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1 | BACKGROUND
Confederation of Tanzania Industries (CTI) was launched in 1991 and represents
about 400 members from the manufacturing, processing, assembling and supporting
services. The main aim of CTI is to ensure that there is a legal, ﬁnancial and economic
environment conducive for industry to operate effectively, prosper and contribute to
national wealth and development. CTI has three outreach ofﬁces that are located in the
key industrial areas of Arusha/Moshi, Mwanza and Tanga. The organisation provides
value adding services to enhance competitiveness and proﬁtability in the manufacturing
and supporting service industries through dedicated efforts and innovative solutions.
One of the core tasks for CTI is to advocate for the interest of its members. The
organisation is the link between the business community and the political system. The
Government needs insights and analysis from the Private Sector in order to guide the
ongoing reforms and implementation of better and more transparent administrative
procedures. The objective of this strategy plan is to present clear targets for CTI’s
organisational development in the next ﬁve years by setting clear priorities for the
policy work of CTI, the service development, and CTI’s communication efforts. In
addition, the strategy will suggest an organisational setup in order to achieve this
objective.
1.1 LATEST STRATEGY PLAN
CTI has been operating mainly as a reactive organisation, without a clear compass or
target of where the organisation intends to go. An image has been established of it
being a strong policy organisation albeit without a well documented set of positions.
Services and communication have speciﬁcally remained weak spots.
The latest strategy plan for CTI ran from 2006 to 2011 and since then the organisation
has been without an ofﬁcial strategy. One look at the plan will indicate that it is very
descriptive, concerning itself chieﬂy with the situation in 2006 and without any clear
road map for movement forward. Targets are set for income generation but without
any clear path of how to achieve them.
The strategy plan spelled out six key result areas with corresponding activities for the
period 2006 – 2011:
1. Improved services – customer satisfaction
2. Increased internally generated income
3. More elaborate M&E in place
4. Improved capacity of the Secretariat
5. Improved motivation and working environment
6. Improved image and visibility of the Confederation
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Apart from the ongoing activities very little change seems to have been enacted based
on these activities. A few more staff members have been employed and new services
have been established but not to the extent envisaged in the strategy plan.
The plan presented below will have a more hands on approach as it sets out goals
and activities to be reached. Based on the plan and M & E Framework will also be
developed which will allow both the board and the management to follow the progress.
1.2 METHODOLOGY FOR NEW STRATEGY PLAN
The strategy presented in this document has been developed using a staged and
participatory approach. The ﬁrst step being a short diagnostic survey based upon
an assessment of the organisation and a number of qualitative interviews with key
members and staff members.
The second step was a strategy session where key axes of the strategy were discussed
with members during a retreat conducted at Kunduchi Beach Hotel on March 21st 2014.
The retreat was followed up by presentation to the Executive Council of CTI on June
23rd to discuss the broad lines for reviewing the strategy. Following the approval of the
Council a draft strategy was prepared and the content further investigated through a
survey among the members of the organisation and visits to selected members.
1.3 OBJECTIVE
The overall objective of the Strategy Plan is to provide CTI with a strategic focus
and prioritization for the coming period of operations lasting from 2015-2019. More
speciﬁcally the objective is:
• To create consensus among members on CTI’s vision
• To clearly spell out CTI’s objectives and how the organisation intends to achieve
them
• To identify strategic opportunities and enable CTI to utilise them
• To make CTI more robust conducting effective policy advocacy by setting clear
strategic priorities
• To develop a common coherent narrative about the role of CTI
1.4 SCOPE AND LIMITATIONS

•
•
•
•
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The Strategy Plan will:
provide CTI with a conceptual framework for the development of the organisation
from 2015 to 2020,
provide CTI with different scenarios within various areas of development,
identify main policy priorities for the period,
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offer advice and suggestion on which path to follow (the process of development will
be divided into phases, where applicable).
Implicit in this reasoning is that the Strategy Plan should be supplemented by
additional planning and product development by the CTI Secretariat as it is difﬁcult to
foresee with precision ﬁve years into the future. This is emphasised by the fact that CTI
is an organisation in development as well as the fact that it operates in a dynamic and
constantly changing environment.
Furthermore, member based organisations are different when it comes to scope and
structure. It is only by knowing the exact requirements and features of the target group
– the member enterprises – that it will be possible to decide on the strategic direction;
the services and thus the organisational structure required. Strategic planning in a
membership organisation should be a continuous process which requires constant
review and incorporation of feedback.
The Strategy Plan will therefore be reviewed annually by the executive council to see if
amendments should be incorporated and targets adjusted. It will be the responsibility
of the executive council to monitor progress and evaluate the Secretariats work in
pursuing the targets.
1.5 CONTENT
The content of the strategy is divided into seven main sections.
The ﬁrst section outlines the strategic fundamentals that are the overall vision, mission
and objectives of the Association. The second section is a risk analysis of the Association
in its current settings. Based on the strategic fundamentals as well as the risk analysis
it is possible to deﬁne the overall strategy for the Association. In the third section, a
ﬁgure embraces all issues and questions addressed in the strategy to provide an easily
interpretable understanding of the strategy.
The fourth section describes the strategy for implementing a structured approach to
policy advocacy and which issues to treat while the ﬁfth section deals with the services
of CTI. The sixth section deals with membership related issues while the seventh
section describes the organisational framework necessary to implement the strategy.
Sections eight and nine are dedicated to implementation plan and the M&E Framework
for the strategy plan.
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2 | SWOT ANALYSIS
The following graphic reﬂects the strengths; weaknesses; opportunities and threats for
CTI. The graphic is followed by a short discussion of each concept.
Strengths
•
•
•
•
•
•

Broad manufacturing member base
Good representation in various
Government forums
Regional setup
Number of studies undertaken on
various issues
Staff commitment to CTI as an
organisation
Position to deliver unique services on
behalf of Government

Opportunities
•
•
•
•
•
•
•
•

2.1

General economic growth
Focus on manufacturing sector
Gas extraction has potential to create
economic boom
Awareness in Government on the need
for reform
Need for credible Private Sector
partner
Regional integration
Increased focus on energy efﬁciency
New tools can boost efﬁciency

Weaknesses
•
•
•
•
•
•
•
•
•
•

Member involvement limited to council/
committee members
Lack of coordination with regional ofﬁces
Limited service portfolio
ICT capacity
No clear strategy or goal
Financial sustainability
No M & E Framework to monitor progress
Communication
Lack or documented policy positions
Public image

Threats
•
•
•
•
•
•
•
•
•

CTI loses contact with members
CTI becomes irrelevant in the
development of new economic sectors
Competing organisations
Membership retention and lack of loyalty
Lack of capacity and experience
Lack of resources/staff turnover
Competition from other service providers
Low capacity in Government to initiate
reforms
Competition from other service providers

STRENGTHS

The main strength of CTI lies in its role as a policy advocacy organisation. The
organisation has an image of being a strong advocate for business interests and is
represented in various Government forums like the Tax Force on Task Reforms. The
organisation has also been able to secure funding for various studies to promote the
interests of business ﬁrms. However, the organisation still operates mostly in a reactive
rather than proactive manner.

