōǳǘ ƛǘ ǿŀǎƴΩǘ ƻǇǘƛƳŀƭ ōŜŎŀǳǎŜΣ ŀƭǘƘƻǳƎƘ 
all were not members, many were 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 
TCCIA Mbeya Chapter from the local leadership.   
 
The Non-Members were asked why they would consider becoming a chamber member, which 
identifies their perceived benefits of chamber membership.  A majority of the Non-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.   
 



15 
 

 
 
The Non-Member participants stated that they utilize phone, WhatsApp, Facebook, website, SMS 
and TV to get news and communication to benefit their business.  They recommended the TCCIA 
Mbeya Chapter target these communication channels.  On 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 Non-Members were asked, if they joined the chamber, what they would like to receive during 
the first year of their chamber membership.  One stated that he would like to receive business 
consultation services, assistance with importing needed agricultural processing equipment and a 
connection with an Indian business to acquire needed raw materials.  One attendee stated they 
expected to be connected to Chinese companies that manufacture mobile phones, which would 
allow them to bypass midlevel distributors.  One attendee stated they would like to get direct 
access to government to address his regulatory issues.  The fact that many of the Non-Members 
were very specific about their expectations from the TCCIA Mbeya Chapter is a great sign that 
there is a stroƴƎ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘƘŜ ŎƘŀƳōŜǊΩǎ ŎŀǇŀŎƛǘȅΦ 
 

3.1.4  TCCIA Stakeholders 

On September 6, 2019, the EV conducted an 
interview with TCCIA Management and 
Stakeholders in order to present an overview of the 
Project and identify Partnership Opportunities 
between the TCCIA and LGA that would support the 
goals of the Project.   
 
After summarizing the goals of the Project, the EV 
presented the Strategic Alignments between the 
TCCIA and LGA.  The LGAs want businesses to 

0 1 2 3

Assistance / Training

Access to New Markets

Collectiveness

Government Access

Networking

Graph 2: Number of Non-Member Votes by Perceived BenefitType
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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 paying taxes to the LGA.  Therefore, it 
is justified to assert that TCCIA Membership growth leads to LGA revenue growth.  This discussion 
laid the foundation for the future discussions on Potential Partnerships. 
 
The EV and TCCIA Executive Officer expanded upon the existing partnerships between the TCCIA 
and the LGA.  These existing partnerships include the following: 
 

¶ Working together to improve economic growth of Mbeya 

¶ Partnering to improve business regulations 

¶ Partnering on strategic planning initiatives 

¶ Allowing the TCCIA to provide business perspective on LGA policies 
 
Through two groups discussion composed of TCCIA and LGA representatives, the EV facilitated 
the identification of Partnership Opportunities between the TCCIA and LGA.  The opportunities 
required consideration 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 goals.  The group discussion resulted in identifying 8 
Partnership Opportunities.  The Partnership Opportunities included a summary of the issue, 
opportunity, consensus level, champion and next steps.  Some of these Partnership Opportunities 
are beyond the scope of this project, so in order to ensure organizational progress, they are all 
included as Exhibit D.  The project relevant opportunities are also included within the proposed 
recommendations and action plan. 
 

3.1.5 TCCIA Non-Active Members 

On September 10, 2019, the EV and the TCCIA Secretary visited two businesses that were Non-
Active Members.  These visits were completed in person at the business location and resulted in 
the following were relevant responses: 
 

¶ They were introduced to Mbeya TCCIA chapter either through existing members or direct 
visit by TCCIA staff. 

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

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

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

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

 
Å Communicate on multiple mediums like email, direct visit and social media 
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Å Provide assistance with filing taxes and securing a general business license 
Å Connect businesses through networking meetings 
Å Make businesses aware of what TCCIA is doing and has achieved 
Å Help companies within sectors learn best practices 

 
These interview responses are anecdotal and not statistically significant.  However, it is telling 
that some of the recommended activities from the Non-Active Members were the same activities 
identified by Active Members as being successfully completed by the chamber. This can be partly 
be attributed to the lack of effective marketing to existing chamber members.   
 
