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ABSTRACT

Present challenges experienced by a globalized and changing world with new forms of doing
business has forced entrepreneurs to change their approach to customers especially given the
prior traditional marketing theory. Current markets have a customer base with increased
demand for more marginal products or services; henceforth, they have created individual
preferences. The general objective of this study was to establish the effect of customer
development strategies on performance of start-up carbon projects; a case of study of
sustainable agriculture Tanzania (SAT). Specifically, it aimed at examining the effect of
business model on Performance of forest carbon projects, examining the effect of customer
service systems on Performance of forest carbon projects, the effect of communication process
on Performance of forest carbon projects, including effect of competitive pricing on
Performance of forest carbon projects. It is anchored on theory of product market fit, start-up
marketing pyramid and cue utilization theory. The study is further supported by the following
models; business model canvas, value proposition canvas and customer development model.
The study used a survey design. The survey collected data and information aimed at identifying
customer development strategies for performance of carbon projects in the start-up carbon
market. The selected population were customers of Sustainable Agriculture Tanzania. They
consisted of companies, partners and individuals who were involved with the carbon offsetting
project or potential clients. Ten companies and fifty individual customers were selected for the
survey. Individual customers were drawn from the current connections developed by
Sustainable Agriculture Tanzania. Primary and secondary data was utilized from various
secondary sources linked to the topic of study and gathered facts and figures from the
questionnaires. The questionnaire comprised of questions relating to the carbon markets for
organizations in the start-up carbon projects. The guantitative data retrieved from the study
was analysed by use of descriptive statistics that included variability, frequency and central
tendency measures. These help provide information regarding the distribution. Measures of
frequency distribution on the other hand document the frequency of scores or records. The
Statistical Package for Social Sciences (SPSS) program was used to analyse the data and output
presented in form of tables, pie charts and bar graphs. The study found out that customer
development strategies in start-up forest carbon projects are central to performance of forest
carbon projects. Playing a part to this performance are particularly the company’s prices,
enhanced innovation and creativity, business management systems, reduction of the time
required for decision-making and improved planning of activities. At the same time, use of IT
data management systems has to a large extent made decision-making process faster. These
aspects generally lead to better management of budgets, efficiency in service provision,
consistent increase in revenue and increased number of customers. Moreover, customer
development strategies lead to customer satisfaction improvement. In conclusion to the
presented findings, communication process and customer service systems have shown to
influence the performance of forest carbon projects. Setting up a tailored business model that
works well with the cost structure of the business and suits project goals has also been visibly
altering the functioning of projects. The strategy implemented on pricing is also seen to promote
customer growth. It is recommended that start-up projects develop relevant pricing strategies
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for their products; especially during their early stages of development in order to differentiate
and grow a viable customer base. Managers should also encourage proper training and
practices when it comes to inter-organizational communication and strategy implementation.
This will ensure every employee works in cohesion towards achieving the projected goals thus
improving performance.
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1. Introduction

Numerous causes for the decline of start-ups outlast their actual numbers Ries (2008). Founders
many a time cherish their ideas a great deal that they overrule validating their beliefs in
practicality, or disregard details that contrast to their idea of the customer needs Blank (2005).
Due to this, there is a risk of wasting resources on what does not appeal to the market (Blank
& Dorf, 2012). The Lean Start-up Methodology literature aims to challenge this through
increased customer input right from the start of product development. The concept of Customer
Discovery is included in Lean Start-up Methodology as acquiring customer feedback and
revising business concepts early in the developmental stages. In most cases, a mission
conceptualized by inclusion of a strategy moves a company. That is; how the company acquires
input on the market so as to cater to the needs of the market, which is normally tackled through
a built portfolio of the product adjusted constantly as per generated revenue streams.

