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ABSTRACT

UNIVERSITY OF KWAZULU-NATAL
ABSTRACT
MRy
K. Mahlare
Payment for services has been a challenge for mumcipalities for sometime in South Africa. This has
caused municipalities to employ a number of strategies to assist in the collecdon of revenue. The methods
of collection that have been used in the past mostly focused on the stick approach where your services
would just be cut unnl you make the payment. Methods like Masakhane tried to explain why ratepayers
needed to pay but fell short as the emphasis was on payment for services and not on the obligation for
the municipalides to provide quality services as well. Loyalty programmes are used widely by the private
sector and are proving worthwhile 1 getung customers to become loyal. The purpose of this study there-
fore is to find out the effectiveness of the municipal payment incentive scheme as a lovalty programme in
the City of Tshwane- Soshanguve. Relanonship building, the researcher found, is an important compo-
nent in establishing lovalty amongst customers. This study follows the conceptual framework for model-

ling customer lifetime value and bulding customer equity.

Soshanguve which 1s a township was chosen as an area of focus. Soshanguve is one of the biggest areas in
the City of Tshwane area. The sample had to be representative of such a big populadon of about 88 000
households. The study used a stratified random sampling method of 375 Soshanguve households. The
results attained from Soshanguve can be applied to other townships found in the City of Tshwane as they
have similar characteristics. Structured mterviews were conducted with 375 respondents who were drawn
from ten different wards that are billed by the municipality to represent households. The questonnaire
had both open ended and closed ended questions. The data that was collected was analysed using content
analysts from the computer and open ended questions were self analysed. Secondary research was done

using City of Tshwane documents and its website.

The researcher found that municipalities and government departments have not used this kind of a loy-
alty programme to encourage payment; City of Tshwane is the first in South Africa to employ such a
strategy. The study found that respondents believe the City of Tshwane should offer affordable services
and improve service delivery as part of improving payment for services. The incentive scheme, although

m its early stages was found to be a motivating factor for the majority of the respondents to pay on time



because they want to qualify to win and get the cash back rewards and pnzes offered by the scheme. The
study found thar there was a need to use local merchants that can be accessible 1o a large number of peo-
ple. The researcher also found that the marketing and visibility for such a scheme was of utmost impor-
tance. On the overall the respondents were happy and proud to have such a programme, for them the
municipal mcenave payment scheme showed a carmg side of the municipality for those meeting their ob-

bgaton.
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Chapter 1

STATEMENT OF PROBLEMS AND RESEARCH DESIGN

1.1 Introduction

In 2004 the City of Tshwane Metropolitan Municipality 1ssued tender invitng companies to propose a
way to assist the mumcipality n smproving the levels of payment by residential customers, as income
from services accounts 15 an important source of revenue for the municipality. Subsequent to that the
Municipality appointed a company, which then designed a payment mcentive scheme called “the resi-

dent”.

The scheme was designed to enhance ratepayver loyalty; positively influence the way ratepayers regard
the Municipality; increase the mulbiplier effect by supporting local business clusters thereby ensuring
local economic development; acquire non-paying ratepayers as well as gaining an advantage in raising
the level of revenue collection and further analyse the municipality’s rate payer base profile for furure
communication programmes on a relevant target audiences.(Famate proposal on the design and imple-
mentation of payment incentive scheme). The ratepayer that 1s up to date with lus/her account gets the
resident card which offers endless rewards for travelling, leisure and shopping throughout South Africa.
The ratepayer receives instant cash back in Rands when the card is used at a loyalty partner and these
can be redeemed at any loyalty partner as all credits are stored on the Resident card. There are also

monthly prizes that are won so as to ensure participative behaviour.

As this is a first for Municipalives and the fact that the scheme tries to answer 1o the National Govern-
ment call created an mterest to the researcher as an area to be researched. This study will provide a point
of reference for other municipalities that may want to follow the same route of introducing the same

form of an incendve schemes to improve their debt recovery levels.

An incentive scheme 1s a formal scheme for mducing someone to do something. (Word Net Search -
2.1). The City of Tshwane is trying therefore to induce ratepayers to always pay theilr municipal accounts
on time by rewarding loyal customer so that they continue to pay. This is important for the mumcipality
because the Municipal Systems Act (Act 32: 2000) stipulates very cleatly that the most tmportant func-

ton of a municipality s sexvice delivery. Municipalities are bound by this act to promote the basic needs



of the local community and allow members of the community to have access to at least the mimmum
level of basic municipal services. The Resident campaign 1s aimed at improving the payment levels of
the municipality. In the 2004/2005 medium term budget, the City of Tshwane undertook to improve its
current 96% consumer collection rate to 97%. This percentage was expected to increase by at least 0.5%
per annum through the medium term as the new consumer debtors” improvement strategy was progres-

sively implemented. (20042005 Medium-term budger).

In the province’s local government nud-term report that was tabled by MEC Trevor Fowler as early as
October 2003 1n the provincial legislature that 2 number of municipalines were already implementing
centralised, uniform and mtegrated fimancial systems that support cost effectveness and efficiency.
Many municipaliies also introduced better chent-centred strategies to boost payment levels. Emfuleni,
for example, established customer care services offices in Vanderbijlpark and Vereeniging, as well as
easy pay systems at Pick 'n Pay and Checkers outlets. West Rand District Mumcipality also extended its
pay pomts. The City of Tshwane in addition to other methods 1t employed, like opening more payment
outlets and cut offs 10 non paying ratepavers, has embarked on this mncentive payment programme. The
mmportant question to ask is “Do these programmes really create extra loyalty over that which is driven

by the relative value of the product/service?” (Sloan Management Review 38(4) 1997)

1.2 Statement of Problems

1.2.1 Overall problem statement

City of Tshwane like so many municipalines is facing problems with payment levels for municipal ser-
vices. Despite the arrears being written off in many municipaliies after 1994 the municipal debt has in-
creased. The City of Tshwane even though it 1s better in its revenue collection strategies compared to
other municipalities still has a growing debt that needs to be reduced. Many areas within the City of
Tshwane now have adequate services which they did not have before, as the municipality continues to
address the issue of backlogs, and that poses a challenge that these residents should not follow a former
culture of non- payment for services as was done in the past pre- 1994.

This research is meant to contribute to the revenue collection strategies of the Finance department as

well marketing and communication of the City of Tshwane.



1.2.2 Null hypothesis and altcrnative hypothesis

Null hypothesis
The introductuon of the payment incenave scheme will encourage residendal customers of the City of

Tshwane Metropobtan Muntcipality —Soshanguve to pay on time.

Alternauve hypothesis
The introduction of the payment incentive scheme will not encourage residential customers of the City

of Tshwane Metropolhran Municipality — Soshanguve to pay on ume.

1.3 Objectives

Most research 1s meant to help with the problems that have been identificd. The objectives of this par-
acular research are:

To find ourt if the payment levels have improved as a result of the mncentive scheme.

To detemmine if loyal paying customers were loyal because of this programime

To determine if there are “new’ paying customers were changed by this programme

To determine the way ratepayers view the scheme

To measure to what extent the incentives created loyalty i residential customers

To determine if the scheme has been adequately marketed

To find out if ratepayers see the benefits of the incentve scheme

To determine preferred communication channels for future use

The findings on the stated objectives above might enable the municipality to evaluate the effectiveness
of the use of the payment incentive scheme and chart the way forward for the municipality after its ini-

tal contractual obligation of two years.

1.4 Critical questions

Research questions and objectuves should address precisely what the research seeks to artive at. Saun-

ders et al (2003:30). The questions that can be asked in this research are the following:



141 Wy bas the City of Tshwane introduced the payment incentive scheme pro-
gramme?

"This question will look at the reasons why the Resident programme was mtroduced.

1.4.2 Has the payment incentive scheme programme been successful?
The success will be seen through checking of the financil records of the municipality and making a
comparison using different financial periods. The number of businesses that supported the scheme on

the economic development side will determine its success.

1.4.3  Should the City of Tshwane continue with this programme?
This will assist when 1t comes to furure budgeung if the scheme needs to conunue and the financing
thereof. This part of informaton will be used by other municipalities who are not sure whether to em-

bark on the scheme themselves as a pomt of reference.

1.4.4  Did the payment incentive scheme get the desired output from the ratepayers?
This question will probe how the ratepavers interacted and how they received the Resident payment

scheme. One will find out if ratepayers were motvated by this scheme to pay on time and regularly.

145 Do ratepayers know about the resident programme?
The knowledge thereof or lack of it will indicate if the incentive scheme is reaching the targeted aundi-

ence, namely, residential ratepayers

1.4.6 Are ratepayers aware of the merchants being used?
The accessibility of merchants will enable ratepavers to interact with the incentive scheme more and
build the desired loyaley.

1.47 Do ratepayers want to be associated with this loyalty programme of the municipal-
iy?
This will assist research in that the image of the entire programme and organisation will be determined.

The results will show how ratepayers rate this loyalty programme.

1.5 Research design

The researcher intends to use both the qualitative (on ratepayers tssued with the resident card) and

quantitative (payment levels) approaches. Heath m wwwnova.edu/sss/OR speaks of researchers of
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qualitative research as attempung to describe and interpret some human phenomenon. Researchers at-
tempt to be clear about thelr biases, mterpretations and presuppositions. The differences between qual-

tagve and quantrative date are seen nicely mn the table format presented by Saunders et al. (2003:378)

Table 1.1

Differences between qualitative and quantitative data

Quanttatve data Qualitative data

Based on meanings denved from numbers Based on meanings espressed through words

Collection results in numerical and standardised | Collection results in non-standardised data re-

data guinng classification mto categories

Analysis conducted through the use of diagrams | Analysis conducted through the use of concep-

and stansacs tualisation

15.1 How the literature survey will be conducted
The researcher will use databases, to which the university subscrbes to, as well as annual reports of lo-
cal, provincial and national government. Consultaton with Finance officials will be conducted. Litera-
ture of both published and unpublished dara will be looked into. The Municipal Systems Act as well as
other relevant search engines will be used. e-Books will also be consulted by the researcher. Books on

research will also be considered.

15.2 How the research instrument will be designed and standardised
Research objective will be achieved when proper tools of collecting data are employed. The following

tools will be the tools the researcher will employ.

a) Interviewing
Interviews with the rate payers will be done mostly face to face using the questionnaire.

b} Examination of trends
The trend 1 two previous pertods will be compared with the current one so as to determine changes.
The periods will be 2003/2004; 2004/2005 and current 2005/2006 financial periods. The collection

rates versus billing are the vanables that will be compared at different time intervals.



The researcher will rely on the data provided by the City of Tshwane to do this. Face to face mteraction
will be required with the General manager Iinance or her nominee and also FFamate consulong director
or his noninee to verify data and mformation from to ame. As the City of Tshwane is the rescarcher’s

organisation, data will easily be available.

1.5.3 How the collection of valid research data will be ensured
The study has to be as scientific as possible. The data has to be both reliable and valid for the study in

queston. Saunders et al (20023:101) speaks of four threats to reliability, namely:

a} Subject or participant error
The questionnaire completed at different times of the week will vield different answers. It is advisable to
choose neutral times. Personal calling too early m the morning may disturb the respondent as he/she
will be preparing for work. Appropriate time will have to be negonated and agreed to between the re-

searcher and the participant.

b) Subject or paructpant bias
Here the interviewer is influenced by, as an example, an autocratic boss or the threat of employment
msecurity. The organisation will be keen to find out how the incentive payment scheme is functioning
and how the ratepayers are viewing it. Anonymity of respondent is advised. Serving in the steeting
comumittee of the researcher will be an added advantage and no one’s job wall be at stake. The researcher

does not work directly with the department where research will take place.

¢) Observer etror
A high degree of structure is recommended for the questionnaire as it can happen that by the ume the
researcher mnterviews the last person, the researcher is drained. If the questionnaire is well structured,

this will be minimised.

d) Observer bias
This 1s when the researcher may have different approaches to interpreting the responses
Robson in Saunders et al (2003:102) also outlines things that may threaten validity and the researcher

may need to guard against. These are:



a)  1listory
VWhat has been happening with the blocking and unblocking of the Resident cards may need to be
watched as the interview with the person that has been blocked by the system may mislead the re-
scarcher.

b} Tesung
If gettng payment levels information 1s delayed and this seems to be a threat to the employees supply-
ing the informaton, figures may be manipulated ro meet the deadlines and for the employee to stay in
good hooks.

¢} Instrumentagon
The new system (SAP) being mtroduced mn Finance may mean that there are shut down periods and
information is not available when it is needed or payments uploading could not be done on ume,

d)  Mortabey
The participant as there will be no swong relationship built over the phone may decide not to paracipate
anymore and this will affect the sample size.

e) Maturanon
The tming of the Alternative Service delrvery, the municipality is thinking of introducing, may split cer-
rain functions of Finance and access to information may be cumbersome.

f) Ambiguity about casual direction
The incentve payment scheme may cause people to think negatvely if the scheme is not managed
properly thereby causing people to hold back their payment if they think they were being given 2 raw

deal yet the scheme 1s not really part of the services they are being billed for.

One of the big challenges of validity 1s generalisation. The researcher in this present study will not be
in a positon to generalise as the research is meant for the population of the City of Tshwane Soshan-
guve township and can only be applied to areas consdruted like Soshanguve that are in Tshwane, and
not other Metros. Other Metros can however use this study as a guadele 1f they want to embark on

similar exercises because their environment under which the scheme may operate will be different

from the City of Tshwane’s environment.

154  How the data will be collected
Respondents will be contacted through ward committees for the distribution of the quesdonnaire. Face
to face appointiments where possible will be set during this phase. Trained assistants from Soshanguve

will be employed to assist in the filling of questionnaires and collection of forms. The researcher will be

|



responsible for making sure thar interviewers are trawed on assisting with the filling of the question-
nare. A stroctured questionnaire will be prepared for the interviews above and results recorded. Where
it is possible the questonnaire will be distributed in advance through the offices where people make
pavments or through the e-mails and faxes to those that have the facilines. Each telephonic interview is
expected to last 12 minutes. The researcher will investigate the quanttatve part based on the financial
statistics avatlable within the organisaton of how many people have paid in that period since the mtro-
duction of the payment scheme versus the previous period before the scheme was introduced. The
questonnatre also contains questions that will require quantitative data analysis techriques. Soshanguve
will be used as a judgemental sample and the results will be applied across the City of Tshwane with
stimilar household compositions.

The qualirative part will come out when the researcher interacts with the rate payers in Soshanguve to
find out how they feel about the scheme, if the scheme 1s making them to be loval ratepayers or not as

formulated in the questonnaire.

The action research strategy will be employed mn this stady. Action research according to Saunders et
al (2003:94) “should have implications beyond the immediate project; in other words it must be ¢clear
that the results could inform other contexts.” The researcher is part of the organisation within which
the research and change process are taking place. The research on payment mncentive scheme will also
assist In focused communication and marketing strategies and become a source of reference for other

municipalites that have not used the scheme.

The populagon will be made of all the households in Soshanguve, which is about 88 407 houses. This
immediately excludes the b_usiness and trading areas, governiment departments and embassies and
other suburbs and townships in the City of Tshwane. A stratified random sampling method will be
used as the geographical area Soshanguve is vast and the composition of each area is different. This
method 1s explained by Saunders et al (2003), as the probability sampling in which the population 1s
divided into two or more relevant strata and a random sample is drawn from each of the strata. The

sample size will be 375.



Table 1.2

Sample selection by stratified sampling for Soshanguve

AREA SAMPLE SIZE
Ward 11 37
Ward 25 59
Ward 26 35
Ward 27 39
Ward 29 37
Ward 33 37
Ward 34 38
Ward 35 38
Ward 36 35
Ward 39 40
Total 375

1.5.5 How the data will be analysed
Data will be analysed by using distribution techniques and tables. Part of the results will be computer

aided analysis, that is closed questions and open —ended questions will be analysed manually by the re-

searcher.

1.6 Overview of dissertation chapters

Structure of the research report

Chapter 1 - mntroduction, research questions, objectives of the study, the statement of the null hypothe-
sis and alternative null hypothests, methodology and research design and an indicagon of how data will
be analysed.

Chapter 2 — theorenical part of dissertation. Relevant model on incentive schemes and their desired out-
come will be developed. Literature review on other incentive schemes and others used by the City of
Tshwane and other Metropolitan Councils. The loyalty programmes available. What other authors have

suggested relating to the mcentve schemes and loyalty programmes.
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Cﬁépter 3 — give the background of the City of Tshwane and where it stands in South Africa. The Resi-
dent programme and how 1t functions. Informaton on Soshanguve as an area in Tshwane. The report-
ing relationship with the consulting firm, _

Chapter 4 — Research methodology and relevant data collection techniques will be used. The researcher
will indicate what actually happened in the field.

Chapter 5 - This chapter will look at the raw data that was collected during the face to face interviews,
analyse the data as well as discuss the results. The data will be organised scienuifically using tables. The
result will be mterpreted by the researcher

Chapter 6 — the conclusion will be drawn on this chapter and recommendations will be made. If the
null hypothesis 1s accepted the City of Tshwane will be encouraged to use the scheme. If the alternative
null hypothesis is accepted then it will mean the organisation is not benefiting from the scheme. Areas

of future research will he outlined.

1.7 Conclusion

In this chapter the researcher has given the background of the study in her introducdon. The area the
researcher will be investigating has been explained. An overview of the research methodology has been
outlined, that is, the researcher has chosen how she will collect data. An indication was given of what
the study will be limited to and an indication has been given of what will be contained in each chapter.
The following chapter will tackle therefore the incentive schemes that are found in the market place and
those that are used by other municipality and what they hope to gain by using the incentive schemes, the
focus of course will be on the City of Tshwane with its payment incentive scheme as a loyalty pro-

gramine.
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Chapter 2

LITERATURE SURVEY

2.1 Introduction

Loyal customers, .it.is generally believed, are more profitable to companies than getting new ones. It is
expected that loval ratepayers, that became loyal because of posive experences with the municipality
will influence others positively through what they say and do. The incentive scheme programme The
Resident, is weated as a loyalty programme because through its reward system it is meant to positvely
influence those that pay and also make those, still lagging behind, want to join the winning team. The
services in local government can be said to have a low mvolvement when one looks at the decision buy-
ing process. The customer does not have much of a choice except to pay for the services he/she re-
ceives. The question to ask therefore would be do ratepayers want to have a relationship with the mu-

nicipality as The Resident programme seeks through its incentive scheme?

This chaptet’s objectve is to provide insight into the problem statemnent and what the City of Tshwane
and other municipalities have done in trying to improve revenue collecdon. It also gives reasons as to
why the City of Tshwane has to try and coliect mcome from resident customezs. History of payment for
services in local government in South Africa is also discussed in terms of what the White Paper says.
The focus then shifts to litezature review on loyalty programmes as a way to maintain 2 relationship with
customers. The model on customer lifetime value, the reason behind loyalty programmes is discussed.

The problems already solved by other research work are also covered in this chapter.

2.2 Programmes used by the City of Tshwane and other Municipalities to im-

prove revenue collection

The Local Government Municipal Systems Act (Act 32: 2000) stipulates very cleatly that the most im-

portant function of a municipality is service delivery. Municipalities are bound by this Act to promote
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the basic necds of the local community and allow members of the community to have access to at least
the minimuom level of basic murucipal services. In keeping with the image as contained in the 2003 /2004
annual report that “the City of Tshwane Metropolitan municipality, as a leading municipality in the Na-
tonal treasury’s budget and financial reform programme is at the forefront of transformation and mod-
ermsing public financial management m order o give better value for money and improve services to

communities.”

The Local Government White Paper (1998} states that the municipaliues need to make sure that therr
budgets are balanced. It further says that all households, with the excepton of the mdigent, should pay

the full costs of the services consumed.

For the municipality to contnue rendering such a service 1t must have a steady source of income. The
Resident campaign 1s one such programme aimed at unproving the pavment levels of the mumectpality
thereby making the municipality to be sustainable. As part of the plan to improve on the collection of
budgeted income the municipality planned, amongst other things, to develop a Batho Pele implementa-
tion programme, an implementation programme for the City Development Stategy (CDS) and a plan

to address deviatgons.

The municipality’s debt collecton policy was reviewed in 2003 to accommodate a 100 month interest
free payment arrangement for households (City of Tshwane 2003/2004 Annual report). It is important

to note that all these are strategies to improve incomne collectton for the municipaliry.

In the 2004/2005 medium term budget, the City of Tshwane undertook to improve its current 96%
consumer collection rate to 97%. This percentage, it was reported was expected to increase by at least
0.5% per annum through the medium term as the new consumer debtors” improvement strategy was

progressively implemented. (2004,/2005 Medium-term budget).

Other municipalities, as indicated in the Gauteng municipaliies” mid-term report (September 2003), also
introduced better client-centred stategies to improve payment levels, Emfuleni, for example, estab-
lished customer care services offices in Vanderbijlpark and Vereeniging, as well as easy pay systems at

Pick ‘n Pay and Checkers outlets. West Rand District Municipality also extended its pay points. Such
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strategies accounted for monthly revenue collections that mproved from 78% to 90°% in most munici-
palitcs,

The payment for services in certain cases 13 not about affordability but is about how people choose to
spend their money. In McDonald (2002:8) respondents in South Africa were asked how easy or difficult
it was to pay for the services they were receiving, 53% said they could very easily pay butr 17% fele chey
could only pay 1if they cut back on essentals like clothing and food and about 18% could not afford to
pay.

Encouraging payment has always been an issue for government. As early as 1999,/00 North and south
centra] local councils of Durban allocated R 400 000 as part of their Masakhane campaigns and focused
on areas that did not previously pay for services (Women and Local Government Revenue: 17). The
Masakhane programme emphasised payment as a duty for ratepayers to do and said nothing that service

municipaliies were supposed to offer.

Pre-paid electricity and water metres are other mechanisms of making municipalines sustainable as the
consumption will go hand in hand with affordability. They are however heavy on the ratepayers as indi-
cated by Holcomb & Ndlela (1999) where in Lebowakgomo taniff rates were 30c for the prepaid metre
as against 22¢ for the conventional metre. People support such initatives that will offer benefits and
cost savings but once their pockets are hit such attempts are met with resistance. The United States is
exploiting the information revolation to transform itself and the way it provides services to ratepayers,
Atkmson (www.ppionline.org) such inifatves will result in huge cost savings by the government. This
will result in the government having more money to unplement additional projects that will improve

people’s hves.

The country’s broader economic policies will assist job creation thereby the affordability for people to
pay. It is therefore important that government should increase its scope in facilitating such an environ-
ment for economic growth. On this the government often finds itself in a catch twenty two situaton
because they have to restrict the services of those that do not pay in so doing they also impede their
economic activity. The study done by Coopoo shows that government has been strategically placed to

belp grow and sustain the communities (www.und.org).

The incentive scheme employed by the City of Tshwane was designed to enhance ratepayer lovalty;
positively nfluence the way ratepayers regard the Municipality; increase the multiplier effect by support-

ing local business clusters thereby ensuring local economic development; acquire non-paying ratepayers
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as well as gahmng an advantage in rasing the level of revenue collecdon and further analyse the munici-
., _ o _ :

paliny’s rate payer base profile for future communicanon programmes on a relevant farget audiences.
(Famate proposal on the design and implementation of payment incentive scheme), An incentive
scheme 15 accordmg to Word Net Search — 2.1, A formal scheme for mducing someone to do some-
tung. Swmgh (2000) shows in his study thar “excellent performance can erther be rewarded or poor per-
formance corrected.” lIsrael (1987} in Smgh (2000) points out that mcentive will result in higher levels
of performance only up to a point after which more incentives do not become functional and perform-
ance declines.

It 15 thus necessary to look art the funcuoning of loyalty programmes elsewhere and see how The Resi-

dent compares to them.

2.3 Relationship building and maintaining loyalty

Names like “loyalty marketing, relanionship marketng, retenuon marketing, customer bonding, partner-
ship marketing, and lately, Customer Relationship Management (CRM) or one-to-one marketing-
regardless of what you call it, all these names and what they stand for have two major things in com-
mon. First, they describe efforts to establish loyalty among your customers towards your product, brand
or company. Second, they are increasingly influencing strategies and industry development.” Butscher

(2002:20)

2.3.1 Relationship building history

European researchers studying business- to-business marketing discovered that suppliers who formed
close working relations with their customers had customers that were loyal and gave these suppliers
more business (Dowling & Uncles, 1997). (Bruhn 2003; Bhote1996) show how developmental phases
of corporate management mn organisations and the evolution of customer loyalty have evolved through
various levels of marketing orientation. The following various periods are indicated:-

50s/60s — Product ortentation, the emphasis was on production efficiency, low costs and mass produc-
fton

70s — Market ortentation, people who could purchase what organisations were preducing had to be seg-
mented. Market segmentation and positioning became important

§0s — Competition orientation, what became popular during this tme was competitive advantage
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90s — Customer otientation, as customers expected indmvidual artenton firms had to comply. Quality

measurement, National customer satisfacoon mdices and customer life ame value were the focus,

Since 2000 — network orientaton, with globalisanon gaming momentum this had to start. Strategic alh-
ances are the key in running organisations. Murea] commianent as stressed by Berrv & Parasuraman m
services industry plays an important role (1991)

With customer relationships growing, customer retention has to prevail. {Anderson, Formell & Rust

{1997} in Bruhn (2000) speak of the behef that customer retention promises economuc performance.