3.2 TCCIA Membership Database Review 
There were 3 separate Membership Databases 
provided to the EV for review in a Microsoft Word 
document format. This required the EV to convert 
the files into a Microsoft Excel document format, 
systematically review, remove duplication and 
consolidate all databases into one comprehensive 
Membership Database.  After this process was 
complete, a total of 491 businesses were listed in 
the TCCIA Mbeya Membership Database.  The 
data categories include: Business Name, Officer-In-Charge, Business Type, Address, Phone 
Number and Email. There were missing data points throughout the database, which are 
summarized in Table 1.  

 
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 Database to communicate with TCCIA Members via phone or through the 
existing WhatsApp communication application.  Over 8л҈ ƻŦ ǘƘŜ ƳŜƳōŜǊǎ ƭƛǎǘŜŘ ŘƻƴΩǘ ƘŀǾŜ ŀƴ 
email address listed, which renders this communication approach significantly ineffective. 
 
There were no data categories that would allow a business to be easily identified as having an 
Officer-in-Charge that is a Women, Youth or Person with Disability. Having this category would 
be extremely beneficial because it would allow the TCCIA to target these businesses with 
information about opportunities that become available from the LGA W/Y/PWD Facilitation Loan 
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 database ŘƛŘƴΩǘ ƘŀǾŜ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ ǘƘŜ aŜƳōŜǊǎƘƛǇ ¢ȅǇŜΣ aŜƳōŜǊǎƘƛǇ CŜŜ ƻǊ ǘƘŜ 
status of the business (Active or Non-Active).  This makes the database a less effective tool to be 
used for Membership Retention and Membership Management. 
 
3.3 Marketing Material Review 
Mbeya TCCIA Chapter provided three pieces of marketing material for review.  Two were color 
brochures and one was a two-page word document ŜƴǘƛǘƭŜŘ ά{ǳŎŎŜǎǎ {ǘƻǊȅέΦ  ¢ƘŜ ƳŀǊƪŜǘƛƴƎ 
brochures are attached as Exhibit E.  These brochures were very informative but lacked visual 
appeal.  They were entirely comprised of text, with minor background graphics.  This will make 
them less effective to capture and maintain the attention of their target audience.  In addition, 
all three marketing pieces were in hard copies, which limits their distribution to either direct mail 
or at TCCIA attended events.  This marketing medium and distribution 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 delivered 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 
compliment this effort. 
 
The Membership Application form is only available in a Microsoft Word document format.  Online 
or electronic submissions are not available under the current process.  The Membership 
Application collects information including business 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 
describes their business.  There is no explanation or definition of the various Membership Types, 
which could be a detriment to a business successfully completing the Membership Application 
form.  This is especially true because the admission and annual fee is based upon the selected 
membership type. 
 
The Membership Fee Schedule is attached to the Membership Application form and delineates 
the Admission and Annual Fee by Membership Type.  Similar to the Membership Application 
form, there is no definition of Membership Type so there is a possibility for additional questions 
that must be addressed prior to a business completing the Membership Application form. 
 
3.4 Comparative Analysis 
The Comparative Analysis component of the Project will be completed and included within the 
Final Report provided to the ENGINE HO at the conclusion of the Project.  However, a summary 
of the Comparative Analysis will be provided to the participating TCCIA Regional Chapters and 
included as an addendum to their respective Project Reports. 
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Chapter 4: Membership, Communication and Marketing Documentation 
 

4.1 Membership Subscription Process 
The existing Membership Subscription Process is defined as all internal/external activities, fees, 
forms, documents and participation levels required for a business to become a paying member 
of the TCCIA Mbeya Chapter. The Membership Subscription Process is not currently documented.   
After extensive discussions with TCCIA leaders, a Membership Subscription Process Map was 
created and is shown in Exhibit F.   
 
The Subscription Process requires the business to obtain the Membership Application form, 
which can be done in the TCCIA Office, TCCIA Events or through email.  The business then 
attempts to complete the Membership Application form, but must speak with, email or visit 
TCCIA to answer any questions.  The business must either travel to the TCCIA Mbeya Chapter 
location during office hours to submit the completed Membership Application form, email it to 
TCCIA staff or deliver it to TCCIA staff at an event.  The Member Applicant can submit payment 
for the Admission and Annual Fee by 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 receipt, Membership 
Certificate and the constitution of the TCCIA Mbeya Chapter.  This can be done in person or via 
email.  After completing the Member Application Process, the TCCIA staff enters the information 
into the Membership Database.  
 
