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What we do

• Product & Service Marketing

• Policy & Program Marketing

• Integrated Marketing Communications

• Strategic Communications

• Social Marketing

• Sponsorship/Partnership Development

• Revenue Generation

• Service Excellence

• Branding Management  & Strategy

• Digital Marketing & Social Media Engagement





About Tanzania 

• Tanzania is an extremely poor country. Tanzania ranked 151nd of 168 countries on the 

UN Human Development Index.

• Tanzania performs somewhat better on the World Economic Forum Gender Gap 

Index, ranking 46th of 135 countries  but still well behind other African countries such 

as South Africa (16th), Mozambique (23rd), Burundi (24th) and Uganda (28th).  

• Tanzania ranked 119nd of 168 on Transparency International’s Corruption 

Perceptions Index





































How it all started

• Director of Ethics Promotion Division in Tanzania’s Office 

of the President read how social marketing used in other 

countries to alter deeply-embedded societal behaviors. 

• She conjectured that techniques  proven so effective in 

changing attitudes and behaviours in many social and 

health areas could be successfully applied to the 

advancement of ethics in the public service. 







Why CEPSM

• Centre of Excellence for Public Sector Marketing (CEPSM) has extensive 

experience developing and implementing social marketing campaigns in the 

public & non-profit sector and had done some projects internationally

• As a result of our experience CEPSM received an offer to work on a social 

marketing campaign to promote ethics in the public service, in Tanzania.

• Long history of social marketing programs in developing  countries - social 

and health areas, however, no example of applying social marketing in the 

advancement of ethics in the public service. 



Tanzania Corruption 



Purpose & Approach

Dual goals were to:

1. to enhance understanding and strengthen the capacity on the theoretical and practical 

concepts of social marketing

2. to develop a social marketing strategy aimed at improving the knowledge , beliefs and 

behaviours of public servants in the area of ethical conduct

• Used an inclusive “learning by doing” approach including:

➢ training from Canadian team

➢ capacity development of the team

➢ the preparation of a social marketing strategy



Introduction

• Advancement of ethics in Tanzania’s public service had clear policy 

backing.

• Initially, ethics project conceived as modest intervention, However, 

donor countries informed  Tanzanian Government that reform 

must become more action-oriented & results-focused



Introduction

• Public service executives in developing countries face major 

challenges.  

• Multiple conflicting demands from donors 

• Deadlines with turnarounds from byzantine administrative 

processes 

• Such problems pose significant barriers to delivering results-

focused projects with tight timelines & budgets 







Phase 1 

• Provided intensive training to: Ethics Promotion & 

Information Division, Education & Communications 

Division in Office of the President, Tanzanian Public 

Service College & Ethics Secretariat

• Civil society organizations approached concerning their 

prospective participation







Phase 2

• Unfortunately, events did not unfold as planned. Serial obstacles 

dissipated the project’s initial momentum. The client’s budget 

could not, as anticipated, fund the local research  consultants

• The client’s budget precluded engaging civil society organizations 

in the process.

• At this juncture, the project appeared unlikely to proceed at all, 

given the inability to secure funding for its core activities.





Phase 2 

• Sometimes, eureka moments are born of necessity. With few if any 

alternatives, we devised a creative approach that fit within project budgets 

and timelines: do it yourself. 

• Instead of hiring local consultants to conduct audience research, CEPSM 

would train our Tanzanian colleagues how to conduct the actual research… 

no mean task!

• Interestingly, one of the project’s original goals was to incorporate a 

“learning-by-doing” approach into the project. It was not suspected how 

literally this principle would ultimately be applied.



Phase 2

• For 2 intense weeks we trained the Tanzanian team on how to conduct 

surveys/focus groups & develop a questionnaire translated into Swahili by 

the team

• During week 2, Tanzanian team completed 315 employee questionnaires, 301 

client surveys and held 4 focus groups. This was our baseline.

• Our pilot government department , Ministry of Lands, Housing & Human 

Settlements Development (MLHHSD) were enthralled to be consulted & 

eagerly participated.

• All questionnaires & surveys accompanied us back to Ottawa for entry into 

data compilation software. 