4
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Recently, CTI has also secured agreements to process PVOC exemptions for their
members which provide a unique value added service. Finally, the staff members seem
to be committed to promoting local industries.

2.2

WEAKNESSES

As just mentioned there is a tendency for CTI to work in a more reactive than proactive
manner when it comes to policy advocacy. When being proactive, most research is
outsourced to consultants which entails that expertise is not built among the staff
members and knowledge is not infused into the organisation. Members’ involvement
in policy formulation and the ability to extract data from members remains low.
Finally, there is no documentation in the form of position papers on CTI’s proposals.
The CTI website does not contain any thorough statement of which reforms CTI desires
to be enacted.
The service portfolio still remains limited, consisting mainly of newsletters and ad hoc
assistance to members. The organisation does not have the necessary administrative
tools in the form of a member database, an accounting system, an M & E Framework,
etc. In general the use of IT is distinctly low in the organisation.
The public image of CTI is that of an organisation for big industries that is merely
interested in generating proﬁt and not in developing the country.

2.3

OPPORTUNITIES

The general economic growth in the country and the prospects for gas production
should allow more companies to thrive and thereby enlarge the potential member
base. The gas sector is dominated by multinational companies but CTI could play
a role in linking them with local suppliers and thereby become an important hub for
business opportunities in this sector. Regional integration is another process with the
potential to create growth and will entail a need for information both among members
and decision makers.
There is also a growing awareness in the public ofﬁces that more needs to be done to
facilitate Private Sector growth and job creation although there is a lack of knowledge
regarding how to do this. If CTI can establish themselves as a credible knowledge
provider on reforms, there should be scope for an even stronger position in its role of
policy advocacy.
Energy Efﬁciency is booming as a priority among development partners and CTI is
already positioning itself as a player in this ﬁeld with programmes with both DANIDA
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and ADF. With the proper implementation of these programmes, CTI can position
itself as a strong partner and offer new opportunities for its members.
2.4 RISK ANALYSIS
The threats are displayed as a risk analysis to allow for mitigation strategies.
RISK

6

DESCRIPTION

MITIGATION

CTI loses
contact with
members

CTI does not have a close contact with
its wide member base at the moment;
this leads both to the loss of revenue
and receiving no input for policy
advocacy

CTI will strengthen its committee
system
A communication strategy has
been developed in order to inform
members better about results.

CTI becomes
irrelevant
in the
development
of new
economic
sectors

New sectors are developing in Tanzania;
for example, the natural gas sector will
become important in the coming years.
If CTI is not capable of grasping the
trends in these markets and new types
of companies might choose not to
become members of the organisation

New services will be developed to
target this sector

Membership
retention
failures and
lack of loyalty

The beneﬁt of CTI membership is
a combination of the value of the
ownership of the organisation and
the value of the services provided.
If this does not exceed the cost of
membership, members may leave.
Some of the members also assess the
value of services as low due to lack of
capacity and knowledge within certain
areas in the CTI ofﬁce.

Involvement of members through
new committee structure
Continued capacity building within
the Secretariat ofﬁce
Establish procedures where all
membership inquiries are treated
equally and in which members
are ensured to receive feedback.
Increase focus on membership
retention

Lack of
capacity and
experience

Most
business
membership
organisations are challenged with
low availability of experts both within
speciﬁc areas and working in business
membership organisations in general.

Continued
focus
on
staff
development through training
Focus on retention of staff
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RISK

DESCRIPTION

Lack of
resources/
staff turnover

Increasing the value of staff and ensuring
a sufﬁcient level of remuneration are key
to staff retention. Currently, CTI does
not have the requisite funds to provide
really attractive beneﬁt packages for all
staff and this has led to loss of staff in
the last six months. However, CTI also
has a core of loyal employees that have
been with the organisation for many
years,

Competition
from other
service
providers

As an organisation CTI operates in
a market with no direct competition
on the manufacturing sector. There
are, however, potential competitors
for membership. In the future CTI
will not necessarily have monopoly in
representing Tanzania’s companies and
CTI will eventually compete with other
service providers in the manufacturing
sector.

CTI needs to constantly develop in
line with members’ needs. Services
have to be provided professionally
and preferably not in competition
with the mass market. If certain
services are provided better and
more cheaply by other companies,
CTI should concentrate on other
services.

If the Government of Tanzania
continues to show a low willingness
to improve the business environment
the members of CTI might become
disillusioned and lose faith, seeing little
or no value in being members of the
organisation.

CTI will professionalise its efforts
in policy advocacy and be more
effective in producing evidence
based policy advocacy and
monitor Government progress in
reforms.
CTI will be more public about its
positions on issues to demonstrate
that the organisation is ﬁghting for
the members.