4.2 Membership Recruitment Process 
The existing Membership Recruitment Process is generally 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 organization.  The Membership 
Recruitment Process is not currently documented but is comprised of multiple activities that are 
completed by the TCCIA Executive Director and TCCIA Staff.  These activities can be categorized 
by the following strategies: Word of Mouth Communication, Event Advertisements, Building 
Signage and Strategic Partnerships. 
 
The existing Word of Mouth Communication Recruitment Strategy was identified by a majority 
of the TCCIA Members during the Interview Discussion as the reason why they joined the 
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 strategies 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 they get most of their new members through word-of-mouth 
recommendation and 62% stated they get them through emails.1  
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The existing Event Advertisement Recruitment Strategy consists of TCCIA Staff communicating 
with TCCIA Members and Non-Members 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 their business into other 
markets.  The advantages that businesses receive are communicated with the assertion that the 
TCCIA Mbeya Chapter is the sponsor organization. This approach provides a direct connection 
between business benefits and membership in the TCCIA Mbeya Chapter. 
 
The existing Building Signage Recruitment Strategy consists of having a centrally located office 
within the Mbeya Central Business District that has street signage visible to both pedestrians and 
vehicular traffic.  This centralized location 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.  The significance of this recruitment strategy is based upon the fact that it is exclusive 
and it provides a competitive advantage in engaging businesses.  The rental cost of the office 
location that provides this signage strategy is a significant amount of the TCCIA Mbeya Chapter 
annual budget.   
 
The existing Strategic Partnership Recruitment Strategy consists of the TCCIA Mbeya Chapter 
having formal and informal relationships with organizations that provide them with direct 
connections with businesses.  The most significant strategic partnership is with the Mbeya Local 
Government Authorities.  This partnership allows the TCCIA Mbeya Chapter to discuss business 
issues directly with the LGA and to collaborate in determining beneficial modifications to 
business regulations.  The TCCIA Mbeya Chapter then works to advertise these advocacy 
successes to 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.   
 
4.3 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 members into the organization.  The Membership Retention 
Process is not currently documented but is comprised of multiple activities that are completed 
by the TCCIA Executive Director and TCCIA Staff.  These activities include making direct phone 
calls to members ǿƘƻ ƘŀǾŜƴΩǘ ǇŀƛŘ ǘƘŜƛǊ !ƴƴǳŀƭ aŜƳōŜǊǎƘƛǇ CŜŜǎΦ  It also involves meeting 
directly with businesses to encourage them to renew 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 11, 2019, the Expert Volunteer held a Validation Meeting  which involved a 
discussion of the progress made with the project, validation of the initial findings from the 
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Documentation Review Activities, Interview Discussions and to initiate a dialogue on the 
proposed recommendations and strategies for the 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 Cooperative Associations. 
The purpose for including the Community Development Office and the Cooperative Associations 
was because the Stakeholder Interviews had generated several opportunities that could be 
advanced with the participation from these organizations.  Having them as part of the Validation 
Meeting allowed for there to be additional in-depth analysis and discussion on how to formalize 
the implementation steps for some of those opportunities. 
 
Chapter 5: Recommendations for Membership, Communication and Marketing System 
 
5.1 Membership Recruitment Strategy 
There were 7 Strategies and 25 Action Steps identified that 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.   A complete listing of the Strategies and Action Steps for Membership Recruitment 
are provided in Exhibit G and are summarized below. 
 
The first Membership Recruitment Strategy is based on Event Partnerships.  Partnering 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 event partnership was identified during 
the Member Stakeholder Interview Discussion.  Including the LGA Trade Officer (LGATO) in the 
planning of an upcoming trade fair will help to increase possible attendance and allow for more 
coordinated event planning and event execution. The LGATO can assist with marketing the event 
on their communication channels and encourage businesses to attend the event. Since events 
have been identified as a significant opportunity to recruit members, having additional partners 
to increase attendance could directly benefit TCCIA Mbeya Chapter membership recruitment.  
 
The second Membership Recruitment Strategy is based on Data Sharing.  Sharing data between 
the TCCIA and LGATO will allow for both organizations to more effectively allocate resources to 
achieve their respective goals.  Specifically, the TCCIA would be able to target the 6,294 
businesses that have registered with the LGA during 2018.  This will exponentially increase 
¢//L!Ωǎ ŀōƛƭƛǘȅ ǘƻ gain access to the contact information for businesses in Mbeya.  They could 
then use these new business contacts to implement a targeted marketing campaign to encourage 
membership recruitment.  The LGATO also needs business feedback in order to more effectively 
review and modify business regulations. Having a clear process of sharing data will allow for the 
TCCIA to potentially increase members and provide the LGATO with needed business feedback 
to implement more effective regulations. 
 