Conversely, a start-up does not pose as an established and operating organization. They are
ventures that deal with transformations. There is still work towards institutionalization of
functional structures and processes. Also, focus is directed towards a developed market segment
with an attractive product Blank (2012). Many young establishments stagnate (Mullins &
Komisar 2009, Crowne 2002) because of wasting resources creating an insatiable product. Only
about 2% of brand-new ideas survive, meaning the rest lack to flourish as they exclude a
procedure for examining the set frameworks (Blank & Dorf, 2012). In return, it brings about
insufficient resources and a lack of product and financial feasibility testing. Realizing that it is
incumbent to respond, organizations rapidly switched older product responsive approaches and
focused more on developing their customers (Blank & Dorf, 2012). Regimented operations
focus on building products efficiently, these methods may offer product-based solutions but
lack a focus on what is required by the market (Bosch et al., 2013). The dilemma on what
customers require arises when start-ups fail to find solutions on customer needs, this is
immediately associated with absence of focus on customer centric solutions earlier on in the
business. (Eisenmann, Ries, & Dillard 2012). In regard, many companies have embraced the
Lean Start-up Methodology (LSM) as it is found to be a wholly procedure to tackling numerous
variabilities linked to start-ups. (Harb, Noteboom, & Sarnikar 2015). The methodology is clear
on cutting losses and building value for customers, done right from the inception of a company
Blank (2013). Lean start-up is a construct used to develop ventures and their products in order
to minimalize the cycle of product development and develop a viable business model.
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Sustainable Agriculture Tanzania (SAT) is a non-governmental organization based in
Morogoro, Tanzania. Established in 2011, its aim is to address the social and environmental
problems linked to unsustainable agricultural practices in Tanzania. The result of these
untenable uses of land has often led to land degradation, pollution, climate change, wasteful
water use, land conversion and habitat loss. Continued use of such unsustainable practices
threatens the environmental sustainability with reduction of function within ecosystems and
ultimately, undermining nutritional and health value of food. One of the approaches that SAT
has taken in promoting environmental sustainability has been the introduction of its project-
FairCarbon4Us. SAT initiated FairCarbon4Us in 2016, a carbon sequestration scheme that
involves small-scale farmers in the planting of trees. So far, 100 farmers have been enrolled
through this initiative, with more than 8,900 trees being planted. Still a start-up, SAT’s future
plans are to broaden its activities further into reforestation, afforestation and forest protection
through the help of such farmers. The solutions provided under FairCarbon4Us are in form of
three projects which include; Food Forest, Agroforestry and Bio char and Spicy Carbon.

The Food Forest Project involves the planting of fruit trees and other types of trees in sections
that are not utilized for farming. The farmers are divided into groups and presented with trees
from the established tree nurseries organized by SAT. During the period of tree planting and
management, the farmers receive payments that last over a period of 5-8 years. Their progress
during the project is monitored by the farmer group and validated by SAT team and depending
on their performance, they are equally rewarded. Agroforestry involves planting of trees or
shrubs alongside, around and among crops or pasture. The Agroforestry and Bio char Project
to be initiated by SAT will include dispersed intercropping and boundary planting. The
intercropping system will provide biomass from pruning, which will be utilized in the
production of bio briquettes to offer an alternative for managing deforestation. The other
initiative under FairCarbon4Us is The Spicy Carbon Project, a project that deals with spice
producers in the Uluguru Mountains to help reduce deforestation and promote reforestation
practices. The farmers will help protect the mountain slopes from erosion and at the same time
practice reforestation.

2. Statement of the Problem

Current research relevant to customer development strategies indicates a positive impact on the
potential of its application to the corporate environment. Developed by Silicon Valley
entrepreneurs, it has indicated the ability to withstand other business development applications
mainly due to the flexibility of its processes and testing. The problem however comes to play
in the way companies approach the process; principally in trying to categorize all the possible
variables at play making the process lag on and crippling the capacity to make a timely move.
Poor knowledge on the unique product offering is still a problem for performance of start-ups.
Securing relations with resource providers such as customers, employees and suppliers also
represents a crucial problem (Bhide, 2000). Given the perspective of resource providers, it
indicates a greater risk with dealing with new firms as opposed to established companies. This
is due to the factors in the macro environment such as; inflation, spending, technological
changes and social conditions. Start-ups can be able to reduce these risks by being adaptive,
flexible and alert to opportunity.

A deeper understanding on customer development strategy is required by both management and
employees of start-up projects; this will enable them to concentrate on information relevant to
the company’s goals and enable them to test those ideas in the market. The knowledge gap and
lack of information caused by cognitive bias means ventures need to listen more to customers
and gain more input on how to stay relevant. This is necessary for creating systems that assist
organizations in forecasting their short-term, current and long-term strategies when it comes to

51
www.ijcab.org


http://www.ijcab.org/
https://www.ijcab.org/

International  Journal of Business Management, Entrepreneurship and  Innovation,
Volume 3, Issue 1, 2021, PP 49-64, ISSN 2707-8027
JCAB

building and developing customers for start-ups. In his book, Steve Blank (2003) translates
customer development into four major stages; the first entails finding out if there are any
problems connected to the product. What follows is finding out what customers are willing to
pay for it and finally the organization begins to increase production and construct the business.
All these processes need reliable communication networks, feasible business models, relevant
customer service and pricing. In the research, focus is on knowing more about how these
variables influence the performance of carbon start-up projects.

