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ABSTRACT 

This study aimed at assessing the use of social networks in SMEs in Tanzania. The 

main objective of the study was to assess the use of social networks among SMEs in 

Tanzania- As survey of selected SMEs in Dar es salaam Specifically the study 

focused on three specific objectives which were to identify the benefits of using 

social network on the SMEs in Tanzania, to identify the challenges of using social 

network on the SMEs in Tanzania and to determine the adoption process of social 

network on the SMEs in Tanzania. 

The study used questionnaire method in collecting primary data, with the sample size 

of 79 SMEs located in Dar es Salaam. The study findings show that the use of social 

networks by SMEs associated with benefits such as increase in market effectiveness, 

customer satisfaction and Improve communication with business partners. Also the 

findings show that   Concern on security Confidentiality and authentication of data, 

there is high frequency of network breakdown, Concerns government regulations on 

social media, Incompliance with business culture, Lack of platforms to communicate 

with business partners were identified challenges of the use of social networks by 

SMEs. Further the finding revealed that frequent of social networks, number of 

social networks used by SMEs, organization and technological factors were among 

the adoption factors for the use of social networks by SMEs. 

Challenges facing social network usage should be overcome. To overcome such 

challenges SMEs should comply with the rules and government regulations 

especially those related with social media and online transactions, used of online 

security software’s and systems such as antivirus to protect against loss of data, 

backup system should be introduced, consultation with IT specialists in case of any 

problem and usage of social network should be include into SMEs culture. 

Further the study recommended that identified and proposed factors for the adoption 

of social network usage by SMEs should be utilized effectively with the aid of 

theories  
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CHAPTER ONE 

INTRODUCTION TO THE STUDY 

1.1 Introduction 

On this chapter researcher will present background information to the problem, 

statement of the problem, research objectives, research questions, significance of the 

study, limitations of the study, delimitations of the study and organizations of the 

study. 

 

1.2 Background of the study 

Not long ago the ICT development experienced web 2.0 technologies. The increase 

of web 2.0 technologies associated with the emerging of other social networks which 

were adopted in organization environment (Vásquez & Escamilla, 2014).  

Most organizations were initially focused on internal social media than external 

social media. Later on they realized the important of using external social media as it 

was for the internal social media. The use of external social media help organization 

to create potential and valued customers meantime work productivity increases. The 

main concern was to incorporate the use of social media on organization culture, 

norms values (Abzari, Ghassemi, & Vosta, 2014). 

The 21st century has brought both opportunities and challenges in our global, 

boundary less world. Importantly, managers face a dynamic and interconnected 

international environment. As such, 21st century managers need to consider the many 

opportunities and threats that Web 2.0, social media, and creative consumers present 

and the resulting respective shifts in loci of activity, power, and value. To help 

managers understand this new dispensation, we propose five axioms(Yan & Musika, 

2018). 

In the recent decades, various studies have been led by government and policy 

makers, academicians, and business experts to research the sorts of business issues 

experienced by SMEs. A significant number of the examinations ready to recognize 

not just the kinds of issues private company face, yet in addition the overall 
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importance of these issues. In Malaysia, the issues looked by SMEs are the absence 

of offers and promoting to the utilization of innovation in their task. SMEs has 

uniqueness with restricted assets, capital, human and innovation. There likewise has 

been an examination on the variables instigating SMEs to present data innovation. 

Contrasted with bigger company, most SMEs particularly the recently risen one saw 

the obstructions of actualizing IT into their business activities as costly activity, 

chance, complex technique, specialized ostracize, and client services (Dutot and 

Bergeron, 2017). 

Researcher focus lies on the relationship between social network and customer 

satisfaction in SMEs. As it was being studied  customers need attention and good  

care , so researcher believe that through the use of social network by SMEs it will be 

possible to capture customers loyalty and achieve good customer care(Jackie, 2014) 

1.3 Statement of the problem 

Previous research studies have been able to discuss important inputs on usage of 

social network by SMEs. Among the issues discussed in this paper are the factors for 

adoption of media in marketing. According to  Dahnil et al. (2014) social media as 

promotional tools by (Wamba & Carter, 2014); and how networking will influence 

the growth of SMEs. Another study by Rutashobya and Allan (2014) focused on 

networks in general and structural governance rather that how SMEs will use social 

networks. The major limitations of these studies were they view or focus much on 

social network is part of marketing activity or tool. Rather discussing it on its own as 

social network, how will it be applicable to SMEs in all contexts not as a part of 

market but also management, customer relationship, supply chain relationship, risk 

management and value chain management. 

 
Among the identified gaps from previous studies are benefits, challenges of using 

social network by SMEs. These gaps will be covered on specific objectives of this 

study. The other unsolved issues that will be covered by this study will be to expand 

the scope of SMEs that the researcher will collect data from them. Ndekwa and 

Katunzi (2016) conducted a study on Small and Medium Tourist Enterprises and 

Social Media Adoption: Empirical Evidence from Tanzanian Tourism Sector, such 
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study focused on only single sector rather than multiple sector in order to improve 

general findings. 

In order to increase and encourage awareness on using social networks to SMEs; the 

study will discuss the benefits of using social networks by SMEs, the challenges in 

using social networks and the adoption of social network by SMEs specifically in 

Tanzanian context. 

1.4 Research objective 

1.4.1 General objective 

To assess the use of social network on SMEs in Tanzania 

1.4.2 Specific objective 

i. To identify the benefits of using social network on the SMEs in Tanzania 

ii. To identify the challenges of using social network on the SMEs in Tanzania 

iii. To determine the adoption process of social network on the SMEs in 

Tanzania 

1.5 Research questions 

1.5.1 General research question 

What is the use of social network on SMEs in Tanzania? 

1.5.2 Specific questions 

i. What are the benefits of using social network on the SMEs in Tanzania? 

ii. What are the challenges of using social network on the SMEs in Tanzania? 

iii. What is the adoption process social network on the SMEs in Tanzania? 

 

1.6 Significance of the study 

The study will be significant on the following   
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To the researcher  

The study findings will increase knowledge to the researcher on the use social 

network on SMEs across the world. 

To the SME 

The study findings will help SME to understand and apply social network on their 

business operations. 

To other researchers   

The study will help other researchers to develop further investigations concerning the 

use of social network on SME from the point where this paper will be ended. 

1.7 Limitations of the study 

In doing this study researcher expected to have the following limitations 

i. Time allocated for completion and submission of this paper is limited 

ii. Financial limitations; as research work need a lot of financial investment to 

cover all necessary expenses. The proposed budget may exceed actual cost. 

iii. Some of the information from the respondents might not be obtained out 

uncooperativeness or any other subjective reason. 

1.8 Delimitations of the study 

i. For the time limitation, researcher is will prepare a plan to accommodate 

allocated time by the university. 

ii. In order to overcome financial limitations researcher will think and develop 

other sources of income. 

iii. In order to ensure required data are collected researcher will communicate the 

objectives and the significance of the research to the respondents so that to 

raise their awareness and boost cooperation. 
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1.9 Organization of the study 

This study was organized into five chapters.  Chapter one presented the background 

information whereby statement of the problem was stated, objectives were shown, 

significance of the study, limitation and delimitation were also covered in this 

chapter. Chapter two introduced the literature review whereby theories and previous 

studies done by other scholars which related to this study were reviewed and 

appreciated. Chapter three was about the methodologies used in the study .chapter 

four presented and discussed the findings as obtained from the field and chapter five 

made a summery, conclusion and recommendation from the findings 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

This chapter presented literature reviews which were in line with the specific 

objectives of this study. Literature review was divided into three main parts which 

are theoretical and empirical literatures. The research gap also was presented in this 

chapter  

 

2.2 Theoretical Literature 

2.2.1 Definition of key terms 

2.2.1.1 Social network in SMEs 

Social network refer to  a website or any other platform which enable users to 

communicate with each other by posting information, comments, images and videos 

and other related information (Ainin, 2015). 

2.2.1.2 Small and Medium Enterprises  

Since there is no universal definition of SMEs this definition presented by the 

researcher was given by Tanzania government to reflect SMEs sector in Tanzania. 

SMEs refer to small and medium enterprises with employees range between 5-49 and 

50-99 respectively. But according to SME policy in Tanzania SME refers also to 

micro enterprises with employees range between 1-4 (Essays, 2018) 

 

2.2.2 Resources Based View (RBV) 

Theory focused on organizational resources (tangible and intangible) become firm’s 

competitive advantage. Shortly the theory says that if an organization possesses 

number of resources such as technology, human, physical and capabilities has better 

competitive advantage. Performance of organization depends on mixture of resources 

it have (Razak, Azrin, & Latip, 2016). 
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The theory assumes that organization their decisions are bounded rationality i.e. there 

limitations in time, capacity and information’s during decision making process. Trust 

is assumed as behavioral aspects between organizations (Bromiley & Rau, 2016). 

RBV explain also why organization differs in terms of resources, access to 

complementary resources and static and dynamic nature of resources. Business 

environment changing from time to time, organization resources also should also be 

changing to address those changes. 

There are four explained barriers that may prevent competitors from benchmarking 

organization resources and capabilities as discussed by  (Musa et al., 2016):  

 Durability, 

 Transparency, 

 Transferability  

 Replicability. 