Low number
of reforms by
Government
might lead
to lack of
conﬁdence in
CTI inﬂuence

MITIGATION
If CTI wishes to be at the forefront
of business associations in Tanzania
it is important that human resource
development is a prioritised,
and sufﬁcient funds should be
generated in order to ensure that
staff remuneration is competitive.
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3 | CTI STRATEGY
3.1

PRINCIPAL ELEMENTS OF THE STRATEGY
Strategy Map
Vision/ Mission

Ambition for policy advocacy

Ambition for membership

Ambition for services

Internal organisation which supports ambitions
The CTI vision is the members’ ultimate goal for Tanzania and Private Sector
development. The mission on the other hand states the purpose of CTI and the journey
on which its members have embarked.
The achievement of the vision and mission rests on the three pillars, i.e. policy advocacy,
membership services, and internal organisation. The pillars are the means by which to
achieve the mission and, by corollary, the vision.
It is possible for each of these areas to establish a number of objectives that will
contribute towards achieving the ambition. A total of ﬁve priorities has been formulated
with respect to policy advocacy. These have moreover been translated into speciﬁc
KPIs that must be achieved.
CTI services need further development in order to attract more members into the
organisation. The ambition for services is to enable CTI to become the hub for linking
companies with business opportunities and be the preferred counsel on Energy
Efﬁciency matters.
These goals have to be prioritised and translated into speciﬁc implementation plans
for each service.
A similar set of objectives have been developed for the membership area and internal
organisation. Under each of the above speciﬁc objectives, activities and sub-activities
should be developed. The sub activities and activities will help in developing annual
work plans with clear budget lines.

8
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4 | VISION, MISSION AND OBJECTIVES
The CTI vision should be the guiding principle for its actions, which should determine
our ultimate objective. The Vision will probably never be fully attained but must be the
goal towards which the organisation will keep working. It is, nevertheless, important
to remember that a vision serves a dual purpose: It is both an internal objective for
the organisation but also a communication tool which should tell the outside world
what objective(s) the organisation aims to obtain. If such objective of the vision is to
be achieved, the Vision should point towards an objective which is interesting for the
rest of the population while still clearly indicating that CTI is an organisation for the
Private Sector.
The current vision is mainly focussed on making CTI a sustainable organisation that can
serve its members. While this is an important objective for CTI, it is more of a means to
an end than a visionary statement and it says nothing about the role of CTI in Tanzania.
The new vision and mission statements below try to set a more ambitious agenda for
what CTI wants to achieve by working as a Private Sector organisation in Tanzania. The
aim is not only to provide a goal for CTI but state why CTI and its members are relevant
to the people of Tanzania for the development of their country.
4.1 VISION
CTI VISION STATEMENT
Tanzania to be a modern open economy led by industrial growth and
development
4.2 MISSION
CTI MISSION STATEMENT
To facilitate improvements of the business environment in Tanzania
and assist Tanzania industrial competitiveness on the regional and
global markets
4.3 VALUES
•
•
•
•
•
•

Members ﬁrst
Reliability and trustworthiness
Transparency and efﬁciency
Dedication and commitment
Innovativeness and creativity
Incorrigibly ethical and incorruptible

CONFEDERATION OF TANZANIA INDUSTRIES STRATEGY 2015-2020

9

CONFEDERATION OF TANZANIA INDUSTRIES

4.4 OBJECTIVES
The working objectives of the organisation have been identiﬁed as follows:
•
•
•
•

10

To be a knowledge facilitator on matters related to industrial development
of Tanzania
To improve the business environment in Tanzania through evidence based
policy advocacy
To provide its members with relevant information on business environment
and business opportunities
To assist the members in accessing new technology, including in particular,
technology related to energy efﬁciency.
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5 | POLICY ADVOCACY
5.1 BACKGROUND
Policy Advocacy is the core activity for CTI at the moment and the key selling point
for joining the organisation. CTI has moved into a position where the organisation is
well respected for its ability to inﬂuence the position of the Government and to solve
ad hoc problems for the members. CTI is well represented in policy forums such as
the Task Force on Tax Reforms and is often invited to represent the view of the Private
Sector in workshops and seminars (e.g. EAC; local content in the gas sector; tax, etc.).
The CTI work can thus be divided into two main sections:
1. Ad hoc resolution of members’ problems related to Government policies/
institutions.
2. Preparing policy proposals for long term resolution of problems or improvement
of laws and regulations related to the Private Sector.
5.2 AD HOC PROBLEM RESOLUTION
Ad hoc problem resolution is one of the strongest selling points of CTI and falls
somewhat outside the normal category of policy advocacy (looking at general problems
for the business community) as it looks more at the interests of individual companies,
thus becoming more of a lobby activity. However, these two forms of advocacy are
rarely contradictory as the effort to solve problems for individual companies can lead
to general changes of effects on whole sectors (e.g. the CTI effort to ensure duty relief
for industrial use of sugar).
It is also often the case that ad hoc problem resolution does not target policy changes
but rather tries to ensure that companies do get the treatment which they are entitled
to from Government agencies.
As long as the procedures for policy change and processing by Government agencies
remain volatile, ad hoc problem solving will remain an important part of CTI’s work.
However, CTI should always bear in mind that this form of problem resolution should
not go against the interests of other CTI members; rather it ought to remain focussed on
following already agreed rules or facilitating policy changes which entail improvements
of the general business environment.
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5.3 LONGTERM POLICY ADVOCACY
The title refers to traditional policy advocacy where evidence-based solutions to general
problems are presented to public decision makers in order to improve conditions for
Private Sector growth. CTI has been successful in producing studies which put certain
problems on the agenda but has not been that strong in following up on the proposals
that have been made in the reports. There also seems to be some distance between
the members and the advocacy efforts of the Secretariat in the sense that the members
are not adequately involved in the effort. This is also illustrated in the fact that CTI
Standing Committees rarely meet; they seem to be decoupled from the process.
At the same time, it is important for CTI to always bear in mind that not all issues can
be handled at once. It is therefore important to set priorities which the organisation
can focus on and which the Council can then use as measuring points for the success
of CTI.
5.3.1 MONITORING
CTI needs to be both reactive and proactive in the policy agenda and this requires
that the organisation monitors both Government initiatives to be able to inﬂuence
them and the opinions of the members to be able to set a proactive agenda. Since
there is no ofﬁcial work agenda published by the Government, CTI must look for
other sources to see what may be the issues that can be expected to come up
during a year.
One of the sources is the budget speech where CTI should identify issues with
Private Sector relevance and work to have a response ready when the Government
launches an initiative. Another source can be larger Government projects like Big
Results Now where a number of initiatives are listed. What is important is that
CTI lists these initiatives and prepare them to enter into a debate by conducting
research on the issue.
The other side that needs monitoring is the membership side. CTI should conduct
regular surveys among its members and discuss new issues with their committees
to identify the most pertinent issues for the members. This is of course an ongoing
discussion; nevertheless a set of priorities can be set for the long term to guide
CTI’s work.
5.3.2 POLICY PRIORITIES
The following are the policy priorities based on discussions with the members of
CTI, conducted in the CTI member survey and observations on societal changes