2.3.2 Maintaining Loyalty

Customer Joyvalty according to Sheth & Mittal (2004) 13 a customer’s commtment to a brand, store or
supplier based on a strong favourable attitude and manfested in consistent patonage. Loyalty has to do
with behaviour as well atttude, when atatude and behaviour are weak there 15 no loyalty but when they
are both strong there is strong loyalty. When the behaviour 1s high but attatude low, loyalty 15 incidental
or 1s done out of convenience. The perception about the service would have to be changed to move this
customer to Joyalty. The customer with high atttude and low behaviour does not take action to buying
an item; barriers preventing this customer to buy may need to be lowered. In the case of payment for
services the barrier may be that the pay points are too far yet the customer is willing to pay. The mu-
mcipality then will need to mcrease pay pomt to turn this customer into a loyal customer. The article by

Gupta et al (2006) shows a very useful model for customer lifetime value:
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FIRM VALUE

&

CLV & CE
CUSTOMER - CUSTOMER - CUSTOMER
ACQUISITION RETENTION EXPANSION
MARKETING PROGRAMS

NOTE: CLV = customer lifetime value; CE=customer equity.
Figure 1: Conceptual Framework for Modelling Customer Lifetime Value Source: Journal of

Service Research

The above model seeks to explam that not all customers are equally profitable, 1t is important to idenufy
and retain profitable customers. Gupta has been quoted in the Business Times secton of the Sunday
Times {12 November 2006:5) with the headmg “Some customers just aren’t worth 1t.” This article
speaks about the need for companies to ask themselves how their customers are serving them. Gupta
has been cited as saying not all customers are created equal. This arucle tells organisations o ask them-
selves the three questions; “Are your goals encouraging profit building behaviourss Are you being mis-
led by averages? Do you know what your customers are doing with your competitors?” This is so be-
cause loyalty programmes are linked to marketing inttiatives, Bhote (1996: 15-16} concurs and uses the
BCG portfolio analysis to group customers. The dog customer, he indicates, 1s not worth keeping or
satisfying because of the customer’s unrealistic demands. Bhotes continues to say that satisfied custom-
ers do not expect a big increase in the way they see value and not much profit will be attained from this
group. The potential core customers and star customers are referred to as growables and already grown

respectively, they are important to the business. Bruhn (2003) speak of the phase driven strategic deci-
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sions and pomts out that the acquusitton swategy 18 appropriate where the orgamsation has fewer cus-
omers and a small number of regular customers . The acquisinon strategy needs to differentiate be-
tween persuasion and stmulation. Of the retenton strategy Bruhn (2003) seem to favour it most as he
argues that “keeping loyal customers 1s five to seven umes cheaper that winmng new ones™
Bruhn{2003:110) continues to speak of the recovery strategy that mnchude things like “emononal recov-
ery of hkely defectors and actual recovery of lost customers” Strauss in Bruhn supports this by saying
that customers that have been regained yield better profits as they demonstrate better loyalty than be-
fore.

(Denove & Power 2006; Butscher 2002) agree that customer satisfacton has to pay off in the form of
increased profits, revenue and market share. If 1t does not do that then methods associated with 1t
should be cast out along the long list of other business theories that were previously there. Dissansficd
customers, 1t must be highhghted, also return 1 use the same service because of other factors. Denove
& Power (2006: 18) states, “While customer satisfaction 1s a crtical component of loyalty, it 1s only one
of many factors that determine if a customer will remain loval or run tail at the first opportunity.” This
they support with the experience of an airline client who although he was dissatisfied with the aitline
service always returned because 1t sold the cheapest tickets. Banks & Daus (2002) concurs wath thus, and
state that some of the reasons why a customer will remain loyal to the vendor include superior product
selection, personalised customer service and convenience. Customers, it must be remembered also
choose to have polygamous loyalty for the sake of varety as well use durmg different occasions

Dowlingd: Uncles, 1997).

The importance of the conceptual framework for modelling customers lifetime value in figurel above, is
to find the balance that will have the highest percetved value for customers and build the retention that
organisation require in loyalty programmes (Butscher ; 2002). Lovalty as seen from the arguments above
depends on the favourable atutude by consumers of the product or of the organisaton. As organisa-
tions exist, 1t must be remembered, they build brands of themselves through what they do and how they
treat their customers. The associations that consumers will make with the organisaton are an important
part in building loyalty. The value of such associatons is presented in what is called brand equity. Three
professors by the names of Wilfred Lassar, Banwati Mittal and Arun Sharma identified five dimensions
of brand equity (Sheth & Mittal; 2004). The three professors identifted the following dimensions as way
customers will really judge the brand:

Performance - brands fault free and long lasting physical operation

Social image - customer’s perception of the esteem on how the social group holds the brand
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Value — weighing what is received against what is given up. This is the usefulness of a brand relative to
1{s COStS. . L

Trustworthiness — trust that the brand will not take advantage of its customer.

I[dentification — the attachment that customers feel.

Loyalty programmes have sought of become brands in their own league and consumers will judge them

in terms of what they offer and what they stand for.

2.3.3 Loyalty programmes

There are several types of loyalty programmes with distinguishable characteristics that tell them apart
from others available in the market today. Butscher (2002:5) says that a value oriented loyalty pro-
gramme is also referred to as a customer club and defines them as a “communicative union of people
or organisations, which 1s initiated and operated by an organizaton in order to contact these members
directly on a regular basis and offer them a benefit with a high perceived value, with a goal of activat-

ing them and increasing their loyalty by creating an emotional relationship.”

In an artcle by World Wide Worx, leaders in Technology Research in South Africa, it points out that
loyalty programmes have reined in the level of rewards (www.teworx.biz /loyalty05bn hum),

Loyalty programmes and their popularity 1s growing at such an alarming rate that Wise Research has
published a second edition of its global guide to customer loyalty marketing which has new material,
case studies, research, ideas and the practical know how ( standard e-mail received from Bruce Conra-

die, MD: Razor's Edge Business Intelligence).

Terblanche (2003) however cautions that loyalty programmes should aim at rewarding support and not
serve to start relationships with customers. The number of loyalty cards one consumer has for the same
products begin to indicate that loyalty is very fluid. People, for example bank with different banks and
keep at the same tme the same competing products like credit cards of each institution. Mc Godlrink &
Andre (1997) state their opinions clearly when they say that loyalty programmes do not foster relation-
ships but are short term methods that are expensive to maintain. According to Dowling & Uncles * the
empirical record and the predictive norms show that only about 10% of the buyers for many frequently
purchased consumer goods are 100% loyal to a particular brand over a one year period, and extensions
of this work show that even in service situations exclusive Joyalty is confined to 2 small number of buy-

ers.”’(1997:6). such buyers are also not heavy buyers.
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As loyalty programmes foster relationship among customers, this can be good as well as detrimental to
the company. As the web became popular in the 90s, up came places where collective opinion could be
weighed to assess what was good and bad about the company as well as the loyalty programme (Banks
& Daus, 2002).

A properly designed loyalty programme gets its definition from the ability to meet underlying needs of
customers as well as their psychological needs. The correct combination of hard and soft benefits
counts towards the loyalty programmes image and success by users. Butscher speaks of the importance
of conducting a small scale pre-study whose primary objective would be to filter out the most and least
interesting benefits and also add suggestions from the customers of the benefits they would love to have

(2002:7). The diagram below is meant to show the importance of having a balance in the benefits:

| Hardbenefits | )
>.g. discounts, re- |
‘coupons

The right mixture of hard and soft benefits ensures the loyalty programme’s attractiveness and the

achievement of its retention goals.

Figure 9.2 the right mixture of loyalty programmes benefits. Source: Butscher (2002:55)

The value of perceived benefits must be high to its members. Co-operating with external partners is a
good way to expand the loyalty programme’s range of benefits but such benefits suggests Butscher
(2002) should offer benefits that are related to the company’s core services. Many loyalty programmes
are reorganising their rewards programmes as a result of looking deeply into such partnerships. The fre-
quent flyer programme, for example, reduced the rewards earned for doing business with partner pro-
grammes in particular credit card partners since 2003 ( www.theworx.biz/loyalty05b.htm). Easy come
reward points have been eliminated, these include ABSA rewards for home loans, car financing repay-

ments and earning eBucks by using CNA outlets. SAA’s increase of Voyager points required for up-
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gtades dented the image of loyalty programmes in South Africa as SAA had dominance in the loyalry

area. As market leaders SAA made the devaluation of loyalty seem acceptable, confirms Bruce Conradie

(wavw thewoni biz /loyaltyOSb hum)

Butscher (2003) contends that such rewards must not only be adequate but must be relevant and pracu-
cal to the needs of relevant target groups that are approached by customer value loyalty programmes.
This point links with what the study seeks to find regarding the relevance of the merchants used by The
Resident programme, as wrong use of merchants may mean the customer does not see any value in the
loyalty programme. Charities are also drawn in 2s loyalty points in many schemes can be exchanged for
cash. Most rewards programmes begin as single vendor programmes and end up being mulfl partner
programmes and become virtual currencies that can be used across the retaill economy says Goldstuck,

MD of World Wide Worx. (www.thewots.biz/lovalty05h.htm

When customers are happy with a product or service, the benefit 1s that they become word of mouth |
advertisers and that is one big advantage of loyalty programmes (Bhote, 1996), Loyalty programmes
according to Butscher (2002:148) “have proven to be very successful marketing tools and 1t 15 no sur-
prise that loyalty programmes are becoming more and more popular around the world.” While loyalty
programimes continue to grow customer expectations are also growing. Denove & Power (2006:85)
shows that globalisauon and technology have increased the level of these expectations, “the new break-

through product or service quickly becomes a baseline expectation.”

Dowling & Uncles (1997) question the effectiveness of these programmes as they point out that “loyalty
programmes which seck to bond customers to an organisation or its products and services by offering
an additional incentive pose an interesting didemma for many organizations.” Loyalty programimes do
what they do with the results that marketing expenditure increases. The question that is also asked is
whether the loyalty programmes create extra loyalty above that promoted by the value of the product or
service (Ibid (1997)). Such loyalty programmes may not only be costly to organisatons, they may be
costly to clients as well. As rewards get reduced the cost to members becomes mote significant as indi-

cated by Conradie (www.theworx.biz /loyalty®5b.htm). Conradie continues to say that many credit card

users spending less than R 2000 a month on their credit cards are paying a premium for their credit
cards as they have to pay linking costs like the following: “it typically costs the client R150 a year to link
a credit card to a frequent flyer programme. It takes R25000 of spend a year to recoup that fee in re-
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wards” (www.theworx.biz /loyaltyO5bn.htm). What this means is that there are no gains seen on the part

of the customer from the above scenario.

Most if not all loyalty systems belong to independent vendors and not the cdmpany that want to retain
such customers. The journal, Informagon Systems Fronuers, (December 2005) give reasons for vendors
to apply loyalty systemns as: the collection of customer specific data that may be used for many reasons
like, price discrimination and direct marketung. Customers because of this invasion of privacy by other

people may feel they do not want to participate in such loyalty programmes

Things like offering true value to members, giving members what they want more than what they do
not want, giving members things that make them feel special and they cannot get elsewhere, weighing of
costs and benefits to find out if the programme 15 really beneficial, look at retenton strategies, involve
all departments within the company, integration of customer loyalty programme into prevailing market-
ing plans, setdng up of databases and using the information for individualised marketing approaches,
using the programme as to listening tool towards customer needs, using latest technology, the pro-
gramme should express the corporate culture, goals of the programme to be clearly defined and meas-
urable, good planning and management should be considered crucial when setting up the loyalty pro-

grammes {Butscher, 2002)
2.3.4 Importance of communication

The loyalty programunes present an opportunity to communicate with customers. Communication
methods that are targeted at members must be included in the loyalty programme concept (Butscher,
2002; Banks and Daus, 2002)). There are comtnunication areas that are crucial in the customer loyalty
programme that Butscher suggests: 1} the loyalty programme members 2) the company’s employees and

management and 3) the loyalty programme environment that includes the media, external partners etc.

Open communication with members will enable them to gain information about the programme and
what it offers. Customers should not be kept in the dark about the programme as they will start guessing
the truth. Banks & Daus (2002) testify that the infrastructure that enables effective communication is a
key requirement for these clubs to grow. The internet has even made this simpler. “The goals of the loy-
alty programme’s internal communication are: ' | -

To give information about loyalty programme benefits |
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To give mformagon about current loyaly activides

Toe gree mnformanon about special events and special product offers

To build a connecton the products the lovalty programme is promotng

To mform about subjects of general interest to members

1o encournge members to be proactve in contacting the loyalty programme service centre
To encourage an increase in purchase and repurchase volume

To support the other loyalty programme goals.” Butscher 2002:102)

Customers also prefer products that are congruent with their own self image. According to Back (2005)
the customer will behave favourably towards a brand if a brand is perceived similar to customer’s self
mage. Communication and marketing will have to take this into consideration in designing rewards

given to customers.

2.4 Survey of literature that relate to the elimination of problems already solved

by other researchers

Many researchers have looked at loyalty from different angles but despite their different points of ap-
proach the underlying cause of thewr research 15 to find out the real worth of customer loyalty pro-
grammes. In the sutvey of literature done none seem to look at the use of loyalty problems by govern-
ment. Most firms tie incentive schemes to profit or productvity i the work place. This research will
therefore contribute to the use of incentive schemes by government as a lovalty programme other than
the other methods used presently. The various authors as indicated have looked at various aspects in

trying to solve thelr respective problems.

Gupta et al (2006) looked at a number of implementable customer lifetime value (CLV) and the fact that
most service orgamisaton get thelr revenue from creating and sustaining long term relationship with

their customers.

(’Malley evaluated the extent to which loyalty schemes really build loyalty. In order to do this, she
looked at four categortes of loyalty. With much crtticism gtven to extsting loyalty schemes, 1t is con-

cluded that such schemes have an important role to play in situations where no loyalty or litde loyalty 1s
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secn. She also concludes thar where sustainable lovalny is the uldmarte goal, customer lovalty schemes are

of importance only as part of a coherent value propositon.

Y1& Jeon (2003) mvestigated how reward schemes of a lovalty program influence perceived value of the
program and how value perception of the loyaly program affects customer loyalty. Their results show
that mvolvement moderates the effects of loyalty programs on customer lovalty, In high-involvement
sirwatons, direct rewards are preferable to indirect rewards. In low-involvement situations, immediate
rewards are mote effective in buldding a program's value than delayed rewards. Under hugh-involvement
condiions, value perception of the loyalty program mfluences brand loyalty both directly and indirecty
through program loyalty. Under low-involvement conditions, there is no direct effect of value percep-

aon on brand loyaley.

Britain has moved with their own lovalty cards after creanng a data base of all such cards. The two au-
thors Worthing & Hallsworth (1999) have illustrated the breadth and scope of the card schemes.
Wiight & Sparks looked at amount of loyalty programmes available for retailers and their research
shows that consumers are becoming more tired of cards and schemes and are really becoming selecave

in their choice and use of such cards,

The building of loyalty 1n loyalty programmes has been questioned by Hallberg (2004); he argues that
pprofitable incremental sales should not be the only criterion for success for loyalty programmes. His
findings from *“a database of more than 600,000 consumer interviews around the world mndicate that 1f
marketers are truly committed to building brand loyalty, they mwst use their programmes to build
consumers' emotional attachment to the brand, not just be content wath repeat buying. In doing so, they
will maximise and better sustain the financial success of their programmes and may even help the brand
become a category leader”. Emotional attachment is important as seen to enhance the brand and make
the organisation more sustainable.

The effects of a market structure on the effectiveness of loyalty programmes has been accepted even
though it 15 found that measuring the effectiveness of a loyalty programme is difficult( Palmer et al
{2000)) Terblanche {2003} has reviewed the products, setvices and activities that stand to benefit from
relationship marketing, He remarks that service iirms would normally but not always be better off using
the relationship- type strategy. He also maintains that loyalty programmes, even in their rewarding roles
are limited 1 therr abiity to contribute meaningfully to relationship marketing as they are usually intro-

duced with a financial motive.



The swiabihny of relatonship markening to orgamsanons has been rescarched by (De Walf and Oderk-
crken-Schrouder (2001). Their theory indicates which consumer markets are suited o reladonship mar-

keang.

The obligation to pay as was promoted by the Masakhane programme did not work with ratepayers
(Coopoo S 1 Women and Local Government) Coopoo’s article encourages municipalities 1o promote
local economic development so that citizens can atford to pay for municipal services.,  National experi-
ence with service cut-offs for non- payment was explored by Mc Donald (2002). The study revealed that
aggressive cost recovery on municipal services is imposing hardships to low income earners. The study
has highhghted that the problems m municipalities are caused by two things: 1) Inability o pay and 2)

willingness to pay.

Hutchison (1997) study looked at the relationship between a properly designed lovalty programme, cus-
tomer involrement levels in the product purchase and the attudes of customers towards the atuibutes
associated with a product or service. The results of this study mdicate that there 1s a positive statisncally
significant reladonship between customers who belong to a loyalty programme and their atdtudes, pet-

ceptions and imagery of the company providing the product or services.

The quality of service recovery of a loyalty system within the agriculmiral industry in South Aftca was
investgated by Louw (2002). He concluded that the appointment of the right personnel as well as suffi-

clent training in communication skills is critical for a good service recovery.

In 2001/2002 Marketng Surveys and Statistcal Analysis (MSSA), a consulting market research com-
pany based in Pretoria, undertook a pilot study into payment strategies for low-income water consumers
i the then Pretora, Durban, Johannesburg and Cape Town Metropolitan areas. They tested the two

hypotheses:

Price does have an effect on the amount of water demanded by all classes of water consumers, and
Consumer's attitudes to water usage and their perception about water consumption may be changed

by approptiate water payment strategies.
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The findings were that most of the lower mcome houscholds in the four mewopoles find their accounts
difficulr to understand and pay their accounts by cash. The higher income groups, it was found, made
use of a varery of payment options such as cash, credit card, bank transfers, ¢tc. The recommendation
on more suitable payment points that had to be provided particularly for the low income group was
made. With regard to understanding water usage and the economic value of water wluch would aid 1n
the implementation of payment strategies, it was recommended that an educational programme be im-
plemented, and in addition each household should be encouraged to record its water usage so thar a
greater understanding of the value of water i South Afnca (where water 1s a scarce resource} may be
engendered. In formulating payment strategies it was also recommended that any help that can be given
to low mcome consummers with respect to the cost of water should recewve careful attenton, for exam-

ple, discounts for early pavment (" Vuuren & Veck, 2002)

2.6 Conclusion

None of the research studies that the researcher went through have looked at the municipalities or gov-
emment’s use of incentve’ scheme as loyalty programmes to improve payment for services. The closest
studies have looked at the issue of non payment and how this affects local economic development of
commumtes when cut-offs are mimplemented. The studies have also shown that some people cannot
afford to pay for services whilst others sumply do not want to pay. Previous campaigns like the Masak-
hane campaign have tried to make people pay for their services by indicatng that it is the ratepayer’s
obligation to pay for the services they consume without looking at how the municipalides are offering
these services. Building loyalty is working in a number of private institutions as indicated in the literature
review. What 1s important from thus chapter 1s that organisations need to weigh the costs versus bene-
fits of such loyalty programmes. The literature available that has been drawn mostly form the private
sector will be used as a basis for the municipality in terms of how loyalty programmes work , the impor-
tance of building relationships with customers, using loyalty programmes as a tool for communication
and the value attached to the prizes. This chapter has enabled the researcher to gain an in depth infor-
mation on conducting research and how to use varous research mstruments. The critical questions that

need to be asked are

1) If The Resident programme is motivating them to pay.
2) If the Marketng methods of The Resident programme are visible and etfective,

3} If the communication is adequate.
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4) If members benefu from the merchants used.
5) 1f The Resident programme has loval payving customers or not.

63 If the value and image of The Resident programme mect people’s expectations.

The fellowing chapter looks at the organisanon, City of Tshwane and how The Resident operates.
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Chapter 3

CITY OF TSHWANE, THE ORGANISATION

3.1 Introduction

“The deswred desunation 1s a city that 1s prosperous, where children thrive unscathed by poverty, where
voung skilled people earn income, where young girls blossom as they admire beauty of our natural heri-
tage knowing they are secure and where the dignity of men is restored as they work alongside women
for thewr families to have a better life.” (City of Tshwane Execudve Mayor’s Inaugural budget speech
2006)

The above speech by the Executive Mayor of Tshwane shows that Tshwane needs all the resources 1t
can get to make it as a city everyone will be proud of, hence creative ways of collecung revenue have o
be devised.

City of Tshwane is the admumnistrative capital of South Africa. It was established on the 5 December
2000 after thirteen former municipalities including diswict councils were disestablished. The area in-
cludes areas such as Soshanguve, Akasia, Mapobane, Temba, Winterveldt, Ga-rankuwa, Centurion, Pre-
toria, Atteridgeville and Mamelodi. The City of Tshwane 15 the only metropolitan area in Gauteng with
rural areas and cross border areas included in its area of jurisdiction.

This chapter will give the background of the City of Tshwane and where 1t stands in South Africa. The
ratepayers that the study looks at will also be esplored. As the study secks to find out the successes of
the municipal payment incentive scheme it is also necessary to cover the way the scheme works in the

City of Tshwane against what the literature says.
3.2 Background history of City of Tshwane

The Municipal elections held on 5 December concluded the final transition to democratising all dets of
government in South Africa. These elections brought in a new dispensaton for local government wlhich
introduced new concepts such as mega cities ot uni-cities, political representatives with polidcal powers,

Execuave Mayors, Speakers and Municipal Managers. The City of Tshwane is one such municipahty
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wluch combined 13 former councils to form a mega city called the City of Tshwane that is managed
through the executive mavoral system. The municipal area of the City of Tshwane covers an arca In ex-

cess of 3 200 square km, and the city has a populanon of abour 2, 2 milhon. Of this populaton 73% is

Black, 51%0 female and 3.4% is disabled {(snww . tshwane.gov.za) City of Tshwane has its operating budget

amoundnyg to R7,9 bilhon.(Medium-term Revenue and expenditure Framework, 2006)

Chapter 1 of the Local Government Municipal Systems Stractures Act of 1998 sights three categories of
Municipaliges: category A, B and C. The City of Tshwane 15 a category A municipality which means that
it has exclusive and legislative authority in its designated area (Act 117: 1998; Gaureng Types of Munici-
pality Act 2000). The City of Tshwane funcuons in accordance with the poligeal, statutory and other re-
lationships between its polifical structures, pohrcal office bearers, administranon and its community.

The following dirgram displays the governance system of the city:

Councll
Community T Speaker
Executve
Ma}ror \
10 MMCs
h Members of

Municipal mayoral
Manager & commnittee
Administration

Figure 2.1 Governance system of CTMM
Source: IDP document 2005

The City of Tshwane (www.tshwane.gov.za/IDP) has to comply with the Protocol of Corporate Gov-

ernance i the Public Sector of 1997 and all applicable legislation such as:

Consttution of the Republic of South Africa 108 of 19%6
Municipal Systems Act 32 of 2000

28


http://www.tshwane.gov.za
http://www.tshwane.gov.za/IDP

NMuondcipal Systems Amendment Act 44 of 2003

NMunieipal Structures Act 117 of 1998

Rationalisadon of Local Governance Affairs Act 10 of 1998
Promoton of Admmistranve Justice Act 3 of 2000
Munieipal Finance Management Act 56 of 2003

Promoton of Access to Informaton Act, 2 of 2000

Promoton of Equality and Preventdon of Unfair Discrimination Act 4 of 2000.

The City of Tshwane is divided into 76 wards and each ward has a ward councillor. The City of
Tshwane has approximately 593 652 households. The most households reside in Soshanguve, Ga-

Rankuwa, Mamelods and Attendgeville (www.tshwane.gov.za). The study therefore 1s representatve of

the majority of the households.

Soshanguve was previously established as a suburb of Mabopane and known as Mabopane East an area
for non Tswana people during the era of Bophuthatswana. It was later renamed Soshanguve an acro-

nym signifying the town’s cosmopolitan nature:

So-  Sotho
Sha - Shangaan
Ngu - Nguni
Ve -Venda

Soshanguve is a homogeneous Black township that has both formal and informal dwellings. It has a var-
ied mixture of ncome groups. It is worth mentoning that according to the study done in 2003, City of
Tshwane has as many as 32 wards out of 76, a Poverty Gap higher than that of the average of Tshwane
(Erasmus & Smith, 2003),

Clients may continue to use City of Tshwane because it 1s the only service provider available and not
because they are loyal customers. So while customers complain about certain issues they return because
they might be cut off.

The Resident programme seems to be following the customer acquisidon and retenton strategies. Ac-
quisition in the sense that the customer has been defaulting in payments and the programme is ditected

at acquiring this customer when he/she sees others winning through regular payment. Retendon is seen
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in the sense that an up to date ratepaver is rewarded for making regular pavments so that the behaviour

1s repeated over ume,
3.3 The Resident programme

g resident
(Resident logo)

The City of Tshwane is the first municipality in the country to implement this Municipal Payment In-
centive scheme (MP1S)(wwnw.resident.co.za). Although payment for services 1s improving, problems
related to non-pavment for services remam { Cry of Tshwane Mid- term report 2006). As indicated in
the previous chapter, payment for municipal services 15 a very important source of income for the mu-
nicipality. As a way to encourage ratepayers to pay on ume and attract non payving custoers the City of
Tshwane muoduced the municipal payment incentive scheme called The Resident. This programme
was formally launched in November 2005 although teaser campaigns were run before this date. “The
Tshwane residents have an added reason to pay their rates - they are being rewarded for 1t.” (City Press

July 9, 2006:5)

This programme suppotts the acquisition and retention strategies as indicated by Bruhn (2003:110) that
“keeping loyal customers 1s five to seven times cheaper than winming new ones” Acquisition 1n the
sense that the customer who has been defaulung m payments will be attracted to also partcipate in the
programme on seeing winning customers. Retenoon happens when the loyal ratepayer 15 rewarded fox
making regular payment by accessing CashBack rewards and other prizes. The municipaliry also benefit
through this programme as seen here below (www resident.co.za):

Encourages payment and participation on vaticus programmes of the muaicipality

Influence the ratepayer positively towards the municipality

Suppott local businesses thus encouraging local economic development

Analysing of tatepayer profile for future communication
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3.3.2 Benefits given by the programme to ratepayers

As indicated by Butscher (2002) in the previous chapter, loyalty programmes have to combine both soft
and hard benefits. The Resident programme has put together a number of benefits that can be emyoyed

by those who qualify and include the foliowing:

a) Cash Back rewards
The Resident card is based on loyalty and customer relationship management. Ratepayers receive instant
Cash Back rewards for goods or services purchased from a wide range of loyalty partners. Ratepayers
who are on the programme receive a percentage of the toral purchase value, which 1s stored in The
Resident cards in Rand’s. The Resident card wotks really like an electronic purse or wallet. The Cash
Back rewards are instantaneous: once they are earned at one loyalty partner they can be redeemed at an-
other. Rewards are available from hundreds of participatng loyalty parmers, including restaurants, ac-
commodation establishments, retailers, national parks, reserves and resorts. The networks that The
Resident has are seen through the tmany merchants that the resident programme uses. Over hundred

merchants in different areas have been signed by the programme. (www.resident.co.za)

b) Prize
The periodic prizes are another component of the incentive programme. Ratepayers receive added re-
wards from monthly prize draws. Prizes are also drawn on a quarterly and an annual basis. The pro-
gramme however excludes certain target groups from the programme:
CTMM councillors
CTMM staff

Farnate staff and their relatives (Famate is the external company managing this programrne)

¢) Additonal incentives
The programme currently offers dependants of the city's ratepayers’ telephonic access to the Maths
Teacher facility. This part of the incentive programme is continuously revamped to ensure that it stays
appropriate and provides ratepayers with high-value access to 2 wide range of products, services and

benefits. (www resideint.co.za)

Hard benefits of the Resident programme are Cash Back rewards whilst soft benefits are represented

by things such as movie premiers, opera concert and soccer matches.
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Thf;‘ programume need to be cautious 1n that people may continue with the payment because of fear of
being cut off and not because they are loyal customers. It is therefore itnpottant as Butscher (2002) puts
it, to find a balance that will have the highest percetved value for customers and build the retention that
organisation require in loyalty programmes.