Early streams of research investigate the building blocks of business models and the correlation
of its various aspects, (Demil & Lecocq, 2010; Teece, 2010; Zott et al., 2011). Researchers have
also corroborated change of business models to assure growth and relevance amongst
incumbent firms, (Chesbrough, 2007; Santos et al., 2009). This was established through an
analysis of successful examples of innovative models. A good example of customer
development is in retail markets; Tesco’s launch of its club card has been exerted to keep
customers and grow Tesco’s value. Similarly, Kenyan retail chain Tuskys has its reward card
that enables customers to gain points and get rewarded for how frequently they shop at Tuskys.
Another strategy for customer development is how mobile networks create flexibility in pricing
network services e.g. bundles. They also supplement this by using innovative approaches by
penetrating the consumer market through offering extra services and gadgets as a mode of
diversification (Lawrence & Francis, 2009). Given the application of new products and services
to existing customers; their needs, wants, and purchasing behaviours are to be contemplated
early on in growing new products and services. Contrary, the initial stages for entrepreneurs do
not have such stock of information. This research therefore set out to find the effect of customer
development strategies on performance of start-up carbon projects with focus on Sustainable
Agriculture Tanzania (SAT).

3. Objectives of the Study

The general objective of this study is to establish the effect of customer development strategies
on performance of start-up carbon projects; a case of study of sustainable agriculture Tanzania
(sat).

The research had the following specific objectives:

i.  Toexamine the influence of business model on performance of start-up carbon projects.

i. To examine the influence of customer service systems on performance of start-up
carbon projects.

ii. To determine the influence of communication process on performance of start-up
carbon projects.

iii.  To establish the influence of competitive pricing strategies on performance of start-up
carbon projects.

4. Theoretical Review
This research was guided by the theory of product market fit and cue utilization theory.
4.1 Theory of Product Market Fit

Andreesen (2007) asserts that great variation in accomplishment, competition and diversity is
observed in the broad range of start-ups. He mentions that teams, products and markets are core
concepts that need to be examined in order to effectively understand product/market fit.
Product/Market fit begins by using customer lifecycle conversion metrics namely; activation
and retention. These two key metrics make up the value metrics however keeping customers
coming is the ultimate validation as when it comes to making payments on purchases this may
have been done by another party (Maurya, 2012). In conclusion, profits result from acquiring
the Product/Market fit. Maurya, (2012) commends use of an iteration framework to determine
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Product/Market fit. One metric for determining product/market fit is if at least forty percent of
surveyed customers show that they would be “very disappointed” if they do not have access to
the product or service. Sean Ellis is noted to have familiarized this approach after examining
many start-ups. Raul VVohra of Superhuman has initiated a survey-based model based on the
forty percent rule to assist post-launch start-ups test and optimize this metric. This theory will
therefore enable the researcher and also provide an understanding on how product and price
influence the business model thereby helping improve its performance.

4.2 Cue Utilization Theory

Easterbrook’s cue utilization theory was developed to collect information on how various cues
form perceptions. The theory suggests that products and services are composed of several cues
that indicate product or service quality. Proposing that cues are brought about by two different
states of predictive and confidence values. Predictive value involves a customer’s ability to
determine product quality by observing its cues whilst the confidence value is determinant on
the customer’s ability to use and judge cues differently. A study carried out by Nazlida
Muhamad & Vai Leong (2013) on the measurement of perceived quality on Asian brands of
cars found that customers not only perceive quality as branding, but maintenance costs among
other features as determinants of quality. After sales support was also identified as an aspect of
quality. Predictive and confidence values are further broken into intrinsic and extrinsic cues.
Intrinsic cues inform on physical characteristics of products or services whilst extrinsic cues
assist customers in determining quality as they inform on brand and pricing. Product familiarity
is found to relate to cue utilization in product evaluation. It was generally inferred that, when
price is the only cue, customers value the higher cost product (Tull, Boring and Gonsior, 1964;
McConnell, 1968). However, when associated with other cues, analysis ensues (Andrews &
Valenzi 1970; Jacoby, Olson and Haddock, 1971). The cue utilization theory will be used to
find the impact of competitive pricing on performance.

