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ABSTRACT 

 

The main objective of this study was to assess the opportunities and challenges of the 

use of social media to enhance business performance of microfinance institutions in 

Tanzania. Specifically, the study assessed the opportunity and challenges of the use 

of social media networks in enhancing the performance of microfinance institutions, 

found that the degree and measurement of investigation of opportunities and 

challenges for the utilization of social media network by microfinance institutions are 

exceptionally wide. This study was based on the use of both primary and secondary 

methods of data collection was employed. The methods employed include 

Questionnaires and interview. 

 

Further, the study revealed that, the challenges that Microfinance Institutions face in 

the utilization of social media is the delay in getting response when making an  

inquiry through social media, affordability of clients/customers to own devices e.g. 

mobile phones and computers and also to have sufficient funds to buy internet 

bundles/data which could enables them access the information through Social Media.   

For some microfinance monetary foundations, discovering low cost and effectively 

implementable approaches to draw in with their clients (and arrive at new ones) is a 

significant challenge. 

 

The study recommend that Microfinance Institutions should start making a very 

proper use of social media by creating and formulating very effective and efficiency 

marketing strategies that could help them in enhancing performance through the 

increase of customer base as well as loan portfolio. 

 

Further The study recommends that Microfinance Institutions shall concentrate in 

using the mostly five social media namely Facebook, Twitter, LinkedIn, You Tube 

and Flickr since their very well established.  
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CHAPTER ONE 

 

INTRODUCTION 

 

1.0  Introduction 

The purpose of this dissertation is to assess the opportunities and challenges of the 

use of social media networks in enhancing the performance of microfinance 

institutions in Tanzania. This chapter begins by looking at the background of the 

study, it further draws down the statement of the problem and went further 

developing the research objectives and questions. This chapter ends up by explaining 

the scope and significance of the study. 

 

1.1  Background to the Study 

Until the late 1990's the main type of media known to organization were Television, 

papers, and radio, at anyway in the mid-2000s, a transformation in media was seen 

and the world was familiar with Social Media. Social media is basically like some 

other type of media is a device used for correspondence yet at a large scale for social 

interaction using significantly accessible and flexible correspondence systems (Singh 

and Sinha, 2017). In the course of recent years social media has increased a fortunate 

situation in the life of many individual and it has transformed into a topic for 

discussion crosswise over various segments of our general public and has increased 

wide spread acknowledgement in the present busy life (Nair, 2017). It has been over 

the motivation for some business authorities. Managers, just as advisors, endeavor to 

recognize manners by which organization can use applications, for instance, 

Wikipedia, YouTube, Facebook, Twitter, etc. (Kaplan and Haenlein 2010). 

 

Social Media has turned into a common place for communication, network and 

content sharing. Many organizations look for marketing and business opportunities in 

these stages (Paniagua and Sapena, 2014). Traditionally, customers used the Internet 

to simply utilize content: they read it, they watched it, and they used it to buy goods 

and service. This addresses the social media phenomenon, which can now basically 
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influence an organization reputation, deals, and even endurance. However, many 

officials eschew or disregard this type of media since they don't understand what it is, 

the various structures it can take, and how to interface with it and digger to learn 

(Kietzmann et al., 2011). 

 

The rise of Internet-based SM has made it possible for anybody to communicate 

with literally a thousand of individuals about particular product and the 

organizations that provide them. Thus, the impact of customer-to-customer 

correspondences has been generally amplified in the marketplace. SM is a hybrid 

element of the promotion mix because in a traditional sense it helps firms talk to 

their clients, while in a nontraditional sense it only assists customer to talk directly 

to one another (Pourkhani, Abdipour, Moslehpour, 2018). 

 

Small and medium-sized enterprises (SMEs) are the cornerstone of most economies. 

They account for about half of the global Gross Domestic Product (GDP) and 60%–

70% of the employment. In developing nations, SMEs tend to employ the poor, more 

vulnerable segments of society, such as, youth and women (International Trade 

Center, 2015). Small and medium sized Enterprises (SMEs) have been progressively 

perceived as a major platform by which many African nations can become developed 

owing to their existing contribution and capability to further drive the entire African 

continent to a developed status (Emezie, 2017). 

 

In Tanzania, 95% of all businesses are SME’s and they contribute 35% of the GDP. 

The role of SMEs is critical in pushing the social-economic development agenda of 

the country further, as these undertakings contribute considerably to employment 

creation, economic growth, and poverty mitigation. Sustainable employment and 

opportunities for micro entrepreneurs are the key pathways out of poverty for poor 

people (World Bank, 2004). However, the full potential capacity of the SME sector 

still can't seem to be tapped because of the presence of the number of constraints, 

such as, unfavorable legal and regulatory structure, undeveloped infrastructure, poor 
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business development service, and planning, limited access of SMEs to finance, 

ineffective and poor coordinated institutional support system, etc (Lymo, 2014). 

 

Since not only social media have demonstrated to play a significant role for larger 

corporations, it likewise turns out to be progressively applicable for Small and 

medium-sized undertakings this study is expecting to investigate opportunities and 

challenges of social media networks in enhancing performance of microfinance 

Institutions in Tanzania: the case of Ilala municipality. 

 

1.2  Problem Statement 

Achieving performances and monetary sustainability are essential for microfinance 

establishments. This doesn't guarantee MFIs presence yet, in addition, ensures 

continual arrangement of monetary administrations to poor people (Malua, 2013). 

Microfinance organizations have been playing an important role in financing 

Tanzanians especially low-income earners and help them engage in different 

economic activities as well as the provision of important social services (Kipesa, 

2013). The fact that MFI’s have been facing competition from other types of 

financial institutions the firms have been looking for different ways of dealing with 

the competition in order to grow and sustain (Kimaro, 2015).  