The third Membership Recruitment Strategy is based on the [D!Ωǎ W/Y/PWD Facilitation Loan 
Program.   The W/Y/PWD facilitation loan is designed to provide low and no interest loans to 
businesses who have owners that are women, youth or persons with disabilities.  The TCCIA is 
uniquely equipped to add value to the loan program, which increases their ability to recruit more 
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members.  Specifically, the TCCIA would like to become part of the Loan Review Committee, to 
have TCCIA Members be given special consideration for loans, to provide capacity building and 
training for loan recipients and to receive business information on loan recipients.  The 
Community Development Officer (CDO) manages the W/Y/PWD Program and indicated during 
the Validation Meeting that they are having difficulty in identify businesses that could qualify for 
the program.  This problem could be remedied with the help of the TCCIA, while simultaneously 
ƛƳǇǊƻǾƛƴƎ ǘƘŜ ¢//L!Ωǎ ŀōƛƭƛǘȅ to engage new businesses and recruit them as members.  There was 
strong interest from the CDO to consider partnering with the TCCIA to better serve the W/Y/PWD 
Facilitation Loan Program during the Validation Meeting. 
 
The fourth Membership Recruitment Strategy is based on Development Partner Integration.  The 
FtF ENGINE Program (Component 2) and FtF Advancing Youth Program are the targeted 
development partners for integration with the TCCIA Mbeya Chapter.  The ENGINE Component 
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 MSMEs served by 
this program would greatly increase the ¢//L!Ωǎ ability to engage new businesses and recruit 
them as members.  In addition, BDSPs would become more valuable to their clients because they 
would have the awareness of ¢//L!Ωǎ ǊŜǎƻǳǊŎŜǎ that they can share when serving MSMEs.  The 
ENGINE Component 2 Representative is scheduled to meet with the TCCIA in October 2019 to 
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 Lending Associations throughout multiple Wards in 
the Mbeya Region.  Each YSLA has 15 to 25 youth owned small businesses and the Community 
Mobilizers are influential actors within the youth community throughout the Mbeya Region.  
Connecting the TCCIA Mbeya Chapter with these Community Mobilizer and YSLAs would increase 
ǘƘŜ ¢//L!Ωǎ ŀōƛƭƛǘȅ ǘƻ engage new businesses and recruit them as members.  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 success of the Advancing Youth Program.  The contact 
information of the Community Mobilizers was provided to the EV in order to initiate the 
integration as part of this project. 
 
The fifth Membership Recruitment Strategy is based on establishing a Youth Committee.  The 
TCCIA is desirous of establishing a Youth Committee because there is a significant amount of 
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 Meetings, it was identified that 
having a Youth Committee would be a tremendous benefit because young business owners could 
be mentored by senior business owners.  This is already done by the TCCIA Staff but could 
significantly increase with the creation of a Youth Committee.  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.  This policy framework will help the TCCIA Mbeya 
Chapter to create the committee more efficiently and effectively. 
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The sixth Membership Recruitment Strategy is based on Strategic Linkages.  It was identified 
during the Interview Discussions that the TCCIA Member Recruitment and Revenue Generation 
Strategies could be increased if it were 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 Advocacy Services and recognized 
that the TCCIA Mbeya Chapter was 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 business members of the Cooperative Association and solicit member companies to purchase 
Certificates of Origin from the TCCIA.  Many of the Cooperative Association members require 
Certificates of Origin.  As the leading revenue stream for the TCCIA, having access to 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 result 
from the Validation Meeting, the 
Cooperative Association Representative 
brought one of the business members to 
meet with the TCCIA to purchase a 
Certificate of Origin and submit a 
Membership Application form the following 
day.  This resulted in immediate revenue 
generation by the TCCIA as a result of the 
Project and is shown in Photo 4.  
 