5. Empirical Review

Assessment was based on prior research performed on customer attributes, product needs, and
the price needs.

5.1 Business Model

In the value proposition canvas, price and product attributes play a key role in testing customer
satisfaction. Pricing in the business model reflects on how businesses make and save money
while the product attributes is most relevant to solving consumer problems. Kotler and
Armstrong (2010) define a product as whatever is offered to the market to satisfy the consumers.
“They are all attributes that can influence customer choice,” (Mohammad, Wang and Sunayya,
2012). Analyses support the effect of product influences on a company’s performance (Kazem
and Heijden, 2006). It is therefore required of the firm to have the initiative and effective plan
to consistently meet and surpass the value they create for its customers, (Cavusgil and Zou,
2009). All inclusive, studies by Albaum Johnson, and McCullough, (2007) found that the
representation of a product and its style has a positive influence on firm performance. Other
research carried out in international markets on association of product brilliance and company
potential found a positive correlation, (Terpstra and Sarathy, 2007). Businesses that offer high-
quality products/services increase the value associated with customer performance. Research
studies conducted in Europe also show the beneficial influence and correlation of a product’s
quality on sales performance.

According to Leonidou, Hult, and Thomas, (2002) increasing sales performance can be
achieved through product adaptation (spreading administrative and export costs over a number
of products) and serving multiple customer markets and segments, (Beamish and Munro, 2009).

53
www.ijcab.org


http://www.ijcab.org/
https://www.ijcab.org/

International  Journal of Business Management, Entrepreneurship and  Innovation,
Volume 3, Issue 1, 2021, PP 49-64, ISSN 2707-8027
JCAB

Exports however provide a narrow range in products as compared to domestic markets due to
a number of challenges including high costs of operation connected to international operations,
(Albaum Johnson & McCullough, 2007). Price is the charge as a result of processing, marketing
and availing a product, (Kotler, 2007). On the other hand, Zeithaml (2008) views price as a cue
that influences consumer views on product value. Price is also viewed as the real or estimated
worth of a product (Kotler et al., 2003). There is identified correlation between price, and
company performance (Colpan, 2006; Dooleet et al., 2006; Owomoyela et al., 2013). This
shows how it plays a significant role in product/service marketability.

5.2 Customer Service Systems

Customer Service Systems serve as technological and organizational networks that assist in
service provision and satisfying customer needs. Jorge (2015) views service systems as a
composition of elements such as people, tools, facilities and computer programs that have
structure, behaviour and a purpose or goal. Technology is deeply rooted in user experience.
According to studies done in the service industry, the intent behind experience design has been
to generate captivating customer experience on every aspect of customer interaction. It affects
both customer interactions and future behaviour. During the analysis of the impacts of
technology it was found that implementing strategies that foster technology and its innovation
have stirred companies to attract new customers (Zahra, 1996; Zahra & Bogner, 2000; Cooper,
2000; Sofuoglu et al. 2007; Liu & Tsai, 2007). However, technological development does not
ascertain success without satisfactory communication and cooperation. Internal cooperation
and teamwork within the organization is also needed. Huawei has developed rapidly in the high
tech sectors such as telecommunications, intelligence, IT equipment and solutions. Serving
regions worldwide, it insists on creating value for customers. Lenovo is also known for highly
innovative technology. In China, its range of extensive products has met the diverse needs of
users leading to Lenovo being ranked as the first for eight consecutive years. Huawei and
Lenovo have been leading in the speed of product development and market response. As per
encoded data, customer knowledge management has played a significant role in identifying
customer needs and design optimization.

5.3 Communications Process

Communication is a delivery of information amongst people, that is understood and acted upon
(Obamiro, 2008). It is very central to human activity and thus the basis of everything. In
organizations, communication involves a structure of networks that link administrators to staff
(internal) and external communication disseminated to customers, suppliers and creditors
(external). Several studies emphasize on the impact of communication on performance
(Garnelt, Marlowe & Pandley, 2008; Pandley & Garnelt, 2006). Oyetunde & Oladejo, (2012)
in “a study of communication approach and firm performance appraisal of Nigerian bottling
company; Coca Cola” validated the relationship between communication and efficiency in
performance. They also suggested a need for improvement if management embraces proper
communication. Kukule (2012) on his research on internal communication points to the need
for employee communication. According to research done on 100 manufacturing companies in
Nigeria on the influence of business communication practices, the findings determined that, the
proportionality of companies incorporating productive work communications affects
performance on; sales, satisfaction, quality of goods and services. Ebarefimia, Ahmed, Ganiyat
& Rashdidat (2012).