As Butscher (2002) suggests, there has to be strong links amongst: 1) the loyalty programme members
2) the company’s employees and management and 3) the loyalty programme environment which in-

cludes the media. The Resident programme drivers in their campaigns involve the media and the offi-

cials in the events that they hold with ratepayers (www resident.co.za). The Resident programme is no
exception when it comes to analysing customers as done by Bhote (1996: 15-16) using the BCG portfo-
lio analysis to group customers. The Resident programme will have customers that are not worth satis-

fying because of their unrealistic demands.
3.4 Management of “The Resident”

The municipal incendve scheme programme, like many of the loyalty programumes, is managed by an
independent vendor. The role of the appointed services provider according to CTMM/Famate steering

committee {Steercom) minutes (September 2005) includes the following:

Comung up with incentives and additional benefits

Acquiring appropriate participating partners

Marketing of the programme

Convening subcommittee meetings with Marketing and Communication divisions to agree on market-
ing and communication strategies proposed

Providing monthly reports and meetings with the Steercom members consisting of on Finance, Market-
g, Cornmunication and Customer Care.

Data management

Updating of files

The continuous updating and mputs of all relevant role players is the key to the smooth funcdoning of

this programme
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3.5 Conclusion

The City of Tshwane as a ﬁr;st municipality to tmplement the payment incentive scheme as a loyalty
programme will be used as a benchmark by other municipalities who may want to follow a similar
scheme. The challenge 1s placed on municipalities to deliver adequate services, give customers real value
for money as indicated eatlier that the loyalty programme alone cannot change the way people view the
organisation and the relationship they form with. This covered the overview of the organisation and
how Soshanguve fits in with 1t. Loyalty programmes have to try and address the needs of all segments
that the programme serves as Butscher (2003)states that such rewards must not only be adequate but
must be relevant and practical to the needs of relevant target groups that are approached by customer
value loyalty programmes. The study therefore seeks to find out if such needs are addressed. This chap-
ter also gave information on the benefits offered by the programme and how the programme seeks to
encourage ratepayers to change negative payment behaviour. The Resident programme whlst it 1s de-

signed to encourage payment also fosters a relationship between the customer and the organisation.

The next chapter looks at the research methodology followed by the study and how relevant data was

collected. The analysis will be catered for in the following chapter.
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Chapter 4

RESEARCH METHODOLOGY AND DATA ANALYSIS

4.1 Introduction

The previous chapter provided a brief background about the City of Tshwane as a municipality and its
key tesponsibilides. Soshanguve’s standing in relation to City of Tshwane was also discussed and finally
the incenave scheme programme as implemented by the City of Tshwane was also brought to hight
This chapter will look at how well the research methodology applied is supported by the theory that was
discussed in Chapter 2. Issues relating to research design and relevant data collection techniques will be

discussed. The researcher will also analyse data collected using the scientfic techniques.

4.2 The importance of research design

It is farst and foremost important to grasp the full meaning of the term research before moving to the

methodology used.

Saunders et al (2003:2) explain that “while the assembly of data from a variety of sources may be part
of the process of research, without interpretation, it is not research.” They continue to say that re-
search has to conform to certain characteristics like systematic collection of data, systematic interpre-
tation and find things out, Saunders (2003:3). Research methodology and research methods are used
interchangeably in a range of bocks , Saunders et al (2003} then says research methodology refers to
the theory of how research should be conducted whilst the research method covers things like inter-
views, questionnaires, statisdcal techniques and related thangs. That is why this chapter 1s so important

in highlighting how the study was conducted.

The research problem or problem definition requires that the situaton of a company and its ability to
take sound action be taken into account (Proctor (2005). Ghauri & Grohaugh (2002) explain that

problems differ in structure and put research design into three classes:
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Research design Prolxlem structure

Lxploratory Unstructured
Descrptive Structured
Causal Structured

Exploratory research design works well with problems that are badly understood, The problem in de-
scriptive research is structured and well understood. Causal research on the other hand is concerned

with canse-and —effect.

During research design 1t 1s important to anticipate problems that may occur hike ethical issues wiuch
can hamper research if they are not addressed at an early stage. Saunders et al (2003) stresses that along
with the researchers proposal evidence should be shown that ethical 1ssues have been considered. The
researcher found that part of this ethical consideration will be the right to privacy of participants and
confidentiality of information. The written consent stresses Saunders et al (2003) must be visited again
at the point of collectng data. Ghauri and Gronhaugh, (2002) also agree that the plan should evaluare

ethical issues right from the beginning.

The main reason that should guide the researcher whether to do qualitatve or quantitative research
according to Ghaur1 & Gronhaugh(2002) should be the research problem, focus and purpose of the

study.

Proctor (2005:325) puts forward the difference clearly when he says “qualitative research tends to lay
considerable emphasis on the situational and often structural contexts, in contrast to quangtative re-
search, which 1s often multivariate but weak on context. Qualitative research tends to be weak on

cross~comparison.”

4.3 Research Methodology

The research approach that the researcher chose is the deductive approach. This theory is explained by
Saunders et al (2003} as having key characteristics that mvolve:
The need to explain causal relagonships between vanables, in this study the researcher wants to find out

if there is a relatonship between payment levels and the introducton of the payment mcentive

35



programme, The Resident. The concepts in the deductive approach need to be put into operation so

that they can be measured quanttadvely.

Generalisation is another important concept of the deductive approach hence the importance of having
sammples that 1s representatve of the population. The study demonstrate that various methods wete
used in working with the identfied problem as supported by Saunders et al (2003:99), “these ap-
proaches and strategies obviously do not exist in isolaton and therefore can be mixed and matched.
Not only can they, but it is often beneficial to do so.” It 1s quite usual for a study to combine qualitaove

methods and quandtative methods and to use primary and secondary data.

This study posses also an element of causal research as seen in Gghauri & Gronhaug (2002) that causal
research mvestigate cause— and- effect, in this case the researcher 1s trying to find out if the incentve
scheme, The Resident, is causing people to pay on time and thus increase payment levels. The question
that seek to find out if people’s payment has improved as a result of The Resident, will help when the

comparison taken from the secondary data about payment levels are brought to the picture.

The qualitatve approach ﬁfill back the quantitative one in the sense that it will be checking on the rea-
sons or why things are happening or not happening as they should be. Proctor (2005:325) puts forward
the difference cleatly when he says “qualitauve research tends to lay considerable emphasis on the situ-
ational and often structural contexts, in contrast to quantitative research, which is often multivariate but

weak on context. Qualitative research tends to be weak on cross-comparison.”
4.3.1 A qualitative approach

I the ealier times the qualitative approach was about transcribing notes, recording méeﬁngs .and mak-
ing analysis based on visual mspection but most recently analytcal methods have been intro-
duced(Proctor:2005). Qualitative research can be used to examine the athtudes, feelings, experience,
behaviour and motivations of people (Saunders et al, 2003); Ghaun & Gronhaug, 2002). The feelings of
people about The Resident need to be explored as it is something new for the municipality and gov-
erment of uying to motivate people that pay. The exploratory approach can help filter cut the most
and least attractive benefits (Butscher, 2002). Looking at The Resident as the case in quesdon the met-
chants chosen, mediums where advertisement takes place and frequency of communication can be

evaluated. The qualitative part came out when the researcher was interacting with The Resident card
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holders through the open ended questions durng interviews to try to find out how they felt abourt the

scheme, if the scheme was making them to be loyal ratepayers or not.

Becker et al in Ghaun & Gronhaug (2002) mention three major components of qualitative research:
a) Data: often collected through interviews and observation; by mterpretive or analytcal procedure:
the techniques to conceptualise and analyse the data to arrive at the findings or theories; ¢ report:
wiitten or verbal. In the case of students they indicate, this is often written in the form of a thesis. As

indicated earlier by Heath in www.nova.edu/sss/QR, he speaks of researchers of qualitative research

as attempting to describe and interpret some human phenomenon. Researchers attempt to be clear
about their biases, mterpretations and presupposttions. The differences berween qualitanve and quan-

ntative date are seen nicely put in the table format presented by Saunders et al. (2003:378)

Table 4.1
Quantitative data Qualitative data
|
* Dased on meanings derived from *  Based on meanings expressed
numbers through words
' Collection results in numerical and * (Collection results 1n non-
standardised data standardised data requiring classifi-

‘ catlon Ito categories
*  Analysis conducted through the use

of diagrams and statistcs * Analysis conducted through the use

of conceptualisation

4.3.2 Quantitatively speaking

In quantitative research, consumers’ answers are on a numerical scale and numerical scale answers al-
lows the researcher to research a large number of customers and group answers easily (Sheth & Mittal
(2004:242)). The study looked at the payment levels of three different periods. The secondary data, as
will be seent in the analysis section, has been computed for the whole of City of Tshwane ratepayers and

analysis made 1n terms of the unprovement in payment levels.
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Quanutative data analysis should not however be confused with quantitavve research as quantitatve
data analysis looks ar all such data and can be a product of all research strategies, that is quanttaove
and qualitative (Saunders et al, 2003). Quantitative research, according to Sheth & Mirtal (2004: 242)
usually uses one of the o methods, namely, survey and experiment. The survey method in Soshan-
guve was employed in this research. This method continues Sheth & Mittal {2004), 15 helpful in elicr-
ing customer’s beliefs and attitudes but the danger is that people may give answers rthey consider safe
to give or that makes them not to look ignorant. It was interesting to note that while some people re-
sponded as knowing very little about the scheme in one question, they felt the information supplied
by the programme was enough in another. This then showed that they did not want to look unin-
formed in front of the interviewer. Quantitative research on consumer behaviour uses concepts such
as attitude research, image and self concept measurement, mulu-attribute attirude model and percep-
tual and preference mapping (Sheth & Mittal 2004) “ Surveys can be used just as well to for elicrung
respondent answers verbatim”(Sheth & Mittal, 2004). The researcher has brought m this combinatoen
in the questionnaire. The figure below shows the methods from left to right become more quanuta-

tive and use quantitative techniques (Ghaur & Gronhaug (2002) -

TECHNIQUES TECHNIQUES

Conversation Qualitat Structured observation
ualitative

Unstructured and Structured mnterview

Semi-structured Structured surveys

. : Quanttative . .

mntervicws, etc Atutude scaling

Field equipment
Historical Group  Case  Survey  Experiment

review discussion  study

Figure 8.1 Quantitative and gualitative methods and techniques

Source: Based on Jankowicz(1991:159)
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4.3.3 Focus of strategy

The actton research 1s one strategy that has been emploved 1n this study. The research on the payment
meenuve scheme was done to assist with focused communicadon and markedng strategies and become
a source of reference tor other municipalities that have not used the scheme, These municipahaes wall
need however to have that have sumilar groupings. Action research according to Saunders et al (2003)
has 1ts basis on three themes: - the focus of the research, close collaboration with organisadon on a mat-
ter that 1s of interest to them and being part of the organisation within which change and research are
taking place and the result as indicated can mform other similar projects elsewhere.

The strategy also uses the survey method as 1t is not mumally exclusive. As Saunders et al (2003:281)
puts it “the greatest use of questionnaires 15 made by the survey strategy. However both experiment and
case study research can make use of these techniques.”

The populadon of about 88 000 households can be considered sizeable and surveys collect a lot of data
economically hence the choosing of thus method m collecung data.

Both primary data and secondary data were used in the research process. The new data (prmary) was
collected 1o solve the problem at hand through the questionnaire whilst secondary data (previously
gathered), for example, previous payment levels documents from the Ciey of Tshwane were used for
comparisons. Sheth and Mittal support the use of secondary data by saying that this should be the first
the researcher attempts to use as it already exist and can save the expense of collecting primary dara.
The payment levels data 13 publicly accessed data as Sheth and Mittal (2004:257) say “Secondary data
the public domain is collected mostly by the government and other domestic, foreign and international
public organizations.” For such data there 1s no need to get ethical clearance from the organisation con-

cemed.

4.3.4 Sample and population

Proctor (2005:108) illustrates the steps that involved in developing a sample as follows:



Define target
populaton

Develop a

frame

Select
< sampling design >
\ /

Determine appropn-
ate sample size

Select appropriate
sample members

Figure 4.1 steps in developing a sample

The sample chosen must always try to represent the population as a whole, Saunders et al (2003)
stress the importance of the completeness of the sampling frame so that all the cases can have a
chance of being selected. Documents containing data Iike the census results, telephone directories can
assist with the population required. These days there are also comparues that sell data as researchers
may want them. Saunders et al (2003:156) gives a detatled bist of sample sizes for different population
sizes at 95 per cent level of certainty. Proctor (2005:109} agrees with the completeness of samples

when he says that a sample should reflect the characteristcs of the population of mterest to the study,

The population or sampling frame was taken from all Soshanguve households which are about 88 407
(Census 2001). Saunders et al (2003) stresses the importance of the completeness of the sampling frame
so that all the cases can have a chance of being selected. This sampling frame excluded the business and
trading areas and government departments m Soshanguve as they are not regarded as households, The
incentive scheme programme is targeted at household ratepayers only. From this populadgon a sample of
375 was drawn using a stratified random procedure as Soshanguve wards are different in their composi-

tion. The number 375 was decided on using Table 6.1 in Saunders et al (2003:156) for sample sizes for
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different population sizes at 95 per cent level of certamty. Procror concurs with Saunders et al, by saving

that a sample should reflect the charactensucs of the population of interest to the study (2005:109).

A straufied random sampling method was chosen as the geographical area is very vast and the composi-
non in each area 15 different. This division enabled both high and low, old and young income earners to
participate. Saunders et al (2003), explain stratified random sarnpling as random sampling that has been
modified where the populadon is divided into a number of subsets based on one or a number of attrib-
utes. The division was based on the wards found in Soshanguve as well as blocks in each ward as the

table below mdicates.

Table 1.2

Sample selection by stratified random sampling

AREA BLOCKS SAMPLE SIZE
Ward 11 HH, j}, PP, AND GG 37
Ward 25 VT, Vest1, PP2, PP3, W 39
Ward 26 R,DD, KX, 85,5, and P 35
Ward 27 R, X,Y, MM, X ext, Y ext.and P 39
Ward 29 FF,LL,IA and NN 37
Ward 33 AACC,G and F east 37
Ward 34 H, H ext. and F west 38
Ward 35 K.MH ext. and M ext. 38
Ward 36 L, L ext, WW & Bufferzone 35
Ward 39 TT, ext.1, ext.2, ext.3A, T Text. 40
Total 375

Proctor (2005) contends that the stratified random sampling approach is more suited to sampling large
consumer populations. The idea of stratified sampling is to accommodate every stratum and because of

varlability, the standard error of esgmates may be reduced {Ghauri & Gronhaug (2002)).
4.3.5 Measuring instruments and data collection

Research objective are achieved when proper tools of collecting data are employed. The following tools

were used by the researcher:
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4.3.5.1 Measuring mstrument

lnterview - admintstered questtonnatre
The aim of the questonnaire Proctor (2005:191) cautions should always be borne in mmnd and the ques-
tons that follow should seek to address research objectves (2005:191). Structured interviews mvolve
questionnaires where the interviewers meet face to face with the respondents and ask scheduled ques-
gons (Saunders et al, 2003). The content of such questions according to Proctor (2005) should consider
the following:

a) The quesnon should be necessary and cover research objectives

b} The respondent should understand the quesuon and the language used should be understood by

the respondent.

¢) The quesuon asked should be enough to get the data required.

dy Quesuons should not contain a suggesuon that the respondent is supposed to know the answer.

e) It 1s better to ask people if they recognise something rather than 1f they recall it as people forget

f) Ensure respondents of the confidentality of their responses and remove questions thar will

cause embarrassment,

The design of the questionnaire was such that it covered both open-ended questions and closed —ended
questions. Out of 34 questions 15 were open ended and 19 were closed ended questions. The problem
at hand requires some mformaton on people’s opmions and attitudes regarding the loyalty progranume
used by the City of Tshwane and how ratepayers regard the reward incentive programme that 1s de-
signed to make them act. The open ended questions were expected to brng to the study an exploratory
element. That 1s one of the reasons why the researcher moved from using telephone interviews to face
te face wnterviews to avoid reluctance to complete. The questonmaire used both open ended questons
and closed-ended questions. Open ended questions help reveal what people think and closed ended
questions are easy to use and reduce mterviewer bias and make coding and tabuladon easy( Proctor,

2005).
4.3.5.2 Pre-testing

The questonnaire was pre-tested on 15 respondents staying in Soshanguve that were chosen randomly
at a pay point. Question 5.1 which read as “Have you heard about any of the following mer-

chants/shops used by The Resident programme.” had to be rephrased as respondents found it difficult
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to fill 1n as the nstruction was confusing. The merchant list was attached and respondents did not know
whether to fill this in on the attached list or i the questionnaire. This quesdon was replaced by 5.4
which read “recommend any 3 merchants/shops of your choice you would like The Resident to use.”
Proctor (2005:205) does indicate that when quesnonnaires are first drafred, some of the guestions are
vague, confusing or cumbersome and pre-testng a questionnaire helps one to discover faults before it 1s

administered.

4.3.5.3 Dara collection

375 questionnaires were used during the face to face interviews, 331 forms were filled, 41 respondents

refused 1o proceed with the questionnaire.

The researcher made use of five field workers to assist with the mterviews as ten wards had to be cov-
ered. The field workers were tramed on the questonnaire and how to approach respondents. The intro-
ducton of the questionnaire to the respondents was stressed as important and keepmg to the purpose
of research. The field wotkers were drawn from the Soshanguve area with the help of the area coordina-
tor. The field workers that were used as interviewers usually assist with public participadon matters. The
people chosen know the area very well as well as languages spoken in the area. The tesearcher advised
that the mterviewers could translate to respondents where English was a barnier. The field workers were
made to have a feel of the questionnaire by allowing them to All it as well. The use of face to face inter-
views allowed for a high response rate as the questionnaire was filled by the interviewer. Three of the
field workers had assisted with questionnaires before and two were practically new to the concept of
research. The researcher had to choose amongst the following types of questonnaires as outhned by
Saunders et al (2003):

Self admunistered: - on- line, postal, delivery and collection.

Interviewer administered: - telephone, structured interview

As indicated sbove a structured interviewer adminsstered questionnaire was chosen.

The analysis of the questions (closed- ended questions) was computer assisted and open- ended ques-

tionnaire was for self- analysis,

The timing of the questionnaire was found to be fifteen mmutes. People wanted more explanation with

certaln questions. In certain instances this took even longer as people wanted to talk about other issues
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of the municipahiry. Ghaurt & Gronhaug (2002) indicate that there are no standards available n the ex-
isting literature in connection with what a short is and a long questionnaire. Proctor {(2005) suggests
however that a quesgonnaire should only be as long as necessary for s purpose but cautons at the

same ame that too long a questonnaure can be demoralising to both the researcher and the respondent.

4.3.6 Rehability and validity

Saunders et al, (2003:292) outlne 1 the following steps as what must occur if a queston is to be vahd

and reliable:

Researcher is clear about the
nformation required and
designs a queston

Researcher decodes the \

answer In the way the

respondent ntended
Respondent  decodes
the question in the way
the researcher intended

Respondent answers
the question

Figure 10,2 Stages that must occur if a question 1s to be valid and reliable

Source: Developed from Foddy (1994)

The above figures support the view that the questions formulated must be thought through. Reliabiliry
as put forward by Proctor (2005: 198) “reflects whether asking the same question of the same person on
a subsequent occasion will elicit the same response. Validity reflects whether you are ascertaining
through the queston what you think you are ascertaining.”

The questionnaite contained questions that were related, such questioned were useful in the checking of

reliability .Thete has to be similarities, for example, in the answering of question 3.1 and 3.2.

a) Subject or participant error
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It is advisable according to Saunders et al (2003) ro choose neutral ames 1o admunister the questionnaire
as the quesdonnaire completed at different times of the week will vield different answers. The intenview-
ers as they knew the area very well, asststed in scheduling mterviews per area. The areas that consisted
the majority of the redred people in the established areas, for example were visited during the day. The
areas that are populated by working and vounger people were visited m the evenings In some wards
one partner works and these areas were visited during the day and in the early evening. There were no
fixed pre arranged appomntments with the respondents. The subject participant error was avoided by

rescheduling interviews at the respondent’s requests and a convenient time was arranged.

b}y Subject or partapant bias
Anonymity of respondent has to be adhered to as advised by Saunders er al (2003). The miormed con-
sent form gave the undertaking that the informanon supplied by the respondent was going to be wreated
as confidendal. Respondents were also given the right to withdraw from the study at any given dme they
felt hike. Serving in the steering commuittee of the researcher was an added advantage m that 1t was casy
to venfy informaton. No one’s job was at stake as the researcher does not wotk direcdy with the de-

partment that is providing informaton.

c) Observer error
A high degree of suucture was provided in the questionnaire to avoid the last question or last person

fatigue syndrome where the researcher would otherwise show tredness.

Threats facing the study

History

What has been happening with the cutting of electricity may have affected respondents’ willingness to
participate. The question that asked residents to recommend ways that the City of Tshwane could use to
1mprove payment for services was met with mixed feelings as some residents were very vocal about the
upfairness of cutting water and lghts with them carning very little {question 6.2} and others refused to
answer this particular question saying they believed the municipality seemed to have a solution already

that of cutting their services.

Instrumentation
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The new system (SAP) that was introduced m Finance needed informanon to be updated and there was
shut down periods when this information was updated. During the 2004,/2005 financial year the per-
centage of the income collected was lower than in the previous penod and the reason given for this was
that there were no credit control actions during this period (City of Tshwane medium- term Revenue

and Expenditure Framework (2006/07).

Mortality

This refers to participants dropping out of the study (Saunders et. al 2003) this affected the sample size
which was originally 375 ended up with 333 as some people did not want to proceed beyond the demo-

eraphic detall and withdrew from the study.

Ambiguity about casual direcnon

The use of cut offs together with The Resident presented ambiguity as to why the levels of payment are
mproving. Are the levels of payment improving because of the pavment incentive scheme or is it be-

cause people are forced to pay through cut- offs?

The questionnaire assisted especially with responses to question 2.3 and 2.6. Quesdon 2.3 wanted to
find out if the if the introduction of The Resident as a loyalty progranume resulted in motvatng re-
spondents 1o pay timeously. And 2.6 tested the attitudes towards payment for services after the intro-

duction of the programme if they changed with the introducton of the payment incentive scheme,

Saunders et al (2003) speak of ambiguity about casual direction as one of the causes of threats to validity
(2003) The incentive payment scheme may also have caused people to think negatively about the
scheme if the incentive scheme functioning 1s not explained and managed well thereby causing people
to hold back their payment if they think they were being given a raw deal yet the scheme is not really

part of the services they are being billed for.

The tesearcher in this study will not be in a position to generalise to other Municipalities as the research
1s meant for the population of the City of Tshwane and not other Metros. The generalisaton is also only
applicable mainly to areas with simular household patterns as Soshanguve  within Tshwane that is,

Townships of Mabopane, Ga-Rankuwa, Atteridgeville, Mamelodi, Temba, and Olivenhoutbosch. Other
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Metros can however use this study as a guideline if they wanted to embark on simular exercises becaunse
ther environment under which the scheme may operate would be differenc from the City of Tshwane's

environment.
4.3.7 Examination of trends

Trends are defined by Proctor (2005) as upward, downward or stadc pattems. The trend in three previ-
ous periods were compared with the current one so as to determune if there were any changes that were
brought about by the payment incentive scheme. The periods covered were 2003/2004; 2004/2005,
2005/2006 and 2006/ 2007 midterm financial periods. The collection rates versus billing were variables

that were compared at different ame imntervals.

The Municipal Fiance Management Act requires that the budget “be based on realsuc forecasts for
revenue recovery and over the said period the collection of arrear as well as current account revenue
averages 96%.” City of Tshwane Medium-term Revenue and Expenditure Framework 2006/07. Pay-
ment for services 15 regarded crucial as the bulk of the money comes from mumcipal funding in the

form of property rates, electricity and water.
4. Conclusion

Thus chapter looked at the research methodology suitable for this study. The survey method having
both closed and open ended questions necessitated that a2 mixed approach be used, that is, both the
quantitative approach and the qualitative approach. As indicated earlier open ended questions help te-
veal what people think and closed ended questions are easy to use and reduce interviewer bias and make
coding and tabulation easy (Proctor, 2005). The focus of the strategy showed that whilst a survey was
conducted, the study was action research otiented. Data collection methods wete also covered in this
chapter. The checking of reliability and validity were discussed. The next chapter will look at the analysis

of data that was collected during the face to face interview process and the interpretation will be pro-

vided.
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Chapter 5

PRESENTATION OF RESULTS

5.1 Introduction

As the methodology has been discussed 1 the previous chapter, the discussion on the findings of these
mterviews 1s mmportant as Saunders et al(2003:) explain that the assembly of data from a vanety of
sources may be part of the process of research but without mterpretanon, it is not research it mav not
be called research. Research has to conform 1o certain characteristics like systematic collecton of dara,

systemauc Interpretation and find things out as this chapter will demonstrate.