12
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that need to be taken into account. The priorities are divided into ﬁve overall
groups; they are easy to communicate as drivers of change. Subcomponents of
these priorities will be the more speciﬁc policy proposals. The priorities will all help
to achieve an overall goal of reducing the cost of doing business.
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The priorities also fall well in line with the results from the CTI member survey and
interviews with members. The cost and reliability of electricity are cited as a major
problem and both administrative procedures and taxation remain a major problem
for manufacturers. In addition, corruption is a major obstacle for the members and
will need to be addressed as a part of service delivery from the Public Sector.
5.3.3 COMMITTEE STRUCTURE
Since the current Standing Committees of CTI do not meet regularly, it is
suggested that a structure is drawn up which matches the policy priorities. Each
of these Standing Committees will have a secretary from the Secretariat staff
who is responsible for the committee meeting four times a year and one of the

14
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major items on the agenda should be a follow up on the priority issues attached
to this committee. The structure must consist of two policy Committees and one
administrative committee (for further information on the new committee structure
see Chapter 8). The following two policy Committees are proposed with their
corresponding responsibilities vis-à-vis the policy priorities.

This will reduce the number of Standing Committees, which will hopefully make
it easier for the Secretariat to ensure that relevant content is presented at the
meetings.
5.3.4 FOLLOW UP ON STRATEGIC PRIORITIES
All of the identiﬁed subcomponents should be translated into position papers by
CTI. The position papers are not only a useful tool when engaging with stakeholders
but also an important internal tool to enable us act proactively, or to respond or
react to questions about the CTI members’ interests and the organisation’s position
on relevant or selected issues.
Furthermore, all policy papers must trigger and be followed by an advocacy strategy
with speciﬁc timelines so that the Secretariat has a plan for achieving results on
the work done. This will also allow the Council and the Standing Committees to
measure the activity of the Secretariat.
The ﬁve areas will be translated into a number KPIs for CTI activity on these issues
in the coming period. However, it is important to acknowledge that the policy
activities of the organisation should not be limited to these issues. At times it will
happen that pertinent issues arise which require to be dealt with swiftly.
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6 | BUSINESS SUPPORT SERVICES
CTI Services aim to support members directly with overcoming internal or external
obstacles. It is important to distinguish services from policy advocacy, where the latter
deals with changing the external environment in order to facilitate Private Sector
growth. This section only deals with services but the services should be viewed as a
part of an approach coherent with the strategy for policy advocacy as they are derived
from the same challenges.
It has so far been difﬁcult for CTI to develop new services with commercial potential
and it will probably continue to be so for the foreseeable future. The nature of a
Business Membership Organisation is that it exists for the members and acts as a
link between the members and the public administration. This is probably also why
the most successful services are the ones linked to exemptions of CTI members from
certain regulatory costs.
6.1 CURRENT SERVICES
The current CTI services are:
• Issuing letters of introduction upon request to members travelling outside the
country
• Processing PVoC exemptions for members with TBS license
• CTI members who import raw materials are exempted from WMA inspection fees
(not fully implemented)
• Information on regulatory changes and business opportunities
• Training (currently suspended)
None of these services have the potential of generating large income for CTI and
should be given free of charge to all members. It can be considered to charge a small
fee for the PVoC exemptions and the letters of introduction, but this will probably not
lead to any signiﬁcant income. Therefore the question is whether the potential is large
enough to justify the extra work and annoying members with small fees. The training
only seems to have potential to pay for its own expenses.
Based on the experience from other organisations, it is not recommended to look
for large income generating services as it is difﬁcult for the organisation to provide
enough value to compete on the market. The organisation should rather focus on
providing its members with value which is not found in the market. That would make
it valuable for the members to pay their subscription. The following section on new
services should therefore not be seen as a fully analysed set of proposal to generate
income for CTI but rather as considerations for new services which will enhance the
attractiveness of CTI membership.

16

CONFEDERATION OF TANZANIA INDUSTRIES STRATEGY 2015-2020

CONFEDERATION OF TANZANIA INDUSTRIES

6.2 NEW SERVICES
The following section identiﬁes possible new services for CTI, where the organisation
would occupy a unique position in the market. The proposals have not been fully
tested through focus group analysis or surveys and will need further reﬁnement before
ﬁnal inclusion in the strategy. The following list can therefore be seen as a proposal
for discussion by the CTI Council, and the input will afterwards be used to decide on
speciﬁc services.
6.2.1 ENERGY AUDITS
This service has in fact already been approved for implementation as part of the MoU
between the Danish Embassy and CTI as part of the Business Sector Programme
Support – Phase IV (BSPS IV). The programme will build on the successful initiative
in Kenya. It will also offer Tanzanian companies energy audits to assist them in
reducing their energy consumption and to prepare them to apply for funding. The
companies will be offered the energy audit at a subsidised price in order to attract
companies to the programme in the initial phase.
There is therefore a strong valuable monetary component in the programme. In
the recent member survey, members were asked if “Advisory services on energy
efﬁciency” should be a service offered by CTI and only one member answered
positively. The service thus does not appear to be in high demand. However, as
shown on page 10, cost of energy is the largest challenge for doing business in
Tanzania. This indicates that there should be a greater interest in reducing energy
cost. It is only a matter of relating ‘cost reduction’ to the notion that this can be
achieved by reducing energy consumption instead of just by relying on lower prices.
6.2.2 BUSINESS LINKAGES IN THE GAS SECTOR
The gas sector in Tanzania has a huge potential to spark development in the country
and holds a vast business potential for CTI members. The current political climate
implies a risk in this development by imposing demands on foreign investors for
a rigid local content. The debate on this also creates a pressure to include local
business.
CTI could play the role of acting as the hub to connect the multinational extraction
companies with local business. This should not be done simply by awaiting phone
calls from people requesting to offer opportunities for CTI members; rather there
should be active involvement to identify business opportunities.
The service will require CTI to approach the multinational companies in order to
map out the products they wish to source locally. CTI will then map out what type of
products their members can produce and proceed to link the two sides.
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As an additional component, CTI will identify products which could be produced
locally when looking at the types of manufacturers but where the technical
knowledge is missing. The CTI ambition will then be to link such members with
international companies which will be interested in developing the capacity of
these companies through business partnerships.
If CTI can succeed in becoming this hub, it will create huge value for its members.
In the long term, the organisation can consider charging a fee for being part of
the network or for linking companies with international partners, and international
companies with local ones. Finally, the possibility should be considered to offer the
multinational companies operating in Tanzania CTI membership.
6.2.3 ADVISORY AND LABOUR MARKET SERVICES
Looking at the results from the CTI member survey, advisory services from CTI
are not in a high demand; except when it comes to services on labour market
regulation.

