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Methodology

Dates of fieldwork 05th - 22nd September 2015
Sample size 1,836 (Tanzania Mainland Only)
Sampling Methodology Random, Multi-stage stratified using PPS (proportionate to

population size)

Population Universe Tanzanian adults, aged 18 and above living in Urban and Rural
areas (All 25 regions covered)

Data Collection Methodology Face-to-Face interviews at the household level

Sampling Error +/-2.3% with a 95% confidence level
(Note: Higher error-margins for sub-samples)

Interview Languages English, Swahili

3 © 2015 Ipsos. GAME CHANGERS @



Quality Control Measures Ipsos Public Affairs

Ipsos employs quality control measures to ensure the highest possible integrity of obtained results/data
* For at least 20% of the interviews, a supervisor is present throughout

* Field manager visit at least 15% of the respondents in the sample at their households to confirm the interviews (i.e.

back-checking).

e After the interview data are electronically transmitted to the Ipsos Server: an independent team then makes random
phone calls to 40% of the respondents to confirm that the interviews were conducted with the said respondents (i.e.,

telephonic back-checks).

* Mobile Data Collection Platform captures GPS location (latitudes and longitudes) of interviews conducted to verify

the locations of the interviewers in the field.

* Logical data checks are made on selected questionnaire entries to ensure conformity to the sample’s statistical

Pa rameters.
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DEMOGRAPHIC PROFILE
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Sample Frame statistics

Population census 2012 Adults

Ipsos Public Affairs

Region *Weighted data % (18 yrs +) %

Arusha 74 4% 874,975 4%
Dar es Salaam 229 12% 2,715,888 12%
Dodoma 86 5% 1,014,173 5%
Geita 63 3% 748,609 3%
Iringa 41 2% 485,597 2%
Kagera 95 5% 1,130,783 5%
Katavi 21 1% 251,099 1%
Kigoma 81 4% 955,816 4%
Kilimanjaro 76 4% 903,539 4%
Lindi 40 2% 479,914 2%
Manyara 56 3% 667,616 3%
Mara 65 4% 773,588 4%
Mbeya 115 6% 1,368,074 6%
Morogoro 99 5% 1,171,172 5%
Mtwara 60 3% 716,083 3%
Mwanza 110 6% 1,299,896 6%
Njombe 31 2% 362,735 2%
Pwani 50 3% 597,136 3%
Rukwa 37 2% 437,820 2%
Ruvuma 59 3% 703,739 3%
Shinyanga 60 3% 705,925 3%
Simiyu 56 3% 669,069 3%
Singida 55 3% 647,206 3%
Tabora © 2015 Ipsos. 88 5% 1,040,968 5%
Tanga 88 5% 1,037,415 5%
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Sample demographics

Ipsos Public Affairs

67%

Urban / Rural

Rural
M Urban

7 SR Base: All respondents n=1836

Gender

B Female

m Male

W45+
19.30% 35-44
25 - 34

28.10%
m18-24
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Highest Level of Education and Employment status

Ipsos Public Affairs

Advanced degree 1%

University completed I 2%

Some university | 1%

Technical training after secondary 2%

Secondary completed

Some secondary

Primary completed

Some primary

None

53%

Housewife

Employed formal sector

Employed informal sector
Retired/pensioner

Student

Self-employed/running own business
Unemployed looking for work
Unemployed not looking for work
Casual laborer

Farmer

Others

41%

8 © 2015 Ipsos.

Base: All respondents n=1836

GAME CHANGERS E



“Generally, what would you say are the most serious problems
facing [TANZANIA] today?” (Multiple Response)

Price of food, fuel, cost of living, poverty 40%
Health 36%
Food/ Hunger/Farming 35%
Water 34%
Education

Electricity, Roads, Housing
Jobs / Unemployment
Domestic corruption/bribery
Political institutions

Climate change / environment

Human rights
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Perceptions on poverty: “Is there any poverty in this
area/locality?”

M YES ENO m No Answer B Don’t Know

93% 89% 95%

5% 0% 1%

0%

Ipsos Public Affairs

1%

Total Urban Rural
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Perceptions on poverty: “What are main things that could be

done to reduce poverty in your locality?” (Multiple Response) Ipsos Public Affairs

Infrastructure (roads, water, electricity) 64%
Human health

Education

Agriculture/livestock

Employment opportunities

Governance (anti-corruption, policies, good leadership)
Provision of loans

Security

Family planning

Introduction of projects to enhance citizens lives

Availability/Access of market and commerical areas

Correct planning of the crop price for the farmers

Improving communication network 1%
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TRUST ON DELIVERY BY
POLITICAL PARTIES AND