5.2 Analysis of Methodology

5.2.1 The sample

The study used 375 respondents but a total of 331 respondents completed the questonnaire during the
face to face structured interviews. Forty four respondents fell out of the study after answering the first

page. The respondents were selected by stratified.

5.2.2 Interviewing and Analysis

A strucrured questionnatre was pre-tested on 15 respondents selected form a pay point in Soshanguve.
The questonnaire was changed accordmgly after comments were receved from respondents who had 2

difficulty with one question. Face to face interviews using the structured interviews were conducted.

Open ended questions were self analysed whilst the closed ended questions were computet analysed.
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5.3 Demographic Profile of the sample

The tables presented hereunder represent a summary of the biograplucal details of respondents. Thus
scgmentation 15 Important in that it assist to explain other challenges that may be causing people not o
pay like, unemployment rate, the fallure to read the accounts sent ro them with the level of education

and how different wards respond to the programme.

TABLE 5.1
GENDER
TABLE 5.1
GLENDER n Yo
A1 Gender Female 176 53.2%
Alale 155 46.8%0
Toral 331 100.0%0
TABLE 2.2
MARITAL STATUS
n %o
A12 Mantaf Status Married 180 55.7%
Single 143 34.3%
Toral 373 100.0%
TABLLE 5.3
AGE GROUP
n %
AL Age 18-25 51 15.5%
26-30 44 13.4%
31-35 35 10.6%:
36-30 100 (4%
51-65 55 16.7%
66 and above 4 13.4%
Total 329 100.0%4
TABLE 5.4
EDUCATIONAL LEVEL
n %o
Al4 Educanonal Level Below Standard 8 T4 23.7%
Below Standard 10 62 19.9%,
With Matne only 88 28.2%
With tertary qualification 38 28.2%
Toral 312 100.0%
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TARLE A5

EMPLOYMENT STATUS

n

ALS Ermploymen Unemiploved 07 21.9%%
Fmpluved 97 31.7%
Pensonur 30 183"
Self emplovied 43 14.1%0
Student 43 14.1%

el 306 1060.0%:

TABLLE 5.6

INCOME LEVEL

n oA

ALE Income RO-R1G00 152 47.1%
R1 01 - R2 000 38 1.8%
R2 001 - R4 G600 31 2.6%
R4 001 - Ro GO0 15 4.6%
Ré 001 - R8 000 15 4.0
R& 001 - R10 000 1 3.4%
R1000] - R15000 8 2.5%
R15 601 - R20 000 9 28%
R21 001 and above 2 0.6%
Refusal 42 13.0%

Total 323 1030%0

TABLES T

LANGUAGE n KL

A1T Langueage Afnkaans 4 1.2%
English 17 5.28
Ndecbele 26 TO
Northern Sotho 45 13.0%
Southern Sotho 32 77
Sweazi 16 4.8%
Tsonga 55 16 T4
Tswana 27 8.2%
Venda 23 T.0%
Xhosa 13 30%
Zulu 72 21.8%

Total 330 100.0%
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TARLL 5.8

WARD REPRESENTATION n o

A E Ward I 43 1305
5 17 5.1%%
26 15 1.5%
37 39 11.8%
29 40 12.1%
33 35 10.6%%
34 33 10.0%
35 36 10.9%%
36 33 T0.0%:
39 a0 12.1%

Tenal 3 100.0%

The above demographic information indicates that there were more female respondents than males.
This 15 an indication that more females were readily available to answer questions compared to men 1n
different households. Married pecple consisted of a higher percentage than smgle people. This mnfor-
mation may help in formulatung messages for specific targeted audiences. The majority of the respon-
dents are from ages 36-50. The age group analysis will shape the campaigns that may be needed. The
majority of the respondents?8.2% have matric and tertiary qualifications( 28.2%) indicating that
Soshanguve is very literate. 31.7% respondents indicated that they were employed but the majority
earned less than 2 R1000/00. Isi Zulu was widely used by the majority of the respondents. The re-

sponse rate In wards 25 and 26 was half that attained in other wards.

5.4 The Resident Programme

5.4.1 Knowledge about The Resident programme

Respondents were asked “Please mention what you know about the incenuve Scheme programme
called The Resident used by the City of Tshwaner The following gives answers as they were given by
respondents verbatim and where possible common answers were grouped together. The responses are

given per ward using (n) as the number of respondents

Findings
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Ward 11

Blank 31

You must pay bills to get a resident card

Do not know/ know nothing

Locally well known

You can get discount

Give benefits for consistent payment of services

Skint to enicourage payment for services

To track those who do not pay rent, to pay the bill in the right way
Not much

To encourage community to pay with this resident you can get your money back
Encourage people wath the good work that they are doing

Must pay less pavments

Ward 25

Blank

I know nothing/do not know

Provides benefits to rate payers

Something to do with payment for services
Heard about 1t but do not know much
Encourage payment for services

Provides discounts tor paying for services
Encourage payment and there are benefits
Gives us rewards and discounts if you are up to

Up to date with payments

Ward 26

Blank

Provides discounts and benefits
Encourage payment of services
Know nothing

Know little

Provide benefits to ratepavers
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Ward 27

Blank

Do not know

Know very litde

Get bonus points tor paving rent every moenth
Pay on time to qualify for points

Gives presents

That it is here to help us

You need to pay rent

Ideal way to encourage people to pay for services
It is here to help wath saving

Cash back for rent paying every month

Ward 29

Blank

Get discounts

It pays to pay

Gives us prizes for paying

Encourage payment

You can go shopping to any shop you like

If you pay your rent you will get a form to fill and

Post it to the office.

Ward 33

Blank

Nothing

Municipality uses it
Know very litde about 1t
That it’s got great rewards

Nice plan that gives gifts

Ward 34
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RBlank
Fnow nothing

orow lietle

You get a card when you pay your account

Regularly and use at any shop registered with the scheme that you can get a free gift

Ward 35

Blank

Do not know it

Know everytung

Know htde

Not much, only my kids know about it

Programme of Soshanguve

Ward 36

Blank

Know 1t

Do not know 1t

Know httle

It 1s a programme called the resident

Program for people of Soshanguve

Ward 39

Blank

Know litde

Do not know

Tell us to pay rent
Pay rent every month

Help people about the rent

You get bonus points when we pay rent every month

Encouraged me to pay

The mmportance of paying rent the scheme offers you 2 card that you use to buy at certain

stores and you get discount
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Paying rent 1s important

Alwavs pay rent to win

Talks about payving for services

A relared closed question was asked to see if the knowledge about the programme is consistent. This

question asked “IDo you agree or disagree that The Resident programme 1s:

STATEMENT AGREE DISAGREE
A scheme well known by the majonty of residents -11- 1 2
A scheme used by the majority of ratepayers -12- 1 2
A scherne that ratepavers 1dentfy with -13- 1 2
A suitable scheme to encourage ratepayers to pay -14- 1 2
Not visible/see or hear enough about 1t in the media -15- 1 2
A scheme/loyalty programme that means nothing to me -16- 1 2
A loyalty programme that residents are proud of -17- 1 2
Findings
TABLE 5.9
RESPONSE TO KNOWLEDGE OF THE SCHEME
ALE Ward
11 25 26 l 27 29 F 33 34 33 36 L2 Toral
B2Z @ A Agee N 3 6 7 9 14 6 13 21 3% T4
scheme  wel o _ . _ . . so. | o=
® 60.5% | 17.6% | 46.2% | 553% | 725% | 424% | 194% | 36.1% | 63.6% | B7.3% | 53.7%
looen by the
Dis N |17 7 2 5
majonity of L 17 14 i 17 11 [ 25 23 12 5 150
agree
wsidents £ Yo 30.5% | 82.4% | 53.8% | 44.7% | 275% | 57.6% | BOL6%0 | 63.9% | 36.4% | 1253% | 46.3%
Towl N 43 17 13 38 40 33 31 36 33 40 324
kL 100.0 | 1000 | 1000 | 1000 | 1000 | 1000 | 1060 | 100.0 | 1000 | 1000 | 1000
Yo %o B % % S % o Yo %o Y
| L

wards show different scores
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TABLES.10
RESPONSE TO USE OF THE SCHEME

ALS Ward
TES I' 26 |27 q20 i3 (s (30 [ i3 | Toud
B22 A Agee N f32 5 16 Mool 5 13 16 |25 157
scheme used by Yo | Tadv L3650 | 4219 | B5.0% | 324% | 16.1% | 361% 1 SU0% | 625% | 48 5%
the maonty of - Dis. N 17 8 2 o 2 12 23 16 15 167
ratepayers g o 100.0 f 'i _ _ _ ‘ _
256% o LOL5% | 5T9% | 150% | 6Te% | 83.9% | 639% 1 500% | 375% i 51.5%
i i . I ; i
Tout N T T N O Y T RS O C S BT B Y
% 1000 | 1000 ’rmo.o 1000 11000 | 1000 | 1000 | 1000 | 1000 | 1000 | 1000
Yo% | % [ % % % | %o | % %o % | %

Wlile the scheme 15 well known 48.5% respondents believe that the scheme 15 used by most residents

with 51.5% saying the scheme is not used by the majority of the residents.

TABLE 5.11
RESPONSE TO IDENTIFYING WITH THE SCHEME

Al.8 Ward
11 25 26 27 29 33 faq P 35 36 39 Total
B22 (A Agree N 33 1 5 25 35 12 11 13 22 ¢ 29 t 19
. | _
scheme % | 884% | 59% 385% |658% |87.5% | 387% |355% |36.1% , 68.8% | 725% | 50.5%
wepagers Diss N |5 16 |8 13 5 19 20 1z o 1" 130
wenufy agree % I ‘ :
11.6% | 94.1% | 61.5% | 34.2% | 125% | 61.3% | 64.5% © 63.9% | 31.3% ; 27.5% | 40.5%
with [
i ;
Total N ' 43 17 13 38 40 31 31 36 32 40 321
% 1000 | 1000 | 1000 | 1000 11000 | 100.0 | 1000 | 1000 | 1000 | 1000 | 1000
¥ % % % o % [ %% %% fog o,

59, 5 Yo agree that ratepayers do identfy with this scheme and 40, 5% believe differenty.

TABLE 5.12
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RESPONSE TO SUITABILITY OF THIE SCHEME TO RATEPAYERS

1.8 Ward
1 25 26 27 24 33 34 35 36 Toul
B22 () A swable Aprec N 42 1t 10 27 i35 23 . 20 21 10 239
schome 0 e o [ 9770 | ssave | Te0m L TrI% | 57.5% 1 742% | 60.0% | 600 | 51.6% 75 4%
coutage ratepavirs Diss N | 73 in 5 8 9 14 113 7%
o pay apree % ] 23%% | 412% | 2309 | 289% | 125% | 25.8% | 31.0% | 40.0% | 48.4% 24.6%
Total N 43 (EAR R S 20 33 3 317
% 1006 | 1000 {1000 | 1000 J1000 [ 1000 | 1000 | 1000 | 1000 100.0
% Y% % % [ % %o % % % %

The switabibity of the scheme to encourage payment was hughly

with only 24, 6% saying they did not think 1t was sutable.

TABLE 5.13
VISIBILITY OF SCHEME

supported by

75.4% of the respondents

ALB Ward
T I O ) 34 3% 13 Toral
B22 (e} Agree N 32 11 8 20 39 5 28 27 n
Not  wvisi- %% T44% | 64.7% | 61.5% | 54.1% | 72.5% Yo | 2T.6% | T7.8% | 81.8% 65.9%
ble/sec  or  Dhs- N 11 6 5 17 11 21 8 6 109
hear agree %%
enough 25.65% | 35.3% ¢ 385% | 459% | 27.5% | 3M4% | 72.4%  222% | 18.2% 341%
about ¥ In
the rmedia f
Total N 43 |17 13 37 a0 20 34 33 320
% 1000 | 1000 [ 1000 | 100.0 © 1000 1000 | 1000 | 100.0 | 100.0 160.0
%% %o % i %% %% %o i %o %o %

The resident programme was not visible enough 1 the media as 65.9% attested to tlus, 34.1% believe

that they do hear enough about.
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TABLLE 514
LOYALTY TO THE SCHEME

ALS Ward ;
1 |25 26 |27 |2 33 [34 (3 36 30 i Toul
TEE TR W XV P TR R N E TR R EREEREE
scheme,Jopalty w(#E T 1B e [0 520 305 1556 544 . 0D 1470
prograrame  that %4 A ! S 4 % l % G kKt b b0
mans nothing to (D [» {22 |10 |10 [ (D |17 T 16 |2 B
e agrree %% 51.2 588 1769 378 1500 GB.0 07 44.4 65.6 0 524
R R T | o few e (% % % %
Toral % % |17 |15 13 40 |25 |28 |36 |32 |4 |31
oA 10007 [ 100G | 1000 | 300.0 [ 1000 | 1000 | 1000 | 1000 | 1000 | 1060 | 1600
I K I e T 7S A KPS
. r ,

The Resident programme means something to 52.4% respondents. Only 47.6% felt it meant nothing to
them.

TABLE 5.15

FEELINGS TOWARDS THE SCHEME

A1.8 Ward .
N 1 H 1 re
1 25 2% 27 29 11 34 35 36 139 Toul
B22 (g AlAgee [N 37 4 7 00 i3 14 13 17 {20 125 190
oyaly  pro- Y% | 860% | 23.5% | 33.8% | 54.1% | 825% | 53.8% | 46.4% | 48.6% | 625% | 64.1% | 61.3%
_ N l
wamme hat e IN e 13 e 17 (7 12 s |1 1z fis | 120
residents  are actec .
of & % 140% | 76.5% | 46.2% | 45.9% | 17.5% | 46.2% | 53.6% | 514% | 37.5% | 35.9% | 387%
PFUIJ. 2 |
I
Total N a3 17 13|37 0 126 |8 35 ) 310
% 1000 | 1000 : 1000 ; 1000 [ 1000 | 100.0 imo.o 1000 | 100.0 {1000 1000
T O TS I A A K S A
I i ; I 3

61.3% of the respondents seem to be proud of this scheme and 38.7% is not.

Interpretation of the findings regarding knowledge of the resident programme

The majority of the respondents in the open ended questions chose not to answer this quesdon. This
can be interpreted as that they did not know the resident progranime or did not know in detail what the
scheme entails. Almost all the wards except ward 26 had the highest numbert of people that did not

respond to this question. All those who have given comments have a good understanding of what the

scheme is about
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The closed ended questdons on the other hand revealed that on the overall 53,7 Yo agree thar the
scheme 1s known by the majority of the residents and 46,3 disagree. A discrepancy is seen in different
wards. Half the wards perceive the scheme as well known and another half disagree wath this view.
While the scheme is well known 48.5%% respondents believe that the scheme is used by most residents
with 51.5% are saying the scheme 1s not used by the majonity of the residents. 59, 5 % agree that rate-
payers do identify with this scheme and 40, 5% believe differently. The suitability of the scheme to en-
courage payment was highly supported by 75.4% of the respondents with only 24, 6 saying they did not
think it were suitable. The resident programme was not visible enough i the media as 65.9% attested to
this, 34.1% believe that they do hear enough about. The Resident programme means something to
52.4% respondents. Most residents seem to be proud of this scheme as indicated by 61.3% of the re-

spondents.

The above evidence points out that The Resident programme 1s the scheme that 1s fairly known by most
of the respondents. Those that answered know what The Resident 15 about, what is needed 15 to get
people to participate in it by increasing its use. The programme has to improve its visibility for people to

be able to participate.
5.4.2 Atwtitude towards “The Resident” programme
The respondents wete asked whether the introduction of the payment incentve scheme, the resident, as

a loyalty programme resulted in motivating them to pay their municipal account ameously. The follow-

mg opoons were given

YES 1 NO 2 DON'T KNOW

If yes, in what way?

If no, why not

The next relevant question to measure attitudes was “Since the establishment of the resident pro-
gramme, do you have a more posiave or negative attitude towards payment for services?” With this

question the options for respondents to choose from were:

Very positive-5 | Positive-4 The same-3 | Negative-2 ery negarive-1
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If negative, (1, 2) why?

Findings

TABLE 5.16

MOTIVATION TOWARDS PAYMENT - WARD

Al8 Ward Toal

11 25 26 27 29 33 3 35 36 39

B2.3 Did the introducuon | Yes n
of the payment incenuve
scheme, The Resident, a
loyalty programme result 7 9 5 20 3 12 13 13 6 10 2
U1 motvaany you to pay
your municipal account
tmeously?
& 17.1 | 529 | 333 | 524 7% 353 | 406 | 361 | 188 | 256 303
%% % %a Y %% % % % % %%
No n 3 4 8 2 1 5 i 4 7 2 42
%o 235 | 533 147 18.8 11.1 219 13.0
7.3% 5.3% | 2.6% 51%
% %o %% % %% %% %%
Don't | a
kow 31 4 2 16 35 17 13 19 19 27 183
Yo o6 | 235 133 421 827 | 500 | 406 | 528 594 | 692 567
Yo % %o Yo % Yo % % %o %o Yo
Total N 41 17 15 38 39 34 32 36 32 39 323
%o 1600 | 1000 | 1000 | 1000} 100.0 | 100.0 | 100.0 | 1000 | 100.0 | 1000 | 100.0

%o % % % % %o % % %% %o %%




TABLE 517 MOTIVATION TOWARDS PAYMENT -EMPLOYMENT

ALS Lmplovment

Unem- Lim- Pen- Self em-

ploved ploved sonet ployed | Seudent Toral
B2 3 Did the introducoon Yes n 19 29 11 18 13 90
of the payment incentive Y 29.2% 305% | 20.0% 439% | 31.0% 30.2%
scheme, The Resident, a No 1 9 12 8 4 4 37
loyalny programme resulrn %o 13.8% 126% | 14.5% 9.8% 9.5% 12.9%
motivatng you o pay your | Don't n 37 54 36 19 25 171
mumeIpal account e Foow " 56.9% 56.8% | 63.5% 46.3% 1 59.5% 57.4%
cusly”
Toral N o5 95 55 4 42 298

%o 100.0°% 10.0% | 100.0% 100.0% | 100.0% 100.0°%4

On the mouvaton part 30.3% was mouavated by the Resident programme to pay their municipal ac-
count timeously with 13.0% saying the resident programme did not motivate them to pay dmeously.
56.7 % said they did not know. A similar trend m responses 1s observed even when comparing those

that are employed, self emploved, pensioners, unemployed and students

Findings of “if yes in what way” in question 2.4

The reasons given per ward as to why they felt motvated were:

Ward 11

The responses given by respondents mn this ward was that they “did not know” mn question 2.3 hence

they could not respond to this question.

Ward 25

Responses (1}
¢ Due to rewards presented 2
* DBecause there is something in return 1
* Having gold card is advantageous for discounts 1
¢ Encourages due to services 1
¢ Encourage payment of services 1
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¢ By wmning of vouchers 1
*  Because you are entided to benefirs 1
e Present opportunities 1
*  DBecause of rewards for paying 2
¢ Shows mportance of paying 1
¢ Discounts and benefirs 1
Ward 26
¢ Because of benefits 4
¢ Because of cash back 1
Ward 27
The 22 had answered they did not know 1
¢ Pay rent every month and on time 12
¢ like to win so I pay my rent 2
¢ Paying every month 3
¢ Day before the 7* of every month 2
¢ Moavated to pay rent 1
Ward 29

Blank 1 + 37 do not know previous question and this follow up question could not be answered.

¢ Itinforms you that there is cash back

Ward 33
® Benefits you get 6
¢ You can get something from it 2
¢ Every competiion has something 1
¢ People gain from this scheme 1
Ward 34
¢ Gives us more 1
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o Great rewards/prizes

* Aswe know about the schemue we pay
¢ Aslongas it works

* Rewards good

¢ By getung free gifts

®  Benefit offered encouraging

*  You make suze you pay every month 1o qualify

Ward 35
22 mcludes do not know and those answernng no
¢ By getong more discounts
¢ Ina nght way 1o pay
¢ Inagood and nght way
¢ Inagood way but I am far behind
¢ Inagood and positve way

» Inagood way to pay monthly

Ward 36
22 includes do not know and no
¢ Inagood way to pay every month
¢ Inagood manney
¢ Ina positive way when it comes to payment

* nghtway

Ward 39

Do not know responses mncluded in the 19
¢ To pay on time
¢ To pay every month
¢ By paying I get card with points
¢ [ like to pay rent

Findings on Question 2.5 If no, in what way?
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This is a follow up question on 2.3.D1d the introducuon of pavment incenuve scheme, The Resident, as

a lovalty programme result in moenvating you to pay your municipal account tumeously?

Ward 11
The people had filled do not know and could not respond approprately
¢ Did not encourage ratepayers to pay 1
¢ Do not know abour it 1
Ward 25
Benefits not enough and not worth 1t 1
* No services 1
¢ Do not know the scheme 1
»  Nointerest 1
Ward 26
* Because it is not enough to do that 1
¢ Do not know much about it 3
¢ ] have been always consistent 1
» Benefits not enough 1
e Because [ have been always up to date 1
Ward 27
¢ Scheme to go to people 1
e Do not know about the scheme 1
¢ Know httle about the scheme 1
Ward 29

The respondents had said yes and also do not know in the previous questions

Ward 33
¢ D'veneverusedit 1
» If you pay your accounts they won’t bother you 1
e Because [ am unemployed 1
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&  Because you have to pay anyway 1

Ward 34

o Ifyou pay they do not hassle 1

»  Wejost take it as normal 1

¢ The payment come unannounced 1

e  Because I do not know about 1t 2

* ] do not care about 1t. i
Ward 35

¢ Do not know 1t 3
Ward 36

o  The system 1s lousy 1

¢ ] have not heard about it before 4

s Stll have outstanding balance 1
Ward 39

Some respondent indicated previously that they were motivated by the scheme and 22 did not know.

The next relevant question to measure attitudes was * Since the establishment of the resident program
mme, do you have a more positive or negative atatude towards payment for services?” With question

2.6 the options for respondents to choose from were:

Very positive-5 Posirve4 The sanre-3 Negative-2 Very negarive-1

If negatve, (1, 2) why?
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Findings
TABLLE 5.18

NEGATIVE/POSITIVE ATTITUDES TOWARDS PAYMENT

A8 Ward . Toral
TR B R B T35 36 | a9
B26 Smce the estab- | Very post- | N !
|
lishmene of The Tes- | ove
dent  programme,  do :
you have a more posi- 1] 2 1 1 1 6
ove OF peganve aremde { ' _I
wwards  pavment  for ; : I
service? !
% . ; < 1o | : N o o
23% 5.1% 0% | 3% 25% | 1.8%
Posigve N 1 3 1 1 2 2 1 3 6 20
Yo 17.6 5.0
2.3% 26% | 25% ) 61% | 6.3% | 28% , 24% 6.1%
% j %
The same N 9 7 8f 12 12 17 14 23 15 20 137
e 209 41.2 533 308 30.0 51.5 43.5 639 469 50.0
iy
wl ow| wlow| w owlow| o ow| w| T
Negative | N ] 3] 6| 9] i8] 12 14 CRIEY 6 108
% 465 1761 400 2310 450 364] 4387 2607 344 150
33.0%
%o %o ! %o %o %o %o % %o Y %%
Very nega- | N :
_ 12 40 1| 15 9: 1 1 300003 7 56
dve : '
% | 279 255 385 | 235 175
6.7% 30% 0 3% | B3% | 94% 17.1%
Yl % % | % %
Toml N 43 | 17 15, 3 40 33 i 32, 36 32 40 327
! [

|
The majority of the respondents 41.9% felr the same about payment for services even after the intro-

ducdon of this programme. This was followed by the negative responses with 33.0% saying they had a

negative attitude about payment for services even with The Resident programme running and the very

negative were 17.1%. 6.1% were positive.

Reasons given by respondents as to why they felt negatve are a follow up on question 2.6. Responses

that they were given and common in all the wards were:

¢ It has not encouraged rate payers to pay
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¢ [ donot know the programme.

s It takes my moncey withour delivermg

Interpretation of the findings regarding attitudes to “The Resident” programme

The majority 56.7% of respondents that said they did not know if The Resident programme motivated
them to pay Is consistent with the response where 51.5 of the respondents felt the scheme was not used
by the majority of the ratepayers. As most of them mdicated that they did not know in question 2.3
which was asking if The Resident was motivarng residents to pay timeously, clear reasons could not be
obtained from the majority of ratepayers with regard to why they were either motivated or not mot-
vated to pay. Those that gave responses however cast light on both which can assist in designing pro-
grammes that can change attitudes displayed. While respondents are positive towards this programme, it
has not made the majority of the respondents to change their attitudes towards payment for services.
Respondents that felr negative indicated that the incentve scheme was yet to change atotudes towards

payment. Employment rate 1s another fact that may affect atatudes

5.5 Marketing and advertising

5.5 .1 Awareness on the marketing efforts of The Resident

Respondents were asked “Are you aware of any marketing efforts of The Resident payment mcentrver”

Findings

TABLE 5.19
MARKETING EFFORTS OF THE RESIDENT PROGRAMME

A8 Ward
11 25 26 27 29 i3 34 35 36 39 Toral

C31 Are vou aware of any Yes | n
3 . 11 10 G 22 14 20 17 14 12 29 158
marketing efforts of The Resi-
. . %% 202 588 | 600 | 564 | 350 | 588 | 515 | 389 ¢ 364 | 725 48.00
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_ 0% 0% 0% 0% 12 0% %% (%% % 0%% 0
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Ne |n 31 7 6t 174 26| 14| 16| 2| 21 N 171
% TIE | 412 400 [ 4360 | 650 | 41.2 | 485 ] 611 | 63.6 | 275 52.00
Wi | %% | 0% | 0% | 0% | 0% | 0% [ 0% | 0% | 0% %
Total N 42 17 15 39 40 34 33 36 33 40 329
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52.0% of the respondents said that they were pot aware of anv markeung cfforts and 48%% said thev

WL aware.