5.4 Competitive Pricing Strategy

Competitive pricing involves choosing relevant price points to take advantage of what
competitors offer. Price is one of the fundamental components when it comes to creating
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marketing strategies. It is one of the cues that consumers notice first and one of the deciding
factors when it comes to purchase. Recent studies (Canina & Enz, 2008) concerning
competitive pricing centred on price changes between various hotels in the United States and
their competitors. The comprehensive study indicated higher gains for higher pricing as
opposed to discounting to undercut competitors. A study done on the differences of offers from
a large German automobile manufacturer tested perceived customer satisfaction as a result of
price bundling. In all cases, prior owners seeking for a substitution were approached and asked
to evaluate an offer. The offers were differentiated among three levels of price bundling. The
findings of the research indicated that among price discount conditions, the pattern related to
satisfaction, likelihood of recommending and likelihood of repurchasing variables; the
completely de-bundled price discounts indicated higher evaluations (Johnson, Herrmann &
Bauer, 1999).

6. Conceptual Framework

Independent Variables

Business Model
a) Price
b) Innovation& creativity
c) Cost management

Dependent Variable

A 4

Customer Service systems Performance
a) Accessibility & a) Efficiency
availability > b) Number of Customers
b) Flexibility c) Revenue growth
c) Reliability & response
time >

d) System integration

e) Multi-project capability
f) Querying ease

g) Technology

Communication Process
a) Planning
b) Reduced time
c) Task & schedule slippage
d) Project view

A\ 4

Competitive Pricing Strategy
a) Premium pricing
b) Discounts

\ 4

Figure 2.1: Conceptual Framework
Researcher (2021)
7. Research Methodology

Survey methodology was applied for the research. The population of the study was 200 being
167 individual customers and 33 companies and organizations. Individual customers were
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drawn from the current connections developed by Sustainable Agriculture Tanzania. The
applied method for extrapolating a representative sample was stratified random sampling
method in view of its homogeneity. Since selected groups of study are huge and there is a limit
of time and resource, a minimum of 30% sampling is proposed by Mugenda & Mugenda (2003).
The study consequently used 60 respondents drawing 10 companies plus organizations and 50
individual customers. The respondents of the companies consisted of the CEO or any one senior
manager conversant and other members with details of their respective organization inclusive
of customers. The reason for picking three people per organization is because of the small
population of companies, twenty-one companies involved. The study also sampled 50
individual customers and therefore the total sampled size was 60.

Data collection was done through questionnaires with both structured and unstructured
questions utilised in collecting primary data. It contained questions relating to the carbon
markets for organizations in the start-up carbon projects. The questionnaire also had likert
scales of 1 to 5 to gauge the perception of the respondents regarding the issues they were being
interviewed on. The questionnaire was administered mainly by the researcher and her assistant
then collected later. The primary data submitted by questionnaires was analyzed on excel to
find out existing correlation. Multivariate regression was employed to ascertain if a collection
of variables forecast a stated dependent variable. Mugenda and Mugenda, (2003) recorded
numerous efforts to ascertain whether a collection of variables forecast a specified dependent
variable.

8. Data Analysis Results

Inferential statistics were given using correlation coefficient, coefficient of determination (R-
Square), analysis of variance as well as regression coefficients. Test for autocorrelation was
also conducted.

Table 1: Correlation Coefficients for Variables Relationship

Customer
Business service Communicati Competitive pricing
model systems on process strategy
Business model 1 0.467 0.467 0.467
Customer service
systems 0.467 1 0.655 0.772
Communication
process 0.509 0.655 1 0.677
Competitive pricing
strategy 0.467 0.772 0.677 1
Survey data (2020)

The highest correlation was found between customer service systems and competitive pricing
strategy with a correlation coefficient of 0.772. Other major correlations were between
communication process and competitive pricing strategy (0.677), communication process and
customer service systems (0.655) as well as business model and communication process.
Table 2: Coefficient of Determination (R?)

Change Statistics

Adjusted  Std. Error of F Sig. F Durbin-
R R? R? the Estimate R2Change Change dfl df2 Change Watson
.852 726 .702 14601 726 30.402 4 46 .000 1.970
Survey data (2020)
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Results in Table 2 show a significant prediction given that p-Value = 0.000<0.05 when dfl =4
and df2 46 at 5% significant level. The researcher tested for autocorrelation using Durbin
Watson statistic.