AFFILIATION
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“How much do you trust Chadema /CCM to handle each of the |05 public Affairs
following issues?”
“Incase they are in power after the election”

% Saying Trust completely / Trust a lot

Chadema m CCM

. . 26%
Managing roads and infrastructure — 44%

Managing /Reducing corruption - Z%Z/:%)
. —— 25%
N el S 38%
. 25%
MmN W Sy | 36%
. . 27%
i e o O o S 39%
. 27%
Mg P e S NS 38%

(0]
Managing the economy _W’ 42%
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Proportion of those who have made decision on political party

and presidential candidate

Ipsos Public Affairs

- N I
Those who have/have not decided who Those who do/do not support any
they will vote for political party
Have not
made a
Not made a decisi
decision / ecision,
22%
No Answer,
27%
Those who Those wh
have/have state they
not decided do/do not
whom to support any
vote for, political
73% party, 78%
. /
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“Which political party do you feel closest to, if any?” Ipsos Public Affairs

i 60%

- 1% 1% 4%
V \c) (\QJ
o@& Sl W

EE Rl Base: “Who state they do/do not support any political party” n= 1442 GAME CHANGERS E




“Which political party do you feel closest to, if any?”

i Ipsos Public Affairs
Support for the 2 top parties by Urban / Rural and Gender

H CCM m CHADEMA

69%

Total Male Female Urban Rural
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“Which political party do you feel closest to, if any?”

i Ipsos Public Affairs
Support for the 2 top parties by Age

H CCM m CHADEMA
- 73%

Total 18 - 24 25-34 35-44 45+
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PREFERENCE ON

PRESIDENTIAL CANDIDATE
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“If the election was to be held today, which candidate would you Ipsos Public Affairs
vote for the position of President?”

61.6%

7 30.8%
} 7.3%
0.3% I
DR. John Pombe Edward Lowassa Anna Mugwira Will not vote for any

Magufuli
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“If the election was to be held today, which candidate would
you vote for the position of President?”
By Gender and Setting (Urban / Rural)

Ipsos Public Affairs

B DR. John Pombe Magufuli B Edward Lowassa
B Anna Mugwira ® Will not vote for any
61.6% 66.6% 59,79 62.5%

Total Male Female Urban Rural
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“If the election was to be held today, which candidate would you

it : I Public Affai
vote for the position of President?” P30S FUbhc Hllalts

By Age
M Dr. John Pombe Magufuli m Edward Lowassa
® Anna Mugwira Will not vote for any
i 73.5%
61.6% 54.9% 57.4% 61.9%
o,
0.8% 5.7% 34.5% 32.0%
7.3% 6.2% 7.8% .89
0.3% . 03% " 0.3% - 0.4% >3
I I I I
Total 18 - 24 25-34 35-44 45+
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“How likely is it that you will change your mind about who to Ipsos Public Affairs
vote for between now and election day? Would you say it is...?”

Very unlikely 70%
Somewhat unlikely
Neither likely nor unlikely
Somewhat likely

Very likely

Don’t know

No Answer
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Contacts

DR TOM WOLF

Research Analyst

¢ tpwolf1944@gmail.com
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Charles Makau

Ipsos Tanzania

= Charles.Makau@ipsos.com

twitter.com/ipsostanzania
facebook.com/ipsostanzania
WWW.IpS0S.CO0.tz
WWW.ipS0S.com
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®
AGGREY ORIWO
Ipsos East Africa Cluster

B aggrey.oriwo@ipsos.com
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ABOUT IPSOS

Ipsos ranks third in the global research industry. With a
strong presence in 87 countries, Ipsos employs more
than 16,000 people and has the ability to conduct
research programs in more than 100 countries. Founded
in France in 1975, Ipsos is controlled and managed by
research professionals. They have built a solid Group
around a multi-specialist positioning — Media and
advertising research; Marketing research; Client and
employee relationship management; Opinion & social
research; Mobile, Online, Offline data collection and
delivery.

Ipsos is listed on Eurolist - NYSE-Euronext. The company
is part of the SBF 120 and the Mid-60 index and is
eligible for the Deferred Settlement Service (SRD).

WWW.ipsos.com
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At Ipsos we are passionately curious about people, markets, brands and
society. We deliver information and analysis that makes our complex
world easier and faster to navigate and inspires our clients to make
smarter decisions.

We believe that our work is important. Security, simplicity, speed and
substance applies to everything we do.

Through specialisation, we offer our clients a unique depth of
knowledge and expertise. Learning from different experiences gives us
perspective and inspires us to boldly call things into question, to be
creative.

By nurturing a culture of collaboration and curiosity, we attract the
highest calibre of people who have the ability and desire to influence

and shape the future.

“GAME CHANGERS” - our tagline - summarises our ambition.
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