Results of Baseline (Employees)

• 99 % of employees agreed it was their responsibility to adhere to the Public 

Service Code of Ethics & Conduct;

• 63 % of employees stated they did not own a copy of the code;

• Employees rated their knowledge of code at 3.3 out of 5

• 48 % of employees claimed to have seen unethical conduct by other ministry 

officials; and

• 84 % of employees who had seen unethical conduct had not reported it.



Employee Focus Groups 

• Participants knowledgeable about ethics  but  limited knowledge of P S Code of Ethics and 

Conduct;

• Employees afraid of being victimized if report unethical conduct and/or don't adhere to 

requests from superiors to act unethically;

• Managers concerned about being victimized if they impose sanctions to employee’s 

unethical conduct;

• Key reasons for unethical conduct included: inadequate training/working tools, low pay, 

external pressures (societal/peer/ managerial), staff shortage, working environment, agents 

of client looking for unethical means to  getting things done



Results of Baseline (Clients)

• 45 % of clients reported that they had been a victim of unethical conduct at the 

ministry;

• 60 % of clients who had been a victim of unethical conduct did not file a complaint;

• 40 % of clients unaware that reporting or complaints mechanisms available to them;

• 90 % of clients felt unethical conduct adversely affected ministry’s quality of service;

• 41 % dissatisfied with the ministry’s quality of service; and

• About  20 %  felt that channels for reporting unethical behavior were effective.



Phase 2 (cont’d)

• The strategy was presented by the Ethics Promotion Division to 38 senior 

managers . President’s Office  strongly endorsed the quality of the work and  

proposed implementation roll-out. 

• Our  team was requested to return in less than a year to assess the pilot 

project’s progress. The social marketing team then geared into overdrive to 

finalize and  implement the strategy.



Phase 3: Developing the Social Marketing Strategy

• 3 target groups selected: 

• Ministry Commissioners, Directors & Assistant Directors; 

• Ministry Officers, Assistant Officers and Technicians 

• Ministry Clients

• Goals set to influence knowledge, beliefs & behaviours, 

• For each audience, specific objectives, positioning, key messages, 

communications channels & supporting tactics were developed



Social Marketing Strategy Overview

• Strategy based on insights gained from baseline research

• Developed in full collaboration with Tanzanian &   MLHHSD teams

• Phased approach had been used for strategy:

o Short-term (6 months)

o Medium-term (1 year)

o Long-term (2-5 years) 

• Focused on 3 priority audiences that were seen as the biggest opportunity 

for sustainable change to happen.
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Overall Goals Knowledge 

Objectives

Belief 

Objectives

Behaviour 

Objectives
1. Knowledge

MLHHSD employees are familiar 

with & know that they are supposed 

to adhere to PS Code of Ethics and 

Conduct always

MLHHSD clients know what 

channels available to them for 

reporting unethical conduct

2. Belief

MLHHSD employees believe that it 

is their duty & obligation to adhere 

to the Code always

MLHHSD clients believe that the 

Ministry is acting to reduce 

unethical employee conduct

3. Behaviour

MLHHSD employees adhere to the 

PS Code of Ethics and Conduct 

always

MLHHSD clients behave in a manner 

that supports ethical conduct of 

employees and report unethical 

conduct

Increase % of MLHHSD 

employees that have seen the 

PS Code of Ethics and Conduct 

from 65% to 75% by 1/11/12

Increase % of MLHHSD 

employees that own copy of PS 

Code of Ethics and Conduct 

from 37% to 50% by 1/11/12

Increase mean self-indicated 

MLHHSD employee score for 

knowledge level of PS Code of 

Ethics and Conduct from 

3.26/5 to 4/5 by 1/11/12

Reduce % of MLHHSD 

employees that think 

Complaints Handling Office is 

reporting channel for them 

from 62% to 45% by 1/11/12

Reduce % of MLHHSD clients 

that don’t know what unethical 

conduct reporting mechanisms 

available to them from 40% to 

25% by 1/11/12

Reduce % of MLHHSD 

employees who believe that 

reporting unethical conduct 

will not be taken seriously 

from 30% to 25% by 1/5/13

Reduce % of MLHHSD 

employees who believe that 

they will be victimized for 

filing a report of unethical 

conduct from 20% to 15% by 

1/5/15

Reduce % of MLHHSD clients 

that feel they will be 

victimized if they file a 

complaint from 35% to 30% 

by 1/5/15

Reduce % of MLHHSD clients 

victimized by unethical 

conduct of an MLHHSD 

employee from 44% to 38% 

by 1/5/15

Reduce % of “colleague-

witnessed” unethical 

behaviour within ministry 

from 48% to 42% by 1/5/15

Reduce % of MLHHSD clients 

that had reason to file a 

complaint on unethical 

behaviour but did not do so 

from 40% to 35% by 1/5/15
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Positioning 

“I want my target audience to see________________________ 

(desired behaviour) as ______________________________________  

(a phrase describing positive benefits of adopting the 

behaviour) and as more important and beneficial than 

__________________ the competing behaviour (play the devil’s 

advocate here)”. 