No one is self-sufficient, that core competencies and capabilities can also be 

available through inter-organizational resources. Firms are advised to partner with 

others so as to take advantage of what competitors can do more and learn from it. 

Applicability of the theory to the study 

SME are operated and owned by individuals as well as group of people who in this 

case a referred as organization. The application of social networks such as, 

Instagram, WhatsApp and Facebook as important resources for SME. By using social 

network SME would be able to collect relevant information’s pertains their business 

operations and make appropriate decision on time. Information from social networks 

will be important resource to SME. 

 

Criticism of the theory 

Despite of the contribution of RBV to this paper, RBV faces some limitations as 

follows; 

i. Lack of managerial implications 
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 RBV emphasized on utilizing resources in order to achieve organization 

competitive advantage but is silent to state how such resources will be 

managed. All explanation provided by the theory was more indicative than 

control or managerial implications, yet still of value to managers. It assumed 

that managers has the powers to control the resources and predict the future 

(Dutot & Bergeron, 2016). 

 

ii. SCA can be achievable in long run 

 The scholars argued that in long run it is difficult competitive advantage to 

be continued in a business lifetime. This is because resources in an 

organization must be used interchangeably leading to creation of 

continuously changing temporary advantages. Competitors always work on 

dynamic nature of business environment. If an organization continue to use 

resources on the same way in order to achieve sustainable competitive 

advantage may lack new innovations that are likely to happen in the 

business environment (Jones, Borgman, & Ulusoy, 2015). 

2.2.3 Benefits of using social network on the SMEs 

Researches explain that due to rapid development of technology, the users of social 

network have been increasing in high rate. It is important to recognize social media 

on marketing activities. The products and services can be presented by the SMEs 

with many qualitative features and promotional tools (Kazungu, Matto, & Massawe, 

2017). 

Another useful benefit for organization to use social network is that SME who are 

producers, suppliers and service providers can listen, track, comment or reply 

promptly what is shared on social media by customers and other stakeholders who 

viewed social network pages or account owned by SMEs. Social media analysts 

provide useful metrics to measure how far social networks influence the achievement 

of marketing strategies and plan of the organization (Lekhanya, 2013). 

The increase of internet web – based which are communicated through social 

networks, they become main issues in influencing the consumer behavior such as 
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awareness, consideration, information, opinion from customers, attitudes, purchase 

decisions and after sale evaluation concerning goods and/or services offered by 

SMEs (Hofacker & Belanche, 2016). 

By the use of social network, SME become more creative. The creativity is more 

realized on the promotion and advertisement of products or service on social 

networks. Social network provide variety of options on how to promote and advertise 

your products in an attractive way in such a way that customer are likely to 

continuing demanding the goods. The benefits of social networks on covers the all 

aspects of product life cycle from the introduction stage to decline stage (Ndekwa & 

Mujuni Katunzi, 2016).  

Most of literatures explain the benefits of social with linkage to marketing activities. 

That is they view Social Media as marketing strategy. Most use social network SMEs 

because it offers a cost effective marketing tool. Social Media Marketing offers a 

most of instruments that can be utilized all around effectively and for nothing, in 

examination with other showcasing devices. The fundamental motivations behind 

utilizing Social Media Marketing are the enhancement of informal advertising, 

statistical surveying, general promoting, thought age and new item improvement, 

client administration, advertising, worker correspondences and notoriety the board. 

Without a doubt, informal communities can build item and brand mindfulness, web 

traffic, client steadfastness and consumer loyalty. 

The use of social media by SMEs involved a number of stakeholders such as 

customers, suppliers, competitors, government etc. This means that anything 

displayed on social media page of SMEs is seen by all those stakeholders. Therefore, 

brands’ visibility is increased if a business creates a presence on the of Social Media 

channels, but also thanks to the word of mouth that is automatically expanded around 

the brand (Oparaocha, 2015). 

Social networks such as Instagram and Facebook have the benefit of influencing the 

increase number of customers since the use of social media is a habit which 

developing to many people. Perhaps the greatest advantage that publicizing through 

Social Media can offer advertisers is the capacity to explicitly target clients 
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dependent on a wide range of variables. Online networking locales are putting away 

a wide range of information on their clients, for example, age, sex, geological area, 

interests, and numerous different snippets of data. Thusly, this information can be 

utilized to achieve the organization's intended interest group (Perdiaris et al., 2015). 

The use of social media goes direct proportional with development of information 

and communication technology. Development of information and technology implies 

that people will use smart devices which support the use of social media (Pastrana & 

Sriramesh, 2014). The adoption of social media on offer the chance for SMEs to gain 

market insight in international market. Since business environment is subject to 

change overtime social media adoption give new look SMEs operations (Grizane & 

Jurgelane, 2016). 

 
The use of social networks by SMEs enable SMEs to monitor their competitor’s 

moves since competitors operations can be found on social pages sites such 

Instagram, Facebook and WhatsApp. (Xiaobao, Wei, & Yuzhen, 2013).  

 

Communication between SMEs and their customers is a two-way process which 

enhanced with the use of social media. And it happens so customers would by being 

update or every move made by SMEs. While in meantime SMEs would attract more 

customers  through promptly reply (Steketee, Miyaoka, & Spiegelman, 2015).  

 

The use of social media to MSEs can bring about so many merits. Cost reduction is 

among of the benefits of it .It is believed that SMEs lack adequate financial resources 

to implement intensive marketing strategies.as for SMEs reducing operation cost is 

the prime issue since the savings will be used for investment in other potential areas 

of SMEs. For emerging SMEs cost reduction will increase market penetration for the 

goods and/or services for SMEs. As discussed by various scholars social media 

marketing suffer some challenges. Among the challenges and risk include data loss, 

technology failure and device failure. Social media marketing is the complex process 

which requires skills, expertise and a lot of efforts to make it successfully. Social 

media marketing offers variety possibilities in terms of number of channels that 

could be used for advertisement (Mukolwe, 2016).  
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It is necessary for SMEs to develop and maintain capable employees who will be in 

charge in making communication with outsiders through social networks. There will 

be need to train those SMEs staff who dealing with customer care for online 

customers, lack of customer care would made customers to quit responding to the 

social media pages of  SMEs (Iturrioz, Aragón, & Narvaiza, 2015). 

SMEs are warned regarding their contents which they advertise on social networks. 

Other contents might show disrespectful to audience, so they might decide to quit 

following your business. In order for SMEs to avoid  publishing or advertising 

irrelevant contents to audience on their respective social networks ,she need to know 

and consider countries laws, social and cultural issues on where advertisements are 

directed to in order to avoid conflicts with the given society who are the customers,  

(Iturrioz, Aragón, & Narvaiza, 2015).  

 
In organizing the use social media, SMEs need to invest time and human resources 

capable for the effective and efficient use of social media. 

 

As indicated by Perdiaris et al. (2015), evaluation of the online networking execution 

quantifiable profit is a troublesome assignment. This might be viewed as a genuine 

test for actualizing Social Media Marketing from SMEs, the inconceivability to 

quantify consequences of Social Media Marketing incapacitates them to realize 

which channel is the most ideal approach, and they may execute a complete pointless 

procedure, losing time and cash without a genuine effect on improving their image 

notoriety and deals. Moreover, SMEs likewise face other real dangers, for example, 

reputational, legitimate and operational. The major problem in the use of social 

network for SMEs using is the possibility of harming organization image or 

reputation. The excess use of social media marketing may make audience feel 

annoyed; hence such audience who are potential customers may un follow SMEs 

business on social  media and un follow the business on social media. Reputation risk 

may also be realized when the SMEs’ staff demonstrate bad manners towards 

customers through social media. Customer may decide to quit following any 
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information offered by such SMEs  (Odoom, Anning-Dorson, & Acheampong, 

2017).  

It is true that the use of social media improves privacy, security, intellectual property, 

employment practices, and other legal risks possible in the international market. 

Staffs are encouraged to be competent in order to understand necessary resources 

such as information technology law and regulations before engaging in social media 

activities. SMEs need to avoid online data theft and/or loss. They should take 

necessary security measure such as password control, anti-malware software’s and 

anti viruses program (Perdiaris et al., 2015). 

2.2.4 Challenges of using social network on the SMEs 

The addressed challenges of using social network on the SMEs they are not totally 

affected or ruin the applicability of social networks on SMEs but rather they make it 

less effective than should be. 

Business owners use social media to gather customers perception and opinions and 

reactions against the goods and service offered by them when it done effectively. It is 

primary research that helps SMEs to communicate with their customers’ online 

products and service. However the great challenge is through social media research 

SMEs may lack deeper understanding of exactly what customers want. This is 

because the online research is differ from physical research; whereas face to face 

research can collect in-depth data than online research or communication (Ioanid, 

Deselnicu, & Militaru, 2018). 

Social networks have many users with different profiles. When a product is posted 

on the page or an account they will react differently due to their cultural or social 

differences. This means that it is possible for customers to be sentimental when they 

are communicating with business owners, and this would be the challenge. Some 

companies used web based analytical tool such as Google Analytics, Radian6 and 

IBM Core metrics but still those tolls could not be able to anise sentiments from 

customers (Öztamur & Karakadılar, 2014). 
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Social networks depends much ICT tools and internet accessibility .The big 

challenge for SMEs could be the absence of stable internet connections. 