Normality is gauged at values of 1.5-2.5. Interest begins to show for those values under 1 or
above 3,” (Field,2009). According to this study, Durbin Watson statistic was 1.970 which falls
within the relatively-normal range and therefore there was no indication of autocorrelation in
the residuals from a regression analysis.

Table 3: Analysis of Variance (ANOVA)

Sum of Mean

Squares Df Square F Sig.
Regression 2.593 4 .648 30.402 .000
Residual 981 46 .021
Total 3.573 50

a. Predictors: (Constant), business model, customer service systems, communication process,
competitive pricing strategy
b. Dependent Variable: Performance of Forest Carbon Projects

Survey data (2020)

As shown in Table 3, F-Calculated (4, 46) = 30.402>F-Critical (4, 46) = 2.758 at 2-tail test and
95% confidence level. Results also show p-Value = 0.000 < 0.05. It corroborates at composite
level, the predictors (business model, customer service systems, communication process, and
competitive pricing strategy) significantly influence performance of forest carbon projects.
Table 4: Regression Coefficients

Unstandardized Coefficients Standardized Coefficients

B Std. Error Beta t Sig.
(Constant) 681 240 2.841 .007
Business Model .180 .067 254 2,707 .009
Customer Service System 210 .068 379  3.105 .003
Communication Process .306 077 336 3.963 .000
Competitive Pricing Strategy .076 .049 180 1541 .030
a. Dependent Variable: Performance of forest carbon projects

Survey data (2020)

Findings as shown in Table 4 express that, when business model, customer service systems,
communication process, and competitive pricing strategy are individually increased by one unit,
performance of forest carbon projects would increase by 0.180, 0.210, 0.306, and 0.076 units
respectively. The opposite is also true. When all the explanatory variables are held constant,
performance of forest carbon projects will remain at 0.681 out of 5 scores. This indicates that
business model, customer service systems, communication process, and competitive pricing
strategy all significantly influence performance of forest carbon projects given p-Value <0.05
for each. R-Square of 0.726 with the standard error of estimate being 0.146. This implies that
collectively, business model, customer service systems, communication process, and
competitive pricing strategy explain changed performance of forest carbon projects up to 72.6
percent. This can be summarized by the following model: Y = 0.681 + 0.180X; + 210X, +
0.306X5; + 0.076X, where Y = performance of forest carbon projects and X are the
explanatory variables.

The findings are in line with Blank and Dorf (2012) argument that; for desired performance to
be achieved, there is need for an effective, contemporary and customer-centric development
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strategy that primarily needs a repetitive process of ‘building and evaluating’ products.
Evidently, agile procedures target efficiency-based approaches rather than promotion of
product enhancement thinking (Bosch et al., 2013). This can easily be achieved through value
creation using various methods utilized by a company to create benefits in the chain including
creation of value, distribution and development of complementary assets and market strategies,
(Chesbrough, 2009).

9. Conclusions

In conclusion, customer development strategies in start-up forest carbon projects are important
for performance. Contributing to this performance are particularly the company’s prices,
enhanced innovation and creativity, business management system, reduction of the time
required for decision-making, and improved planning of activities. At the same time, use of IT
data management systems has to a large extent made the decision-making process faster. These
aspects generally lead to better management of budgets, efficiency in service provision,
consistent increase in revenue and increased number of customers. Moreover, customer
development strategies lead to improvement in customer satisfaction. The highest correlation
was found between customer service systems and competitive pricing strategy with a
correlation coefficient of 0.772. Other major correlations were between communication process
and competitive pricing strategy (0.677), communication process and customer service systems
(0.655) as well as business model and communication process.

10. Recommendations

The researcher gives the following recommendations: Start-up carbon projects should be keen
on employing business models that are effective in their relationships and that allow expression
of a company's logic for earning money. Customer service systems are key in ensuring that
customers are served with diligence and their requirements managed effectively. Organizations
and especially those in start-up carbon projects should ensure they install relevant and effective
customer service systems. Organizations should adopt a sustainable pricing strategy that would
give start-up carbon projects a competitive edge plus promote customer growth and satisfaction.
Use of IT data management systems has to a large extent made decision-making processes
faster. These aspects generally lead to; better management of budgets, efficiency in service
provision, consistent increase in revenue and increased number of customers. Moreover,
customer development strategies lead to improvement in customer satisfaction.
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