The seventh Membership Recruitment Strategy is based on Industry Meetings.  The National 
TCCIA Leadership and Membership Manual ǎǘŀǘŜǎ άIt is 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 could then be highlighted as part of a membership marketing campaign towards that 
sector.έ2  Having businesses within a similar industry can provide valuable insight on market 
conditions and the regulatory environment, which will allow the TCCIA Mbeya Chapter the 
opportunity to showcase their services, increase membership and possibly generate additional 
revenue.  It is important to note that this strategy can only be accomplished by utilizing the 
updated Membership Database, 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 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.  
A complete listing of the Strategies and Action Steps for Membership Management are provided 
in Exhibit H and are summarized below.  In addition, a Membership Management Manual is 
provided that contains information on the recommended Subscription Process, Data Collection 
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Policies, Membership Application Forms and Membership Fee Schedules.  The Membership 
Management Manual is attached as Exhibit I 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 on Membership Database Upgrades.  The 
National TCCIA Leadership and Membership Manual states: άIt 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 member.έ3  This 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 consolidating the data 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: 
 

¶ Identification of W/Y/PWD 

¶ Industry 

¶ Membership Type 

¶ Membership Fee 

¶ Active/Non-Active Status 

¶ Business Website 

¶ All Social Media Accounts 

¶ TCCIA Committee Interest 

¶ Top Issues Discussed 

 
Having these additional datasets will allow the TCCIA Mbeya Chapter to have 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 programs.  An Updated Membership Database has been provided 
to the TCCIA Mbeya Chapter as part of the Project. 
 
The second Membership Management Strategy is based on Membership Subscription Process 
Improvements.  Specifically, it is recommended that the TCCIA Mbeya Chapter utilize 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 on the Membership 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, when the TCCIA 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 to submit a Membership Application form and improve the application 
collection process for TCCIA Staff.  An Updated Membership Application Form as been provided 
to the TCCIA Mbeya Chapter as part of the Project. 
 
The third Membership Management Strategy is based on Leadership Outreach.  Specifically, it is 
recommended that each member of the Management Board of the TCCIA Mbeya Chapter 
commit to connecting with 20 Non-Active Members.  These connections can significantly benefit 
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the chamber because it will generate valuable information that is keeping those Non-Active 
Members from becoming active.  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 Interview 
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 because it is being conducted by 
a member of the Management Board, which indicates a level of organizational significance.  If 
the 7-member Management Board met with 20 Non-Active Members per year for two years, it 
would equal more than double the current size of the TCCIA Mbeya Chapter membership size. 
 
The fourth Membership Management Strategy is based on Staff Outreach.  Specifically, it is 
recommended that the TCCIA Staff commit to connecting with the 20 Largest Active Members of 
the TCCIA Mbeya Chapter.  This was also encouraged within the National TCCIA Leadership and 
Membership Manual.4  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 a large 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 
ƛǘǎ ŀǇǇǊŜŎƛŀǘƛƻƴ ŀƴŘ ǿƻǊƪ ǘƻ ƛƴŎǊŜŀǎŜ ǘƘŜ ōǳǎƛƴŜǎǎΩ ƭƻȅŀƭǘȅ ǘƻ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΦ  Their membership 
helps to increase the legitimacy and significance of the chamber as well, which reinforces the 
importance of accomplishing this strategy. There will be a cost of directly visiting with these 
members, but this expense is justified if it helps to retain the 20 Largest Active Members within 
the TCCIA Mbeya Chapter. 
 
The fifth Membership Management Strategy is based on Non-Active Member Surveys.  
Specifically, it is recommended that the TCCIA Staff commit to surveying all Non-Active 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 Manual.5  After extensive discussions with TCCIA Staff and online survey research, 
a computer software called WhatsHash was identified as a viable option for a digital survey 
platform.  WhatsHash is a free computer software that allows users the ability to send a brief 
survey to individuals that have a WhatsApp account.6  WhatsApp is a free and commonly used 
digital communication platform that only requires a phone number to participate.  Since the 
TCCIA Mbeya Chapter captures a phone number within their Membership Database, this is a 
completely free and significantly effective survey option for Non-Active Members.  The proposed 
survey question is proposed to be designed to capture what services the Non-Active 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 Active and Non-Active Members.  It is important 
to note that this strategy can only be accomplished by utilizing the updated Membership 
Database, which emphasizes the significance of having a Membership Database that is accurate 
and complete information. 
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The sixth Membership Management Strategy is based on a Customer 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 CRM Sheet that 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 interview or connect 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 Sheet has been 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 overarching 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 provided in Exhibit J and are summarized below. 
 