For a long period of time, various studies have been led by, academicians, and 

business experts to explore the kinds of business issues experienced by SMEs. Huge 

numbers of the examinations had the option to distinguish not just the kinds of issues 

private venture face, yet in addition the general essentialness of these issues. In 

Malaysia, the issues looked by SMEs are the absence of offers and advertising to the 

utilization obsolete innovation in their activity. SMEs has uniqueness with 

constrained assets, capital, human and innovation. There additionally has been an 

examination on the elements inciting SMEs to present data innovation .Compared to 

bigger company, most SMEs saw the obstructions of executing IT into their business 

tasks as costly activity, hazard, complex strategy, specialized ostracize, and client 

services (öztamur & Karakadılar, 2014)  

 

On the goal of discovering the difficulties confronted when utilizing online life, a 

large portion of the respondents demonstrated that absence of a web-based social 

networking group to help handle the gigantic quantities of client request, messages or 

remarks prompts postponed client criticism thus coming about to client 

disappointment. Poor Internet association likewise impedes correspondence as web-

based social networking must be gotten to when there's great Internet availability. 

Step by step instructions to deal with negative client remarks or grievances was 

additionally posted as a test as certain remarks are out and out malignant and some 

are presented by their rivals on crush their business reputation (öztamur & 

Karakadılar, 2014).  

 

Online networking can spread false business data like out of control fire. Utilization 

of item pictures stolen from different entrepreneurs, guaranteeing opportune 

conveyance of all business arranges everywhere throughout the nation, conmen 

acting like authentic entrepreneurs or purchasers were altogether announced as 

difficulties of working on the web Worth noticing is that absence of learning and 

capacities, security concerns, and what to post is making organizations timid towards 
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online life which is in effect essentially utilized for marking and showcasing of 

items. Additionally, smaller scale blogging is by all accounts favored by 

organizations more than Facebook like applications. Difficulties for organizations to 

receive web based life: Lack of information of the conceivable outcomes of online 

life advancement, troubles in figuring rate of profitability of time, issues in 

embracing new mental models and practices required for reception, absence of 

confirmation of utilization by organizations and managing negative internet based 

life posts.  

Indeed, even organizations as of now via web-based networking media frequently 

wonder on the off chance that they're augmenting their profits or getting any profits 

whatsoever from their endeavors. Web based life is an unexpected creature in 

comparison to a site or customary promoting. In those media, your message is for the 

most part dependent on conversing with individuals. Internet based life is tied in with 

drawing in with individuals to construct connections. The thought is that, when 

drawn in, individuals can be influenced toward your objectives. Internet based life 

can be incredible, however not without the correct substance. In Kenya there are no 

complete spread out practices and strategies that identify with the utilization of 

online life by associations. Since the use social network to SMEs have impacts in 

marketing, most SMEs failed to utilize  the market (Jenkins, 2006). 

2.2.5 Adoption process of social network by SME 

Adoption process of social network within SMEs has been supported with the 

number of theories such as theory of behavioral pattern and diffusion theory. 

However there is a noteworthy enthusiasm for online networking based advertising, 

next to no outstanding exploration explicit on selection process with related 

innovation appropriation speculations has been delivered. Hypothesis (ANT) by 

Indonesia SMEs to clarify the reception web-based social networking systems 

because of its capacity to clarify the selection marvel as an intuitive procedure 

among associations and its condition as opposed to concentrating on individual 

factors that may influencing the appropriation. Further the paper identified four 
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major adopting factors which are organization, technological ,end user and business 

environment (Ioanid et al., 2018). 

According to Ionid et al. (2018), theories and models   has been the backbone 

towards adoption of social network for SMEs in various places in the world. The role 

of theories is to explain and predict various concepts that could be adopted by SMEs 

in making social network very successfully. Through the use of theories such as 

behavioral pattern and diffusion theory adoption of social network within SMEs 

would be successful. The four major principles for adoption of social network for 

SMEs as proposed various theories were organization factors, technological factors, 

end-user and business environment factors. In order to utilize these adopting factors 

SMEs need to apply relevant theories for guidance. 

According to Nakara, Benmoussa, & Jaouen, (2012) SMEs has a noteworthy 

commitment to numerous nations. Writing with respect to the commitment of SMEs 

to economy secured tremendous and wide aspect .The new activity creation, 

commitment to net national generation (GDP) and creation of development in 

innovation are some of major SME commitment in US. Same proof in Europe, where 

99.8 percent of the organizations foundation are SMEs and made 66% of the 

turnover and business work. SMEs raise the ways of life for their families and 

furthermore play a critical errand in contributing towards a steady and reasonable 

social and monetary network condition.  

 

In the present computerized economy, arrangement of ICT-based frameworks has 

happened to focal significance for governments and associations. Truth be told, ICT 

has turned into an impetus for hierarchical change when organizations end up in a 

quickly mechanically evolving condition .It is recognized that the advancement and 

far reaching utilization of ICT applications offers various chances to clients, at 

individual and authoritative levels. All things considered, writing has shown that the 

advancement of ICTs has influenced organizations from numerous points of view.  

The challenges facing ICT industry in which social network is within lies on the  

(i) Technological factors; Factors associated  with advancement of technology  
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(ii) Organizational factors; Factors associated originated from the organization 

such as organization culture, structure norms and core values 

(iii)Business processes factors; i.e. how ICT industry has an impact on business 

operations. 

Adoptions of social networks for SMEs increase efficiency and competitiveness. The 

whole world is viewed as village through development of science and technology. 

Nowadays we are living as one village, internet usage increase interactions among 

people. SMEs can take this opportunity to use social networks to brand their products 

and services. The use of social media brings impact to various processes of business 

in an organization. This is to say every aspect of organization need social media to 

communicate with their customers and stakeholders (Kadam & Ayarekar, 2014) 

SMEs have distinctive features that help them to contend with huge ventures, to get 

to and embrace new advancements in their business activities. They are regularly 

observed as unique associations and therefore are relied upon to effectively adjust to 

current ICT advances; They are increasingly adaptable, adjust to changes better, and 

are better put to create and acknowledge new thoughts than bigger associations Also, 

they tend, in view of their size and nature, to have more adaptable and less difficult 

authoritative structures than enormous ventures, which enables them to be 

progressively inventive in their reaction to changes in the earth and In this kind of 

big business, both operational and vital choices might be taken by a solitary 

individual, the entrepreneur/supervisor.  

In this manner, the disposition, aptitudes and ICT foundation of proprietors and 

chiefs function as a main thrust for the acknowledgment of, and interest in, ICT. As 

it were, in SMEs, it is regularly a solitary individual's obligation to build up 

objectives and necessities as for ICTs, and to pass judgment on the capability of ICTs 

in their enterprises. The advancement of Information and Communication 

Technology made the use of social networks effective. SMEs now can communicate 

with their customers and other stakeholders in an efficient manner (Korukcu & 

Kukulu, 2016).  
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Findings from various scholars show that SMEs that engaged on the use of social 

networks and achieved perceived benefits. SMEs and ICT has close tie for the 

adoption of social networks by SMEs in their business processes (Floreddu & 

Cabiddu, 2016) 

In this regard, studies have analyzed the appropriation of various ICT applications 

over ongoing decades. In another literatures, which set out to decide the components 

of online business appropriation among private companies in New Zealand, 

contrasted with six significant internet business correspondence and applications 

advancements and, all the more as of late have considered web based business 

reception in SMEs in Indonesia. Notwithstanding the these particular ICTs, the 

utilization of the Internet by SMEs was to build up a model of its selection .It was 

likewise considered that have additionally endeavored to recognize determinants of 

site use expectation among Malaysian SMEs, mirroring an enthusiasm for getting 

appropriation and use in explicit nation settings. As new ICTs are created and made 

broadly accessible, at that point, examination into their reception and use by SMEs 

will in general pursue. As the number of researchers increases on the use of ICTs, it 

influence the need for SMEs to adopt the use of social networks on their operations 

(Veldeman, Van Praet, & Mechant, 2017). 

The adoption process might not be easy. There some challenges associated with it. 

Among the challenge include challenges   limited adoption of ICTs, including lack of 

ICT infrastructure and lack of ICT skills.  SMEs lack the appropriate ICT 

infrastructure required to adopt ICT tools, and there is significant evidence of 

deficiencies in IT skills and relevant in-house expertise. Efficiency use of social 

networks by SMEs depends much on goodness of ICT infrastructure. If ICT 

infrastructure are down then it will be difficult for SMEs to adopt and use social 

networks. The development of ICT depend also on the support of stakeholders such 

as government and business partners (Wamba et al., 2014). 

Some scholars have argued that micro and small enterprises are in good position to 

adopt the use of social networks than the larger ones. SMEs have small operations 
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compared to large so it will become to incorporate those operations in in the social 

media. Also by using Facebook, WhatsApp and Instagram SMEs will reach many 

customers since to run the named social media is affordable even for the newly 

established SMEs(Beier & Wagner, 2016). 

2.3 Empirical studies 

2.3.1 Studies in Tanzania 

Nyangarika (2016) conducted a study titled "Effect of Networking on Performance 

of Small and Medium Enterprises in Tanzania. The information was gathered from 

40 SMEs situated in Dar es Salaam city. Explicit destinations of the examination 

were evaluation of systems administration on efficiency of SMEs, to think about the 

job of systems administration on market openness of SMEs and to decide the 

commitment of systems administration on gainfulness. The examination discoveries 

demonstrate that systems administration through the use of ICT was utilized by 

SMEs in their every day exercises and it was useful in efficiency, productivity and 

market openness. The investigation further uncovered that, SMEs need specialized 

help in utilizing ICT apparatuses in their business.  