Advisory services on labour law

8%

Direct advisory services on market
studies

4%

8%

36%

Linkages with other businesses
Seminars on market development

12%

Information about tenders
16%

16%

Advisory services on how to apply
for tenders
Advisory services on energy
efficiency

As mentioned earlier, it can be difﬁcult to sell advisory services on the market. For
example, a company might wonder why pay CTI when it can get a lawyer for almost
the same price? DI is quite successful in providing advisory services on labour law
but this is because DI is also an employer organisation with a unique knowledge
about this issue. If this is a road CTI wants to pursue it will require a large strategic
shift to also be an employer organisation. There seems to be room in the market for
this with ATE not being able to provide a service like this. It will, however, require
signiﬁcant investments in terms of staff and time for CTI to move in to this direction.
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7 | MEMBERSHIP
Concerning membership, the CTI ambition is to keep growing and becoming a
stronger organisation, and this appears to be the trend at the moment.
With the current growth in the Tanzanian economy in general and the manufacturing
sector in particular, CTI must aim at growing its membership base. A target of 25 % by
2017 and 50 % by 2019 seems quite realistic. It will, however, require that CTI widens its
membership base and becomes more visible to attract new members.
The challenge only becomes bigger when we put the additional demand that it should
be paying members. This year CTI has experienced that 40 % of its members failed
to pay their subscription fees, and this is the largest proportion ever. It underlines the
need for CTI to be more visible with achievements and widen the service portfolio.
7.1 SMES
The latter is especially necessary if CTI is to attract more SMEs as members. In general
there is a tendency that larger companies join business organisations because of
the inﬂuence this offers them while SMEs join business organisation because of the
services they offer.
If CTI chooses to focus more on SMEs, providing “help to the formal economy package”
could be an option. This would be a programme where CTI assists informal companies
and small formal economies with information and training in how to become a formal
company. This could include: Information about tax obligations; training in accounting;
inspirational visits to larger companies; mentoring sessions with experienced CEOs.
Such a programme would probably attract donor funding for starting up the service.
7.2 IMPROVED PROCEDURES FOR MEMBERHSHIP RETENTION
There is a need to dedicate more resources to membership retention and spread the
effort over a longer period so the Secretariat avoids two weeks of “panic” visits in
September.
7.2.1 FREQUENT VISITS AND KEY ACCOUNTS
It is proposed that the head of the membership department should dedicate
more time to follow up on members, call them to make sure they are satisﬁed with
membership, offer assistance, and visit the members.
The focus should be on the following member categories:
• Largest members
• The members that were reluctant to pay last year
• New members
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In order to relieve the membership department of the workload, some of the key
accounts could be delegated to other staff members.
7.2.2 NEW PROCEDURES FOR MEMBERSHIP FEE PAYMENT
The current situation where members are approached in September about bills
they should have paid in January is unsatisfactory. Instead, a stringent procedure
should be implemented where members are reminded about payment of their
membership fees one month after the payment date and then again two months
later. This procedure is to be implemented by the administration department.
If the member has not paid after three months, the membership department will
contact them to inquire about problems the member faces and try to collect the
membership fee. If the member still has not paid after six months, the membership
will cease.
To avoid going through this process the same time every year, the Secretariat can
send the invoices more frequently, say every three or six months. Alternatively, the
membership can be divided into two groups where one group is billed in January
and the other one in July.
7.3 COMMUNICATION
Another issue regarding membership is attracting new members, and in this respect
communication is key. There needs to be a clear goal with the communication effort in
order to ensure that CTI does not communicate for the sake of communication but to
meet the objectives of the organisation in doing so.
The Overall objective of CTI communication is to show the value of CTI to Manufacturing
ﬁrms and raise awareness about activities and positions on manufacturing sector
development.
Speciﬁc objectives include the following four:
• providing information
• increasing awareness
• encouraging action
• building consensus
Until now, CTI has not had a clear communication strategy to reach its main target
groups. A communication strategy has therefore been developed, it is attached as
Annex A.
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8 | INTERNAL ORGANISATION AND
GOVERNANCE RULES
For the strategy to be implemented successfully it needs to rest on a strong and
efﬁcient internal CTI organisation to support the ambitions. For a business membership
organisation like CTI it will be important to look at several aspects of its internal
organisation, which are relevant for the efﬁciency of the organisation.
8.1 GOVERNANCE STRUCTURE

The CTI governance structure ensures that members are involved in setting the
priorities of the organisation and approving decisions on new actions and positions
taken by the organisation. It is important for any organisation that its Council or Board
works closely with the Secretariat, and there must be a clear understanding of what one
side expects from the other.
The AGM and the Council are functioning effectively. The Council meetings are held
regularly to allow members to provide input to the daily work of the Secretariat.
However, there is a tendency to micro manage the activities of the Secretariat as the
Councillors tend to follow up the day to day activities of the Secretariat. It would be
more worthwhile for Councillors to use their competences in focusing on strategic
initiatives and thematic discussions on priority issues.
Structurally, CTI has a rather elaborate system of Standing Committees to support
the Secretariat in order to ensure member involvement in decisions related to policy
issues. However, the committees do not meet regularly, something that renders them
practically ineffective.
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Furthermore, based on the current level of stafﬁng, the Secretariat does not have the
necessary resources in terms of manpower to support ﬁve Standing Committees. Value
adding meetings of the Standing Committees require careful preparation in terms of
background papers for discussion and presentation, which should be delivered by the
Secretariat.
It is therefore suggested that the number of Standing Committees be reduced to
three, as follows:
•
•
•