The first Marketing & Communication Strategy is based on Social Media.  It is recommended that 
the TCCIA Mbeya Chapter establish social media accounts for Facebook, Instagram, Twitter and 
¸ƻǳ¢ǳōŜΦ  9ŀŎƘ ƻŦ ǘƘŜǎŜ ǎƻŎƛŀƭ ƳŜŘƛŀ ǇƭŀǘŦƻǊƳǎ ǿƛƭƭ ŜȄǇƻƴŜƴǘƛŀƭƭȅ ƛƴŎǊŜŀǎŜ ǘƘŜ ŎƘŀƳōŜǊΩǎ ŀōƛƭƛǘȅ 
to communicate with and learn from its membership at no financial cost.  The Updated 
Membership Database, Updated Membership Application Form and the CRM Sheet all allow for 
the collection of social media account information from chamber members.  It is essential to 
utilize these new tools in order to effectively implement this strategy.   
 
As a direct result of the 
Membership Interview Discussion, 
an Active Member volunteered to 
champion this marketing and 
communication strategy.  This 
Active Member has already 
created an Instagram Account for 
the TCCIA Mbeya Chapter as 
evidence by Photo 5 below.  He is 
also in the process of establishing 
the others. This is significant 
progress that has already been 
made since the Project began.  The 
Active Member that has taken the 
initiative will be utilized to 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 successful.  As 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 the United 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 as Exhibit K.  This strategy document provides tactics, communication frequencies, 
metrics and best practices that can be utilized for each social media platform.  By leveraging this 
information, the TCCIA Mbeya Chapter should be able to effectively 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 upon a Communication Calendar.  As 
previously mentioned, having the means to communicate is the first step.  Knowing how 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 successful begin the 
implementation of their new social media communication system. The 8-Week Communication 
Calendar is attached as Exhibit L. This digital communication calendar accounts for each social 
media platform and lays out communication content for each week over an 8-Week period of 
time. The communication content was determined based upon discussions of upcoming events, 
proposed actions that are recommended to be implemented by the chamber as result of this 
Project and various communication strategies outlined later in this Project Report.  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 members to 
join the Youth Committee, highlight chamber services and showcase members in order to build 
more brand awareness.  This will significantly increase marketing and communication without 
any financial cost.  It is important to note that this strategy 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 based upon a Website. The chamber is 
currently in the process of creating a website.  However, the website is not yet established and 
therefore can be positioned to take advantage of the recommendations presented within this 
Project Report.  Specifically, it is recommended 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.com and www.squarespace.com) to the chamber with associated pricing information.  
There is a financial expense to have the website hosted, but it is critically important to have an 
online presence if there is a goal of increasing membership and communication.   
 
The fourth Marketing & Communication Strategy is based upon Updated Marketing Materials.  
The existing marketing materials, shown in Exhibit E, target a general audience and can primarily 
be distributed in person.  This reduces the effectiveness of marketing to targeted audiences over 

Photo 5: TCCIA Instagram  

http://www.wix.com/
http://www.squarespace.com/
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multiple communication platforms.  By using Updated Marketing Materials, the chamber can 
target specific member audiences with more relevant and impactful 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 be distributed electronically and 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 evaluated based 
upon the information collected from the recommended Leadership Outreach, Staff Outreach and 
Non-Active 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 would 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 upon a Membership Pack.  A Membership 
Pack is simply 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 
ŀ άMembership Pack will be of paramount importance as it is a tool that can keeǇ ǘƘŜ ¢//L!Ωǎ 
membership informed of what TCCIA can offer.  To develop Ψ¢CCIA Membership PackΩ as part of 
the drive to recruit new members and to retain the current membership.έ7 According to the 
documented Subscription Process outlined in Exhibit F, the chamber 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 Opportunities for Membership Involvement.  By not 
providing this information to new members, the chamber is missing out on a great opportunity 
ǘƻ ǎƘŀǇŜ ǘƘŀǘ ƳŜƳōŜǊΩǎ ǘǊŀƧŜŎǘƻǊȅ ŀƴŘ ǎŀǘƛǎŦŀŎǘƛƻƴ ǿƛǘƘ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΦ  LŦ ǇǊƻǾƛŘŜŘ ǿƛǘƘ ǘƘŜ 
above referenced information, a member will receive a well-designed 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 long-term sustainability. 
 