 
Ndekwa and Katunzi (2016) conducted a study titled " Small and Medium Tourist 

Enterprises and Social Media Adoption: Empirical Evidence from Tanzanian 

Tourism Sector. The questionnaires were gathered from SMEs proprietor from Dar 

es salaam, Iringa and Rukwa. The discoveries from the examination uncovered that 

association setting and natural setting was observed to be inconsequential factor. 

Ultimately the investigation prescribed that all together SMEs to consistently be 

aggressive. The study by Kazungu, Matto and Massawe (2017) in Tanzania focused 

on how social media influence the performance of micro enterprises. The study was 

conducted in Moshi Tanzania. The total of 90 Micro enterprises was involved as 

sample in this study. All these micro enterprise were located in Moshi 

WhatsApp was ranked as the top social network with many numbers of users among 

SMEs. Behind WhatsApp were Facebook, Instagram and Twitter. All these social 
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networks have an impact on customers’ base, growth of sales, maximization of profit 

and brand enhancement. 

2.3.2 Studies outside Tanzania 

Dahnil et al. (2014), conducted a study to examine the Factors impacting SMEs 

appropriation via web-based networking media showcasing. The extent of the 

investigation spread worldwide setting. Explicitly their paper went for exploring the 

scholarly writing on variables that drive internet based life showcasing selection in 

SMEs and association. The paper offered a way to investigate the sorts of research 

that should be sought after to gain research ground in the related territory of online 

networking advertising. The discoveries uncovered that end-client prerequisites, 

association, innovation and business condition were the recognized selection factors.  

 
Bakar and Ahmad (2019) explored on the utilization of web based life and informal 

communities as special Tool for country little, medium and small scale undertakings 

in KwaZulu-Natal; South Africa. The point of the investigation was to build up and 

build up an understanding the impact of internet based life and interpersonal 

organizations advances have in creating and support country little, medium and 

smaller scale undertakings. The investigation utilized both subjective and 

quantitative methods in gathered essential from the towns situated in KwaZulu Natal. 

From the investigation it was discovered that most of the respondents don't utilize 

web based life and interpersonal organizations for business purposes however they 

use to associate with loved ones. The examination suggested that the utilization of 

online life, for example, twitter and Facebook could bring about money saving 

advantages.  

Loanid, Deselnicu and Militaru (2018) led their exploration examine on the effect of 

interpersonal organizations on SMEs development potential. The examination was 

led in Romania. The discoveries from the examination uncovered that the 

appropriation and utilization of interpersonal organizations by SMEs improve 

imaginative personality in business.  
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Ainin (2015) conducted a study to explore the variables that impact Facebook 

utilization among SMEs. Additionally the examination inspects the effect of 

Facebook use on money related and non-budgetary execution of the SMEs in 

Malaysia. Information was gathered through review from the 259 SMEs in Malaysia. 

Discoveries demonstrated that Facebook utilization has a solid positive effect on 

budgetary execution of the SMEs. Further discoveries uncovered that Facebook 

utilization decidedly impacts the non-monetary execution of SMEs as far as cost 

decrease on advertising and client administration, improved client relations and 

improved data openness. Furthermore, factors, for example, similarity, cost viability 

and intuitiveness was distinguished as components that impact Facebook use among 

SME. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1  Introduction 

This chapter discussed the methodologies used by the researcher in the course of 

conducting the research such as the design, area of the study, study population, units 

of analysis, variables and their measurements, sample size and sampling techniques, 

types and sources of data, data collection methods, reliability and validity issues, and 

data analysis methods. 

 

3.2 Research design 

This is a framework that  is a consistent and organized  for directing a research study 

(Dudovskiy, 2016). Research design helps the research questions into a test project. 

Research design helps the researcher to be aware of the questions answered, the data 

which are relevant in responding to the questions, methods and tools of data 

collection and methods of data analysis.  

In this case, a survey research design will be   used in collecting data for studying 

how social media affect SMEs across various SMEs stakeholders. .  

3.3 Study population 

According to Hansen (2019), all the items under consideration of any field of inquiry 

constitute a ‘’universe’’ or ‘population. The population of this study were the owners 

of surveyed SMEs located in Dar es Salaam. In total there were 78 SMEs who were 

registered and also can be found at Tanzania Investment Centre database with their 

contacts. 

3.4 Sampling design 

3.4.1 Sample size 

The sample size is a number of respondents selected from the entire population in a 

given area of study (Uusitalo, 2014) studies indicate that the sample above 30 
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permission for the research to be conducted (Kothari, 2014). The sample size of this 

study therefore was  

3.4.2 Sampling techniques/procedures 

Sampling procedure as the process whereby the researcher must decide about the 

technique to be used in selecting the item for the sample design out of which the 

researcher must choose one of this studies (Saunders et al., 2016). The researcher 

adopted purposive technique in selecting the respondents for obtaining relevant 

information about Service Provider evaluation towards service provision.  

3.5  Data collection approach 

In collecting the data, the researcher collected both primary and secondary data 

3.5.1 Primary data 

The primary data were those which are collected for the first time, this therefore 

makes it to be original in character obtained through direct communication with 

respondents or through interviews and questionnaires (Pandey, 2016). The researcher 

collected primary data through the use of questionnaire and interview. 

3.5.2 Secondary data sources 

The researcher collected secondary data from books journals, literature and 

government webs such as National bill of statistics. The information obtained helped 

the researcher to alive into generalization of the findings after compared them to 

those from primary sources of information. 

The researcher used closed questionnaire by asking a series of questions from the 

respondents. This method was help the researcher to obtain accurate data as intended 

but also do not consume more time. Therefore, in this study the researcher collected 

data from 79 SMEs located in Dar es Salaam. 

3.6 Data Analysis and Procedures 

Wilkinson and Bhandarkar (2012) and Kumar (2012) characterize data analysis the 

demonstration of including various firmly related activities that are performed to 
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abridge the gathered information and arranging them so that they will carry reactions 

to the exploration questions. On the side of quantitative information, data were 

edited, classified, coded and tabulated using descriptive statistics. This process 

involved the use of computer Statistical Package for Social Sciences (SPSS) and 

Microsoft Word. Qualitative analysis was used to analyze data collected from 

interview and documentaries. The analysis procedures involved data screening and 

transcribing them to match the research questions.  

 

3.7 Reliability and Validity 

The researcher ensured validity and reliability by using the same question for 

questionnaires and interview guide in which the provided responses through both 

tools were compared to measure their accuracy.   
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CHAPTER FOUR 

PRESENTATION AND DISCUSSION OF THE FINDINGS 

4.1 Introduction 

In this chapter researcher presented the study findings and their discussions as per 

each specific objectives of this study. Before the study findings and their discussions 

were presented, the researcher presented first the background information of the 

respondents which include their age, gender, academic qualifications, SMEs 

industries and categories of SMEs. 

 

4.2 Background information  

Background information contained general information of this study. This includes 

age, gender, academic qualifications, SMEs category and SMEs industry. These 

variables give profile characteristics of SMEs who were respondents to this study. 

Gender analysis shows that 67.1 % equivalent to 53 respondents was males and 32.9 

% equivalent to 26 respondents was females. This shows that there were more males 

who work in SMEs than female. 

On the side of Age analysis results show that 27.8 % (22) of respondents were in age 

group between 18-28 years, 39.2 % (31) of respondents were in age group of 29-39 

years, 22.8% (18) of the respondents were in age group of   40-49 years and 10.1%of 

respondents with age group 50+ years. Majority of respondents fall within the range 

of 18- 39 years. 

On the side of academic qualifications the findings showed that 35.4 % (28) of the 

respondents were certificate holders, 38% (30) were Diploma holders, 13.9 % (11) 

were Degree holders and 12.7%(10) were Masters holders. 

 

SMEs category analysis shows that there were three SMEs categories analyzed by 

researcher which were Micro, Medium and Small enterprises. The Finding showed 

that 65.8% (52) were from Micro, 26.6 % (21) were from Small and 7.6 % (6) of the 

respondents were Medium enterprises. Majority of respondents were from Micro 

enterprises. 
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SMEs industry was the variable to study respondent’s industries. The findings show 

that 12.7 % (10) were from Food and agriculture, 29.1% (23) were from Mining, 7.6 

% (6) were from Tourism,3.8% were from Manufacturing and 46.8%(37) were from 

service sector.  

4.3 Benefits of using social networks on the SMEs 

This was the first specific objective under this study. Under this objective researcher 

was aimed   identifying the benefits of using social networks on the SMEs in 

Tanzania. Researcher wanted to study whether the respondents were experience and 

aware of these benefits. To answer specific question of this objective researcher 

developed six questions which covered the aspects of market effectiveness, customer 

satisfaction, advertisement cost, access to information, communication with business 

partners and availability of new opportunities. The findings presented hereunder 

4.3.1 Market effectiveness 

These benefits were to be realized if SMEs use social networks. The finding to this 

questionnaire is presented in figure 4.1 

Figure 4.1: Market effectiveness, N=79  

 

Source: Field data (2019) 

From the figure 4.1, the results findings show that 25.3% of the respondents strongly 

agreed that market effectiveness is improved through the use of social network, 50.6 

% agreed that market effectiveness is improved through the use of social network, 
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3.8 % were neutral, 6.3 %disagreed that market effectiveness is improved through 

the use of social network and 13.9 % strongly disagreed that market effectiveness is 

improved through the use of social network. 