Fiscal and Economic Affairs Standing Committee
Infrastructure, Legal and Regulatory Affairs Standing Committee, which shall
combine current functions of the Infrastructure Standing Committee and Legal
and Regulatory Afﬁars Standing Committee
Membership, Services, Finance and Administration Standing Committee, which
shall take up current functions of Enterprise Development Standing Committee

The revised Standing Committees Chart is therefore as shown below:

8.2 INTERNAL ORGANISATION
The CTI Secretariat is currently divided into the following four main departments:
•
Policy and Advocacy Department
•
Membership and Communication Department
•
Documentation and Information Department
•
Finance and Administration Department
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The current management structure is depicted below:
PRESENT ORGANISATION

Since the initiation of the twinning project between CTI and the Confederation of
Danish Industry (DI), CTI has been able to hire three additional employees, namely; the
Policy Specialist; the Trade and Energy Efﬁciency Coordinator, and the Communication
Specialist.
While the recruitment of new staff helped to beef up the workforce, the distribution
of functions amongst the departments, particularly between the Membership and
Communication Department and the Documentation and Information Department has
remained unbalanced and rather confusing.
The Membership and Communication Department is tasked with the responsibilities
of recruitment and retention of members and provision of value adding membership
services. This is a big task considering the ambition of CTI is to grow and become
sustainable. Adding to that, the responsibility of improving communication with the
members and the general public is a big task, considering that the Documentation
and Information Department only has the tasks of documenting and keeping custody
of information, and maintaining the CTI Library and Website.
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For the above reason, it is suggested that the communication function be shifted to
the Documentation and Information Department. These are related functions and can
easily be integrated.
The departments shall therefore be re-organised as follows:
•
•
•
•

The Policy and Advocacy Department
Membership and Services Department
Communication and Documentation Department
Finance and Administration Department

It is important to acknowledge the fact that the new organisation chart is not static and
may have to be modiﬁed according to new assignments and in coming projects. It is
therefore expected that the chart will change during the period of the strategy.
The new Secretariat organisation chart can be viewed below:
NEW CTI ORGANISATION
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8.3 DIVISION OF WORK
Finding the right organisation structure is just the ﬁrst step to an effective organisation.
That must, however, be followed by the next step, which is to deﬁne the tasks, that
each of the departments will perform. The list proposed below should not be seen
as exhaustive since new tasks may arise and small ad hoc tasks cannot be captured
in an overall framework such as this one. It is, nevertheless, important that all the staff
members know what their main assignments are and their responsibilities within each
assignment; they also need to know what responsibilities do not belong to them.
The latter does not imply that the staff members should not help one another across
departments. Team-work is vital for the coherence of any organisation, and especially
a member-oriented organisation such as CTI. That having been said, there should be
no doubt about who has the responsibility for each task so that everyone is sure that
every given task will be carried out. Below follows a description of the functions of each
of the departments; that is followed by a table with the more speciﬁc tasks assigned
to each department.
Policy and Advocacy Department: Responsible for identifying policy and regulatory
issues that need to be resolved in order to enhance the competitiveness of CTI
members. The department is responsible for advocating for the necessary changes
as well as producing evidence-based policy positions with the aim of improving the
business environment in Tanzania. The department will also handle ad hoc requests
from members and act as Secretariat for the two policy Committees; The Fiscal and
Economic Affairs Committee and the Infrastructure, Legal and Regulatory Affairs
Committee.
Membership and Services Department: Responsible for membership development,
which is essentially membership recruitment and retention, and provision of value
adding services to members. The services include energy audit programmes, business
facilitation, engagements/consultations with regulatory bodies and Government
institutions, provision of business information and contacts, etc. The department is
also tasked with the preparation of documents relating to membership and services
for presentation to the relevant Standing Committees.
Communication and Documentation Department: Responsible for preparation and
dissemination of information as well as preparation, production and secure upkeep
of ofﬁcial documents. The department is also responsible for maintaining the library,
the website and the members’ database. It also serves as Secretariat for the Council
and the AGM and assists the Executive Director in preparation of papers for these
meetings.
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Finance and Administration: Responsible for managing the ﬁnances and proper upkeep
of the books of accounts. The department is tasked with the responsibility of drawing
up proposals for generating income and following up on outstanding receivables. It
acts as Secretariat for the Membership, Services, Finance and Administration Standing
Committee.
8.4 OUTREACH OFFICES
CTI has three outreach ofﬁces, namely; the Tanga Ofﬁce catering for Tanga Region, the
Arusha ofﬁce covering for the northern zone and the Mwanza ofﬁce covering for the
lake zone.
At the moment, it is unclear as to what the exact services provided by these regional
ofﬁces are, except for CTI ‘having regional presence’ and assisting members with
ad-hoc issues concerning local authorities. The outreach ofﬁces currently require
considerable funding from CTI headquarters but it is the aim that they should be
sustained ﬁnancially by their own membership.
There is a need for the outreach ofﬁces to properly represent CTI in carrying out its
mission and objects.
At the current level of stafﬁng, however, it is difﬁcult for those ofﬁces to provide the
range of services that are provided at the headquarters. The outreach ofﬁces should
therefore be more of a networking opportunity for the members. Thus, there is a need
for such ofﬁces to organise meetings for the members. From time to time, staff from
the headquarters should attend the meetings in order to provide assistance to the
outreach staff and improve the quality of the presentations.
The Outreach ofﬁce in Arusha is a special case. It should also function as CTI’s link on
matters regarding the East African Community. This function should be stated in the
terms of reference for Arusha Outreach Manager.
Among other things, the terms of reference for the Arusha Outreach Manager should
include those listed below:
•
Report on upcoming EAC events of relevance for CTI members (EAC calendar)
•
Develop ties with important stakeholders such as EAC Secretariat and EABC
•
Represent CTI views in selected meetings
In view of the above, in order for the outreach ofﬁces to offer a proper representation
of CTI in their respective zones, the following objective and activities are proposed.
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OBJECTIVE
To create a network of companies that share CTI vision and pursue its objectives in
promoting the ideals in the zone.
ACTIVITIES
•
•
•
•
•
•
•
•

Conduct policy advocacy on issues that are relevant to the local situation.
Hold quarterly members’ meetings – at least 4 meetings a year.
Carry out at least 2 networking events for the members annually. Staff from
CTI headquarter should participate in at least one of these events.
File monthly reports to the CTI Headquarters on the activities/events of the
outreach.
Engage in recruitment and retention of members with a view to strengthening
the zone and CTI in general.
Represent CTI in selected meetings upon consultation with the headquarters.
Present upcoming EAC Events that are relevant to CTI and its members.
Develop close ties with EAC Secretariat and EABC.