The sixth Marketing & Communication Strategy is based upon Membership Communication 
Strategies.  The Social Media Strategy and Communication Calendar is the means by which to 
communicate to TCCIA Members, 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. 
 

¶ Member of the Month: TCCIA should highlight one Member on the Website and all Social 
Media Platforms per 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 Personal Statement. 

 

¶ New Member Recognition: TCCIA should highlight 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. 

 

¶ TCCIA Service Highlight: TCCIA should highlight one Service they provide on a monthly 
basis.  This should be a recurring communication strategy on the Website and all Social 
Media Platforms.  The content for this strategy should include the following: Photo of the 
Updated Marketing Material, Brief Service Summary, Explanation of how members can 
use the service and a Testimonial from a TCCIA Member who has used the service. 

 

¶ Certificate of Origin Spotlight: TCCIA should 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: Business Name, Photo of the Business Contact, 
Brief Service Summary, Explanation of how members can use the service. 

 

¶ Legislative Advocacy Agenda: TCCIA should highlight the current Legislative Advocacy 
Agenda they are pursuing with the LGA.  This should be prominently placed 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. 

 

¶ Legislative Advocacy Success Stories: TCCIA should highlight all Legislative Advocacy 
Success Stories on the Website and all Social Media Platforms. The content for this 
strategy should include a brief summary of the issue, the solution and the benefits that 
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 increased membership interest from Non-Members. 
 
5.4 Revenue Generation Strategy 
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 in Exhibit M and are summarized below. 
 
The first Revenue Generation Strategy is based on Certificates of Origin.  Certificates of Origin are 
sold by chambers to businesses who want to export their products from Tanzania. They 
represented over 90% of all the revenue collected by the TCCIA Mbeya Chapter in 2018, excluding 
revenues from a Special Project.8  This makes it essential that the TCCIA Mbeya Chapter fortify 
and build upon this revenue stream for long-term financial sustainability.  The target market for 
Certificates of Origin are primarily 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 fruit that 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 a tangible opportunity for the chamber to increase their sales 
of Certificates of Origin and member recruitment possibilities.   
 
The second Revenue Generation Strategy is based upon pursuing Development Partner Grants.    
Specifically, it is recommended that the 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 for youth; 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 Advancing Youth Program 
wŜǇǊŜǎŜƴǘŀǘƛǾŜ ŀōƻǳǘ ǘƘŜ ŎƘŀƳōŜǊΩǎ ¸ƻǳǘƘ /ƻƳƳƛǘǘŜŜΣ ǘƘŜǊŜ ǿŀǎ ƛƴǘŜǊŜǎǘ ƛƴ ƳŜŜǘƛƴƎ ǘƻ ŘƛǎŎǳǎǎ 
possible project concepts.  With the moment created by this Project, it is recommended that the 
chamber meet with program representatives in the short term in order to gather 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 pursuing Sponsorships.  Events and 
Meetings accounted for 40% of the total expenses incurred by the TCCIA Mbeya Chapter 
according to their 2018 Audited Financial Statements.9  Having a sponsorship strategy would 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 advertise their 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 and nƻǘ ŘƛƳƛƴƛǎƘ ǘƘŜ ŀǇǇŜŀǊŀƴŎŜ ƻŦ ǘƘŜ ŎƘŀƳōŜǊΩǎ ǊƻƭŜ ƛƴ ǘƘŜ 
event.  Understanding the financial goal, the chamber should formulate a sponsorship package 
that provides details on what the sponsors will get if they participate.  Standard sponsorship 
packages include 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 is based upon a Member Referral Program.  It 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 significant opportunity for businesses who want to participate 
ƛƴ ǘƘŜ ŎƘŀƳōŜǊΣ ōǳǘ ŘƻƴΩǘ ƘŀǾŜ ǎǳŦŦƛŎƛŜƴǘ ǊŜǎƻǳǊŎŜǎ ǘƻ ǊŜƳŀƛƴ ŀƴ !ŎǘƛǾŜ aŜƳōŜǊΦ  IŀǾƛƴƎ ǘƘŜ 
ability to reduce your chamber membership expenses will transfer member recruitment 
responsibilities from solely the chamber staff to the entire business membership.  It should be 
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ǎǘǊǳŎǘǳǊŜŘ ǘƻ ŜƴǎǳǊŜ ǘƘŀǘ ǘƘŜ ŦŜŜ ǿŀƛǾŜǊǎ ǇǊƻǾƛŘŜŘ ŦƻǊ ǊŜŦŜǊǊŀƭǎ ŘƻƴΩǘ ƻŦŦǎŜǘ ǘƘŜ ƛƴŎǊŜŀǎŜ ƛƴ 
membership revenues.  The target goal should be for a 5 to 1 new revenue to fee waiver ratio.  
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 be re-evaluated in the future to see 
if it should be modified in order to be more effective. 
 