Senior Management Officers & 

Technicians

Clients

P
o
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n
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We want MLHHSD 

Commissioners, Directors and 

Assistant Directors to see that as 

leaders and ethical conduct 

champions they have a 

tremendous opportunity to 

enhance their dignity, integrity 

and patriotism through behaving 

ethically and leveraging the 

reporting of unethical conduct as 

a supervisory tool. 

This will lead to improved service 

delivery, reputation, and status for 

both themselves and their 

organization. This is much more 

appealing than experiencing the 

short-term benefits of unethical 

conduct and subsequent exposure 

to risks including loss of status, 

public shaming, job loss, 

criminalization, 

disgrace/disrespect, and 

destruction of family reputation

We want MLHHSD Officers, 

Assistant Officers and Technicians 

to see that their behaviours and 

actions as employees greatly 

affect the reputation of the 

Ministry.

Acting ethically and reporting 

unethical conduct will also 

enhance their personal dignity, 

integrity and patriotism. This is 

much more appealing than 

experiencing the short-term 

benefits of unethical conduct and 

subsequent exposure to risks 

including public shaming, job 

loss, loss of career advancement 

opportunities, criminalization, 

disgrace/disrespect, and 

destruction of family reputation.”

We want MLHHSD Clients to see 

that reporting unethical conduct 

is a key way they can improve 

MLHHSD service delivery since it 

is now taken very seriously and 

clearly acted upon. This direct 

contribution to operational 

efficiencies is far more important 

than saving a few minutes by not 

filing a report on unethical 

conduct when it is encountered.

We want MLHHSD Clients to see 

that supporting MLHHSD 

employees in acting ethically will 

help ensure that their hard-

earned tax money is used more 

effectively and services are 

delivered more efficiently. In 

contrast, supporting unethical 

conduct to obtain short term 

individual benefits slows down 

the process even more which will 

directly affect them and cause 

further delays in the future.



Audience #1
MLHHSD Commissioners, Directors & Assistant Directors
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Audience #1

MLHHSD Commissioners, 

Directors & Assistant Directors



Message Tactics Tactics
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Leader’s integrity plays key role 

in shaping staff ethical conduct

Conducting yourself ethically, 

supervise employee conduct & 

act against violators, prevents 

unethical practices & improves 

employee performance

Leaders are role models in 

promoting ethical conduct as 

staff influenced by their 

conduct 

Unethical practices are 

preventable through effective 

supervision of staff 

performance

Acting on reported unethical 

cases paramount as it improves 

organizational reputation/ 

performance 

1. Ethics Briefings for Leaders

Update on latest developments 

surrounding ethics at Ministry 

including:

• Key research results and steps 

being taken to address them

• Training on interpreting the 

new email dashboard results.

• Info package comprising of 

existing materials for easy 

reference. Includes:

o “Doing the right thing” 

booklet

o Ethics Brochures

o Ethics training at the 

workplace manual

o PS Code of Ethics and 

Conduct Booklet

o Duration/frequency

o After initial trainings (twice in 

6 months), annually; ongoing

2. Email Dashboard for Leaders

• Colour coded “dashboard” email 

giving weekly status of 

complaints in their area of 

responsibility

• # of filed complaints, # of 

complaints currently being 

examined, # of complaints 

resolved and closed, # of 

complaints unresolved and 

closed

• Compared against average for 

the Ministry as benchmark. 