The next question that was asked was “can you recall any advertising/promotions in the past 12 months

promoting The Resident programme?”

Findings
TABLE 5.20

RECALLING ADVERTISING/PROMOTIONS IN THE PAST 12 MONTHS

A1.8Vitrd
; ! ! .

11 . % % 7 lmlyn w0 $ 3  Tad

Q2Canyouredlay Yes  n B 7 9. 1B, B/ 2 12, 13 13 19: 1%
acherbsngpronoiionsin % . ' ' o o o :

e pest 12mrits Bah 6| B W Ga%| BT T BI% 4P TFh 6%

podgteResdrt N n 51 9 5 @, 1 120D B 18 A ¥
progamre? o ; ! ! i i

g N% B B% 0T 26% BI @5% M| BI% 0% 2%

Totd n B, W oM BB oM BB AN L 3B

% 1000%! 1000%| 1000% 1000%! 1000%| 1000%, 100% 100P6| 1000%  1000% 1000%

57.6% of the respondents indicated that they could recall the promouons that took place in the last 12

months with 42.4% mdicating that they could not recall.

A follow up question from 3.2 was asked, “ if ves, where you have seen or heard about it ¥’ options to
choose from were provided for respondents ranging from; ward committees, radio, newspapers, news-

letter, exhibitions, pamphlets, posters and others,
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Findines

EE LS
TABLI= 5.21
YVESTO RECALL OF PROMOTIONS
ALE Ward
11 25 26 27 34 33 34 35 30 39 Toru
(3.3 I ves, Ward com- n 20 . " 3 2 1 68
where have roattes :
2% 763 500 222 204 TR 4.80
son s oo | e | 0w | 0% | 0% % | 36.00%
heard about 17
Radio n 8 1 1 13 8 7 9 1 7 16 1
%o 211 10.0 11.1 867 22| 318 69.2 830 538 | 762
O 0% %% 0% %% 0% 0% P (1% % 37.60%
Newspaper n 7 7 3 4 4 3 3 35
@ 0o 778 133 15.2 333 615 14.3
% 0% 0% %% % % %% 18.50%0
INewslerer n 3 10 ¢ 4 1 4 1 6 35
% 790 104 66.7 267 70 333 7TT0 286
Y [ 00% 0% i % (% % % 186.50%
Exhibioons n 1 2 1 4 8
U 26001 200 111 19.0
%% 0% %% 0%% 4.20%
Pamphlets n 4 5 1] 2 1 1 5 10 39
%o 0.0 | 556 733 910 ] F70 | 830 38I| 476
0% 0% 0% %o Y S 0% 0% 20.60%,
Posters n 1 1 G 2 1 3 1 17
% | 2.60 11.1 273 154 B30 | 385 ] 480
% % 0% 0% % 0% KL 2.00%%
Other 1 3 2 1 1 7
Yo 13.0 154 | 830 4.80
0% 0% % Yo 3700

The promotions/advertising was most heard of on radio by 37.6% of the respondents. This was fol-
lowed by ward commuttees at 36.0%. Pamphlets adverusing could be recalled by 20.6 of the respon-
dents. Both the newsletter and newspapers had 18.5%tespondents who saw the adverts/promotions in

these two medinms. Exhibidons and posters scored low at 4.2% and 9.0% respectively.

Respondents were also asked “were these promotions of any interest to you 1n other words did they
provide important information to you about the resident programme?” respondents had to give a yes or

1 ATISWEY.
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Findings
TABLE 5.22

IMPORTANCLE OF INFORMATION PROVIDED BY PROMOTIONS

ALE Ward

11 25 26 27 29 33 34 35 36 39 Toral
34 Were these Tes | n
promotions of any 10 8 7| 22| 12t 2| 2| az| 7| as 164
interest 0 you? In Y 2380 | 61.50 ] 5380 1 6110 1 30,00 | 30.60 | 7880 | 3330 | 5670 | 7140
other wor d's, did they b Yo % Ya %o %o % %% B U 53.10%,
provide mportant | Na | o 32 5 6] 13l 28 6 71 a1 10 145
miormanon tu vou K
abour the residene T6.20 [ 3850 | 46.20 | 3890 | FO00 | 1040 | 2120 | 60.70 | 43.30 | 28.60
programme? | v e sl | wf %] %l %] w] 4690%
Total N 42 13 13 36 40 31 33 30 30 35 309

% 1000 | 1000 | 1000 | 1000 | 1000 [ 1000 | 1000 | 1000 | 100.0 | 100.0
0% % 0% 0% 0% %% 0% 0% %% 0% 104G 00%,

All the wards except respondents in ward 11 felt that the promotions provided important information.
53.1% respondents 1n all wards combined said the promotons were of interest and 46.9 said no to this

statement.

The next question asked in evaluating the marketing efforts was “How important is it to regularly mat-
ket the resident programme by means of promotonal campaigns?”’ respondents had to indicate the de-
gree of importance ranging from: very important, important, average importance, unimportant and very

unimportant.
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Findings

TABLE 5.23

IMPORTANCE OFf REGULARLY MARKETING THE RESIDENT PROGRAMME

A18 Ward

11 25 26 27 29 33 34 35 36 39 Total
35 How im- Yery impot- 1 1 3 3 2
Portant 1s it to ant o 500 1 .70 830
regudarly market 2, 04 0y 230
The Resident Tmpormnt a - i )
programme by 1 1 1 6 3 6 3 31
mcans of promo- o | 230 18| 260 | 200 9190 167 210 194
donal carm- % 0% e | 0% v | 0o o | 0% | 10.00%
paigns? Averagé - | on 3 4 2 2 4 6| 10 3 3 8 46
pornce Yo | 750 ] 286 143 590 103 ] 200 303 830 [ 121 ( 222
%% %, 0% %% 5 0% %4 %o 0% 0% | 14.90%
Unimportant 1 27 3 0 11 22 15 19 20 14 7 147
e | 675 | 204§ 6431 324 364 500 376 | 556 | 424 | 194
0% | 0% 0% | o] 0% 0% % | 0% | 0%l 0w | 47.60%
Very unimpor- | o ol 71 3| w6l ol 3 1 70 a2 78
tant % [ 2251 500 | 214 470 | 231 [ 100 ] 200§ 194 | 364 [ 306
0% | 0% | %] 0% | 0% | 0% % 0| 0] 0%l 25.20%

47.6% felt 1t was unimportant to market regularly and 25.2% said regular marketing was very unimpor-

tant. 14.9% placed average importance on regular marketung with 10% and 2.3% saying it was important

and very impottant respectively.

The respondents were asked to indicate the best way or medium to market the incentive scheme The

Resident to identified market segments, namely, consumers Living in the suburbs, consumers living in

townships, consumers belonging to low income range, consumers belonging to high income range, in-

ternal staff of the municipality, Politicians.

Findings on the best medim to selected target audiences
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TABLE 5.24
CONSUMERS LIVING IN SUBURBS

Preferred Media Wards

11 25 26 27 29 33 34 35 36 39 Total
Banners 1 1 =0.7%
Bullboards 1 4 2 8 15 = 1:3%
In 1 1 2 =15%
The shops
Intermet 1 1 =07%
Magazines 3 2 5 =34%
Malls 2 2 =1.5%
Media Adverasing | 1 1 2 =15%
Newsletter 1 1 =07%
Newspapers 1 1 4 3 8 6 2 1 3 29 = 20%
Pamphiets 2 2 3 T =48%
Post 1 1 =07%
Posters 1 2 3 =20%
Radio 1 1 0 4 7 1 4 27 = 18.6%
T 12 10 8 13 43 = 29.7%
Ward 1 1 =07%
Comrnittees
Website 2 3 5 =34%
Total 4 3 6 27 6 29 33 5 11 21 145 =100%

29.7% of the respondents believed TV was the preferred media for the suburbs. This was followed by
newspapers at 20% and thirdly radio 18.6%.

TABLE 5.25

CONSUMERS LIVING IN TOWNSHIPS
Preferred Media Wards

1 [25 (26 [27 (29 [33 |34 35 36 [ 39 Total

Billboards 1 1 2=12%
Community 1 1 =0.6%
Programmes
Competiuons 1 1 =0.6%
Loud Hailing 2 2 = 1.2%
Magazines 2 2 =12%
Media 1 1 =0.6%
Meenngs 3 g 2 2 16= 9.2%
Municipal Bills 2 1 3 =17%
Newsletters 1 1 2 =12%
Newspapers T 1 [3 |6 |3 |3 |5 5 1 3 41= 23.6%
Qutreach 1 1 =0.6%
Programmges
Pamphlets 1 2 1 6 6 16 = 9.2%
Parties Z 2 =12%
Posters 1 1 1 3 2 8 =4.6%
Radio I 1 i 7 7 10 3 3 10 41 = 23.6%
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Laxa Rank 2 2 =92
Y 2 5 7 [ 2 i 32 = 18.4%
Workshops 1 1 =0.6%
Towat 3 5 3 19 6 2% 32 25 27 25 174 = 100%

This was tollowed by TV with 184% and thudly pamplidets and meetings were chosen by 9.2% of the
respondents.

In the townships 23.6% respondents mdicated that both radio and newspapers were the preferred medsa.

TABLE 5.26
CONSUMERS BELONGING TO LOW INCOME RANGE

Preferred bedia Wards
11 25 26 27 2% 33 34 1 38 36 39 Total

Bilboards 2 - - 2= 1.7%
Door to door 1 1= 0.9%
Internet 1 1= .9%
Free Sumples 3 1 4 = 35%
Magazines 1 1=09%
Media 1 1=09%
Meetings 3 6 4 2 15 = 12.9%
Municipal Bills 1 1 =09%%
MNewsletters i 1 1 1 4 =535%
MNewspapers 3 3 1 1 [ 3 5 24= 20.7%
Pamphlets 2 i 3 i 2 9=78%
Posters 1 1 2 4= 35%
Party 3 3= 2.6%
Radio 3 4 11 23= 19.8%
Shop Promouons 1 1= 09%
e 2 =17%
v 2 5 5 7 19=16.4%
Word of Mouth 1 1= 0.9%
Total i 5 6 15 H 28 32 - - 28 116= 100%4

ln the low income range newspapers were preferred by respondents with a percentage of 20.7%, fol-
lowed closely by radio with 19.8% respondents mdicaung 1t was a preferred media in the low income
ranges and thirdly TV wath 16.4%.
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TABLE 5.27

CONSUMERS BELONGING TO HIGH INCOME RANGE

Preferred Media Wards
11 25 26 27 29 33 34 35 36 | 39 Towal

Campaigns 2 2= 1.9%
{ar Advertising - 1 1 2= 1.9%
Lixhibitions - 1 1= 0%
Internet - 5 8 13=123%
Magazines - 3 3= 28%
Malls 2 1 3= 28%
Media 1 1= 0.9%
Meenngs i 1 1 4 7= 6.6%
Newslerters 4 4= 38%
Newspapers 2 5 2 2 11 = 10.4%
Pamphlets 3 5 8= T76%
Posters 1 2 1 1= 3.8%
Radio 1 2 4 2 9= 8.4%
Taxi Rank 9 = 8.4%
Telephone 3 3= 2.8%
Eihs 7 9 4 G 26=  24.5%
Total 1 - 2 14 - 33 30 . - 26 106 =100%

[n the high income range 24.5% respondents felt the TV was the best preferred media. The second pre-
ferred media was the internet as indicated by 12.3% of the respondents. Thirdly it was newspapers with
10.4% respondents supporting that media for the high income earners.

TABLE 5.28
INTERNAL STAFF OF MUNICIPALITY
| Preferred Media Wards
11 25 26 27 29 33 34 35 36 39 Total
Announcements - 2 1 3= 33%
Circulars 1 1= 1.1%
Exhibidons } 1= 1.1%
Internet 3 3= 33%
Intranet 2 1 = 33%
Letters 2 2= 22%
Magazines 1 1= 11%
Meetings 6 4 9 19= 207%
Munieipal bills 2 2= 322%
Newsletters 1 3 1 5= 54%
Newspapers 1 1 2 4= 43%
Notice 1 1 1.1%
Office Entrance 1 1 1.1%
Pamphlers 1 1 2 4 1 9= 98%
Pomt of Payment 3 3= 33%
Posters 3 1 4 1 2 1= 12.0%
ladio 3 5 8= 87%
Telephone 1 1 2= 22%
™ 2 1 8 11 =
12.0%
Werkshops 1 1 2= 22%
Total 1 2 - 16 1 15 10 16 5 26 92 = 100%
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Meetings 2007 %o of the respondents felt was the preferred media for the internal staff of the murucipal-
ity. This was followed by posters and TV with 12.0% of the respondents and thirdly pamphlets by 9.8%%
of the respondents.

TABLE 5.29

CONSUMERS WHO ARE POLITICIANS
Preferred  Me- Wards
dia

11 25 26 27 29 33 34 35 36 30 Total

Announcements 2 - - a= 369
(Trculars 1 1 2= 39%
Campaigns 1 1= 20
it 1 1= 20%
Fax 1 1= 20%
Internet 1 1= 20"
Mecnngs 5 1 4 1 16 = 31.4%
Newsletters 1 1 1 i= 5.9%0
Newspapets ] 1 2= 3%%
Pamphlets 1 | 2 3 5.9%
Posters 1 1= 20%
Radio 3 1 2 6= 11.8%
™ 4 5 9= 17.6%
Workshops 1 |1 ] 3= 5%%

| Total RE 1 16 - 6 6 - {2 17 51= 100%

Polidcians according to 31.4% of the respondents are best suited to meetings as 2 medium to market
The Resident. The second preferred method by 17.6% of the respondents was through TV and turdly
radio with 11.8%.

29.7%Respondents indicated that in the suburbs the best way to market The Resident programime was
through TV, in the township radio and newspapers were preferred by 23.6% respondents, for low mn-
come eamers 20.2% respondents preferred newspapers, 24.5 % said high mcome earners needed TV,

for the internal staff and politicians meetings were preferred with 20.7% and 31.4% respecuvely.
P g P p ]

The proximity of the merchants that The Resident programme could use was questioned next. Respon-
dents were asked to choose from Jocal merchants near the area of residents, local merchants in

Tshwane, merchants in Gauteng, Natonal merchants and Internadonal merchants.

The proximity of the merchants that The Resident programme could use was questoned next. Respon-
dents were asked to choose from local merchants near the area of residents, local merchants in

Tshwane, merchants n Gauteng, National merchants and International merchants.
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Findings
TABLE 5.30

MERCHANTS THAT THE RESIDENT PROGRAMME COULD LOOK AT.

ALA Ward
1 25 26 27 29 33 34 35 36 39 Torl
(23,7 Which Local mer- n
mr- chanes near
chants/ shops the area of 10 14 i1 14 13 10 14 27 12 s 129
sheaadd The residoents %% 238 100 GG 263 5 3421 313 367 T 375 222
Reaident pro- 0% | 004 ] B0R% 0% | 0% 0% 0% %4 (1% 4 41.90%
yramme looks Local met- n
e chants 1 10 17| s 8 5 6| 17| 18 59
Tshwanc % | 238 a7 | 24| 50| 167 | 170 | 531 300
0%y (% 0% 0% 0% 0% 0% 0t 28.90%
Merchantsin | n
3 3 2 3 2 2 3 18
Gauteng, :
% 710 7001 330 | %40 670 6.30 1 B30
% fa % %% % % %o 3.80%
Nadonal n 17 1 3 12 9 7 2 4 3 GO
merchants %o 405 [ 710 1324 36| 2811 233 [ 570 1231 830
0% % 0% 0%y 0% %% %o (1% Y 19.50%
Inrernanonal | n
metchants ’ ’ : : : * i
ke 11.9 7H0 1 105 ] 630 )] 670 i1
0% Ya %% Yo %% % 6.50%
Tortal N 42 14 11 38 38 32 20 35 32 36 308
% 107, 107. 100. 100. | 102 100. 100. 160 109. 100.
10% | 10% ] 00% 5 00% | 6O0% | Q0% | 00% | 00% } 40% | 00% 3026000

Local merchants near the area of residents were the most preferred with 41.9% of the respondents indi-
cating that. This was followed by local merchants in Tshwane with 28.9% and national merchants were

third at 19.5%. International merchants were preferred over merchants in Gauteng with 6.5% and 5.8%

respectively.

Respondents were asked “how the payment mcentive scheme, The Resident, improve its popularity

fll'flOI'lgSt 1ts users.
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Ward 11

Blank 39
¢ By adverasement/matketing
¢ Increasing benefits annually
¢ Community /public meeting
Ward 25
Blank 6
+ Constant communication
*  Visit rate payers by means of meetings
* Educate residents
¢ Do not know
» Make it attractive to people
¢ Constant interaction with rate payers
¢ Introduce more discounts and constant marketing
* Reduce municipal rates
Ward 20
Blank 4
e Introduce more benefits
*  Meetng with the public
¢ Effective and consistent communication
e Assist with settling accounts for poor of the poorest
+ Marketng
e Visit to households through field workers
¢ Educate the public
¢ Address people’s needs
» Not interested
Ward 27
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Blank 26

They must come to talk with the community and through radio

¢  Advertise on radio and TV
¢ By making compeutions
e Educate people about it
¢ Make more posters for people to read
¢ Talk about it always to us
e Radio
¢ Be seen everywhere
e Advertise more
e Meetings
o Teach people about it and usage
)
¢ Tell people to pay
Ward 29
Blank 39

No suggeston given

Ward 33
Blank 20
¢ Spread informaton often
e [dont know
¢ DPay Rent no matter what
¢ Keep rewards up
e Rewards are fine
¢ Keep up present wotk
¢ By winning monthly
e By giving out benefits
o Great rewards
¢ Talk more about it
¢ DPosting
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Creating a culture of the scheme

Ward 34

Blank 13

o Make it known to everybody
¢ Use media
¢ Adverusng more
e By walking to people more
* More promotion
* Use billboards and posters
e By adding discounts
* Adverosing toll free numbers
¢ Be communicative
¢ By targeting youth
e By improving it and make it a buying card
¢ [eep up the good work
e By SMS ‘s
* By marketing it frequenty
Ward 35
Blank 4
¢ Meda Broadcasts
¢ Publish in services accounts
¢ DBy advertsing itself
* Municipal Newsletters and catalogues
* Improve services to its clients
¢ TV adverts
e Giving direct communication often
¢ More adverusements to its clients
¢ Giving out pamphlets
e Promotng It
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o Giving clear informaton about the programme
*  Best services from the Mumcipality
* B more visible to rate payers
*  Advertse on Radio
* Providing more discounts
¢ Give users clear informaton
¢ Giving more information
* By doing what is good
¢ Duirect communication
¢ By newspapers
Ward 36
Blank 6
e Providing more discounts
* Promote 1t more often
¢ Campaigning more and advertising
¢ By campaigning
¢ Marketing itself
*  Advertising
¢ Road Shows
* Inform chents about 1t
¢ Improve marketing strategy
» By promoting it through Pretoria News and Radio
¢ By telling people more about the scheme
¢ Local populanty
¢ Media Coverage
¢ Do not know
¢ Make the incentives attractrve and appealing to all
s Distabuting pamphlets
Ward 39
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Blank 24

¢ Meetng people regulardy 2
¢  Don’tknow 2
e By giving more services for less money 1
o Tell people about 1t always 1
e Advertise more 5
e Meetngs 1
»  Giving more gifts to payers 1
¢ Workshops 2
¢ Posters 1

The three most preferred ways of mmproving populanty of The Resident programme were:
TABLE 531

SUMMARY OF THREE WAYS OF IMPROVING POPULARITY

Way of improving popularity (n) %
Advertising/ Markeang 47 3.7%
{onstant communication 29 19.0%
I,
Increasing or improving benefits/discounts 13 8.5%
==

Other responses a4 41.8%
Total number of respondents 153 HH%

INTERPRETATION OF MARKETING INITIATIVES

The results are in a way consistent with the advertising that took place directly in Soshanguve. Thete
was a strong drve of the “The Resident” campaign on Soshanguve Community Radio hence a higher
percentage could recall it. Ward committees, it can be seen, are involved in talking about the incentive
scheme. Pamphlets were used widely in the area and the recognition paid off. The majotity of the watds
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found the promotions useful except ward 11. The information in ward 11 was received from ward
commutrees and 76% of those respondents felt the informanon provided was not mporant informanon
about The Resident. The combinaton of the degrees of importance m marketing the incentve scheme
programme vielded a combined percentage of 27.2% with 72.8% combined scores saymg 1t was unim-
portant and very unimportant. This clearly indicates that respondents do not regard the regular market-
g of the mncentive scheme necessary. Soshanguve has various segments living there, The inclusion of
suburbs on hindsight was an unfair queston as respondents involved stay in the township. The respon-
dents however do have associations with the suburbs. The recommendation that was given for the best
way to market the payment incentive scheme, The Resident in the suburbs was TV, respondents went
further and suggested that payment channel DSTV could be used. This suggests that the general view is
that people living in suburbs have money and own such decoders. There was a hnk between townshup
dwellers and low mcome group as the recommendation of the preferred medm was radio for both.
This connection between townships and low income earners 1s true as demographic mformaton sug-
gests that 47.1% of the respondents earn berween RO — R1 000. The radio is cheaper for people to own
and therefore 2 useful medum i the townships. As local merchants were preferred and there are not so
many available in the area can be a reason on a lot of people not utlising their Resident cards. Adverts-
ing and marketing, communicaton and improving the benefits of The Resident programme was the way

the respondent thought could improve the scheme’s popularity.

5.6 Communication
Communication of The Resident was measured by asking question that would give light to its adequacy
in meeting its target group. Communication as was seen previously was one of the things that were rec-

ommended by respondents as a way of making the scheme popular.

The fist question that was asked was “How often do you receive communication {other than adverts)

from The Residents.” The options given were never, almost never, seldom, often, and very often.
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Findings

TABLIL: 5.32

FREQUENCY OF COMMUNICATION

AL Ward
11 25 26 27 29 33 34 35 36 34 Jowd
D41 Hew often do you Never n 27 & 3 4 27 A 10 21 i0 4 119
receve duver communica- % a7, 53, 20 10. 71 15. 30. 58 30. 10 .

37.4%

tien fother than adverts) 5% | 3% ] 0% | 8% | 1% 1 2% | 3% | 3% | 3% | 5%
from The Residener Almost n 2 2 4 7 1 4 4 4 6 8 43

never %% 5.0 13. 26. 18. 26 12 12 11. 18. 21
13.2%

S| 3% ] T | % o | 1% | 1% 4 1% | 2% | 1%
Seldom n 4 3 2 6 6 10 G 14 13 64

%% 10 20 13 16 18. 30 16 42 34
20.1%

0% 1 0% 3 | 2% 28y 3% 7% 4% 204
Often n 94 2 G 11 2 17 9 3 3 9 65

4 10 13 40 20 53 51 27 13 9.1 23
21.4%

0% | 3% | 0% | 7% Yo | 3% | 3% | 9% Y% | 7%
Very n 3 G 8 1 4 25

often U 7.5 240 21 30 10,
7.9%

%% 3% 1%o %% 5%
Total n 40 15 15 37 38 33 33 36 33 38 318

% 0GP 100 | 100 1 100 | 100 | 100 | 160 | 100 | 100 | 100 00,0

100.0%%

0% | 0% 0% | 0% 1 0% ) 0% | 0% | 0% | D% | 0%

37.4% of the respondents felt indicated that they never receive direct communication and these came

mainly from ward 27, 25, 29 and 35, Those that receive communication were 21.4%

The next question asked was “do you agree with the following statements regarding communication of

The Resident programme?”

Findings
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TABLL 5.33

COAMNMUNICATION O THE RESIDENT PROGRAMME

Al Ward Total
1 51 3 [ 27 [T29 [ 33 [ 34 35 | 36 | 39
1342 (a) 45 suffi- | Agree n 36 5 HEEYEEIEEE 13 1217 20 31 187
cient % | 857 | 333F 583 ] 568 725 ] 464 | 433 | 333 | 6257 795

0% 0% 0% 0% 0%% 0%% 0 (%0 0% 0% 60.10%

Drsagree n 0 10 5 16 1% 15 17 24 12 B 124

e | 143} 667 | T 432 VS5 S36 ) 56T Go.T b 3TS ] 205
% 0% 0% 0%a 0% %0 0% 0% 0% %% 39.90%

Tormi _L n 42 15 12 37 40 28 30 36 32 39 31

4o 100, 100, 104. 160. | 100 100 100. 100, 100 160
0% | 00% | 00% | 00% | 00% | 00% § 0% | O0% | O [ 00% | 100.00%

AL Ward Total
11 25 26 27 20 33 34 35 36 39
542 (b) Is fre- Agree n 21 3 6 19 24 13 g i2 13 17 136
quent enough Yo 50.0 214 5000 0.0 600 | 44.8 267 333 40.6 43.6

0% %o (% 0% s 0% 0% 0% 0% 0% 43.60%

Disagree ¥ 21 1 i 19 16 16 22 24 19 22 176

et A00 | 86| 300 300 | 400 552 33 G607 594 | 364
Lt 0 e ¥ 0% 0% 0% 0% % 0% 50.40%%

Total n 42 14 12 38 40 atl 30 36 32 39 nz

Yo | 10001 10004 100G, 1600 L 100 100, 100 100 100. 100
00% | 00% | 00% | 00% [ 00% { 00% | 00% | 00% | 00%c | O0% | 100.00%%

! Al.8 Ward Total
11 25 26 27 20 33 34 35 36 39
D32 () Ad Agre o | 32 2 5| 26| 32 24| 20] 13| 200 23 157
dresses the issues %o 744 14.3 273 T0.3 80.0 82.8 69.0 361 62.5 641
that mostly al- % %% %% 004 0% e 0% (% 0% 0% 63.50%
fect/interest us Disagree n 1 12 8 11 8 5 9 23 12 14 113
%

256 ] 857 ) AT | 97| 0{ 172 | 310 639 375 359
0% 0% 0% 0% P %% 0% e 0% 0% 30 50%

Total n 43 14 i1 37 44 9 29 30 32 29 310

%ot o100 | 100 | 1000} 1000 100 100 | 100 | tony io0. | 100,
60% § 00% | 00% | 00% | O0% | 00%% § 00% | oo%e | 00%e | 00¢

-

100.00%,
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S r ALE Ward Tord

I

" 25 26 Ii 29 33 3 35 30 39
D342 5d) by aee Agree n 35 0 & 29 3 19 15 13 23 31 213
essary/important Yo { B33 | 63| 66T | TBA TS| 633 484 | 360 | Frao| TS5
[ 0% (% 0% et L 0% %% "% "y 68 107
isagree n 7 5 4 8 ] 11 16 25 o § 104

%o 16.7 357 ] 333 210 2250 367 316 | 639 281 20.5
D% 0% 0% % 0%% ) 0% o 0%y 0% 31.90%

Tutal n 42 14 12 37 30 30 31 36 32 30 313
% 100. 1041 100 100. 100. 0. 104, 100 100, 100,
00 | 00% | O0% | O0% | 00% | 00% | 00% | 00% | G0% 1 O0% | 100.00%

A clanifying question was asked as to what type of information the respondents wanted The Resident to

communicate to then.