 

With respect to the contemporary worldwide business condition, the activity of social 

media has extended drastically. In the traditional perspective, the business condition 

was significantly unfaltering in nature, where the majority of the corporate entities 

worked in a homogenous situation. In the current circumstance, the business division 

has expected tremendous entirety change with various segments. Globalization has 

caused the greatest change in the business condition, as the associations have 

expected to turn out huge improvements to their authoritative structures and long-

term strategies (Abuhashesh, 2014). In today’s world, the majority of associations 

use social media networking communication to improve their relationship with 

purchasers. Social media gives another way to deal with associations that are 
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communicating with the customers; it's completely changing the strategy for business 

(Shabbir, Ghazi, and Mehmood, 2016). 

 

The Performance of microfinance institutions in Tanzania is relatively low (Kipesa, 

2013). Since Tanzania has 23 million internet users with 19 million internet users in 

accessing  the World Wide Web in 2017 through their mobile phones (TCRA, 2018) 

MFI’s can use social media networks to enhance their performance. Since the 

literature has not shown challenges and opportunities for MFI’s using social media 

this study is expected to bridge this empirical gap. 

 

1.3  Study Objectives 

This study is expecting to achieve the following objectives; 

 

1.3.1  General Objective 

To assess the opportunities and challenges of the use of social media networks in 

enhancing the performance of microfinance institutions in Tanzania. 

 

1.3.2  Specific Objectives 

(i.) To examine the extent to which Microfinance institutions use social 

media networks in their business operations 

(ii.) To study the opportunities that MFI’s can use in social media 

networks to enhance business performance 

(iii.) To identify the challenge that MFI’s face in the use of social media 

networks in the course of enhancing business performance 

(iv.) To study the perception of customers towards the use of social media 

networks by MFI’s in Tanzania 

 

1.4  Scope of the Study 

This study is expected to be conducted at Ilala Municipality. It will involve owners 

and operators of SMEs who are located in the area. Data collection will involve 

questionnaire, interviews and documentary reviews. 
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1.5  Significance of the Study 

This study is expected to be significant in different ways. It will unfold the extent to 

which  SMEs’ use of social networks and how they impact their operations. Through 

this study challenges and opportunities of using social media are expected to be 

identified and hence help  policymakers and practitioners in the area to improve the 

business operating environment in the area. 

 

The discoveries of this investigation will also be beneficial to  SMEs by 

understanding how important social media networks are in enhancing business 

performance and the best ways to use social media networks for business 

performance. 
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CHAPTER TWO 

 

LITERATURE REVIEW 

 

2.0  Introduction 

This chapter reviews various documents related to the topic under study. It reviews 

concepts and theories that explain variables under study. It also provides a 

conceptual framework that shows how independent and dependent variables relate. 

 

2.1  Theoretical Review 

2.1.1  Definitions of Concepts 

2.1.2  Social Media 

Kaplan and Haenlein (2010) portrayed social media systems administration as a 

gathering of internet-based applications that work as for the ideological and 

mechanical foundations of Web2.0, and that allow the creation and exchange of user-

generated content. It depends upon convenient and online advances to make 

exceptionally natural stages through which individuals and communities share, co-

create, talk about and change user-generated content. The History of Social Media 

through the Internet has transformed  how people communicate with each other 

consistently. Going before the Internet, remaining associated with friends o\and 

family was troublesome and exorbitant. 

 

In this day and age, remaining associated is simple and accessible. The way where 

people impart changed when the principal email was sent in 1971. In 1978, the 

Bulletin Board System (BBS) was invented to empower customers to exchange 

messages, data, news, and programming, along these lines the beginning of the 

Internet. In 1979, two individuals made Usenet, a general trade structure that 

empowered customers to post open messages. The 1980s saw the introduction of 

online service provider, for instance, CompuServe, Prodigy and America Online 

(AOL), (Curtis, 2011). By 1989, British architect Tim Berners-Lee began to work at 

CERN on what was to transform into the World Wide Web. 
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During the 1990s, the Mosaic internet program was pushed, GeoCities, one of the 

web's first social informal correspondence districts, was built up and individual home 

pages began to develop. 

 

The year 1995 indicated the period for corporate website pages and online business. 

Nothing unexpected that the present example toward social media can be pursued 

back to the web' roots, since social media has changed the World Wide Web from 

sites that gave static information to sites that fill in as an information exchange stage 

between customers. The internet based lifetime  returns to 1998 when Bruce and 

Susan Abelson set up Open Diary, an early individual to individual correspondence 

site that unified online journal writers into one system. 

 

The particular advances and the developing accessibility of fast Internet access over 

for  late years have empowered a type of virtual content sharing, promoting the 

formation of informal communication goals, for instance, Myspace in 2003 and 

Facebook in 2004 that are generally extraordinary and more predominant than the 

Bulletin Board System (BBS) of the late 1970s (Curtis, 2011). Individual to 

individual communication areas were trailed by the video sharing webpage, 

YouTube, in 2005 and the little scale blogging site Twitter, in 2006. The latest 

extension to the social occasion of web-based life is  virtual universes (for instance 

Second Life) and virtual game universes (for instance Universe of War create), 

which give a reproduced circumstance controlled by three-dimensional images that 

may communicate with each other. 