Further analysis with the questionnaire against SMEs category showed that (6 

respondents strongly agreed, to this questionnaire one (1) respondent disagree, (3) 

respondents were neutral, (23) respondents agreed and (19) strongly agreed. On the 

side of Small enterprises, (3) respondents strongly disagree, (3) respondent disagree, 

(14) respondents agreed and (1) respondent strongly agreed. Moreover, on the side of 

Medium enterprises (2) respondents strongly disagree, (1) respondent disagree and 

(3) respondents strongly disagree. From these results one can realize that there is an 

increase of market effectiveness in small and micro enterprises than medium 

enterprises. 

Besides, an Analysis of this questionnaire in relation to SME industry shows that ; 

(6)of respondents on the question of  SMEs on food agriculture agreed ,(5) strongly 

agreed, for Mining SMEs , (5) strongly disagree, (1) disagreed, (1) respondent was 

neutral  and t (8) respondents combined agree and strongly agreed. On the question 

of  SMEs dealing with Tourism , (3) respondents agreed , (3) strongly agree while on 

the issue of  Manufacturing SMEs, (1) disagree and (2) agree and for service SMEs 

(5) of respondents disagree, (4) disagreed, (2) were neutral, 22 agree and (4) strongly 

agreed. An analysis shows that there is an increase of market effectiveness in the use 

of social network in SMEs dealing with service, Food and agriculture and Mining. 

On this question, the researcher wanted to study the market effectiveness as one of 

the benefit of the use of social network if it has been realized by SMEs. The study 

concluded by showing that market effectiveness has been among the prime benefits 

and drivers that move SMEs to use social networks to their operations. In addition, 

this study shows the benefits based on each SMEs category. 

 

4.3.2 Customer satisfaction  

Researcher aimed at assessing whether customer satisfaction is being achieved with 

the use of social networks. 
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The finding is shown in figure 4.2 

 

Figure 4.2: Customer satisfaction=79 

 

Source: Field data (2019) 

From the figure above 1.3 percent of the respondents stated that customer satisfaction 

is not increase as SMEs use social networks,3.8 percent of the respondents disagree 

that customer satisfaction is increase as SMEs use social networks;6.3 percent of the 

respondents were neutral to this question; 45.6 percent of the respondents agree that 

customer satisfaction is increase as SMEs use social network and 43.0 percent of the 

respondents were strongly agree that customer satisfaction is  increase as SMEs use 

social networks.  

 

Further analysis with respect of tis questionnaire item and SMEs category show that, 

there was one (1) SME from Small enterprises who strongly disagree, three (3) 

SMEs from Micro enterprises who disagree; three who were neutral; Two  (2) from 

small enterprises who were neutral, twenty seven (27); seven(7); Two (2)  who agree 

to this questionnaire from Micro, Small and medium respectively and nineteen (19), 

eleven (11), four (4) SMEs from micro, small and medium respectively. This 
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analysis show that increase of customer satisfaction was more realized in Micro and 

small enterprises with the use of social networks. 

As the results shows majority of the respondents stated that the uses of social 

networks by SMEs increase customer satisfaction. Hence this was among the benefit 

of using social networks by SMEs. 

As it was discussed by Oparaocha (2015) most of benefits of using social networks 

by SMEs were associated with  marketing activities. Furthermore social networks 

improve product awareness which trigger customer loyalty and customer satisfaction. 

Although customer satisfaction is subjective matter, social networks usage enabled 

SMEs to serve the customer to their respective social networks such as WhatsApp, 

Facebook or Instagram. Customers could feel more satisfied as the services reach at 

his/her familiar social networks. However a social network is not the factor that bring 

customer but is among the factors. 

The findings of this study agree with the study done by Oparaocha (2015) as 

reviewed on literature. In addition to that the study by Oparaocha (2015) add that 

using social networks is not the solely factor that bring customer satisfaction. This 

means that other factor such as maintaining service level should be considered 

alongside with social networks. 
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4.3.3 Advertisement cost are minimize 

Finding is presented on figure 4.3  

Figure 4.3: Advertisement cost are minimized=79 

 

Source: Field data (2019) 

 

From the figure above 46.8 percent of the respondents strongly disagree that 

advertisement costs are minimized with the use of social network, 30.4 percent of the 

respondents agree that advertisement costs are minimized with use of social 

networks, 21.5 percent of the respondents were disagree that advertisement costs are 

minimized with use of social networks, 1.3 percent of the respondents strongly 

disagree that advertisement costs are minimized with use of social networks. 

From the findings researcher viewed that advertisement costs are minimized with use 

of social networks. May be those who disagree with this statement consider the cost 

used both online advertisement on social media such as whtasapp, facebook and 

Instagram and broadcasting advertisement such as on TV, radio stations which of 

course the advertisement cost is relatively high compared to SMEs uses online 

advertisement only. 
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. 

On the strength of this questionnaire (Advertisement costs are minimized of SMEs 

use social network) against SMEs findings show that, SMEs from Food and 

agriculture industry, five (5) disagree and five (5) agree; SMEs from Mining industry 

ten (10) disagree, twelve (12) agree, and one (1) strongly agree; SMEs from Tourism 

industry six (6) disagree; SMEs from manufacturing industry three (3) disagree; 

SMEs from service industry thirty seven (37) disagree. This show that Advertisement 

costs are minimized of SMEs use social network on Mining, Food & agriculture. 

The finding also in relation to SME industry the findings show that Micro SMEs: 

eleven (11) SMEs strongly disagree to this questionnaire, twenty three (23) SMEs 

disagree to this questionnaire, seventeen (17) SMEs agree and one (1) SME agree to 

this questionnaire; for Small SMEs twenty (20) strongly disagree, one (1) disagree to 

this questionnaire; for Medium SMEs: six (6) strongly disagree.  

The study of Ndekwa, Mujuni and Katunzi (2016) show that SMEs in general use 

social network as promotional and tool for advertisement in turn increase creativity 

hence cost reduction.  

4.3.4 Allow customers to access information quickly;  

Researcher wanted to study whether this benefit realized by SMEs with use of social 

networks. 
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Findings is shown on figure 4.4 below; 

Figure 4.4: Quickly accessibility of information N=79 

 

Source: Field data (2019) 

From the figure 4.4 above findings show that 12.7 percent of the respondents 

disagree that the use of social networks allow customers to access information posted 

on social networks by SMEs quickly, 2.5 percent of the respondents  were neutral to 

this statement i.e. neither agree nor disagree,58.2 percent of the respondents were 

agree that the use of social networks allow customers to access information posted on 

social networks by SMEs quickly  and 26.6 percent of the respondents were strongly 

agree that the use of social networks allow customers to access information posted on 

social networks by SMEs quickly. 

Also finding of this questionnaire (whether customers access information quickly as 

SMEs social network) in relation to SMEs industries show that; for SMEs Food & 

agriculture industry five (8) agree and two (2) strongly disagree, for SMEs from 

Mining industry four (4) disagree, thirteen (13), six (6) strongly agree; for SMEs 

from Tourism industry , three (3) agree and three (3) strongly agree; SMEs from  

Manufacturing one (1) disagree and two(2) agree ; SMEs from Service industry five 

(5) disagree , two  (2) neutral , twenty three (23) agree and seven (7) strongly agree. 
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From the finding customers access information quickly from SMEs from Mining and 

service industry mostly. These findings were evidence de by the high frequency of 

customer’s feedback due to the presence of social network  

Findings also that on strength of this questionnaire (It allow customers to access 

information quickly if SMEs social network) show that for Micro SMEs: five (5) 

disagree, two (2) neutral, twenty eight (28) agree and seventeen (17) strongly agree; 

for Small SMEs four (4) disagree, fifteen (15) agree and two (2) strongly agree; for 

Medium SMEs one (1) disagree, three (3) agree and two (2) strongly agree. These 

findings means that for all SMEs categories there were customer’s access 

information quickly as SMEs use social network 

4.3.5 Opportunities creation 

Findings is shown on figure 4.5 below  

Figure 4.5: Opportunities creation; N=79 

 

Source: Field data (2019) 
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The figure 4.5 above show that 13.9 percent of the respondents disagree that the use 

of social networks does not create new opportunities, 6.3 percent of the respondents 

strongly disagree that the use of social networks does not create new opportunities, 

3.8 percent of the respondents were neutral to this question, 55.7 percent of the 

respondents were agree that the use of social networks create new opportunities and 

20.3 percent of the respondents strongly agree that the use of social networks create 

new opportunities. 

From the findings it can be viewed that the use of social networks create new 

opportunities as high rate respondents stated so. 

On the other hand the analysis of this question with respect to SMEs category show 

that, on Micro category  finding show that 6 respondents disagree, 1 agree,3 

neutral,27 agree and 15 strongly agree; For Small category 3 disagree,3 strongly 

disagree,14 agree and 1 strongly agree, for medium category  2 disagree ,1 strongly 

disagree and  3 agree. This means that the use of social media create new 

opportunities mostly for Micro and Small than medium enterprises. 