Responses to the type of information The Resident should communicate to the ratepayers:

Ward 11

Blank 31
» About income range 1
e Benefits and prizes/competitions 1
* Benefits and processes 1
o Exhibitons 1
¢ Bvery information concerning the programme 1
e Rate payment 1
e How we can get our card 1

Ward 25

Blank 2
e Significance of paying 1
¢ Updates on merchants and discounts 2
¢ Everything 1
* How residents benefit 2
e Offers to rate payers 1
» Information about benefits 3
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e Anyinformaton
e Importance of paying
¢ Advanmges and disadvantages of paying
* DBenefits and discounts on a monthly basis
Ward 26
Blank 4
¢ Information on how to benefit
¢ Updates of benefits
e Services
¢ Benefits and condigons
¢ Competitons and benefits
s  Extra benefits and discounts
e Notinterested
Ward 27
Blank 17
s Reducdon of rent
¢ Why do we need to pay rent and when to pay
¢ Prizes to be won
s How the scheme work
¢ All people must pay for service
¢ How important it 1s 1o pay for services
¢ Information about how it works
¢  Reduction of rent
Ward 29
Blank 38
s Answer given urelevant
Ward 33
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Blank 17

e [ree gifts 1
¢ Toll free numbers 3
e Contact detatls of the programme 1

Ward 34

Blank 11
e Problems experienced 1
* How to use the card 1
*  Telephone number to call and address of scheme 12
¢ How much can [ save by using 1t 1
®  Purpose of paying 1
o Usage of cards 2
*  Where they advertise 1
¢ [lpdates 4
¢ Information on discounts 1

Ward 35

Blank 15 1
» Places where to get discounts 3
o Why the city 15 not doing well 1
¢ Changes n the city 1
e What the programme 1s all about 3
¢ Reasons for using this programme 1
o Where the merchants are, discounts and what they offer 6
» Rates and services through pamphlets 1
¢ How the programmes works when using the shop 2

Ward 36

Blank 8
» Improvements as a result of scheme 2
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¢ Bverything concermng The Resident 1

1>

*  Adverpsements

¢ That pcople should take partin i 2
s Senvices like crime, roads 1
o Whattis about and 1its importance 3
+  Discounrs offered 2
¢ Road constructon 2
e What does one get form the programme 1

Ward 39

Blank 32
¢+ How to use the card 1
¢ Tell people the importance of paymg for services 1
» Radio stations to listen to 1
* Advertising channels used by The Resident 2
¢ Informaton about services and rates 2
¢  Discounts available 1

60.1% of the respondents agreed that the information was sufficient with 39.9% disagreeing. There was
disagreement with the fact that information was frequent enough with 56.4% saying the informaton
was not frequent enough.43.6% felt it was frequent enough. The majority of the respondents (63.5%)
agreed that the information was addressing the issues that mostly affected them but 36.5 felt it was not.
Agam the respondents felt the information supplied by the Resident was necessary. 68.1% agreed to this
and 31.9% felt the information was not necessary.

Respondents were asked how often they wanted this to be communicated.
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Findings
TABLE 534

FREQUENCY OF COMMUNICATING THE PREFERRED INFORMATION

AT.8 Ward
1t § 25 | 26 § 27 | 29 | 33 | 34 | 38 ] 36§ 3¢ | Tew
1343 How often Monthly n 28 13 15 & 14 11 17 14 10 i4 144
do you need i to Y| 651 9290 100 | 211 359 33.34 515 [ 389 | 303 | 359 [ 44.0%
be communicated
% b 0% % &y B % Yo %% o
More often than n 14 1 25 19 13 7 22 22 17 140
monthly Y| 32.6 7.1 658 | 487 | 394 | 212 ] 611 66,7 | 43.6
43.3%
Y " %% T T % b %% Y
| g
Less often than 0 i 5 G 9 9 i 5 30
monthly Yo 23 1321 154 | 273 | 273 300 2051 12.1%
0% e O G % Yo %%
Toral 0 43 14 15 38 g 33 33 36 33 30 333
% | 100 100, | 100, 104 100, 100} 100. | 100 1600, 100 160.0
0% 0% | 0% 0% 0% e 0% | 0% 0% 0% %

44.6% of the respondents felt that they wanted to be communicated to monthly with 43.3% saying

more often than monthly while 12.1% said less often than monthly.

An open ended question was asked as to how The Resident could improve its communication to its cli-

ents, Suggestions were sought from the respondent’s point of view.

Findings on how The Resident can improve its communication to its clients

Ward 11

Blank 27
¢ Newspapers 1
e Usmg the television and newspaper 1
* Communicate through correspondence 1
e To encourage rate payers 1
¢  Television 1
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Newspapers

By handing out pamphlers
Rado

Public meetngs

Lerters

Visits more often in our houses

Media

Ward 25

Blank 2
¢ Workshops
»  Wiite letters to rate payers
*  Noidea
e Visit commumties and 1ssue pamphlets regulatly
e Direct interaction at meetings
¢ Durect correspondence
e Letters
* Regular communication
¢ Newspapets
¢ Media
* Residential structures
¢  Direct communication
¢ Induction Workshops
Ward 26
Blank 1
¢ DMeetungs
¢ By wrntng letters to ratepayers consistently
¢  Advertising
e Through radio
¢ Do not know
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¢ Lise medn
e letters
¢ NMedia and newspapers
Ward 27
Blank 25
¢ Use all media
¢ Adveruse more often
e Call ward meetngs
* Announce on radio Sosh and Sosh tmes
e Commurnicate m all languages
* Holding meetngs
¢ Radio
¢ Pamphlets gate to gate
* [Fix our water
¢ Announce more
Ward 29
Blank 32
* By giving people pamphlets
o Call meetings/ weekly
e Market 1t in the news
e Tie communication with prizes
¢ Talk about 1t everywhere, newspapers & posters
* Coming to communities more often
Ward 33
Blank 21
¢ Advertise more
* By providing more information needed
» Talk to people directly
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Posters

By communicatng morte

Ward 34
Blank 16

*

Alert more people

Keep you in the loop

¢ By keepimng 1ts promises and delivering
¢ Market and communicate it more
e DPersonal and direct communication
¢ Using radio/ Thobela & Motsweding
» Using posters
» Advertise in newspapers
¢ Do not know
s Adveruse 1t more
o Tell you what you have in your card
¢ Employ informed people with all details
»  Use ratepayers to promote and
Talk about it/ community reps
Ward 35
Blank 10
s By being visible to all its clients
¢ Providing more informaton
s Proper information sharing
¢  Giving proper discounts
¢ Advertise it more often
e Use municipal staff at the pomnt of payment
¢ Media broadcast

Use Newspapers and accounts
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Posung relevant mformauon

Pamphlets and newspapers

e Radio ads
¢ Publish more often
¢ Newsletter
Ward 36
Blank 1
» medz and newspaper publishing
»  make itself popular
* hold more awareness campaigns
» do research
¢ publish i municipal accounts
* communicate regularly
® use posters and pamphlets
® advertise more often
¢ hold mass meetings
» talk to everybody for the scheme to be recognised
* provide more communication options
¢ be visible to clients
» tell people why 1t is important to pay
* addressing the problems the community encounter with the programme
Ward 39
Blank 23
¢ Using Daily Sun
¢ Radio ads
* newspaper advertising
s Give electricity for free for the first month you buy the box
e Use Soshanguve community radio
¢ Meetings
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e  Adverisingm TV

+  Announcements

¢ [oud hailing

o Using different languages

¢ By usmg more sources of communtcarton

INTERPRETATION OF COMMUNICATION INITIATIVES

12

-2

Direct communicadon about The Resident is stll not received by some and this may be one of the rea-

sons why people know littde about the incentive scheme. It is interesting to note that the informaton

given is what is expected by most people. The frequency of such communication still needs to be in-

creased. Most of the respondents agree that the mformation covers what it 1s supposed to cover and it is

relevant information. The informaton the study reveals is needed often enough preferably on a monthly

basis,

5.7 Information about Metchants

Respondents were asked if they had used any of the merchants that they were shown from a list con-

taining merchants.

Findings
TABLE 5.35
MERCHANTS USED
Al1.8 Ward
11 5 26 27 29 33 34 35 36 39 Total
5.1 TTave vou Yes n 9 6 9 12 12 - 15 17 8 11
sed any of the
used any of the % | 2250 | 42.00 | 6430 | 33.30 | 15.00 | 38.70 | 54.80 | 41.70 | 51.50 | 20.50
atsached mer- % % % % % % % % % % 35 40%
chants/shops? N
R 31 8 5 24 34 19 14 21 16 31 203
% | 77.50 | 57.10 | 35.70 | 66.70 | 85.00 | 61.30 | 45.20 | 58.30 | 48.50 | 79.50
%, % % % %% % % % % %, 54.60%
Foul n 40 14 14 36 0l 3 31 36 33 39 314
% | 1000 | 1006 | 1600 | 1000 | 100:0 | 100.0 | 1000 | 1006 | 1000 | 100.0
0% | 0% | | ow| ow| 0wl 0| on| 0w | 0% 100.00%
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64.6™6 of the respondents indicated that they had not used the merchants contracted; only 35.4%% had
used them. To those that used them they were asked which ones and their experiences. Those that have

not used the shops could not comment on this question,

FINDINGS ON USED SHOPS AND EXPERIENCE
Ward 11

¢ No one has used these shops

Ward 25
Blank 1

* Soshanguve Spar- good 1

Ward 26

Blank 1
¢ Pick ‘n Pay 1
* Shoprite 1

s  Score 2

Ward 27
Blank 18

e Spar nice 5

(R

¢ Spar [ do not have a card

Ward 29

Blank/ not used the merchants with their cards or they do not have cards 39

Ward 33
e Shoprite
e Standard Bank Visa

» Hi-F1 Corporation, fine
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Ward 34

Blank 32 have not used or do not have cards

Ward 35
e Spar good
e Muggand bean good
¢ Hi FiCorporation

Ward 36
¢ MNimmo’s- good to have discount
» Spar- good
* DMugp and Bean- good

Ward 39
Not used any of the merchants 39

e Spar service fine

]

1~

A guestion was also asked if The Resident programme should be using these merchants.

Findings
TABLE 5.36

FINDINGS ON WHETHER THE RESIDENT SHOULD USE THESE MERCHANTS

Al8 Ward
11 23 26 27 29 33 34 35 36 39 Totl

5.3 Should The Yes | n 27 11 8 30 35 17 16 22 27 37 230
Resident prograrnme % | 9310 [ 8460 | 8890 | 9380 1 9720 | 5670 | 5160 | 6880 1 90.00 [ 94.90

be using these mer- % % Y % %o ¢ % % % Y 81.90%

chanes/shops? Noe [n 2 2 1 2 1 13 15 10 3 2 51
% | 690 | 1540 | 1110 | 630 | 280 43307 4840 ] 3130 | 1000 530

Y% Y A °% % o % %% % v | 18.10%

Total n 29 i3 9 32 36 30 31 32 30 39 281
% | 1000 | 1000 | 1000 | 1000 | 1000 | 10007 10007 1000 | 1000 | 1000

o [ e ] oo 0w | om0l 0% ] 0% 0% | 0% | 10000%




81.9 % agreed that the residents programme should be using these merchants with only 18.1% saying

they should no.

On expressing their views on the merchants the following was mdicated

Findings
TABLE 5.37
IDENTIFICATION WITH EASE

A1LE Ward
11 25 26 27 29 33 34 33 36 39 Tatal
E5.4 (a) Easly Agree n
) 39 12 13 15 33 1 10 13 25 30 201
denafied by
B 020 8377 920 | 417 825 367 ) 345 ( 3 758 ) 769
[RESs #3
%% {5 %% 0% 0% (% 0% % %% %% 64,4(%,
Dhsagree n
3 2 1 21 7 19 19 22 8 9 111
So | TA0| 143 TA0 | S83 ] 175 | 6339 655 629 | 242 231
% % Y %% %% (%% 0% {0 0%% %% 35.60%
Torl n
42 14 14 36 40 30 29 35 33 39 312
% | 100 | 100 | 1000 [ 100 | 106} 1000 | 1600 | 100, | 100. | 100.
0% | 00% | O0% | 00% | 00% | 0% | 00% | 00% { 00% | 00% 100.00%
TABLLE 9.38

ACCESSIBILITY TO MOST RESIDENTS

A5 Ward
11 23 26 27 29 33 34 35 36 39 Total
E54 (b) Acces- Agree n
. 16 12 13 10 19 15 7 13 24 25 154
sible to most
) % | 381 8571 920 | 278 | 475 500 | 241 371 727 ] 641
residents
0% 0% 0% 0% 0% %% 0% 0% %% 0% 49.40%,
Disagree I
26 2 1 26 21 15 22 oS 9 14 158
Ga | 619 143 ] FA0| 7221 525 500 | F59 | 629 | 273 | 359
0% 0% % 0t 0% 0% 0% 0% 0% 4% 50.00%
Total n
42 14 14 36 40 30 29 35 33 39 Nz
Yo 100, 1000 F 100, | 100 100. | 100 100 | 100 | 100, 100,
00% | 00% | 00% | 00% | O0% | 00% | 00% 1 00% | 00% | O09% 100.00%
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TARLLE 539

KENOWLEDGE OF MERCHANTS BY RATEPAYERS

Al8 Ward
11 25 26 27 29 33 34 35 36 30 Tol
154 {ci Most Agree
18 14 13 15 15 13 & 13 16 22 148
ratepayers know
4390 [ 100, | 929 417§ 375 394 | 3107 371 | 500 | 504
these merchants
0% | 00% %% 0%% " 0% 0% e [ 0% 47.30%
Dnsagrec
23 i 21 25 20 20 22 16 17 165
56.1 T | 583 | 625 ] 606§ 690 | 629 | 500 | 43.6
%% % 0% 0% o 04 % 3% (%% 32.70%
Tooeal
41 14 14 36 40 33 29 33 32 39 313
100, 00 104, 100. 136, 100 1060, 1040, 1640, 100G.
0% | O0%0 | 00% | 00% | 00% | O0% | O | 00% | (0% | 00% 100.00%%
TABLL 540
AWARENESS OF MERCHANTS TO RATEPAYERS
A1.8 Ward
11 23 26 27 29 33 34 35 36 39 Total
LE5.4 {d) The Agree
32 7 3 26 32 26 23 26 25 26 226
ratcpayers should
TR0 500 214 722 | BOO | VE8 | O3 | 743 751 60.7
be made aware
0% 0% 0% 0% % | 0% 0% 0% 0% e T2.20%
of these mer-
Disagree
chants 9 7 11 10 8 7 6 9 7 13 §7
2201 300 T8BG | 278 | 200 212 207 | 237 2191 333
0% 0% (5 0% 0% % 0% 0t 0% 0% 27.60%
Teoml
41 i+ 14 36 40 13 29 35 32 39 313
100, 00 100 100 100 | 100 100, 100, 100, 100,
00% | 00% | 00% | 00% | O0% | 00%0 | 00%: | 00% | 00% [ 00% 100.00%%
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TABRLI S 41

USE O MERCHANTS BY RATEPAYVERS IN TSHW ANE

ALS Ward

11 25 26 2z 29 33 34 35 30 39 Tutal
5.4 [} Are the Aprec n
14 6 10 20 21 27 18 13 14 2z 163
“i | 341 | 429 | 714 | 577 | 525 | 844 | 6211 374 | 452 | 564
merehants histed 0% | 0% | 0%l 0% | 0w | o | o] e | oe| o 53.20%
used by most Disagree n
arepasers in a7 | s 4| | oae| s u| w2 17| 17 145
Tehuane % | 65.0 | 571 | 286 | 429 | 475 | 156 | 579 [ 629 | 545 | 436
0% 0% %y 0% 0% %4 0% 0% 0% 0% 16.80%
Total n
4] 14 14 35 40 32 29 35 3] 39 30
S | 1000 10000 1003 | 1000 | 000 | 1060 [ 1000 [ 1000 | 100 [ 100
00% | 00% | 00% | O0% | 00% | 00% | 00% | 00% | 00% [ 00% F00.00%
TABLE 5.42
MERCHANTS MEETING OF RATEPAYER NEEDS
AlE Ward
11 25 26 27 29 33 34 35 36 39 Total
1:5.4 (1) Do se- Agree n
21 o (1] 23 25 19 14 11 15 24 171
lected merchants
Y | 512 | 043 | F14 ) 639 | 625F 6131 4823 | 314§ 455 615
meet MOSt Tate-
0% 0% 0%% 0% 0% 0% 0% 0% 0% 0% 54.80%
pavers needs
Dhsagree o
20 5 4 13 15 12 15 24 18 15 141
% | 485 | 357 | 286 | 361 | 375 387 | 51.7 | 680 5451 385
%% 0 (1 0% 0% 0% 0% 05%% 0% 0% 45.20%
Toual n
41 14 14 36 40 31 29 35 33 3% 312
Y | 1000 | 1000 | 3000 | 1000 | 1000 | 1000 | 1060 31000} 1000 | 100,
00% | O0D% 1 00% | 00% | 00% { 00% | 00% | O0% | G0% | D08 100.00%
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TARLLII 5 43
MERCHANTS RELEVANCE TO RATEPAYER

AL Ward
11 25 26 27 29 33 34 35 36 39 Toul
1254 () Do Agrec n
39 11 13 21 33 14 9 12 15 20 187

these merchanes

8 | 951 | T86 1 929 | 60O | 8469 538 | 336 | 343 | 469 ] 513
benefit the rte-

0% 0% 04 0t 0% 0% 0% 0% 0% 0% 62 10%
Payers
Dhsagree n
2 3 1 14 G 12 17 23 17 19 114
S 1 460 | 214 | F104 4000 154 | 462 | 654 | 657 | 531 ] 487
%h 0% Yo 0"a %% 5% 0% (5 0% {4 37 00%
Total n
41 14 14 35 39 26 26 33 32 39 301

o | 1000 1000 | 10001 1000 1 100 | 100, | 1000 | 1000 | 1000 ] 100,
00% | 00% | 00% | O0%% | 00% | 00% | Q0% | 00% | 00% [ 00% 100.00%

On the statements whether the merchants were easily identfied by users 64.4% agreed that they were

easily identifiable whie 35.6% of the respondents disagreed.

On the statement whether the merchants were accessible to most residents, 50.6% believed that they

wete not accessible and 49.4% said they were accessible.

47.3% of the respondents agreed that most ratepayers know these merchants with 52.75 saying ratepay-

ers do not know these merchants.

72.2% agreed that the ratepayers should be made aware of these merchants and 27.8% disagreed.
To whether the merchants listed were used by most ratepayers in Tshwane, 53.25 agreed with the

statement and 46.8% disagreed.

54.8% of the respondents agreed that selected merchants do meet with most ratepayers needs and

45.2% said they disagreed.

Ratepayers seem to benefit from using these merchants as 62.1% of the respondents agreed and 37.9 %
disagreed.
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Respondents were asked to recommend any 3 merchant shops of their choice that the programme

could use.

Findinges of 3 merchants that could be used

Queston 5.4b Recommend any three merchants/shops of your choice you would like the resident to

use.
Ward 11 Best 3
v Jet
e Score

e Maluleke Spar/Spar

Ward 25
¢ Shoprite
e  Score

¢ Service stations

Ward 26
® CShoprite
*  Score

¢ Service station

Ward 27
o Dick Pay
e Spar
»  Shoprite
Ward 29
o PG Glass

¢ Shoprite
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» Spar/Maluleke Spar

Ward 33
e Shoprite
*  Opar

*  Woolworths

Ward 34

e Spar /Sosh Spar

¢ Shoprite

¢ Pick ‘n Pay
Ward 35

e Pick’n Pay

¢ Score

¢ Shopnte
Ward 36

¢ Score

¢ Shoprte Checkers

e DPick 'n Pay

Ward 39
¢ Pick 'n Pay
*  Scote

e Shoprite

The three most preferred merchants in Soshanguve are Shoprite, Pick ‘n Pay and Spar.
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INTERPRETATION OF THE MERCHANTS UsED

As most respondents had not used the merchants, this may be an indication that they do not have The

Resident card or merchants are not. Spar seems to be the most used merchant

Most respondents (81.9%q) agreed that The Resident programme should be using these merchants. Ac-
cessibility of these merchants was sighted as a bit of a challenge so closeness to where people hive of
these shops may be required. Advertising of these merchants 1s crucial as results revealed that most

ratepavers do not know these merchants. The choice of merchanrs seems to be benefiting the ratepay-

€Is.

5. 8 Loyalty shown by ratepayers

A two parts question was asked for respondents to agree or disagree with the statements:

a) The introduction of the pavment incendve scheme, The Resident, has resulted in motivating me to

pay on ame.

b) My payment tecord has improved during the past year.

a) Findings
TABLE 5.44

MOTIVATION TO PAY ON TIME

ALS Ward

1] 25 |26 |27 [ 20} 33| 34 ] 35 {36 |39 Total

F6.1 {a) The mtreducdon Agree 1 38 10 2 26| 27 24 18 14 18 28 21
of the payment mcentive 0 90. 60. 57, 74| Th 82 62 38, 50. 73.
scheme, The Resident, has 50 70 10 30 00 &0 10 90 30 70

resulied in moovating me % Y %o Uiy Yo B % % % %% 08.70%

to pay on tme Disagree n 4 5 6 9 10 5 11 22 14 10 96
% 33. 42 354 20 17 37, 61. 43, 20.
9.5 30 o0 70 00 20 20 10 80 30

0% Yo Yo B & %o Yo % %o %o 31.30%

Total n 42 15 4] 35 ¥ 29 29 36 32 38 307
% | 00| 100 7 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100
00| Q0| 00 OBF 03| 00 00| 00| 00| 00

% %% % Yo %% Yo %o % %o Yy 100.00%
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08.7% of the respondents agreed that the payvment incenave has motivated them to pay on tme. 31.

disagreed
&

Findings
TABLE 545

PAYMENT RECORD

3v

[

A8 Ward
] 2 | 26 V27 ] 2 | 33 | 3 | 35 ] 36 | 2 ol
[%6.1 (b) My Agree n

payment record 12 3 s| 2] 21| 16 ] 15| 2% 155
has improved o | 286 | 2671 571 714 368 3167 5 333 | 354 | 684

duning the past 0% | 0| 0% | o] o | 0| o | ow | 0% | 0% | snse%

year Disagree | n 30 11 6 10 16 15 24 16 12 152
T 714 | 733 ] 429 | 286 | 432 | 484 4291 067 | 516 316

o | 0% | 0| 0% | on | on| 0w | owm | 0% | 0w 29300

Total n 42 15 14 35 37 31 30 3 38 307
% | 100, | 100 | 100. | 100 [ 160, § 100. | 100. | 100. | 100 [ 100

00% 1 00% | 00% | 00% | oo% | 00% | 00% 1 00% | 00% | 00% | 100.00%

=3

50.5% agree that their payment record has improved with 49.5% saying their payment has not improved

TABLE 5.46
DEBTORS REVENUE
["Debtor revenue 2002/03 in R'm 2003/04 in R'm 2004/05 in R'm 2005/06 in R’m
Biled revenue 4,505 5014 4,474 5,016
Incomme collected 4,438 4936 4,680 4,938
% Income collected 6% 98% #0450 98%

*lower owing to no credit control actions during implementation of SA

Source: City of Tshwane Medium-term Revenue and Expenditure Framework 2006/07
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An open ended queston was put forward to respondents as to what the City of Tshwane needed to un-

prove pavment for services

Findings on what the City of Tshwane needed to do to improve payment for services

Question 6.2

What should the City of Tshwane do to improve payment for services?