 

The previously mentioned advancement of innovation addresses different types of 

uses that give lucidity about what falls inside the term of web-based social 

networking. Albeit truly we have had the option to distinguish various achievements 

of innovative advances, Categorization of such advances may not be as 

straightforward. When thinking about the general meaning of internet-based life 

there is a need to recognize different kinds of online networking. Table 1, underneath 

gives six distinct kinds of web-based social networking. 
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Table 2.1: Six Types of Social Media 

Categories Description Example 

Collaborative Projects Empowers the joint creation of content all the 

while by many end-users 

Wikipedia, Delicious 

Blogs also referred to as 

weblogs 

Are an online production of various issues 

displayed in a turnaround  

Twitter, Open Diary 

Content Communities The sharing of media content between clients 

including content, recordings, photographs, 

and PowerPoint introductions 

BookCrossing, 

Flickr, YouTube, 

Limewire and 

Slideshare 

Social Networking Sites Are online administrations that enable people 

to build a computerized personality by 

building up a profile, articulating a list of 

clients with whom they share a  connection, 

seeing their list of connection and viewing 

associations made by others within the 

framework 

Facebook, 

WhatsApp, Myspace, 

LinkedIn, Instagram 

Virtual Game Worlds 

 

Stages that imitate a three-dimensional 

condition in which clients can appear in the 

form of avatars that connect with one another 

World of Warcraft, 

Ever Quest 

 

Virtual Social Worlds 

 

Permits occupants or symbols pick their 

conduct unreservedly and carry on with a 

virtual life that may look like their reality 

Second Life 

Source: This Table adopted from European Business & Management Book, Vol4, 

October 2018. 

 

Notwithstanding, the investigation uncovers that Social networks are frequently 

comprised of individuals who offer similar interests. This can be both social and 

client express interests. Giving through these casual networks can fulfill customer 

interests, relationship building and trades (Berger and Messerschmidt, 2009). It is 

argued that one reason customer develop media is so notable, is how it is definitely 

not hard to use, and as the term states, constrained by the customers (Shao, 2008). It 

is in like manner a quick technique to interface with others and use information. 
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Purchasers access to immense proportions of information without taking an interest 

or including themselves in a high degree (Shao, 2008). 

 

Encourage, Francescucci and West (2010) contend that different sorts of social 

media exist and that they can be arranged by how much social proximity, media 

extravagance, and self-exposure they contain (Foster, Francescucci and West, 2010). 

Wikipedia is an instance of an online internet-based life channel that is low on social 

presence and media wealth. It is an open and editable page, and the content is 

composed cooperatively by a lot of  mysterious Internet volunteers. Articles are 

written more than 270 dialects, and anyone with  Internet access can contribute 

(Wikipedia, 2011). A blog is some spot on  the inside, as it shares both content and 

photographs, and people can make their very own comments to the content (Foster, 

Francescucci and West, 2010). 

 

Web journals are the most standard online individual distributing stage. Permalinks 

and trackbacks (considering associating among online diaries) and commenting 

opportunities are one of a kind features with sites (Brady, 2005). Among those with 

the most elevated media excess and social proximity are YouTube and Facebook. 

These web-based life channels attempt to imitate  three-dimensional participation, as 

live talk, picture, video and content sharing (Foster, Francescucci and West, 2010). 

Specialists have classified degrees of commitment that individuals show in informal 

communities. A few shoppers "lurk" in interpersonal organizations, implying that 

they watch others, however, don't create any substance themselves. "Newbyies" are 

the individuals who have recently begun to remark in an informal community and 

don't show indications of duty. 

 

The expression "superstars" are described as individuals with  broad learning of the 

dialog subject. At that point there are "minglers", alluding to those that don't partake 

consistently, "devotees" are excited individuals, while the "insider" has master 

information. Both "fans" and "insiders" display solid social and passionate 

connections to the network (Quinton and Harridge-March, 2010). 
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As showed by Kozinet (2010), verifiably more people are glad to join a network than 

contribute to it. Around 1/10 of 1 percent will compose on the divider, and modest 

divisions of this will post photos or recordings, or answer to dialog subjects. Kozinet 

calls such networks as "semi quasi -not exactly networks" (Kozinet, 2010). Verbal 

exchange is  a critical mechanical assembly of correspondence, internet systems 

administration can access and benefit by it. Electronically verbal exchange happens 

when people examine  items, brands, and services among each other on the Internet. 

A couple of buyers may have endeavored a thing beforehand, and would thus be able 

to have the option to propose it, or not endorse it to various customers. Constructive 

verbal exchange can be viewed as a customer's preparation to recommend an item to 

others (Gruen, Osmenbekov and Czaplewski, 2006). 

 

WOM of this nature is pushed by the longing to spread information, help others, or 

even alert them against poor assistance and items (Kozinets, de Valck, Wojnicki and 

Wilner, 2010). Informal exchange is viewed as a social power that has huge effects 

on customer's purchase decisions. A couple of analysts have even argued that WOM 

is more convincing than standard displaying gadgets (Kozinets, de Valck, Wojnicki 

and Wilner, 2010). 

 

Research also shows that sponsors should not freeze by a negative word  of mouth. 

To some degree negative WOM together with positive incorporates legitimacy. 

Various investigators contend that it is the volume of WOM, and not their negative 

and positive valence that issues (Kozinets, de Valck, Wojnicki and Wilner, 2010). 

Agresta and Bonin Bough (2011) suggest that if wrong comments from a customer 

occur in a business-supported system, the urging is to not respond, or respond 

separated. The reason behind not responding is that a business needn't bother with its 

web-based life space to be stuffed with information of no value.  If protest or 

negative comment relies upon mistaken information, the business should answer 

quickly and endeavor to address the misinformation. 
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On the off chance that somebody is simply hoping to control up issue, a business 

ought not react. This is because a reaction may very well urge the individual to a 

negative discourse that will shading the internet-based life room. A recommendation 

from experts is to urge the clients to reach the organization through an increasingly 

private line, where the issue can be managed away from the open circle (Agresta and 

Bonin Bough, 2011). Regardless of whether online exchanges can create some 

troublesome remarks for all to view, such gatherings provide marketers with the 

chance to pursue a dialog about their image. They can view the underlying post, who 

has remarked on what, and when all is said in done what reaction it has produced. 