Also the findings show that respondents of the age group 18-28 years and 29-39 

years mostly agree to this statement. This is because under this age there is high 

frequency of use of social media than the age of adolescence. Probably the youth see 

a lot of opportunities due to the frequency of using it. 

In today’s digital world the adoption of ICT usage offered many opportunities in 

business operations. For instance through the development of ICT usage organization 

can compete at the global market, can serve number of customer regardless of their 

geographical location, and can advertise so many products within the shorter period 

time. Also the use of social network create the opportunity of creativity. As each 

organization will try to operate its business activities in more competitive way than 

others to attract. 
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4.4 Challenges of using social networks on the SMEs 

This was the second specific objectives of this study. On this objective researcher 

was assessing the challenges of using social networks on the SMEs. To study this 

objective researcher developed six questionnaires. The findings each questionnaire is 

presented below 

4.4.1 Confidentiality and authenticity of data;  

On this part researcher aimed at assessing SMEs faced the challenge of lack of 

confidentiality and authenticity of data while using social networks. 

Figure 4.6: Concern on security Confidentiality and authenticity of data=79 

 

Source: Field data (2019) 

From the figure 4.6 above, finding reveal that 1.3 percent of the respondents they  

strongly disagree that  security confidentiality and authentication of data is not the 

challenge in using social networks,1.3 percent of the respondents disagree that  

security confidentiality and authentication of data is not the challenge in using social 

networks,6.3 percent of the respondents were neither agree nor disagree to this 

statement ,20.3 percent of the respondents were agree that security confidentiality 
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and authentication of data is  the challenge in using social networks and 70.9 percent 

of the respondents  strongly agree that security confidentiality and authentication of 

data is the challenge in using social networks. 

From the findings it clearly that security confidentiality and authentication of data is 

the challenge in using social networks. This means that SMEs fear to lose some 

confidential information due to the many reasons such as cybercrime or hackers on 

which those who commit cybercrime or hacking SMEs accounting would run the 

social networks of SMEs for their favor. 

On the strength of SMEs category findings show that  one (1) Small enterprise 

strongly  disagree that  security confidentiality and authentication  of data is not the 

challenge in using social networks, One (1) Micro enterprise disagree that disagree 

that  security confidentiality and authentication of data is not the challenge in using 

social networks; Three Micro and Two Small enterprises were neutral to this 

question; Fifteen (15)Micro and One(1) Small  enterprises agree that there is 

challenge on the issue of confidentiality and authenticity of data, Thirty three 

(33)Micro , Seventeen(17)  Small and Six (6) Medium enterprises  strongly agree 

that there is challenge  on the issue of confidentiality and authenticity of data. 

According to Mukolwe (2016) challenges in using social networks or any related 

activity online using internet and risk include data loss, technology failure and device 

failure. The findings of Mukolwe (2016) were similar as this study. However the 

study of Mukolwe explain further  two challenges which were failure of technology 

and ICT  related devices that used to conduct online transaction. 
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4.4.2 Concerns government regulations on social media 

Findings is presented on figure 4.7 

Figure 4.7: Government regulation=79 

 

Source: Field data (2019) 

 

From the figure 4.7  finding show that 13.9 of the respondents strongly disagree that 

concerns government regulations on  using social media is not a challenge,6.3 

percent of the respondents disagree that concerns government regulations on  using 

social media is not a challenge, 3.8 percent of the respondents were neither agree nor 

disagree to this question, 55.7 percent of the respondents were agree that concerns 

government regulations on  using social media is  a challenge  and 20.3 percent of 

the respondents   strongly agree that  concerns government regulations on  using 

social media is a challenge. 

From the finding majority of respondents stated regulations imposed may bring 

difficulties in using social networks by SMEs. This issue was so pronounced recently 

in Tanzania require that some of the social network such as YouTube to be registered 

with respective fee. For those SMEs that are emerging may lack such fund and 

finding difficult for them to use YouTube. 
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Staffs are encouraged to be competent in order to understand necessary resources 

such as information technology law and regulations before engaging in social media 

activities. SMEs need those were arguments from (Perdiaris et al., 2015). Perdiaris 

(2015) arguments were not far from the findings of this questionnaire as the time 

when SMEs staff fail to observe and obey law and regulations govern the use of 

social network, then the challenge arise. 

4.4.3 There is high frequency of network breakdown 

Researcher wanted to study whether this challenges was perceived or experienced by 

SMEs. 

The findings is shown on figure 4.8  

Figure 4.8: Frequency of network breakdown; N=79 

 

Source: Field data (2019) 

 

From the figure above findings show that 1.3 percent of the respondents were 

strongly disagree that frequency of network breakdown is not high, 3.8 percent of the 

respondents disagree that frequency of network breakdown is not high, 6.3 percent of 

the respondents were neutral to this question, 16.5 percent of the respondents agree 
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that frequency of network breakdown is high and 72, 2 percent of the respondents 

strongly agree that frequency of network breakdown is high.  

Majority of respondents agreed that frequency of network breakdown is high. Their 

responses confirmed network is a challenge when use social network. 

Further the analysis of this questionnaire vs SMEs industry show that  food & 

agriculture  who replied disagree were two ,neutral was  one, agree was were two and 

strongly agree were five. Mining SMEs who replied  neutral were two, agree were 

four, and strongly agree were 17; Tourism who replied  agree were three and strongly 

agree were three; Manufacturing SMEs who replied strongly agree were three. 

Service SMEs who replied strongly disagree was one, disagree was one, Two were 

neutral, four agree and 29 strongly agree. 

Finding also show that there is high frequency of network breakdown for Micro and 

Small enterprises compared to Micro enterprises. These findings were similar to 

Floreddu and Cabiddu (2016) ICT technological failure is a big challenge for SMEs 

to enter and survive in international market. 
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4.4.4 My firm lack strong business base to use social network; 

Finding is shown on figure 4.9 

Figure 4.9: Business base, N=79 

 

Source: Field data (2019) 

 

From the figure 4.9 above findings show that 55.7 percent of the respondents 

strongly disagree that their firm lack strong business base to use social network, 21.5 

percent of the respondents disagree that their firms lack strong business base to use 

social network, 8.9 percent of the respondents were neither agree nor disagree, 13.9 

percent of the respondents agree that their firms lack strong business base to use 

social network. 

This means that most SMEs has strong base to use social network. Findings confirm 

that this is not the challenge to SMEs. Strong business justified the reasons why 

SMEs should engage on the use of social network. 

Further analysis  for each SMEs category in respect to this questionnaire  show that  

for Micro enterprises there were Thirty one (31) that responded strongly disagree, ten  

(10) disagree, One  (1) neutral , Ten  (10) agree; for Small enterprises there were ten  
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(10) strongly disagree, Five (5) disagree, five (5) neutral ,one (1) agree; for Medium 

enterprises findings show that   three  (3) SMEs s strongly disagree, Two (2) 

disagree, One  (1) neutral .From the these findings researcher can viewed that there is 

strongly base on Micro enterprises than Small and Medium. 

The study by Kazungu, Matto and Massawe (2017) focused on how social media 

influence the performance of micro enterprises. WhatsApp was ranked as the top 

social network with much number of users among SMEs. Behind WhatsApp were 

Facebook, Instagram and Twitter. All these social networks have an impact on 

customers’ base, growth of sales, maximization of profit and brand enhancement. So 

the presence of customer base is strong base for using social network by SMEs as 

studied by Kazungu, Matto and Massawe (2017). 

4.4.5 Incompliance with business culture 

Researcher focused on studying whether the use of social networks was not the part 

of SMEs organization culture. 

Finding is shown on figure 4.10  

Figure 4.10: Incompliance with business culture; N=79 

 



41 

 

Source: Field data (2019) 

 
Findings from the figure 4.10 above show that   13.9 percent of the respondents were 

strongly disagree that using social network was incompliance with business culture, 

6.3 percent of the respondents disagree that that using social network was 

incompliance with business culture, 3.8 percent of the respondents were neutral, 26.6 

percent of the respondents agree that that using social network was incompliance 

with business culture, 49.4 percent of the respondents strongly agree that that using 

social network was incompliance with business culture. 

Analysis show that in using social networks for   most SMEs is not their culture. This 

is challenge because the use of social network is not incorporated in organization, at 

the end this would hinder full use of social network in the SMEs or digitalization of 

SMEs operations. 

Further analysis  of this questionnaire against SME category show that , for the case 

of Micro enterprises there were six  (6) who responded strongly disagree, One (1)  

disagree, three (3) neutral ,Twelve (12) agree and Thirty (30) strongly agree; for the 

case of small enterprises ; three (3) strongly disagree, three  (3) disagree, eight (8) 

agree and seven (7) strongly agree; For medium enterprises two strongly disagree, 

one (1) disagree one  (1) agree and Two  (2) strongly agree. This means that using 

social network for Micro enterprises were not their culture because mostly “strongly 

agree” come from them. This is challenge because the use of social network is not 

incorporated in micro enterprises, at the end this would hinder full use of social 

network in the SMEs or digitalization of SMEs operations. 