8.5 TOOLS
For the organisation to perform efﬁciently the members of staff need to have the right
tools. The potential for increasing staff efﬁciency is quite high at CTI due to the current
lack of digitalisation. Some of these tools will require investments while others are
more about a change of procedures.
8.5.1 MEMBER DATABASE
A member database is essential for a membership-based organisation and it is
unsatisfactory that CTI at the moment does not have a collected overview of the
members; it has to rely upon a printed directory which takes years to be updated.
CTI must have an electronic member database that is updated regularly.
It is suggested that CTI invests in a proper member database in an easy to search
system. Given that CTI does not have a server, a cloud-based solution will be the
best solution since this will secure the database against computer breakdowns.
ChamberMaster would provide the solution. It offers several functionalities
including member registration, invoicing and website integration.
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8.5.2 ONLINE SURVEY COLLECTOR
To be more effective in conducting surveys, it is recommended that CTI use the
online survey tool called SurveyMonkey. The plan would be to sensitise the
members and conduct at least one survey per quarter.
8.5.3 ELECTRONIC ACCOUNTING SYSTEM
It is also essential that CTI does away with manual bookkeeping, which is time
consuming and error-prone; it should switch to electronic means. It is recommended
that CTI acquire accounting software. Cheap online solutions, such as Sage Pastel
and QuickBooks are available and CTI should consider acquiring one of them. It
should be noted that ChamberMaster can be integrated with QuickBooks.
8.5.4 STANDARD COMMUNICATION MATERIAL
Standard material with logo for presentations and reports will be developed as
part of the communication strategy to give a unique, uniform and professional
impression of CTI. A standard presentation of the organisation will also be
developed.

28

CONFEDERATION OF TANZANIA INDUSTRIES STRATEGY 2015-2020

CONFEDERATION OF TANZANIA INDUSTRIES

9 | STRATEGY
The ambition for the strategy plan is to develop CTI into a full-ﬂedged knowledge
provider for both politicians and member companies. The development of a business
organisation can be described in four phases.

Most business associations start out as a club where the members primarily meet to
network, exchange information, and air views about common problems. At this stage
the organisation is driven by the members and does not work in a structured manner
to promote their interest nor provide any services to the members.
The next stage in the development is to employ a small Secretariat. At this stage the
association participates actively in policy dialogue. However, the capacity for analysis
is limited and dialogue is mostly reactive. Networking remains the most important
activity and services are, if developed, rarely delivered professionally.
In the third stage the Secretariat is professionalised and the association has become
inﬂuential and is capable of engaging in long-term dialogue with legislators.
Networking activities are systematically conducted and the organisation provides a
wide range of services for its members.
In the ﬁnal stage the association has become a knowledge supplier. It has become
highly proactive and is often able to set the agenda for discussions within the policy
area. The association labels itself as a networking organisation for knowledge sharing
between members as well as providing a diversiﬁed portfolio of services that has been

CONFEDERATION OF TANZANIA INDUSTRIES STRATEGY 2015-2020

29

CONFEDERATION OF TANZANIA INDUSTRIES

developed and the association is often the initiator of new business development
services in the market.
On the basis of an initial assessment of CTI, this organisation seems to be at a stage
between phase 3 and 4. The ambition is to establish internal procedures for the
organisation in 2016 and professionalise the Secretariat further. As the organisation
builds its capacity to conduct policy advocacy and provide services for its members it
will move towards being a knowledge provider. The speed at which CTI will reach this
phase will depend on the quality of its efforts in implementing the strategy. The next
chapter contains the Monitoring and Evaluation Framework, which shows the activities
CTI needs to carry out to fulﬁl the strategy.
The outcome is the overall result of the efforts of CTI that contribute towards realising
the strategy. The outcome should not be seen as results, which the CTI efforts can
achieve directly, but rather as results CTI needs to contribute towards that realisation.
Sometimes the outcome can be directly linked to CTI work; for example energy
audits. Here it is easy to see if CTI recommendations from the audit are accepted and
implemented or not and to how large a reduction in energy consumption it will lead.
This is more difﬁcult to do when it comes to policy advocacy. Here the outcome will
state the ambition CTI has for the effort in changing rules and regulations with impact
on the Private Sector. However, the actual success rate of this will depend on many
different stakeholders and developments.
The outcome will still have veriﬁable indicators to measure the success of CTI; but,
since the organisation cannot exert direct control over these, the key performance
indicators of the organisation will be linked to the individual activities of CTI. The
key performance indicator of the results CTI has to deliver will therefore not be the
outcome but rather the output as this will be within the control of the organisation. In
this regard, you could say that the outcome is related to the mission and vision for the
strategy of CTI while the output is related to the ambitions CTI desires to initiate to
achieve the mission and vision. For the policy issues chosen as focus areas for CTI, the
outcome will be what CTI expects to happen if the business environment is to improve.
The outcome related to the mission is displayed in the ﬁrst table below. This should
not be veriﬁed on an annual basis but should rather be seen as the objectives CTI is
striving towards, and which will be delivered if the output in the next table is attained.
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10 | MONITORING & EVALUATION
The Monitoring and Evaluation framework described below is aligned to the CTI
Strategy (2014-2019). The architecture of the M & E Framework will be based on the
Logical Framework Approach. It will, however, not produce a logical framework matrix.
This is to ensure that the structure of the framework is customised to the CTI operating
mode. It is important for the CTI M&E framework to reﬂect the language and help
deepen the meaning and signiﬁcance of the CTI Mission (p.10), its four objectives
(p.11) and Risks (pp 6-8).
To achieve the CTI vision it is essential that the organisation fulﬁl its mission. The mission
essentially describes how CTI can improve the business environment in Tanzania and
assist its members in improving their development and competitiveness. This should
be achieved if CTI fulﬁls its main objectives and ambitions as displayed in the strategy
map described in Chapter 3 of the strategy for Confederation of Tanzania Industries
(CTI).
The ﬁgure below shows how CTI can monitor whether this is being achieved.
The vision is the overall goal of where CTI would like Tanzania to be in ﬁve years.
The mission is the outcome which the CTI activities will produce to move towards
this vision. The green boxes show the ambitions of CTI as an organisation and hence
what output the organisation needs to attain in order to achieve its mission/outcome.
The blue ﬁgures display the main assumptions, which have to hold true for the output
to lead to the outcome stated in the mission. For reasons of simplicity only the main
assumptions are displayed.
An underlying assumption for achieving the objectives is that CTI is an effective
organisation. The M&E framework will therefore also include targets for the
organisation’s performance. However, the strategy is not only an internal work tool
but also a narrative about the vision and purpose of CTI, it is therefore necessary that
the output can be seen as a part of this story which will lead to the CTI mission and
ultimately its vision. Hence, internal efﬁciency is not displayed directly as an output in
the ﬁgure below but is an underlying prerequisite for achieving the outputs.
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10.1 TERMS AND DEFINITIONS
1)