This isn't workable for informal exchange that occurs disconnected (Quinton and 

Harridge-March, 2010). 

 

Recently, researchers have been giving more thought with respect to affiliation 

supported systems and their latent capacity (Berger and Messerschmidt, 2009). These 

are systems that are started up, or supported by organizations. The manner in which 

that buyers use these systems to investigate new things and structure associations is a 

significant connection for the relationship to support online systems that encourage 

verbal exchange about their item (Berger and Messerschmidt, 2009). It is moreover 

argued that since the associations, which are shaped in these frameworks, are 

grounded in social bonds, they are hard to copy by contenders. Social Networks can 

be powerful and make a competitive advantage (Quinton and Harridge-March, 

2010). 

 

Nonetheless, an interpersonal organization isn't developed around data sharing alone, 

yet additionally around trust, companionship, and partnerships. One ought to thusly 

be mindful so as to embed a lot of promoting in a social network, as it will 

undermine its respectability (Kozinets, de Valck, Wojnicki and Wilner, 2010). For 

instance, a page can be seen as an organization supported community. 
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As indicated by Agresta and Bonin Bough (2011), an organization ought not to 

create an excessive amount of substance on a Facebook divider. This may be seen as 

spam and be irritating to the supporters. They rather recommend setting up a genuine 

important substance to give the clients something to discuss (Agresta and Bonin 

Bough, 2011). As referenced by Berger and Messerschmidt (2009), an ever-

increasing number of shoppers have less trust in  data originating from business 

sources. Rather, they go on the web and quest for item surveys made by different 

customers and ask them inquiries legitimately. 

 

Online communities frequently draw in similarly invested clients and are along these 

lines an ideal stage to look for this sort of item data (Berger and Messerschmidt, 

2009). When researching on the web networks, Quinton and Harridge-March (2010) 

found that the most important thing and organization information began from 

common notification in the network (Quinton and Harridge-March, 2010). It 

moreover happens that other system customers and customers know the response to 

an option that is superior to a business help that is used to answer customer  inquiries 

(Berger and Messerschmidt, 2009). E-Bay is a trailblazer in this field. 

 

Numerous shoppers see monetary administrations as unpredictable, in this manner a 

help that requirements pre-buy data and assessment. Since monetary items are seen 

as being complex, they are additionally high-involvement items (Berger and 

Messerschmidt, 2009). For the monetary service advertiser, it might be hard to 

distinguish genuine as opposed to not all that genuinely, loyal clients. This may be 

on the grounds that regardless of whether a client encounters disappointing service, 

numerous money related assistance clients remain with their financial service 

provider essentially in light of the fact that exchanging is an excessive amount of 

pressure (Licata and Goutam, 2009). 

 

As per Miner and Uhrman (2015), Social media insinuates the collaboration among 

people where they make, share or possibly exchange information and considerations 

in virtual networks and systems. 
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Internet-based life isn't "media," yet stages for interaction and systems organization. 

It is the gathering of online correspondence channels devoted to network-based 

information, social interaction, content-sharing, and joint exertion; it involves the 

gadgets, organizations, and correspondence empowering relationships among people 

with ordinary interests. 

 

There are numerous social media platforms that are used by different people and 

business ventures. They include Facebook, WhatsApp, YouTube, Twitter, LinkedIn, 

Instagram, etc. 

 

Figure 2.1: Social Media Samples 

 

Source: Internet, 2019 

 

2.1.3  Social Media Interaction 

Internet today isn't just  information access to gadget; it in like manner has 

transformed into a cooperation instrument (Henrichs, Jeen - SU, and Kee Sook, 

2011)). Online media has transformed into a notable correspondence and connection 

channel among people around the globe (Cheung and Lee, 2010). 

 

 



14 

Figure 2.2: Social Media Interaction Process 

 

Source: Internet, 2019 

 

2.1.4  Microfinance Institutions 

Microfinance is a term used to portray the provision of monetary administrations, for 

example, reserve funds and protection and giving advances as low as $100. These 

administrations and advances are normally offered to poor people and their families 

to help them in the starting and improvement of independent ventures just as to 

enable them to participate in other productive exercises. Numerous microfinance 

establishments (MFIs) embrace the social goal of helping the poor become 

progressively independent  to improve the lives of relatives, communities and entire 

social orders (Ocasio, 2012). 

 

According to BOT (2019), a microfinance institution (MFI) is an organization that 

provides financial services to  low-income people/ micro-entrepreneurs.  This very 

broad definition includes a wide range of providers that vary in their legal structure, 

mission, methodology, and sustainability. However, all share the common 

characteristic of providing financial services to a clientele poorer and more 

vulnerable than traditional bank clients. 
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As indicated by BOT (2019) a microfinance establishment (MFI) is an affiliation that 

gives monetary service to low-income people/micro-entrepreneurs. This very wide 

definition includes a wide range of providers that vary in their legal structure, 

mission, methodology, and sustainability. Regardless, all share the basic qualities for 

giving money  or to a client base not so much blessed but rather more weak than 

customary bank clients. 