Ward 11

Blank 26
e  They must be honest 1
¢ Provide discounts 1
*  Promote the payment for services 1
¢ They should not oppress us 1
o Provide services 1
¢ DProvide updates and access to services 1
* Pensioners must not pay the payment every month 1
* Make pecple to be aware of these merchants 1
e Accelerates service delivery 1
¢ Improve service delivery 1

Ward 25

Blank 4
¢ Reduce rates and introduce more benefits for rate payers 1
¢ Contnue with {ree basic services 1
¢ Fast track service delivery 2
e Stop extra charges 1
e Increase benefits 3
¢ Connnue to provide rewards and services 1
e Improve services 1
¢  Add Benefits and cash back 1
¢ Provide rewards 1
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¢ Make rares affordable and cash back vouchers

s  Inwoduce affordable rates

Ward 26
Blank 2
*  Add services
* Speed up service delivery
¢ Montor and reduce rates
¢ (Change billing system
* Improve service delivery
¢ Consistent commumication with ratepayers

e Drovide free basic services

Ward 27
Blank 27 irrelevant 1
» Talk to residents about programmes
s Improve service delivery
¢ Render good services to all people
* Render affordable services
¢ Make them affordable
¢ Introduce more incentive schemes
¢ Offer quality service
¢+ Reduce the rent

¢ Have regular meeting

Ward 29
Blank 35
® Cut the old payment/and start afresh

¢ Must talk about 1t everywhere

Ward 33
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Blank 18

e Cutoffs
* The project The Resident must continue
e Winning adverts
® Scrvice delivery
® Do campaigns like these often
¢ Improve the resident scheme
¢ (Continue to provide information
¢ Be pauent with arrear payments
e Make discounts
»  Give more benefits
Ward 34
Blank 12
¢ Talk to people In time to pay and agree about the limt
*  Give more benefits
» Make more campaigns
¢ Fix wrong accounts
¢ Just conunue
¢ Deliver services
¢ Communicate with people more
¢ More promotons
¢ Payin tme
¢ Correct bills
¢ Make discounts
¢ Have more prizes to be won
¢ Improve services
Ward 35
® Reduce bills
* Improve on delayed bills
*  Give ratepayers discounts

107

I~

a2

[~

(g




»  Change municipal staff aratudes towards clients
»  Offer more reliable services
s Improve service water and lights
¢ Improve street hghts, road works
* lmprove service delivery
¢ Provide relevant information about ratepayer accounts
¢ Have more programmes hke this one
¢ Introduce a new system to pay
*  Stop messing with clients
¢ DBy notlying to us older people
Ward 36
Blank 9
¢  Byimproving services
¢ Make people understand that they need to pay
and how 1t is beneficial for them
o Decrease prices/lower rates
¢ Make people aware of this programme
¢ Change billing system
¢  Campaign
* Encourage people and make those constructions protised
Ward 39
Blank 28
e Listen to the queries of the residents
*  Get people more electricity for less
» Better the services
¢ Make affordable services to people
¢ Give people jobs in order to afford payment
»  Cheaper rates for all residents to be able to pay
» Convincing people it is good to pay
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o DNMake it casy to pay

* Be good to consumers 1

Less rent should be charged

On checking whether the prizes given by The Resident were sufficient, respondents were given six op-

fions to choose from, namely, excellent, good, average, poor, very poor and never seen/read about it.

TABLE 547

FINDINGS ON PRIZES IF THEY ARE SUFFICIENT

Al.8 Ward
i 25 2 | 2@ | 29 33 | 34 35 36 39 Toral
F6.3 Do you think | Verypoor | n 1 7 3 3 1 13 28
the prizes given %o 240 00 790 940 340 | 325
presently by The %o 0% % %o %% 0% 9.10%
Resident pro- Poor n 2 5 7 3 1 11 5 9 3 1 47
gramme are suffi- % 4801 357 | 500 860 | 200 | 344 172 257 [ 103 | 250
cientr % 054 0% % %o 0% 0% 0% 0% % 13.30%%
Average 0 i 5 3 5 3 8 12 7 15 3 62
Yo 240 | 357 214 | 143 | 790 250 414 | 20| 5.7 | 750
% 0% 0% 0% %o 0% %4 %% (%% % 20.10%%
Good n 21 4 11 17 7 8 1 7 11 10

4
o 500 | 286 | 28614 M4 447 | 219¢ 276 34| 241 | 275
0% % 3% % 0% % % (% % 0% 3280%

Excellent n 14 2 9 2 2 6 35

% 333 570 | 237 6.90 6.90 | 150
% %o % o Yo 0% 11.40%

Never n

scen/tead 3 7 5 3 2 3 1 G 35

about v 710 20| 132 940 690 229 340 | 150
them %o " 0% Yo Yo 0% Yo %o 11.40%
Totl n 42 14 14 35 33 32 29 35 29 44 308

U 1000 [ 1000 | 1000 §00. [ G000 | 1600 [ 100§ 100 | 100. 100
G0% | 00% | 00% | 00% { 00% | 00% | 00% | 00% | 00% ] 00% 100.00%

The majority of the respondents 32.8% felt that the prizes were good. This was followed by 20.1% who

thought the prizes were average and 15.3% thought the prizes were poor.11.4% felt the prizes wete

109




excellent and 9.1%% felt the prizes were very poor. Only 11.4% mndicated thar they have never seen or

read abour the prizes.

Interpretation of Loyalty to the Programme

The respondents were given two options to either agree or disagree that they feel motivated to pay on
time as a result of the mcentive payment scheme. The same question was asked under the resident pro-
gramme with three options, namely, yes, no and do not know. The majority of the respondents chose
the option do not know and in this quesnon indicated that they agreed. It therefore would seem that

they agree that the incentive scherne has mouvated them to pay on tme.

On the ymprovement of the payment records, there was a shghr difference berween the improvement
and non mmproverent with 50.5% of the respondents mdicating that their payment record has im-

proved during the past year.

Most suggestions given by the ratepayers regarding what the City of Tshwane can do to improve pay-
ment for services hinges on service delivery that 1t needs improvement and that rates should be afford-

able.

The good prizes may be serving as one of the motivators for people to stay loyal to the programme as

they indicated that they were loyal to the programme.

5.8 Image associated with the resident programme.

Respondents had to give in their own words what feelings were evoked by owning The Resident card.

Findings on feelings evoked by owning The Resident card.

Ward 11

Blank 27
¢ Makes one feel proud 1
» Feel like shopping everyday 1
¢ Noidea 3
¢ Proud to be part of The Resident program 1
¢ Feeling good because | can go and get something with 1t 1
¢ Proud about 1t 1
* Never benefited 1
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Proud
Very good

Don’t have it

Ward 25

Blank 2
¢  (Good cigzen
» Making meaningful contribution
¢ Noidea/ do not have one
¢ None
e Very good
e Sense of responsibility
¢ Relieved and proud
¢  Good cinzen
Ward 26
Blank
¢ Feel that you are making a meaningful contribution
» No feelings
¢ Proud to be an obedient citizen
¢ Good responsible citizen
e Noidea/never had one
¢  Good feeling
¢ Responsible citizen
Ward 27
Blank 23
* Happy
¢ Proud and happy
¢ TProud
¢ Do not know
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e Nice
»  Very nice to have 1t
e Feel honoured and privileged
e Do not have a card
Ward 29
Blank 35
¢ Proud to be part of resident
¢ [eeling good as [ can go shopping
e Proud

® Good to have The Resident programme

Ward 33
Blank 21
¢ That I am up to date
¢  That I am a good payer
¢ We sometimes need credit for what we do
e  Getting something back
» (Good/ nght feehngs

¢ That ] need money

o That you deserve it
¢ Sense of ownership

® Sense of ownership

*

Taken seriously

Ward 34

Blank 14
* Very happy
e Proud of bemg an owner
e Satsfaction

* Do not know

g

|

QW]




¢ [Feeling of ownership
¢ Notlung
»  Sense of existence
¢ Sense of ownership
¢  That | earned 1t
¢ Sense of ownership
® The same
* ] am bemng take seriously
e Fine
Ward 35
+ None
¢ Feeling appreciated by the municipahty
* Have no nformation/do not know
* Notgood atall
¢ Not bad
* Best feelings ever in my age
*  Good feelings indeed
Ward 36
Blank 4
* Responsible person
*  (Good feeling to have the card
¢ DMakes one to find outr more about the scheme
¢ Want to take part more
*  Sense of pride
¢ Makes life easier and more accessible
¢+ Do not know
¢ Feeling important
* Neutral feeling
¢ The scheme is beneficial to individuals
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¢ Do not sce reason to own one because the system is fatling people 1

» Easiy accessible for food 1

Ward 39

Blank 22
¢  Happy 7
s Very proud 3
¢ Excited 3
¢ Honoured 1
» Feel good to get the resident card 3
¢ Do not know 1
¢ Over the moon 1
o That I can do anything anytime 1

Most respondents indicated that they feit good and proud about owning The Resident card.
Statements describing the image of The Resident were given for respondents to either agree or disagree.

Findings on helpfulness of discounts

TABLE 548
HELPFULNESS OF DISCOUNTS

A1.8 Ward

mo[25 f26 {27 T2 [3 34 [35 {36 [39 |Tow
G72 @) Provides | Agree Tle [ o 17 |3 [1s ] |13 [ | | w7

discounts that are
%% 977 800 | 000 | 436 | 900 600 | 483 3.1 56.3 45.0

lelpful ) ] ) )
e | 0% |ow fon (0w (0% [ 0% | 0% % | 0% | 6250%
Disagrcc s} 1 3 [ 18 4 12 15 23 14 22 118
Yool 230 200 | 400 [ 514 | 100 | 400 {517 | 639 [ 438 | 550
v o o (0% o [ow [0 fooe [0 | oo | 3750%
Total n 143 [15 |15 [35 T4 30 [290 [36 |32 40 |35

Yo | 1000 [ 1000 [ 100, | 100, [ 1000 | 1000 { 100G, 3 100. [ 100, | 100
Q0% | 00% [ 00% [ 00% | 60% | 00% [ GO% [ O0% | 00% | 00% { 100.00%
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62.5% tegarded the benefits helptul and 37.5% felt they were not adequate.

TABLL 549
SENSITIVITY TOWARDS NEEDS OF EVERYBODY

ATE Ward
11 25 26 27 20 33 34 35 36 30 Total

(72 (5] Semciuve | Agree
DI SERSIATL | e "la 14 e a2 | {2 |17 1w [ 23 |85
tw the necds  of _ - — -
L 930 1 267 | 400 1 333 {850 | 618 | 548 | 278 | 543 | 575
everybody

0% 0% 0% 0% 0% 0% 3% 0% 0% 0% 57500

Disapree 0 3 11 9 24 1 13 14 26 14 17 i3

FO07 T35 | 600 | 667 3350 | 382 | 452 | 722 3 438 | 425
%% e | 0% 0% | O% 0% 0% %% 0% %% 42.50%%

%% P00, | 100 [ 1060 ¢ 100 | 9000 ¢ 100, | 100, | 106 | 10 100
0% | O0%% | O0% | 00% | O0% | 00% | 00% | 00% | 00% | O0%% | 100.00%

Total [ n 43 13 15 36 40 34 31 36 32 40 322
{

The resident programme was found to be sensitive to the needs of others by 57.5% of the respondents

and with 42.5%, it was not.

Findings
TABLE 5.50
ADDRESSING OF USER'S NEEDS

57.4% agree that the needs of users are addressed and 42.4% disagree.

AlS Ward
1" 25 26 ¥ 29 33 34 35 30 39 Total

G7.2 () Address users | Agree n {39 5 6 17 33 16 11 9 16 26 178
needs % | 907 | 333 | 40.0 | 48.6 | 825 | 59.3 | 423 | 250 | 50.0 | 65.0
0% ot (0% JO0% [0% | 0% [ 0% 0% | 0% | O% 57.60%

Disagree n {4 10 9 18 7 11 15 27 16 14 131
% 1930 | 667 | 600 | 514 | 175 | 407 | 577 | 750 | 500 | 350
% 0% 0% o | 0% 0% 0% 0% 0% [ 42.40%

Total o | 43 i5 i3 35 40 27 26 36 32 40 304
Yo | 10600 [ 1000 1000 | 1000 1000 {1000 | 100 | 160, | 100, | 100,
L 00 00 oo 00 00 00 00 oo 00

Y Yo kK % Vo Yo % %o % b 100.00%

115




TABLE 5,51

SPLEED IN ADDRESSING PROBLEMS

ALE Ward
i1 25 26 27 24 33 34 35 36 3% Toral
G722y Chaek | Agree 1 38 3 7 14 34 12 10 10 18 20 166
1 address B | 854 | 200 | 467 [ 400 | 850 444 | 417 ] 286 | 545 | 500
problems % 0% 0% 0% 15y (g e (%o [t 0% 54.10%
Disagtee | n 5 12 8 21 [{ 15 14 25 15 20 141
S 116 [ 8RO} 533 {600 | 150 | 556 [ 583 | T4 [ 455 | 500
%% %% 0% 0% 0% %o 0% %% 0% % 45.90%%
Toal n 43 15 15 35 40 27 24 35 33 40 307
Yo | 100 tO0. | 1000 | 100, 3 1000 | 100 100. | 100, | 1000 | 100,
00% | 00% | 00% | O0% | 00% | 00% | 00% | 0% | O0% | O0% | 100.00%

There was agrecment by 54.1% of the respondents that the programme 15 quick to address problems

and 45.9% disagreed with this.

TABLE 5.52
EASE WITH WHICH TO GET YOUR CASH BACK
A18 Ward
11 25 26 7 29 33 34 35 36 39 Total
G7.2 ey Basy to get | Agree n 41 5 6 i4 32 13 23 11 i5 23 183
vour eash back S { 953 | 357 | 400 1400 [ 800 | 433 | Vo7 | 306 | 484 57.5
0% | 0% 0% [ 0% | 0% 0% 0% 0% 0% 0% 58.30%
Disagree | n 2 9 9 21 8 17 7 25 16 17 131
% | 470 [ 643 [ 600 | 60.0 | 200 [ 56.7 [ 233 1694 [ 316 | 425
%o 0% 0% %% 0% 0% L ] 0% 0% 41.70%,
Toral n 43 14 15 35 40 30 30 36 31 0 314
%o | 100, 100, 1100, | 106G, | 100 100. 1040 100. 100. 100.
00% | 00% | 00% | O0% f 00% | 00% | 00% | 00% | 00% | 00% | 100.00%

58.3%e agreed that it was easy to get cash back rewards and 41.7% disagreed
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TABLE 5.53
GOODNESS OF THE SCHEME TO HAVE
ATE Waed

3 26 27 29 33 34 35 36 3 Tostal

[ ES]

11

246

=
=
=
&
ot
13
[m]
1
7
[+
13
w3
2

G722 {f)  Good | Apree n | 43

scheme to have

R0 000 | 533 | 66T | 722 | 875 1 BOG | B3 | 500 | 056 { 725
G0%a | (8 G%e (%% i 0%y 0% e (4% (3 T6.20%

Disagree n 7 5 1] 5 7 3 18 i it IT
%o 467 [ 333 | 278 [ 125 | 200 | 970 [ 500 § 334 | 275
(% {5 0% e | %% | % 0% (%0 0% 23.80%
Toral n | 43 15 15 36 40 35 3 36 32 44 323

Yo f 1000 | 1000 | 100, [ 1000 | 1000 [ 100. | 100, ¢ 100. ] 100, | 100,
00% § 00% { 00% | 00% [ 60% | O0% | 00% | 00% { O0% | 00% | 100.00%

There was a high percentage 76.2% of respondents who felt that the scheme was a good thing to have

with only 23.8% feeling differendy.

TABLE 5.54
POPULARITY OF THE SCHEME LOCALLY
A1 Ward
i1 25 20 27 29 33 34 35 36 39 Toral
G2 (g Locally | Agree n | 35 2 9 0 34 12 13 9 17 26 167
well-known Yo | 814 [ 133 | 600 3278 | 850 | 364 | 419 | 250 ] 51.5 | 650
i 0%% 0%% 54 0% 0% %% 0% e 0% (% 51.904%
Disagree n 8 13 & 26 6 2] 18 27 16 14 155
% ) 186 | 867 §40.0 [ 722 [ 150 [ 63.6 | 581 | 750 | 485 | 350
% Yo (%% 0% %% 0% 0% 0% I (%% 48.10%
Total o 43 15 15 36 40 33 3 36 33 4} L Jeae
% 100, 11000 1 1000 | 1000 {160 | 100 | 1000 § 1000 | 100, | 100,
00% ) 00%0 F 00% ) 00% | 0% | 00% | ©0% | 00% ) 00% | 00% [ 100.00%

51.9 % of the respondents generally agreed that the scheme was well known. 48.1% of respondents dis-

agree with this.




TABLE 5.55
JIOW PROPLE FEEL TO BE PART OF THE PROGRAMME

ALS Ward

11 25 26 o 29 33 34 35 36 34 Toral

GT2 (I People | Aprec n

are prowd to b

part of the pro- 38 i 7 22 30 21 18 11 22 25 A
gramme Y 884 | 670 1407 1629 (900 ) o00 ) 621 306 ) onT | 625
| {5 %o "% 0% (% % % (%% 0% 0% 62.60%
Dhsagree n 5 14 8 13 4 14 11 25 " 15 120

% 116 1933 | 533 | 371 100 | 400 | 379 | 694 | 333 | 375
0% %% %o [15s % 0% 0% 0% 0% 0% 37.40%

Total i 43 15 13 35 40 35 29 30 33 40 321
Yo 1000 | 100 | 1000 | 1000 ) 1000 | 1000 | 1000 | 100, | 100, | 100
00%% | 0% | 0% | 00% | 00% [ 00%% | G0% | 00%0 | 00% | 00% ¢ 100 00%

62.6% of the respondents are proud to be part of the programme and 37.4% were not.

TABLE 5.56
EFFECTIVENESS OF THE RESIDENT IN PROMOTING PAYMENT FOR SERVICES
ALE Ward
11 25 26 27 29 33 34 35 36 39 Toral
G7.2 (i) Lffecdvely | Agree n
promotes the pay- 40 8 9 26 35 24 24 16 22 28 232
meat of services % 1952 | 533 | o000 [ 743 | 875 | 686 { 800 | 444 V66T | TOO
Ui %% 0% ¥ 0% 0% % %% 0% 0% 72.30%
Disagree n |2 7 I o 5 i 6 24 11 12 8%
Sp | 480 1467 | 400 257 1125 | 314 | 200 | 556 {333 | 300
%% 0% 0% %% 0% 0% B % 0% 0% 27.70%
Toral n | 42 15 15 35 40 35 30 36 33 40 321
S p 1000 | 1000} 1000 | 100, | 1000 | 100. | 100. 100, | 1000 | 100
00% | 00% | O0% | 00% § 00% | 00% | 00% [ 00% | 0% | 00% } 100.00%
L

72.3% of the respondents felt the scheme effectively promoted the payment for services and 27.7% dis-

agreed
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TABLE 5.57
FINDINGS ON POSITIVELY PROMOTING CITY OF TSHWANE

ALE Ward
11 ] 25 [26 {27 [20 [33 33 |35 J36 [39 ] Tow
G720 Posinvdly promotes the | Agrec n | 4] i B 4 (28 36 |2 |27 |18 |26 |29 | 252
Ciry of Tshwanc %o [ 95 [ 53 [ 93 |80 190 | 73190 | 50 |78 |7 N
s | 9 | 3% {0 | 0% | 5o | 0% | 0% {gme s |
Disagrec n |2 7 1 7 4 9 3 & 17 11 09
Y {47 [ 460 | 6T | 200 | 100 | 260 {100 | 500 | 210 | 2T
21.5%0
%o T | e 0% | 0% | 5% | 0% | 0% | 2% | 5%
Toel 1 43 15 15 35 4 34 30 36 33 40 3
Yo 1 i H 10 0 it 10 10 it 10
00 |00 JO00 100 |00 |00 |00 |00 |00 |00 | 1000%
%o % % by %D % % % O %

78.5% of the respondents agreed that the scheme positvely promotes the City of Tshwane and 21.5%

disagreed.
Findings
TABLE 558
PORTRAYAL OF THE MUNICIPALITY AS CARING
AT.E Ward
11 25 26 27 20 23 34 35 36 39 Total
G7.% (k) Portrays the | Agree n |42 |6 11 |28 |35 {12 |17 |19 |19 |26 |[215
municipality as caring S 1 97T | 400 | 7BG | 778 | 8BTS | 364 | 586 | 528 | 5T.6 | 630
67.4%%
about ratepavers who %o g U 20 Uh %4 @4 LI L % °
meer ther obligaticns | Disagree n 1 9 k! § 5 21 12 17 14 11 104
e | 2.3 600 | 214 | 222 | 125 {1 630 | 414 | 472 | 424 | 350
32.6%
b %h % % Ya %a Y %o "o %
Total o] 43 i5 14 3o 40 33 29 36 33 40 319
Y 1000 | 1000 | 1000 | 1000 [ 1 1000 | 1000 | 1000 | 1000 | 100
100.0%,
%e 0%% 0% 0% % 0% 0% 0% 0% 0%
1

There was agreement by 67.4% that The Resident portrays the municipality as caring about ratepayers

who meet their obligations and 32.6% disagrees.
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TABLL 559
FINDINGS ON WHETHER THE SCHEME 15 MODERN OR NOT

T8 Ward
19 [25 |26 [27 bao [33 [34 [35 [36 [30 [ loul
G200 Modem Agreu no (40 [0 {v 28 [34 (319 [27 [15 [23 [34 [ 239
Sy 193 [ 66 60 | 77 | 85 |55 |93 |41 |6 |85 s
u | 7% | 0% | 8% | 0% | 9% | 1% | Th | TS | 0%
Disagree n |3 5 6 8 B 6 5 f2 Jz21 {1 6 82
ve | 7.0 |33 |40, {22 |15 144 |69 |58 [0 |15
o 1 3% | 0% | 2% [ 0% | 1% | % | 3% | 3% | 0% 25
Toal n 43 |15 15 |36 |40 |34 |20 |36 |33 [a0 [am
100 [ 100 [ 100 7400 | 100 | 100 | 100 100 {100 {300 0%
0% | 0% | 0% | .0% | 0% | 0% | 0% | 0% | 0% | 0%

The mcendve scheme was regarded by 74.5% of the respondents as modern and only 25.5% disagreed

with tlys.

Findings

TABLE 5.60
WHETHER THIS SCHEME WAS ON THE FOREFRONT OF LOYALTY PROGRAMME
ALS Ward
1 25 26 27 e 33 34 35 30 39 Tol
G732 (my On che | Agree n t43 4 7 25 35 16 13 14 2 33 m
forcfront of loyalty % [100. [ 267 | 467 | 694 | 875 | 47.1 | 43.3 [ 400 | 656 | 825 .
programenes on Too oo Lon % Lo o oo lon [w | &0
Disagree n 13 8 11 5 18 17 21 11 7 109
% 733 | 533 1306 125 ] 529 | 567 | 600 1 344 [ 175
v lu o fw 1o e fw (w |w |0H7
Total n 43 15 15 36 40 34 30 35 32 40 320
Yo 100, | 1000 § 1000 | 00 | 1000 | 1000 | 1000 | 100, | 1000 1 100 Ny
0 | 0% | 0% | 0% | 0% 0% 0% 0% 0% 0% 1000
| 1

65.9% of the respondents agreed that The Resident was on the forefront of loyalty programmes but
34.1% disagreed.
Respondents were also asked to give their own opinions as to what The Resident programme needed to

do to improve its acceptability to all ratepayers.




Findings on the improvement of “The Resident” on acceptability by all ratepayers

Ward 11 {1} (m)
Blank 32
e Promote the payment for services 1
¢ Provide further discounts 1
¢ Add more benefits 1
e Accommodate everybody’s needs 1
e Stact with the pensioners first !
¢ Provide chiscounts that are helpful to the residents 2
¢ Provide jobs 1
* Introduce more rewards 1
¢ Encourage people to pay for services 1
¢ Discuss 1t at meetings 1
Ward 25
Blank 2
¢ Contnue to use all forms of communication 1
¢  More markeung strategies 1
¢ Enhance communicaton 2
* Noidea 3
»  Workshops for people in particular the elderly in the township 1
¢+ Should accommodate people’s needs 1
* Promote the scheme 1
¢ Improve marketing 1
¢ Introduce more benefits 1
» Keep rate payers informed 1
¢ Intetact with communities 1
¢ OSpeak to the publhc 1
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Ward 26

¢ Marker the scheme
» Consistent consultauon with ratepayers
* Do not know
* Help poor residents
¢ Hold workshops
¢ Work with communities
¢ Add more benefits
¢ Educate the public
Ward 27
Blank 25
¢ Bring services to people
¢ Use local/near shops
¢ Speak about the programme on radio
¢ To be nearer people
o Tress it for all people to understand
¢  Come close to people
¢ Come to shops around
o Sunplfy language to us
¢ Teach us aboutit
¢ Advertise more and use local shops for people to use easily
Ward 29
Blank 34
e Cut off payment
¢ Going house to house especially to the elderly
» NMust give every resident a card
¢ Must do some campaigning
*  Call ratepayers for workshops for them to know more about The Resident.
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Ward 33

Blank 20

I do not know

Encourage people

¢ Communicate more
e A lot of awareness
¢ Talk to people
e Adverdse more
¢ Adverase toll free numbers
s Bill correctly
s Delivery of services
¢ More campaigns
Ward 34
Blank 12
¢ Advertise more and more workshops
» Send people around to explain
¢ Repeat messages until people understand
e Be more appealing
* More promotions
¢ Produce more benefits
¢ Be more professional about the service
& Deliver services
¢ Communicate in the local languages and bave a big concert
¢ DMastket toll free numbers
¢ Improve facilives
¢  Communicate more
* Make campaigns
e Do not know
¢ Improve facilities
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Ward 35

Blank 19
e Give proper service delivery
e More discounts
e  Easly accessible merchants
¢ Through media and adverusing
¢ Availing of information to ratepayers
o Have relevant shops for ratepayers
* Improve mformation about the programme
¢ Provide information necessary to clients
¢ By notlying about these shops
¢ Advertise programme more to chents
Ward 36
Blank 9
¢ Provide more discounts and relevant merchants
¢ Make scheme known to all and 1ts importance
¢ Campalign more and make scheme well known
¢ Research the needs of residents
¢ Do not know
¢  Give reasons for participation
¢ The scheme should be visible
¢ Beloval to customers
Ward 39
Blank 24
*  Give people respect
*  Use local shops
¢ Give people who buy electricity respect
s Workshops for people to know
*  Give more free rent or electricity
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[BS]

e Advertise more

¢ Regular updaung 1
o Lise services to promote scheme and satisfy ratepayers 1
» Increase paying of bonuses 1
* The Resident to tell people about the residents Programme 1
¢ Provide more discounts on services 1
¢ ANake people happy about services 1
¢ Communicate mote often to all 1

Most respondents felt that The Resident needed to communicate more about the scheme

The management of the scheme was tested with a question where respondents had o suggest as to how

The Resident had to be ideally managed so that everybody would want to be a patt of it.