Colours would be used to 

indicate the “over and under”

3. Ethical conduct themed Employee 

Identity Card

• Proudly worn in a visible spot

• Name and contact details for 

conduct feedback

• Tanzanian Flag

4. Ethics Leadership 1-Pager

• An amalgamation of all lengthy 

ethics related policies and acts 

into a high-level one-pager



Audience #2

MLHHSD Officers, Assistant Officers 

& Technicians
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Message Tactics Tactics

O
ff

ic
e
rs

 &
 T

e
ch

n
ic

ia
n

s

Ethical conduct integral to job; 

important to familiarize with PS 

Code of Ethics &Conduct

Reporting unethical conduct by 

staff essential step in 

minimizing unethical practices

Channels available to report 

unethical conduct include 

letters, email, telephone, etc. 

Not conducting ethically risks 

being criminalized, losing job, 

& reputation

Timely service to clients pivotal 

for improving organizational 

image, achieved by adhering to 

PS Code of Ethics & Conduct 

Reporting unethical conduct 

creates trust among clients by 

giving appropriate feedback  

Victimization of staff reporting 

unethical behaviour unlikely as 

secure channels exist to file 

complaints 

1.PS Code of Ethics Desk Drop

Give a copy of guide to everyone 

annually to ensure that new 

employees get a copy

2. Reporting Channel Promotion

Use various means of print (i.e. 

different sized posters, small 

stickers) posted in various 

locations around Ministry, print 

pieces clearly state reporting 

channels available to staff 

3. Annual Ethics Training

Using current training model 

cover ethics & expectations 

around ethical conduct, 

empower/motivate staff to behave 

ethically, discuss sanctions with 

unethical conduct, & rewards 

associated with behaving ethically. 

• Ethical conduct themed 

MLHHSD Employee Identity 

Card

• Repositioning of employee 

“suggestion boxes” to 

“employee feedback boxes”

• Mandatory Employee Feedback 

Card

• Recognition Awards



Audience #3

MLHHSD Clients
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Message Tactics Tactics

C
li
e
n

ts

Reporting employee unethical 

conduct improves service delivery to 

public

Clients have key role in reducing 

employee unethical conduct by not 

cooperating with unethical 

behaviour

Mechanisms for reporting unethical 

employee behaviour effective & 

important to clients as easy to use

Victimization of clients who report 

unethical behaviour unlikely as there 

are effective channels to file 

complaints 

Clients filing complaints are taken 

seriously

Complaints Office effective in 

resolving complaints 

Ministry taking steps to support 

ethical conduct 

Channels available for reporting 

unethical conduct and providing 

feedback on performance of the 

Ministry Complaints Handling Office, 

suggestion boxes, telephone and 

website www.wananchi.go.tz

1. Monthly “one pager”

Posted on all notice boards where clients 

can see them, listing:

• # of complaints received

• # of complaints resolved

• # of complaints being worked on

Complaints Office location, direct 

number, website

2. Fact Sheets

Fact sheets on distinctive coloured paper 

key survey statistics listing steps being 

taken by Ministry to address them 

posted on (high traffic locations) notice 

boards e.g complaints Office, website

3. Complaints Office Signage

Creation of a larger sign laced in a highly 

visible location at entrance giving 

location/hours of operation of Client 

Complaints Office

Smaller signs at points of service giving 

location, hours of operation, telephone 

number and website for reporting 

complaints to Client Complaints Office 

4. Other

• Issue, communicate & prominently 

post Ministry Client Service Charter & 

repositioning “suggestion boxes” to 

“client feedback boxes”

• Messages regarding complaint 

handling on electronic board between 

current notices

• SMS messages with reporting 

mechanisms available to clients with 

client bills and reminders

• Front-line staff trained and inform 

each client about the Client 

Complaints Office

• Mobile-friendly version of complaints 

office’s website

5. Posters with messages, such as: 

• “Service is your right, not a privilege”

• “If you file a complaint your identity 

will be protected and you will not be 

victimized”

6. Wallet-sized card

Client Complaints Office location, 

telephone number, postal address, email, 

website



Complaints Portal 



Phase 4

• To obtain comparative data, a year later, we replicated baseline 

data collection & client surveys returned to us for data entry & 

analysis. 

• Social marketing campaigns can take 3 to 5 years to register even 

small changes – expectations were not high that any substantive 

progress would be indicated.

• However, some surprisingly positive findings did appear in select 

areas. 



Preliminary Results



Lessons Learned

1. Embrace originality

2. Setbacks foster opportunity

3. Do-it-yourself

4. Create networks, include implementers

5. Flexibility enhances aid effectiveness



Social Marketing without Technology
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