 

2.1.5  Microfinance Institutions in Tanzania 

Tanzania has a quickly developing fund part, however microfinance arrangement still 

depends vigorously on semi-formal or informal organizations. As indicated by an 

ongoing report by the World Bank, by December 2011 of the 48 formal monetary 

foundations offering microfinance, only 20 were deposited-taking and along these 

lines coordinated by the Bank of Tanzania (World Bank, 2013). From that point 

forward the number of banking foundations has extended. The Bank of Tanzania's 

2013 Annual Report, December 2013, records 53 monetary foundations including 34 

business banks, 12 community banks, 5 monetary establishments, and 2 deposit-

taking microfinance associations. Of these 5 were state-owned and 48 private-

possessed. The monetary associations operated a system of 642 branches, with an 

emphasis on the standard urban regions of Dar es Salaam, Mwanza, Arusha, Mbeya 

and Kilimanjaro, and an arrangement of 1,526 ATMs (BoT 2013). The two deposit-

taking microfinance establishments incorporate EFC Tanzania Ltd. additionally, 

FINCA Tanzania MFC Limited. Two private credit reference specialists also operate 

– Credit info Tanzania Ltd. moreover, Dun and Bradstreet Credit Bureau Ltd (BoT, 

2013). 

A list of Microfinance Institution found in Tanzania 
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Table 2.2: A list of Microfinance Institution found in Tanzania 

S/N Name of Microfinance Institution Region General Category 

1 Mwanga Rural Community Bank Kilimanjaro Community Bank 

2 Dar Es Salaam Community Bank Dar Es Salaam Community Bank 

3 Mufindi Community Bank (MUCOBA) Iringa Community Bank 

4 Akiba Commercial Bank Dar Es Salaam Commercial Bank 

5 National Microfinance Bank (NMB) Dar Es Salaam Commercial Bank 

6 Christian Spiritual Youth Ministry Arusha Non-Government 

Organisation (NGO) 

7 Karatu Development Association Arusha Non- Government 

Organisation (NGO) 

8 INCOFIN Tanzania Limited Arusha Non -Government 

Organisation (NGO) 

9 Women’s Economic Groups 

Coordinating Council 

Arusha Non- Government 

Organisation (NGO) 

10 Small Enterprises Development Agency 

(SEDA) 

Arusha Non- Government 

Organisation (NGO) 

11 Women Empowerment and Development 

Agency Monduli 

Arusha Non- Government 

Organisation (NGO) 

12 Pride Tanzania (PRIDE) Arusha Non- Government 

Organisation (NGO) 

13 CARITAS Dar Es Salaam Non- Government 

Organisation (NGO) 

14 Centre for Microfinance and Enterprise 

Development (CEMIDE TRUST) 

Dar Es Salaam Non- Government 

Organisation(NGO) 

15 Centre for sustainable Development 

Initiatives (CSD) 

Dar Es Salaam Non- Government 

Organisation(NGO) 

16 Association of Self Reliance and 

Development (CHAKUKU) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

17 Finance and Enterprice Development 

Associates (FEDA) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

18 National Income Generation 

Programme(NIGP) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

19 Youth Self Employment Foundation 

(YOSEFO) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

20 Mennonite Economic Development 

Associates (MEDA) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

21 SWISSAID(T) Dar Es Salaam Non- Government 

Organisation (NGO) 

22 Small Entrepreneurs Loan facility 

Project (SELF) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

23 Development Int. Desjardins (DID) Dar Es Salaam Non- Government 

Organisation (NGO) 

24 Presidential Trust Fund (PTF) Dar Es Salaam Non- Government 

Organisation (NGO) 

25 Small Industries Development 

Organization (SIDO) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

26 Financial Services and Enterprises 

Development Association (FISEDA) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

27 Civic Education Tanzania Trust 

(CETAT) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

28 FINCA Tanzania Dar Es Salaam Non- Government 
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S/N Name of Microfinance Institution Region General Category 

Organisation (NGO) 

29 Tanzania Mtaji Fund Dar Es Salaam Non -Government 

Organisation (NGO) 

30 Credit Scheme for productive Activities 

of women in Tanzania (CREW) 

Dar Es Salaam Non- Government 

Organisation (NGO) 

31 Mfuko wa kuweka na Kukopa 

Songea(MKUSO) 

Songea Non- Government 

Organisation (NGO) 

32 Small Enterprises Foundation (SEF) Dar Es Salaam Non-Government 

Organisation (NGO) 

33 FAULU Tanzania Dar Es Salaam Non- Government 

Organisation (NGO) 

34 Zanzibar Fund for Self-Reliance (ZFSR) Zanzibar Non- Government 

Organisation (NGO) 

35 Changamoto Life Preservation Fund Zanzibar Non- Government 

Organisation (NGO) 

36 Zanzibar National Association for Blind 

(ZANAB) 

Zanzibar Non- Government 

Organisation (NGO) 

37 Women Entrepreneurship Development 

Trust Fund (WEDTF) 

Zanzibar Non- Government 

Organisation (NGO) 

38 Youth Self Employment Foundation 

(YOSEFO) 

Zanzibar Non- Government 

Organisation (NGO) 

39 Karagwe Microfinance Institute 

(KAMFI) 

Karagwe Non- Government 

Organisation (NGO) 

40 Karagwe Development and Relief 

Services (KADERES) 

Karagwe Non- Government 

Organisation (NGO) 

41 Facilitation for intergrated Development 

and Relief Services (FAIDERS) 

Biharamulo Non- Government 

Organisation (NGO) 

Source: Adopted from bot.go.tz 

 

Tanzania presents a starting microfinance market where existing NGOs are 

attempting to survive by in a developing managerial condition. Change to a 

controlled monetary association is the model sought after by the two MFIs under 

assessment and from now on making sense of who their investors are is a prompt 

need. Fundamental examination and system structures demonstrate that some key 

existing financial accomplices might be the most likely investors/owners of these 

new MFIs, given that local potential actors are very few and progressively unwilling 

to have the choice to make critical interests in microfinance. An  increasingly exact 

examination will be embraced in the following exploration exercises (Marr and 

Petridis, 2010). 
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2.2  Theoretical Literature Review 

With respect to the issued concerned related to Social Media, there have been several 

authors, scholars as well as researchers who have already explained and debated  

several theories and models. So to say below are some of the related theories which 

have guided the researcher on conducting the research as elaborated from their 

origins.  