5.5 Action Plan and Implementation Strategy 
For each recommended strategy, there is an 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 note that 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 specific actions 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 Report.   Therefore, the functional format of 
the strategy and supporting documentation was designed by the EV to be adaptable in order to 
suit the evolving needs of the TCCIA Mbeya Chapter.  The complete list of documents prepared 
and provided by the EV to the chamber as part of this Project is attached as Exhibit N. 
 
Chapter 6: Capacity Building Activities 
 
6.1 Chamber Management Training 
On September 13, 2019, the EV conducted a 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 attention was 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 compile and 
summarize all the information provided, including the final recommendations within the Project 
Report, and get approval from the TCCIA Management to begin implementing 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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Exhibit A: Project Timeline 
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Exhibit B: TCCIA Mbeya Organizational Chart 
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Exhibit C: TCCIA Document List 
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Exhibit D: 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 to raise the business perspective about 
items being reviewed by City Council. 

i. Consensus Level: There was consensus between the LGA and TCCIA. 
1. Champion: LGATO and TCCIA CEO 

a. Next Step: LGATO will email the TCCIA CEO the list of 
upcoming Council Meeting Dates and Agendas and will 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 to create 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 could include the TCCIA in the deliberations of modifying 
business regulations prior to them becoming an item on the Council Agenda. 

i. Consensus Level: Need more dialogue to finalize. 
1. Champion: TCCIA CEO 

a. Next Step: TCCIA CEO will provide a summary to the City 
Director and discuss this Partnership Opportunity. 

 
3) Issue: The TCCIA believes that organizing and executing Trade Fair Shows would be more 

effective if the LGATO can participate.  Currently only the RTO participates in that process. 
a. Opportunity: The LGATO could receive authorization to participate in the planning 

and execution on the TCCIA sponsored Trade Fair Show. 
i. Consensus Level: There was consensus between the LGA and TCCIA. 

1. Champion: TCCIA CEO, RTO and LGATO 
a. Next Step: TCCIA CEO will inform the RTO and invite the 

LGATO to meetings for the Trade Fair Show later this year. 
 

4) Issue: If the LGA were to hold events for businesses without having the TCCIA participate, 
the TCCIA misses an opportunity to solicit new members. 

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

i. Consensus Level: There was consensus between the LGA and TCCIA. 
1. Champion: LGATO 

a. Next Step: LGA will communicate to the TCCIA about 
upcoming business events. 
 

5)  Issue: The LGA administers a W/Y/PWD Loan 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 the 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 Level: Need more dialogue to finalize. 
1. Champion: Community 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 registers 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 market to them and increase membership. 

i. Consensus Level: There was consensus between the LGA and TCCIA. 
1. Champion: City 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) IssueΥ ¢ƘŜǊŜ ŀǊŜ Ƴŀƴȅ ōǳǎƛƴŜǎǎŜǎ ǿƘƻ ŎƘƻǎŜ ƴƻǘ ǘƻ Ǉŀȅ ǘŀȄŜǎ ƻǊ ŘƻƴΩǘ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ǘƻ 
be compliance with the tax system within Mbeya. 

a. Opportunity: The TCCIA could set up training sessions to encourage businesses 
pay taxes and provide them with information to help them become tax compliant. 

i. Consensus Level: There was consensus between the LGA and TCCIA. 
1. Champion: TCCIA 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 business regulations. 
a. Opportunity: The TCCIA could collect and provide business information to the LGA 

to aid in modifying regulations and policy reforms. 
i. Consensus Level: There was consensus between the LGA and TCCIA. 

1. Champion: TCCIA CEO and LGATO 
a. Next Step: The TCCIA and LGATO will setup a meeting to 

discuss what business information that 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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Exhibit E: TCCIA Mbeya Chapter Marketing Brochure 
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Exhibit F: Current Membership Subscription Process 
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Exhibit G: Membership Recruitment Action Plan 
 

 
 
 
 

 
 
 








































