The findings of from this questionnaire was similar to Abzari, Ghassemi and Vosta 

(2014). The authors argued that SMEs primarily focused on internal social networks 

than external. This means they promote internal communication as a part of their 

culture while establish external communication with other stakeholders was not part 

of their culture. According to the author the main concern was to incorporate the use 

social media on organization culture, norms and values of the benefits so that SMEs 

could enjoy the benefits of using social network externally 
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4.4.6 Lack of platforms to communicate with business partners 

The findings concerning lack platforms to communicate with business partners of   

was shown on figure 4.11 

Figure 4.11:  Lack of platforms to communicate with business partners, N=79 

 

 

Source: Field data (2019) 

 

From the figure  4.1  above 1.3 percent of the respondents strongly disagree  that  

SMEs lack platforms to communicate with business partners, 3.8 percent of the 

respondents disagree that SMEs lack platforms to communicate with business 

partners, 6.3 percent of the respondents were neutral to this question, 45.6 percent of 

the respondents agree that SMEs lack platforms to communicate with business 

partners and 43.0 percent of the respondents strongly agree that SMEs lack platforms 

to communicate with business partners. 

The high rate of response respondents at least agree that SMEs lack platforms to 

communicate with business partners. This confirms that there is challenge in using 

social networks due to lack platforms to communicate with business partners. 
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Further analysis of this questionnaires in respect to SMEs category show that, for 

Micro enterprises three (3) disagree, three (3) neutral ,twenty seven (27) agree, 

nineteen (19) strongly agree, for small enterprises one (1) strongly disagree, two (2) 

neutral , seven (7) agree , Eleven (11) strongly agree; for medium enterprises  two (2) 

agree and four  (4) strongly agree. It can be viewed that most micro and small 

enterprises lack of platforms to communicate with business partners compared to 

Medium enterprises. So this challenge affected Micro and small than medium 

enterprises.  

Business partners such as suppliers, customers and other organization that are 

working in line with SMEs must be linked together to facilitate efficiency in SMEs 

operations. Platforms for communication may include ICT related programs, 

websites, emails etc. for communicating with business partners. If SMEs lack these 

platforms or lack facilities that support these platform then they will face challenge 

in the use of social networks (Jones, Borgman & Ulusoy, 2015). 

4.5 Adoption process of social network by SMEs 

This was the third objective of this study. On this objective researcher aimed 

identified factors that would help SMEs towards successful adoption of the use of 

social networks. To study this objective researcher developed five questions .The 

findings of each questionnaires is provided hereunder.  
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4.5.1 Frequency of SMEs on using social networks 

Figure 4.12: Frequency of SMEs on using social networks=79 

 

Source: Field data (2019) 

 

From the figure 4.12 findings show that 13.9 percent of the respondents used social 

network on average less than a month, 5.1 percent of the respondents used social 

networks few times in a month, 36.7 percent of respondents used social network once 

in a day and 44.3 percent of the respondents used social network. 

 

From the findings we can say that majority of SMEs at least used social in day. Even 

though others SMEs used social networks less than a month and others few times in a 

month but still a step towards adoption of social networks due to the presence of uses 

at least in time on a day or month. Although high frequency of usage boost earlier 

adoption than low frequency of usage. 

 

Further analysis show that on the strength of SMEs category in respect to this 

question show that for Micro enterprises six  (6) used less than a month, one (1) used 

few times  in moth, Sixteen (16) used once in a day , Twenty nine (29 )  several times 

in a day, for small enterprises :  three (3) used less than a month ,two  (2) few times 

in  moth, thirteen (13) once in a day , three (3) several times in a day, for Medium 
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enterprises two(2) used less than a moth , one  (1) few times in a month and three (3) 

several times in a day. The frequency of usage of social networks is very high for 

Micro enterprises than small and medium enterprises. 

 

As discussed by Kadam and Ayarekar (2014) the usage of social media has been 

increased due to the development of science and technology. So the SMEs could use 

this opportunity to adopt the usage of social media so that efficiency and 

competitiveness could increase for their operations. Further the author suggested that 

after the adoption take place SMEs could use this opportunity brand their products 

and to conduct the so called social network marketing. This arguments support the 

findings of this questionnaire. 

 

4.5.2 Years of operations 

Findings is shown on figure 4.13  

Figure 4.13: Years of operations; N=79 

 

 

Source: Field data (2019) 
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From the figure above findings show that 39.2 percent of SMEs have years of 

operations between 1- 5, 27.8 percent of the SMEs have years of operations between 

6-10 years, 11.4 percent of the SMEs have years of operations between 11- 15 and 

21.5 percent of SMEs have years of operation from 16 years and above. 

From the findings majority of SMEs have operated for at least five years; and just 

39.2 percent have operated for almost less than or not more than 5 years. 

Further analysis vis a vis SMEs category show that , for Micro enterprises,  Twelve  

(12) were between 1-5 years,  Eighteen (18) were between 6- 10 years , eight (8) 

were between 11- 15 years and Fourteen were  operated for 16 years and above; For 

small enterprises Thirteen (13) were between 1-5 years, four (4) were between  6- 10 

years, One  (1) was between 11- 15 years and three (3)  operated for 16 years and 

above; for Medium enterprises six  (6) were between  1-5 years. 

Some scholars have argued that micro and small enterprises are in good position to 

adopt the use of social networks than the larger ones. SMEs have small operations 

compared to large so it will become to incorporate those operations in in the social 

media. Also by using Facebook, WhatsApp and Instagram SMEs will reach many 

customers since to run the named social media is affordable even for the newly 

established SMEs(Beier & Wagner, 2016). This finding confirm that since majority 

of SMEs have more 5 years operations means they developed strong customer base 

who will be easier to communicate with them through social networks.  
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4.5.3 Number of social networks used by SMEs 

Findings presented on figure 4.14  

Figure 4.14: Number of social networks; N=79 

 

Source: Field data (2019) 

 

From figure 4.14 above findings show that 68.4 percent of SMEs used 1-3 social 

networks, 27.8 percent of SMEs used  4-6 social networks and  3.8 percent of  SMEs 

used  social seven (7) social networks  and above . 

It can be viewed that majority of SMEs used at least three different types of social 

networks. The most used ones were WhatsApp, Facebook and Instagram. 

With respect to SMEs category  the findings show that , for Micro enterprises  thirty 

two (32) used  1-3 social networks, seventeen (17) used 4- 6 social networks, three 

(3) used seven social  7 plus social networks ;Small enterprises seventeen (17) used 

1-3 social networks. Four  (4) used 4-6 social networks , Medium enterprises five  (5) 

used 1-3 social networks , one  (1) used 4- 6 social networks. Number of social 

networks used by SMEs can be adoption factors as far as SMEs used many possible 

types of social. It should be noted that customers may be found on different  types 
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social networks, so as SMEs use many number social networks ,it increases the 

chances of getting more customer. 

4.5.4 Business environment 

From this questionnaire researcher wanted to assess whether business environment 

has impact on the adoption of using social networks by SMEs. To accomplish this 

researcher structured this question to obtain “yes- no” responses. The next paragraph 

contained the findings. 

 

91.10 percent of SMEs equivalent to 72 SMEs confirm that business environment 

has an impact for the adoption of SMEs whereby 8.90 percent of SMEs equivalent to 

7 SMEs disapprove that business environment has an impact for the adoption of 

SMEs. To such 7 SMEs it seems that there some kind of business environment that   

doesn’t suit the use of social networks. From this findings study conclude that 

business environment is among the factor for the adoption of social networks usage. 

Also there were 46 Micro enterprises who said yes i.e. business environment has 

impact on the adoption of using social networks by SMEs and 6 who said no i.e. 

business environment has no impact on the adoption of using social networks by 

SMEs; 20 Small enterprises who said yes and 1 small enterprises who said no; 6 

Medium enterprises who said yes .None who SMEs under Medium who said no 

Business environment.  

Dahnil et al. (2014), on his study established a balanced picture of the current state of 

global social media marketing adoption research. The paper offered a means to 

analyze the kinds of research that needs to be pursued to make research progress in 

the related area of social media marketing. The findings revealed that end-user 

requirements, organization, technology and business environment were the identified 

adoption factors. 

The adoption of social media on offer the chance for SMEs to gain market insight in 

international market. Since business environment is subject to change overtime social 

media adoption give new look SMEs operations (Grizane & Jurgelane, 2016). 
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The discussions and arguments from Dahil et al., (2014) and Grizzane & Jurgelane 

(2016) support the study findings on this questionnaire 

4.5.5 Technology 

From this questionnaire researcher wanted to assess whether technology has impact 

on the adoption of using social networks by SMEs. To accomplish this researcher 

structured this question to obtain “yes- no” responses. The next paragraph contained 

the findings. 

Further analysis of this questionnaire against SMEs category show that, for micro 

enterprises there were 45 enterprises who said yes i.e. technology has impact on the 

adoption of using social networks by SMEs and 7 who said no i.e. technology has 

impact on the adoption of using social networks by SMEs; for small enterprises there 

were 15 who said yes and 6 who said no and for medium enterprises there were 3 

who said yes and 3 who said no. 

Technology environment involved development and uses of ICT plus its related 

tools. Also it involves figure networks coverage to enable availability of social 

networks between SMEs and their stakeholders. 