 

2.2.1 Social Presence Theory  

Social Presence Theory (SPT) was initially characterized by Short, Williams, and 

Christie (1976) as, "the degree of salience of the other individual in the interaction 

and the consequent salience of the interpersonal relationships."   Progressively 

current meaning of social nearness hypothesis was refined by Gunawardena (1995) 

to express, "The degree to which an individual is perceived as a 'real people' in 

mediated communication." Lowenthal (2010) feels that meanings of social presence 

will in general lie on a continuum where  a focus on the relational enthusiastic 

association between communicators is toward one side and an emphasis on the off 

chance that somebody is seen as being 'available', 'there' or 'genuine' at the opposite 

end. 

 

Lowenthal (2010) additionally proceeds to express that most scientists will in general 

lie of the road, with both ends of that continuum holding some core interest. In a 

compelling article (Gunawardena and Zittle, 1997), social nearness was seen as a 

huge indicator of audience fulfillment within a computer- mediated type of 

correspondence, contributing about 60% of the variance. Richardson and Swan 

(2003) likewise found that general apparent learning was anticipated by apparent 

social nearness in online courses. 

 

Short, Williams, and Christie (1976) conceptualized social nearness basically as a 

nature of a correspondence medium that can decide the manner in which individuals 

cooperate and communicate. From their viewpoint, individuals see a few media as 

having a higher level of social nearness (e.g., video) and other media as having a 
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lower level of social nearness (Lowenthal, 2009). In 1990 Fulk, Schmitz, Steinfield 

contended fundamentally that the more physical contact we have, the greater the 

nearness. Greater nearness causes  greater closeness. The less the individual 

correspondence, the less social value it has. For instance, e-mails, instant messages, 

and chat room collaborations will have less value than phone discussions which 

thusly have less value than discussions that are had over the table. 

 

Figure 2.3:  Social Presence 

 

 

Source: Internet 2019 
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2.2.2  Social Capital Theory 

It is among the theory that has been explained by several scholars including Bourdieu 

(1985) who analyzed it first,  thereafter followed by Lin (1999 and 2001) together 

with Portes (1998). All the authors emphasized  the significance of utilizing social 

interaction and social relations in accomplishing objectives for people, social 

gatherings, associations as well as communities. 

 

This is to say, all the authors focused on explaining the theory as it focuses on the 

benefits that either an individual or the whole group can get through the use of  social 

media. Thus, with respect  to cheap goods and services with higher quality, the whole 

group or a single member from the group has to enjoy the benefit so as to comply 

with the Social Capital requirement. 

 

Figure 2.4: Social Capital Theory 

 

Source: Lin 1999 
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2.2.3  Social Cognitive Theory/Theory of Reciprocal Causation 

This theory was brought by Bundara (1989) and it stated that “people learn behaviors 

through observation, modeling as well as motivation from others on social 

communities”. Thus, Models play a great role in ensuring this theory comes to 

practice as individuals’ learning is expected to be strengthened by identifying the 

models’ behavior that happens to be of benefit . 

 

Thus, according to Bundara, social media affects individual highly through copying 

from those people who are considered to be role models of other so it is to say, artists 

and other celebrities have a great opportunity of transforming information as well as 

a desire on several services and goods to those who aspire them. 

 

Figure 2.5: Reciprocal Causation 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Bundara 1989 
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2.3  Empirical Review 

Stephen and Galak (2009) analyzed the integral roles of standard and internet-based 

life in driving promoting execution. The examination saw that both standard and 

internet-based put together life have solid effects with respect to publicizing 

execution, however, a solitary unit of online life has a lot littler effect than a solitary 

unit of traditional media. In any case, considering the way that online life is made in 

greater volumes than standard media, its sizeable influences execution (i.e., internet-

based social networking is high-volume, low-margin, while traditional media is low-

volume, high-margin). Further, internet-based life goes about as a specialist  in 

information flow in an informal framework including standard and internet-based life 

outlets. 

 

An examination of Njeri (2014) contemplated the impact of internet-based life 

collaborations efforts on financial execution of business banks in Kenya. The 

examination found that business banks have grasped on electronic life 

correspondence and Facebook is the prevailing stage with the most critical number of 

customers and the most customarily used for a coordinated effort among firms and 

customers. 

 

Web-based life communication offers a stage for promoting and offers of items, the 

advancement of new item brands, access to continuous customer contribution to 

upgrade banks' perception of the prerequisites of their customers. Normal number of 

customers secured through online networking  connection was found to increment a 

little bit at a time over the span of the latest three years running from 1,740 out of 

2011 to 5,000 out of 2003, this has led to a development in the normal credit 

portfolio among business banks in Kenya going from 53 billion out of 2011 to 62 

billion out of 2013, this has extended their income from the take-up of advances. 

 

Customer obtaining cost was found to lessen through the utilization of internet-based 

life as it were. Most business banks were found to review their web-based life 

approaches yearly while others investigated them as and when need develops. 
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Business banks were found to experienced risk management issues concerns related 

with determination of internet-based life cooperation, most by far of these risks were; 

activity, reputational and information and authoritative risks, sales volume, customer 

acquirement cost and risk management and alleviation were found to anticipate 

budgetary execution by a factor of 0.253, 0.209 and 0.105 individually. The factual 

significance of the three components were 0.05(sales volume), 0.07(customer 

procurement cost) and 0.39(risk administration and alleviation). 