Ward 11 (n)

Blank 37
¢ Musr give people some presents 1
o Talk about it everywhere 1
¢ Noidea 2
e Regularly visit those who can’t afford to pay 1
¢ Monitoring and Supervision 1

Ward 25

Blank 4
¢ Ensure all winners recetve these benefits 1
* Noidea 3
¢ Appomnt officials in local offices 1
o  Give rewards and benefits 1
¢ Consistent rewards and programitnes 2
¢ Improve marketing 1
*  Deploy officials 1
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¢ Report to ratepayers
¢  No comment

»  Analyse ratepayer needs

Ward 26
Biank 1

¢ Noidea

* Report and monitoring

® Report to ratepayers

¢ Monitoring of benefits

e Effective communication

s  Monitor the scheme -

Ward 27
Blank 26
¢ Give feedback to users
¢ Give more presents
¢ Regular workshops
o Affordable rates
e Give discounts and market them
® More benefits and presents
® By giving more electricity for less
o Use all shops we use everyday
¢ Evenif you earn you less pay (irrelevant)
* Regular checking of payers

o Have representatives in all townships, offices and PO

Ward 29
Blank 37
¢  Give promotonal material when people pay

¢ Call people for some workshops
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Ward 33
Blank 27

¢ Spread the informaton each and everyday
» Put the wusted person to do the job
¢ Be more ditect and personal
o Keep up the hard work
» Monitoring the programme
o Be helpful
o Update people on daily bases
Ward 34
Blank 19
o Talk the talk
» Accessible to all people
- » Communicate a lot
¢ DPersonalise messages
¢ Direct people to campaigns
¢ Do what they are paid to do
* Keep us in touch
¢ Keepitup
o Monitor progress of regular payers
» Put trusted people to manage the project
® Inform people during campaigns
Ward 35
Blank 34
*  Write letters to ratepayers
» Municipal staff and civil servants to inform ratepayers
Ward 36

Keep us informed
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Blank 11

¢ Popularise to people working with it so that they can influence others 3
¢ Promotions and campaigns -
e Make the scheme well known 1
¢ Do not know 2
¢ The scheme needs to represent itself well 1
¢ Tell people why they need it as individuals 1
o The scheme needs more advertising 1
Ward 39
Blank 26
e Meetings 1
¢ Workshops 1
® Let everyone know about it 1
¢ More announcements and advertising 3
e [do not know 1
*  Give more gifts 1
e Announce all winners 1
e Employ good people 1
® To satisfy all the needs of payment 1
® Provide more discounts for rates 1
¢ Congratulate all payers 1
e Try to meet the needs of all 1
® Make people proud by fixing their problems 1

The scheme the respondents advised had to be accessible to all people.

A question was asked “Have you seen the logo of The Resident programme?” To this the respondents

had to answer either yes or no.

Findings
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TABLE 5.61
RECALL OF LOGO OF THE RESIDENT

Al1.8 Ward
11 25 26 27 29 33 34 35 36 39 Total
G744 Have you | Yes n 1 6 7 18 3 13 6 1 14 18 97
seen the logo of %% 400 46.7 529 382 194 306 438 450
) 2.3% 7.5% 30.3%
the Resident %% %% %o %% %% Yo % %%
programme? No i 42 9 8 16 37 21 25 25 18 22 223
Y | 97.7 60.0 53.3 471 925 61.8 80.0 69.4 56.3 55.0
69.7%
%o %o %% %% %o %% % % % %
Tatal N 43 15 15 34 40 34 3 36 32 40 320
% 106.0 | 1000 | 1000 | 1000 | 1000 | 1000 | 1000 | 1000 | 100.0 | 1000 00.0°
100.0%
% % RS %% % Yo %o % % Yo

The majonty of the respondents have not seen the logo. Only 30.3% had seen the logo with 69.7% say-

ing they have not seen the logo

The last question that was asked was “What is the slogan of The Resident programme?” Respondents

had to try and recall the slogan.

Findings on the knowledge of the slogan of “The Resident”

Ward 11 S @)

Blank 37 o
o Its time for the resident S 1
¢ The resident show : | - 1
e Itstime for The Resident . . : 2
e Is Resident time g

Ward 25

Blank 10
® The residents o 1
¢  The resident ' _ 1
e Notsure 2
¢ Do not remember i
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Ward 26
Blank 7
e (Cannot remember

® Just say the resident cash back gold card

e The resident

Ward 27
Blank 19

® City of Tshwane

¢ City of Tshwane Batho Pele caring for people
e Batho Pele

¢ Batho Pele caring for you

e Carng for the people

¢ We care about you

¢ Do not know

e Forgotit

o The City of Tshwane helping people

Ward 29
e Blank /do not know slogan
¢ Its tme for the resident

e The resident show

Ward 33
Blank 32

e ] donot know

e Time for the resident

Ward 34

Blank 28
130
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¢ ] do not know R '

e Inever pay attention to it o
Ward 35
Blank 5 .
* Donotknow = B 29
¢ Forgotit | | o 1
* Not seen 1t yet ' '. : o 1 P
Ward 36
Blank 9
e Do not know/ no idea o : 20
* Forgotit : .. _ i 1 |
Ward 39
Blank 30
¢ Pay services . : -1
e DBetter services for all o 1 o
® Batho Pele we care about you 1
¢ Batho Pele -3
* Better service for all . 4.

The correct slogan 1s “its time for the resident”

Interpretation of the image of “The Resident” programme

The respondents seem to be happy with the card that they own and the benefits that are attached to
The Resident card. There is however suggestion that they may improve the programme by making the
scheme well known through marketing and communication. Respondents indicated that they felt the
scheme was sensitive to the needs of most. The municipal incentive scheme seems to be in a position to

solve problems quickly and as such respondents are proud to be patt of the scheme.
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On the management part most of the responses did not really address the management of the incentive
scheme. Some respondents however did mdicate that the scheme can be best managed by being acces-
sible in local offices closer to the people. The respondents alse cleatly supported the scheme 1n indicat-
mng that 1t effectvely promotes the payment for services. The majonty of the respondents have also not
seen the logo which 1s crucial for identification purposes and building that relagonship with products or

services. The slogan of The Resident 1s cleatly not known by a large number of people

5.9 Conclusion

Introducing something new is not always easy; The Resident programme is no exception. The study in-
dicated that respondents in different wards saw things differently at certain instances. This chapter dealt
extenstvely with both quantitative and qualitative analysis where the questionnaire was analysed, findings
recorded and interpretation given. The issue of advertising the scheme, giving proper benefits, and ren-
dering efficient and affordable services was expressed by the majority of the respendents. The conclud-
ing chapter will indicate if the hypotheses is rejected or accepted and give recommendatons based on
the objectives of the study. Marketing the scheme’s benefits will help increase participation.

Future research may need to touch on why customers that can afford to pay ate not paying. Relation-

ship between services offered and willingness to pay may also need to be investgated.
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Chaprer 6

6.1 Introduction

Payment for services is a challenge now and it may remain a challenge if unemployment persists. In
Soshanguve for example the demographic information indicated that 21.9% of the respondents were
unemploved and 18.3% were pensioners. Students accounted for 14.1% and the 14.1% were self em-
ployed. Only 31.7% indicated that they were employed and the income levels indicated that 47.1% of
the respondents earn between RO — R1 000, These figures clearly showed that the majority of the re-
spondents were struggling to make ends meet hence the responses indicating that the services must be
affordable. The problems of payment for services m not only a challenge for the City of Tshwane but all

maunicipalities are affected by it.

The mam revenue of murnucipalines 1s rased through rates and tanffs and the payment of these rates is
crucial for municipalities to remain sustamable. In answering the call to increase income for the munuci-
pabity The Resident programme was mtroduced to create loyalty among paying ratepayers by rewarding

them cash back rewards, prizes and other additional incentives.

The researcher has already looked at the general introduction of the study in chapter 1, reviewed the
literature 1n chapter 2 and gave the background on the City of Tshwane and The Resident programme
10 chapter 3. The research methodology followed was covered in chapter 4 and chapter 5 looked at the

results and the interpretation of those results.
6.2 Conclusion and Recommmendations

The null hypothesis as stated i the beginning was as follows: The introduction of the payment incen-
tive scheme The Resident has encouraged residential customers of Soshanguve- City of Tshwane Met-
ropolitan Municipality to pay on time.

Alternative hypothests

The introducton of the payment incentive scheme The Resident has not encouraged tesidential cus-

tomers of Soshanguve- City of Tshwane Metropolitan Municipality to pay on dme.
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The objectives of this research were:

To find out if the payment levels have improved as a result of the incentive scheme.

To determine 1f loval payving customers were Joval because of this programme

To determine if there are “new” paying customers that was changed by this programme
To determune the way ratepayers view the scheme

To measure to what extent the incenuves created lovalty in residential customers

To determine if the scheme has been adequately markered

To find out if ratepayers see the benefits of the mcentive scheme

To determine preferred communication channels for future use

A DEMOGRAPHIC INFORMATION

6.2.1 Conclusion

The study found that Soshanguve had more female respondents than men which may mean that there
are more women than men in line with natonal statstics. The majority of the respondents were married
and between the ages of 36 — 50. The respondents, the study found, were literate with 28.2% with ma-
tric and tertiary qualification and the same percentage had matric only. 31.7% respondents were em-
ploved. The unemployed percentage was 21.9% followed by pensioners at 18.3%. While a bigger per-
centage was employed and fauly educated they were eaming very litde. The popular languages that re-

spondents used mosty in their order of priority were Zuly, Tsonga and Northern Sotho.

0.2.2 Recommendations

The Resident campaign should look at segmenting their marketing campaigns so that they reach each
target group effectively. The payment, the study shows, 1s affected by low income levels. The Resident
scheme whilst it encourages payment for services should also be linked with promoting the indigent
policies, for those that simply cannot pay, so that ratepayers can see the caring and sensitive side of the
municipality.

The newspapers as one of the favoured mediums should be used intensely as people share newspapers

after reading and some people make cuttings to refer to at a later date.
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B. THL RESIDENT PROGRAMME

6.2.3 Conclusion

136 of the total of 331 respondents in this open ended question chose not to answer. The no response
from 136 respondents when they were asked to mendon in their own words what they knew about The
Resident programume can be interpreted as that they did not know The Resident programme or did not
know in detail what the scheme entails. All those who have given comments had a good understanding
of what the scheme 1s about.

The closed ended questions on the other hand revealed that on the overall 53, 7 % agree that the

even though The resident programme is known by the majority of the residents 51.5% of the respon-
dents indicated that the scheme is not used by the majority of the residents. The suitability of the
scheme to encourage payment was highly supported by 75.4% of the respondents. The resident pro-
gramme was not visible enough in the media as 65.9% attested to this. Most residents seem to be proud

of this scheme as indicated by 61.3% of the respondents.

6.2.4 Recommendation

The incentive scheme needs to be brought closer to the people in the languages that have been idena-
fied as well spoken in the area. Winnets should be made to become ambassadors of the scheme by nvit-
ing them in the promotional campaigns so that other ratepayers can see in real life that they too could
become winners. The Resident scheme has to become more visible especially at the point of contact
where ratepayers go most of the time to pay their municipal accounts. Frontline staff should be tramed

to ask ratepayers if they have The Resident card so that the association with payment can be increased.

C. MARKETING /ADVERTISING

6.2.5 Conclusion

Around September Soshanguve Community Radio and The Resident management team ran a campaign
hence a higher percentage could recall its advertising in the last twelve months. Ward committees, the
study shows, are involved in promoting the incentive scheme. Pamphlets were used widely in the area
and the recognition paid off. With 72.8% combined scores saying it was unimportant and very unim-

portant to regularly market The Resident programme by means of promotional campaigns. This clearly
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mdicates that while respondents are interested 1y the scheme they do not regard the regular marketing of
the incentive scheme as a prionty. It might be concluded that there might be a general lack of under-
standing of what marketng really is, as the researcher found differing responses to questions that the
researcher believes are related. 52.0% of the respondents had indicated that they were not aware of any
marketing ctforts of The Resident campaign yer 57.6% said they could recall the promotons and adver-

tsing done mn the last twelve months.

The recommendation that was given for the best way to market the payment mcentive scheme, The
Resident in the suburbs was TV, respondents went further and suggested the payment channel DSTV
could be used. This suggests that the general view 1s that people iving in suburbs have money and own
such decoders. There was a link between township dwelless and low mcome group as the recommenda-
ton of the preferred medium was radio for both. This connection between townships and low income
carners 1s true as demographic information suggests that 47.1% of the respondents earn between RO —
R1 000. The radio 1s cheaper for people to own and therefore a useful medium in the townships. Local
merchants were preferred and there are not so many available in the area, this can be a reason why a lot
of people not utdising therr Resident cards. Advertsing and marketng, communication and wmproving
the benefits of The Resident programme was the way the respondent thought could improve the

scheme’s populanty in the open ended questions.
6.2.6 Recommendation

The Resident programme should address the 1ssue of involving more local merchants so that The Resi-
dent programme can be better marketed through such merchants. A radio time slots could be purchased

where The Resident programme will be discussed coupled wath 1ssues of service delivery.

D. COMMUNICATION

6.2.7 Conclusion

As direct communication about The Resident is still not received by most respondents, this may be one
of the reasons why people know little about the incentive scheme. It is intetesting to note that the in-

formation given 1s what 1s expected by most people. The study revealed that the majotity of the respon-
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dents were happy with the content bur the frequency of such communication sull needs to be increased.

The informanon the study reveals 1s needed often enough preferably on a monthly basis.

6.2.8 Recommendation

The Resident programme may need 1o be more visible m communury events. Direct communicadon to
the ratepayers must be done on a2 monthly basis where pertinent information about the resident can be

given. This however must not be done in isolation of the marketing drive suggested above.

E. MERCHANTS /SHOPS

6.2.8 Conclusion

The researcher can conclude that either the respondents do not have The Resident card or merchants
are not available close by as most of the respondents had not used the merchants provided by The

Resident programme. Spar was the most used merchant in Soshanguve.

Accessibility of these merchants was sighted as a challenge. The ratepayers need to be made aware of

these merchants so that they can know them.

6.2.9 Recommendation

Acquiring more merchants closer to the people was identified by the study. Adverusing and making
these merchants visible is crucial as results of the study revealed that most ratepayers do not know these

merchants. The choice of merchants seems to be benefiting the ratepayers.

F.LOYALTY

6.2.10 Conclusion

The majority of the respondents agree that the incentive scheme has motvated them to pay on time
and therefore has made them loyal customers. There was a slight difference between the improvement
and non improvement with 50.5% of the respondents mndicating that their payment record has im-
proved during the past year. This means that non-converted customers are sdll many
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NMost suggestons given by the ratepayers on what the City of Tshwane can do to improve payment for

services hinges on service delivery that 1t needs improvement and that rates should be affordable.
6.2.11 Recommendation

As the margin berween loyal customers and non loyal customers 1s small, there should be 2 communica-
ton drive aimed especially at those that are sdll not converted telling chem about the benefits of being in
the programme. The municipality should also stive to improve service delivery so that the value for
money can be seen by ratepayers. The good prizes offered by the programme may serve as one of the
motivators for ratepayers to stay loyal to the programme as they indicated that they were loyal to the
programme. Looking at wavs to deliver affordable services on the part of the mumcipahity 15 also rec-

ommended.

G. IMAGE

6.2.12 Conclusion

The overall image of The Resident 1s good. The majority of the respondents that own The Resident
card indicated that they were proud to own such a card and happy about the benefits that are attached
to it. There 1s however suggestion that they may need to improve the programme by making the scheme
well known through marketing and comimunication.

Some respondents indicated that the scheme can be best managed by being accessible in local offices
closer to the people. The respondents also cleatly supported the scheme 1 indicating that 1t effecavely
promotes the payment for services. Slogans and logos are visual elements that carry the image of prod-

ucts and services and these are not well known, the study revealed.

6.2.13 Recommendation

The mmage of the programme has to be developed further by entrenching it in the minds of people. The
slogan should underpin all events and it should be repeated mentioned repeatedly on radio so that the
association of the programme with the slogan and logo can take place. The slogan and logo needs to be

visibly displayed in areas where municipal services are offered.

138




6. 3 Achieverment of research objectives

a) To find out if the payment levels have improved as a result of the ncentve scheme.
Results
The researcher believes that the incendve scheme 1s one of the contributors to the success of the pay-
ment levels of the City of Tshwane. Both the City of Tshwane results as well as respondents indicate

that the payment record has mmproved over the year.

b) To deternune if loyal paying customers were loyal because of this programme
Results
The study revealed that 68.7 % of the respondents agreed that the mtroducnion of the payment incen-

ave scheme has, The Resident has resulted in motivating them to pay on time.

¢) To determine if there are “new” paying customers that was changed by this programme
Results
The researcher is of the opinion that there are new paying customers as 50.5% mdicated that the pay-

ment record improved over the past year. The same results given in (b} above are also applicable here,

d} To determine the way ratepayers view the scheme
Results
The researcher believes that the scheme is viewed positively as the majority of the respondents agreed
that it was sensitive to the needs of everybody, 1t was quick to address problems and 1t portrays the mu-

nicipality as caring.

¢} To measure to what extent the incentves created loyalty in residental customers
Results
Both the payment recotrds and motivation to pay improved. The researcher can therefore conclude that
the 50.5% of improved payment record and 68.7% of respondents paying on time is that of loyal cus-

tomers.

£} To determine if the scheme has been adequately marketed

Results
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The researcher behieves the scheme has not been well marketed as 52.0% mdicated that they were not
aware of any marketng efforts of the programme. The poor knowledge of both the slogan and knowl-

edge of the logo attest to that.

g) To find out if ratepayers see the benefits of the incentive scheme

Results

Ratepayers the researcher believes do see the benefits of the scheme as 76.2% respondents mdicated
that it 1s a good scheme to have and believe that the scheme effectvely promotes the payment of ser-

vices.

h) To determine preferred communicatnon channels for future use

Results

The study found out that the preferred communicaton channels in the townships like Soshanguve were
radio, newspapers, TV and meetings. For high income earners 1t was TV, radio and internet. For low
income earners 1t was radio, newspapers and TV. For staff of the municipality 1t was meetings, TV and

posters. For polincians it was meetings, TV and radio.

6.4 Reject or accept the null hypothesis.

The null hvpothesis is accepted.

Future Research

The future research options could include:

The sustamnability of the incentive scheme programmes in government institutions.

Whether the marketing of the scheme’s benefits will increase participation.

Relationship between services offered and willingness to pay.
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QUESTIONNAIRE: INCENTIVE PAYMENT PROGRAMMYE “THE RESIDENT™ AS A
LOYALTY PROGRAMME, MBA UNIVERSITY OF KWA-ZULU NATAL
20006

Please complete this questionnaire for purposes of an investigation into the effectiveness of the
municipal payment incentive scheme, the resident, as a loyalty programme — a case study of the City
of Tshwane Metropolitan Municipality with special emphasis on Soshanguve. This survey 1s purely

for academic research purposes only and responses will be treated with strict confidentiality.

NB Please answer all questions in the following manner:

) Circle pre-codes to choose your answer for each statement.
b) Where a question requires comments write in the space provided.

A BIOGRAPHICAL DETAILS / DEMOGRAPHIC INFORMATION

1.] Gender 1.2 Marital Status
Female -2- | 1 | . Married  -3- 1
| Male 2 | Single 2

1.3 Age

18— 25 -5- ] 36 -50 4

26-30 2 51- 65 5

31-35 3 66 and above 6

1.4 Educational Level ' 1.5 Employment

Below Standard § -6- 1 Unemployed- -7- 1

Below Standard {0 2 Employed 2

With Matric only 3 Pensioner 3

With tertiary qualification 5 Self Employed 4
Student 5

1.6 Income :

R 0 —1000 -8- 1 R 8 001 - 16000 6

R1001-2000 2 R 10 001 - 15 000 7

R2001-4000 3 R 15 001 —20 000 8

R400]1-6000 4 R 21 00] and above 9

R 6 001 — 8 000 [ 5 TRefusal |10

1.7 Language

Afrikaans -9- 1 Southern Sotho 5 Venda 9

English 2 Swazi 6 Xhosa 10

Ndebele 3 Tsonga 7 Zulu li

Northern Sotho 4 Tswana 8 Other 12

1.8 Ward




B THE RESIDENT PROGRAMME

2.1 Please mention what vou know about the incentive scheme programme called The Resident used
by the City of Tshwane?

-10-
22 Do you agree or disagree that The Resident programme is:
STATEMENT AGREE DISAGREE
A scheme well known by the majority of residents -11- 1 P
A scheme used by the majority of ratepavers -12- 1 2
A scheme that ratepayers identify with -13- ] 2
A suitable scheme to encourage ratepayers 1o pay -14- | 2
Not visible/see or hear enough abowt it in the media -15- ] 2
A scheme/loyalty programme that means nothing to me -16- 1 2
A loyalty programme that residents are proud of -17- 1 2
23 Did the introduction of the payment incentive scheme, The Resident, as a lovalty programme
result in motivating you to pay your municipal account timeously?
YES [18- 1 NO DON'T KNOW
24 If ves, in what way? -19-
2.5 If no, why not? -20-
26 Since the establishment of The Resident programme, do you have a more positive or negative
attitude towards payment for services?
Very positive Positive The same Negative Very negative
-21 5 4 | 3 2 1
2.7 If negative, {1, 2) why? ' D2,

C MARKETING/ADVERTISING

3.1 Are you aware of any marketing efforts of The Resident payment incentive scheme?
WES 23-] 1 | NO [ 2
32 Can you recall any advertisements/promotions in the past 12 months promoting the Resident
programme?
[YES 24-] 1 [ NO | 2 ]
3.3 If yes, where you have seen or heard about it, what was the main message of the promotion?
WHERE MAIN MESSAGE
SEEN/HEARD -25- '
Ward committees 1 26-
Radio 2 27-
Newspapers 3 28-
Newsletter 4 29.
Exhibitions 5 30-
Pamphlets 6 31
Posters 7 32-
Other {(mention) 8 33-




34 Were these promotions of any interest 1o you in other words did they previde important
informati , 5 ‘00T 2
information 10 vou about the resident programme’ YES 4. [ [ ~o | 2 1|

35 How important is it to regularly market The Resident programme by ineans of promotional

campaigns?
Very imporiant- Imponant- Average importance Unimportant- Very unimportant-

-35- 3 4 3 2 1

3.6 What is the best way to market the pavment incentive scheme The Resident to the following
market segments?

MARKET SEGMENT BEST MARKETING METHOD
Consumers living in the suburbs -36
Consumers living in the townships -37
Belonging to low income range -38
Belonging to high income range -39
Internal staff of the municipality -40
politicians -4]
3.7 Which merchants/shops should The Resident programme look at?
| Local merchants near the area of residents  -42- 1 [National merchants | 4
Local merchants in Tshwane 2 |Internatiopal merchants 5
Merchants in Gateng ) 3 6
3.8 How could the payment incentive scheme, The Resident, improve its popularity among its users?
43

D COMMUNICATION

4.1 How often do you receive direct communication {other than adverts) from The Resident?
Very often Often - Seldom - Almost never Never |
-44.- 5 4 3 2 ] |

42 (1) Do you agree/disagree with the following statements regarding communication of The Resident
rogrammes

THE INFORMATION IS AGREE DISAGREE
Is sufficient -45- 1 2
Is frequent enough -46- 1 2
Addresses the issues that mostly affect/interestus . . -47- 1 2
Is necessary/important ' -48- 1 2
472 {ii) What type of information do you need The Resident programme to communicate to you?
-49.
4.3 How often do you need it to be communicated?
Monthly More often than monthly Less often than monthly
-50- 1 2 3
4.4 How can the Resident improve its communication to its clients?

5]~




E MERCHANTS/SHOPS
5.1 Have you used any of the attached YES  -52- | 1 [NO P
merchants/shops?
5.2 If yes. which ones and what was your experience in using your card?
-53-/-54-
53 Should The Resident progranime be using these merchants/shops? Explain
IYES  35- | 1 INO | 2 |If “No” comment
-56-
5.4 What are your views generally on these merchants/shops
Statements AGREE | DISAGREE

Easily identified by users -57- 1 2
Accessible to most residents -58- 1 2
Most ratepayers know these merchants -50- 1 2
The ratepayers should be made aware of these merchanis -60- 1 2
Are the merchants listed used by most ratepayers in Tshwane |-61- 1 2
Do selected merchants meet most ratepavers needs -62- 1 2
Do these merchants benefit the ratepayers -63- ] 2
5.5 Recommend any 3 merchants/shops of your choice you would like The Resident to use.
Merchant  64-66-
1.
2.
3.
F LOYALTY

6.1 Do you agree or disagree with the following: - - AGREE DISAGREE

The introduction. of the payment incentive scheme, The Resident, has | -67- 1 2

resulted in motivating me to pay on time
| My payment record has improved during the past vear -08- 1 2
6.2 What should the City of Tshwane do to improve payment for services?

-69-

6.3 Do you think the prizes given prese'htl By The Resident programme are sufficient?

Excellent Good Average Poor | Very Poor Never seen/read about them |
-70- 5 4 3 2 1 & |
G IMAGE
7.1 What feelings are evoked by owning the resident card?

71-




TF
LS

The following statements describe the image of The Resident programme. Do you agree or
disagree with each of these? Any conunents you would like 10 add?

STATEMENT | Agree Disugree COMMENTS

Provides discounts that are helpful 72- 1 2 85
Sensitive to the needs of everybody 73- 1 2 86
Address users needs 74- 1 2 87
Quick to address problems 75- 1 2 88
Easy 10 get your cash back 76- 1 2 g9
Good scheme to have 77- 1 2 90
Locally well-known 78- 1 2 9]
People are proud to be part of the programme  {79- 1 2 92
Effectively promotes the payment of services  |80- 1 2 93
Positively promotes the City of Tshwane 81- 1] 2 94
Portrays the municipality as caring §2- 1 2 95
about ratepavers who meet their obligations

Modern §3- 1 2 96
{On the forefront of loyalty programmes 184- 1 2 97 |
75 a) What should the Resident programme do to improve its image and its acceptability to all

ratepayers?

~08-

73 b) How should the Resident programme be ideally managed to become the loyalty programme that
all ratepayers would like to be part of? Please give your suggestions?

99,

74

7.5

Have you seen the logo of the Resident programine?

What is the slogan of the Resident programme?

[Yes -100- |

1

—ﬁ\‘o{l

THANK YOU FOR YOUR TIME AND INPUT

-101-
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