Mission

The outcome will be the overall results of the CTI efforts that contribute towards
realisation of the strategy. The outcome should not be seen as results, which the CTI
efforts can achieve directly, but rather as results CTI desires to contribute towards
that realisation. Sometimes the outcome can be directly linked to the CTI work: for
example energy audits. Here it is easy to see if the CTI recommendations from the
audit have been accepted and implemented or not and to how large a reduction
in energy consumption it will lead. This is more difﬁcult to do when it comes to
policy advocacy. Here the outcome will state the ambition CTI has for the effort in
changing rules and regulations with impact on the Private Sector, but the actual
success rate of this will depend on many different stakeholders and developments.
The outcome will still have veriﬁable indicators to measure the success of CTI;
however, since the organisation cannot exert direct control over these, CTI key
performance indicators will be linked to its individual activities. The key performance
indicator of the results CTI has to deliver will therefore not be the outcome but rather
the output as this will be within the control of the organisation. In this regard, one
could say that the outcome is related to the mission/vision for the CTI strategy while
the output is related to the ambitions CTI wants to initiate to achieve its mission/
vision. For the policy issues chosen as focus areas for CTI, the outcome will be what
CTI expects to happen if the business environment is to improve.
The outcome related to the mission is displayed in the ﬁrst table below. These
should not be veriﬁed on an annual basis but they should rather be seen as the
objectives CTI is striving towards and which will be delivered if the output in the
subsequent table is achieved.
2)

Objectives

The output describes the initiatives CTI is taking as an organisation to achieve the
stated outcome. The output will therefore serve as the key performance indicators
of the organisation. The output and the outcome should be linked in a manner
that makes it evident that the output will contribute to achieving the outcome.
For example, if the desired outcome is that intraregional trade in the EAC should
increase, the corresponding output could be to raise member awareness on EAC
matters; ensure that elimination of Non-Tariff Barriers gets public attention, and
prepare a consolidated Private Sector position on the elimination of NTBs.
3)

Assumptions

The assumptions should serve as a rationale behind the link between output and
outcome. The assumptions will explain how the output from CTI will contribute
towards achieving the outcome. If the assumptions do not hold, the outcome will
not be as desired.
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10.2 OVERALL M&E FRAMEWORK
Mission

KPI

To improve the business
environment in Tanzania and
assist Tanzanian companies in
being competitive on the global
market

Government have responded
positively to one reform
proposal within each CTI
priority policy issue

Government publications/
speeches

CTI members report beneﬁts
to the Secretariat as a result
of business services provided
to them

Annual survey

80 % of audited companies
have accepted at least 3
recommendations from the
energy audits

CTI membership increased
by 25 %
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Means of verification

Audit follow up reports

Member database
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10.3 POLICY ADVOCACY
Ambition for Policy
Advocacy

Government has
responded positively
to one reform proposal
within each CTI priority
policy issue

Means of
verification

Output / KPI

Assumption

At least one evidencebased position paper
produced on each
of the ﬁve key issues
identiﬁed in the
strategy

Position papers
produced

Government
has an interest
in continuing
economic reform
in order to create
jobs and economic
growth

Meetings held with
relevant stakeholders
following advocacy
strategies for each
issue

Annual report

Government needs
input from the
Private Sector to
make the necessary
decisions

CTI general presence in
media enhanced from
26 newspaper articles
every six months to 35
articles per half year

Press Clippings

Private Sector
Organisations
with evidencebased solutions
will be heard by
Government

CTI continues to solve
ad hoc policy issues on
request by members

Member
satisfaction survey

Public awareness
can push for reforms
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Ambition for services
CTI members report
benefits to the
Secretariat as a result
of business services
provided to them

80 % of audited
companies have
accepted at least 3
recommendations
from the energy
audits

KPI

Means of verification

Assumption

Service portfolio
Annual reports on
enhanced and used services introduced
by CTI members
and number of
members using them

Widely used services
will beneﬁt members

Member
companies have
become aware
of the beneﬁts
of implementing
energy efﬁciency
schemes

Member survey

The potential for
energy efﬁciency
among Tanzanian
companies is high.

45 energy audits
carried out during
the DANIDA
project managed
by CTI by the end
of 2016

Annual report

Business oriented
business plans
and case studies
demonstrating
cost savings in the
companies will make
energy efﬁciency
attractive.
Companies will
undertake necessary
investments if the
return from investment
are attractive.
Reduced expenses for
energy will raise the
competitiveness of
Tanzanian companies.
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10.4 MEMBERSHIP
Ambition for Membership

CTI membership
increased by 25 %.

Output / KPI

CTI has the
necessary IT
tools to manage
membership.

Means of verification

Assumption

Electronic accounting
system implemented;
Procedure for
collecting fees
established;

Use of modern IT
tools will increase
the CTI efﬁciency
and display a more
professional image.
This will make
the organisation
more attractive to
potential members.

Electronic member
database in place

CTI has a
systematic and
professional effort
for membership
recruitment and
retention.

10 existing members
contacted each
month; Five potential
members contacted
each month

CTI communicates
efﬁciently with its
members about
activities.

Website is updated
once each week;

Networking events
for CTI members are
conducted regularly.

Ten annual
networking events
conducted (4 in Dar
es Salaam, 2 in each
of the outreaches)

Close contact
and proactive
recruitment will
increase number of
members.
Effective
communication
increases member
satisfaction.

Member satisfaction
survey
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