 

The investigation of Sibanda (2018) examined the impact of online life in the 

financial administrations segment in Zimbabwe. It was found that customers who 

used social media mostly part delighted in the convenience of accessing products and 

services via web-based networking media and promptly accessible information 

provided by their monetary foundation; However, in general, they were cautious 

about the benefit received. Absence of awareness of web-based life practices by their 

financial establishment was a significant inspiration driving why most customers 

didn't work together with their banks by means of electronic systems administration 

media and the people who interfaced were logically stressed over assurance and 

security. Customers may need budgetary foundations to have more items and 

services by means of online internet-based life, as well as have their security and 

privacy concerns addressed. Further investigations are prescribed to approve the 

discoveries over the whole populace of Zimbabwean budgetary foundations' clients. 

 

From the Impact of Social Media on Consumer conduct – Case investigation of 

Kosovo as the examination was attempted by Fitore Jashari (2017), and the driving 

target of the investigation was disclosed to be an assessment on a review on how the 

customers utilize social media in the phases of decision-making process and the 

psychographic factors that impact their practices. 

 

From a random selection of 120 respondents who were obtained from the capital city 

of Pristina, it was evidenced that about 59% of the respondents agreed to have made 

unplanned buying decision which has been driven by the information obtained from 



24 

the internet whereas the has been another group of people who represent 61% of 

declared respondents whom have undertaken  to buy decision from the influence of 

social media reviews from their social media friends. 

 

The effect of Social Media Characteristics on Purchasing Decision an Empirical 

investigation of Saudi clients in Asser Region is another examination in the list 

which was undertaken by  Khatib (2016), the driving objectives which prompted the 

undertaking of the examination was to clarify the impact of Social Media as thought 

about customers' acquiring decision making process and to measure if the impacts 

vary at different phases of the procedure. 

 

The investigation was attempted quantitatively were as a sum of 310 respondents 

were engaged with the examination for representing the complete populace the 

Saudi. From the example, it was revealed that the impact of web-based social 

networking varies as indicated by the different phases of the customers' buying basic 

leadership process. Consequently, more effect on the data depends on the post 

acquiring stage and pursued by the obtaining choice stage. 

 

Moreover, research is likewise recommended on the detailed nature, architecture and 

security and protection component around social media benefits perhaps from a 

budgetary establishment's viewpoint. 

 

The investigation of Kazungu, Matto, and Massawe (2017) studied the impact of 

internet-based life and execution of micro-enterprise in Moshi, Tanzania. The 

discoveries portrayed that all else being equivalent, the utilization of internet-based 

life upgrade business execution. WhatsApp was seen as the most, favored internet-

based life by MEs, followed by Facebook, Instagram, and Twitter. On the other 

hand, awareness, risks, and uncertainty of data, and expenses was some of the 

observed difficulties that frustrate MEs from utilizing social media. It was concluded 

that viable utilization of internet-based life is an effective tool for upgrading MEs’ 

execution. 
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Among others, the investigation calls for further research on budgetary and 

marketing aspects of online life and relative inclusion related  to the conceivable 

solution toward the difficulties of internet-based life. 

 

2.4  Social Media 

On proving its broadness there are several scholars who have decided to define and 

debate about not only the meaning but whole essence about social media, below are 

several meanings from different scholars concerning their understanding on social 

media with respect to different reason as well as the use of the social medias. 

 

Web-based life is cooperative online applications and technology that empower 

participation, interaction user-generated content, sharing of data, and collaboration 

among a network of clients (Henderson and Bowley, 2010). 

 

Thus, according to Henderson and Bowley, they have discussed social media as 

online applications that collaborate with the change of technology with the aim of 

joining the participants or members of the online application for the sake of them to 

exchange information. This is very realistic as it ensures that the members of a social 

media interact together through online bases and they happen to offer information to 

one another in an easy way and in a quick response with little constraints. 

 

According to Mangold & Faulds (2009), internet-based life is a hybrid in that it 

springs from mixed innovation and media sources that empower prompt, ongoing 

communication, and uses multi-media groups and various delivery stages with 

worldwide arrive at capacities. 

 

Whereas Kaplan & Heanlein (2010), stated a web-based life as a gathering of 

internet-based applications that build with respect to the ideological and mechanical 

establishment of Web 2.0, and that permit the creation and exchange of User 

Generated Content. 
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Together with other more scholars Malita, (2010), explained social media in a 

simplified way as “social media are the tools that facilitate the socialization of other 

contents”. Hence one can agree that this is the simplest definition of social media 

which carries equal meaning as compared to other definitions. 

 

On the consideration of social media, the focus is to ensure there happen to exist 

socialization meaning people from different parts get familiar  with one another 

despite the fact that they do not know one another and even never had relationship 

before. 

 

2.4.1  Online Social Networks 

According to Cheung and Lee (2010), they clarified online interpersonal 

organizations as virtual networks where individuals as people build public profiles to 

share their understanding similarly as their experience, post information about 

themselves and have contact with others whom they offer premiums, however, 

exchange learning and information. 

 

The Online informal communities change the way where people consider the market 

and advertising as associations and buyers have direct participation and relationship 

with one another (Solomon, Bamossy, Askegaard, and Hogg, 2010). 

 

Moreover, Cheung and Lee (2010) observed that online social communities have 

transformed into a capable critical part of human correspondence and life interaction 

that influences in different manners the individual’s conduct together with 

correspondence. 