According to Ionid et al. (2018), theories and models   has been the backbone 

towards adoption of social network for SMEs in various places in the world. The role 

of theories is to explain and predict various concepts that could be adopted by SMEs 

in making social network very successfully. Through the use of theories such as 

behavioral pattern and diffusion theory adoption of social network within SMEs 

would be successful. The four major principles for adoption of social network for 

SMEs as proposed various theories were organization factors, technological factors, 

and end-user and business environment factors. In order to utilize these adopting 

factors SMEs need to apply relevant theories for guidance. Again in order for SMEs 

successful adopt the use of social networks usage should utilize proposed factors by 

Ionid ( 2018) and additionally factors propose d by this study  which were number of 

operations and number of social networks usage.   
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CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction  

In this chapter researcher presented summary of the study, summary of findings for 

each specific objectives, conclusion, recommendations, policy implications, 

limitations of the study and suggested for further studies. 

5.2 Summary  

The aim of this study was to assess the use of social network on SMEs in Tanzania. 

Specifically the researcher focused on three objectives which were to identify the 

benefits of using social network on the SMEs in Tanzania, to identify the challenges 

of using social network on the SMEs in Tanzania and to determine the adoption 

process of social network on the SMEs in Tanzania. Researcher was motivated to 

study the use of social networks on SMEs since by showing challenges, benefits and 

adoption of the sue of social networks to SMEs. As we know there are emerging 

SMEs and already emerged SMEs on which through this study they will use social 

network such Instagram, Facebook and WhatsApp successful since these study 

addressed the benefits, challenges and adoption of the use of social networks with 

their recommendations and policy implications to ensure all opportunities in the use 

of social networks by SMEs are exploited. 

 
To study such general objective and specific objectives researcher adopted a survey 

design by distributing questionnaires items to 79 SMEs owners who were registered 

and also can be found at Tanzania Investment Centre database with their contacts. 

Researcher selected 79 SMEs from Dar es Salaam due to convenience of reaching 

them in collecting primary data. Secondary data also was collected to support the 

findings of these studies. Collected data was analysed as per each questionnaires with 

respect to SMEs category i.e. Micro, Small and Medium enterprises.       
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5.2.1 Benefits of using social networks 

This was the first specific objective of this study. Under this objective researcher was 

assessing the benefits of suing social networks from surveyed SMEs. Researcher 

developed six questionnaires items that represent statements of benefits ,then wanted 

to get confirmation from SMEs through questionnaires on whether such benefits they 

were aware with or realized them. Under this objectives the benefits which  

confirmed to be realized by sampled SMEs were increase in market effectiveness, 

customer satisfaction increase, Advertisement costs are minimized, it allow 

customers to access information quickly, Improve communication with business 

partners, social media provide new opportunities. High rate of response show their 

agreement on this questionnaire. 

5.2.2 Challenges facing by SMEs in using social networks 

This was the second specific objective of this study.On this objective researcher was 

assessing the challenges of using social networks on the SMEs. To study this 

objective researcher developed six questionnaires. Findings show that concern on 

security confidentiality and authentication of data, concerns government regulations 

on social media,  High frequency of network breakdown, SMEs lack strong business 

base to use social media, Incompliance with business culture, Lack of platforms to 

communicate with business partners were identified  challenges facing SMEs on 

social networks usage. 

5.2.3 Adoption process of SMEs in using social networks 

This was the third objective of this study. On this objective researcher aimed 

identified factors that would help SMEs towards successful adoption of the use of 

social networks. To study this objective researcher developed five questions which 

aimed at findings adoption factors for the social networks usage by SMEs. The 

findings was able to reveal factors that would help SMEs to adopt social networks 

usage such factors were business environment, technology environment, number of 

social networks used by SMEs, years of operations by SMEs  and the frequency of 

social network usage by SMEs. 



52 

 

5.3 Conclusion 

Researcher was able to study three specific objective of this study and was able also 

to answer three specific questions of this study, being so the problem was well 

addressed. Based on the study findings, researcher draws the following conclusion  

On the first specific objective, it was found out that the identified benefits of social 

networks usage by SMEs were very usefully for the SMEs performance and growth. 

Hence SMEs were encouraged to use social networks effectively to realize more 

benefits. 

On the second specific objective, the study deduces that there were challenges that 

would hinder SMEs not to achieve the expectations of using social networks. These 

challenges should be overcome. 

 
On the third specific objective the study concluded that identified and proposed 

factors for the adoption of social network usage by SMEs should be utilized 

effectively with the aid of theories and relevant models.  

 

5.4 Recommendations 

The study recommended that  

Challenges facing social network usage should be overcome. To overcome such 

challenges SMEs should comply with the rules and government regulations 

especially those related with social media and online transactions, used of online 

security software and systems such as antivirus to protect against loss of data, backup 

system should be introduced, consultation with IT specialists in case of any problem 

and usage of social network should be include into SMEs culture. 

Further the study recommended that identified and proposed factors for the adoption 

of social network usage by SMEs should be utilized effectively with the aid of 

theories and relevant models such as Resource based view theory. 
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5.5 Policy implications 

The study aimed at assessing the use of social networks on small and medium 

enterprises in Tanzania -A Survey of Selected SMEs in Dar es Salaam. The study 

findings implied that SMEs in Dar es salaam  and elsewhere should be enhanced  and 

supported to use social networks to their operations in order to increase efficiency 

and effectiveness their operations and all places or areas which they touch such as 

national economy and individual development. 

 

5.6 Limitations of the research and areas for further studies 

Researcher acknowledges the contributions of previous studies with similar title, 

scope, subject or topic in making this study successfully. However, this study has the 

following limitations.  

 
i. Number of SMEs involved 

On this study only SMEs involved were 79 from Dar es salaam. In Tanzania there 

SMEs in every region. Although researcher focused on Dar es Salaam to convenient 

of reaching SMEs. The study did include SMEs from other regions other than Dar es 

Salaam. 

 
ii. The study involved registered SMEs only 

Unregistered SMEs were not involved in this study. These SMEs were registered by 

Tanzania Investment centre. 

 

Despite of these limitations still study findings were reliable and valid and can be 

relied upon. 

Lastly the study suggested that other researcher should study on challenges facing 

newly emerging SMEs in Tanzania, Risk associated with running SMEs, Polices 

governed SMEs and its implications. 
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APPENDICES 
 

UPENDO G MOSHA 

QUESTIONAIRE GUIDE 

My name is Upendo G Mosha student of Mzumbe University at Dar es salaam 

Campus College pursuing Master’s degree in Business Administration-Corporate 

Management (MBA-CM). I am conducting the study titled “The use of social 

networks by Small and Medium Enterprises in Tanzania-a survey of selected SMEs 

in Dar es Salaam” 

Am asking you dear respondent to offer full cooperation by answering this 

questionnaires.  The answers of these questionnaires will be analyzed for the benefits 

of the researcher, researchers, academicians and SMEs in general. 

PART A: General information 

Please the check answer that correspond to your response by ticking blow on 

your response. 

iv. Gender 

a. Male b. Female 

  

 

v. Age(years) 

2 18-28 3 29-39 4 40-49 5 50+ 

    

 

vi. Academic qualification 

iv. Certificate  v. Diploma vi. Degree vii. Masters viii. Ph.D. 
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vii. Type of business sector 

1 Food and 

Agriculture 

2 Mining 3 Tourism 4 Manufacturing  5 Service 6 Others(specify) 

      

 

         5. Category of SME 

Category Number of employees Put a tick here 

 Micro   1-4  

 Small    5-49  

 Medium 50-99  

 

PART B: Benefits of using social media 

Scale: (1= strongly disagree, 2=Disagree, 3=Neutral, 4=Agree, 5=strongly agree) 

Check the number that correspond to your response 

 

 

  

 

 

 

 Benefits of  using social media 1 2 3 4 5 

6 There is increase in market effectiveness      

7 Customer satisfaction increase      

8 Advertisement costs are minimized       

9 It allow customers to access information quickly      

10 Improve communication with business partners      

11 Social media provide new opportunities      
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PART C: Challenges of using social network by SMEs 

Scale: These questions are measured on five point liker scale ranging from (1= 

strongly disagree, 2=Disagree, 3=Neutral, 4=Agree and 5=strongly agree) 

Check the number that correspond to your response 

 

PART C: Adoption process of social network by SMEs 

Check the box that corresponding to your response by putting a tick 

18.  How frequently SMEs use social media 

1.less than a month 2.few times in a month 3.several times in a day 4.once in a day 

    

 

19. Years of operations by the SMEs 

2.1. 1-5 years 2.2. 6-10 years 2.3. 11-15 years 2.4. 16 +years 

    

 

20. Number of social network use by the firm 

(i) 1-3 social networks (ii) 4-6 social networks 7+ Social networks 

   

 

 
 
 

 Challenges of using social network by SMEs 1 2 3 4 5 

12 Concern on security Confidentiality and authenification 

of data 

     

13 Concerns government regulations on social media      

14 There is high frequency of network breakdown      

15 My firm lack strong business base to use social media      

16 Incompliance with business culture      

17 Lack of platforms to communicate with business 

partners 

     



64 

 

21. Number of   products offered by SMEs influence adoption on use of social 

network 

iii. yes iv.  no 

  

 

22. Concern of the geographical location of the customers influence adoption on use 

of social network 

0.       yes     1.   no 
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