 

Among several other roles of the online social network, the major roles involved; 

information distribution, communication, opinion offering as well as influencing the 

members on what is believed to be being good (Kempe, Kleinberg, & Tardos, 2003). 
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On the consideration of virtual communities, Solomon, Bamossy, Askegaard, & 

Hogg (2010), have categories the forms that affect consumer purchasing decisions 

into the following ways; 

 

Multi-Client Dungeons (MUD): where individuals have a social association with 

one another in terms of game playing. 

 

Rooms, Rings, and Records: rooms (talk rooms), rings (affiliations that  are related 

to the home pages), and records (the social affair of individuals that sharing 

information through email).  

 

Board: online systems, which can be related to music, films (Movies), autos, even 

restaurants that license individuals to post messages. 

 

Sites: weblogs or websites are close to home diaries and the type of online networks 

that becoming drastically quick. Clients of basic interest can pursue Blogs. Whereas 

with a number of virtual communities as explained above, Ridings & Gefen (2004), 

said that, “The most users of virtual communities are seeking for friends or 

exchanging information, opinions, and experiences on their common interests”. 

 

2.4.2  Social Media Strength 

As indicated by Ambrose (2010), social media possess a number of advantages and 

these benefits over traditional marketing are considered to be the strength of social 

media. Hence focus has been on; 

 

(a) Cost Efficiency 

Compared to traditional marketing methods such as creating a television commercial 

or publishing a print advertisement, the cost of social media marketing is very low. 

Thus. traders opting to social media than traditional marketing reduces costs of 

advertisement through opting  for the usage of social media. 
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(b) Large Scale Audience 

With social media marketing, the internet is your playground. This means that your 

potential audience is worldwide; virtually everyone is on the internet, this is to best 

say there is a limitless audience making it ideal for the trader. 

 

(c) Dual Sided Communication 

 Dual-sided communication, allows customers to directly interact with businesses. 

This is a crucial part of creating relationships between the customers and the sellers. 

 

(d) Time Efficiency 

 Because questions are answered and doubts are being cleared in a short period  , the 

social media seem to be helpful as with traditional marketing such issues required 

time or had to involve face to face communication. Thus, less time is used by the 

traders and consumers on clearing the doubts and undertaking of business. 

 

2.5  Conceptual Framework 

A conceptual structure addresses the examiner's mix of composing on the most ideal 

approach to explain a phenomenon. It maps out the operations required over the 

range of the examination given his past learning of other specialists’ point of view 

and his perceptions concerning the matter of research. In that capacity, the 

conceptual structure is the expert understandings of how the particular factors in his 

examination associated with each other. Along these lines, it recognizes the 

components required in the investigation assessment. It is the expert's "map" in 

seeking after the assessment (Regoniel, 2015). The figure below represents the 

connection between independent and subordinate factors of the investigation. 
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Figure 2.3:  Conceptual Framework 
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CHAPTER THREE 

 

RESEARCH METHODOLOGY 

 

3.0  Introduction 

This chapter presents a step-by-step process of how the study was systematically be 

done. It comprises of research structure, populace, testing procedures, test size, 

information accumulation instruments, and information examination. 

 

3.1 Research Design 

The research setup is the general game plan for associating the conceptual research 

issues to the significant (and feasible) exploratory research. As it were, the 

assessment design articulate what data is required, what strategies will be used to 

assemble and examine this data, and how most of this is going to respond to your 

exploration question. It identifies with the recognizable proof of techniques and 

logistical plans to begin an investigation and simultaneously emphasizes the 

significance of quality in delivering upgraded investigation outcomes. 

 

It sticks every one of the segments and subcomponents in an examination venture 

together (Vagner, 2007). This investigation was done through a contextual analysis 

plan from which Ilala Municipality was utilized as case. Contextual investigation 

technique engages an investigator to intently examine at the data within a specific 

setting. In most cases, a relevant examination technique picks a little geological 

region or an exceptionally set number of individuals as the subjects of examination. 

 

Contextual investigations, in their true essence, investigate and contextual analysis as 

an examination strategy research contemporary real-life phenomenon through 

detailed contextual examination of a predetermined number of events or conditions, 

and their connections (Zainal, 2007). Further, the method has been selected to enable 

intensive investigation of variables under study. 
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This study employed mixed research approach on which both quantitative and 

qualitative was used. 

 

3.2 Sampling Technique 

Examining is the strategy for choosing an agent subset of the populace called test. 

The examination utilized both qualitative and quantitative sampling technique. In 

probability sampling, every model has an equivalent being picked. We can say, a 

probability test is one in which each part of the people has a known non-zero 

probability of selection while in probability examining strategy, non-probability 

inspecting system utilizes nonrandomized techniques to draw the sample. 

 

Non-likelihood examining technique for the most part includes judgment. Rather 

than randomization, members are chosen since they are easy to access (Showkat and 

Parven, 2017). From probability testing, simple randomly procedure was utilized. In 

this kind of assessing every part of the population has a proportional probability of 

being picked in the model (Alvi, 2016). This technique was utilized in examining 

microfinance establishments in Ilala Municipality. 

 

From non-probability examining, judgmental or purposive testing procedure were 

utilized. In purposive examining the example is approached having a previous 

explanation as a top priority. The criteria of the segments that are to incorporate into 

the assessment is predefined. So, we do incorporate everyone who is open to us 

rather those available are consolidated who meet the described criteria (Alvi, 2016). 

This technique was utilized to test CEO's of Microfinance institutions and customers 

that use Social media based that will be inspected. CEO’s were examined because 

they are believed to have adequate and reliable information on the utilization of 

social media and clients that utilization web-based life was tested utilizing this 

technique as well. 
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3.3  Sampling and Sample Size 

Inspecting is the path toward choosing units (e.g., people, relationship) from a 

population of interest so that by inspecting the model we may sensibly sum up our 

results back to the population from which they were picked (Trachoma, 2006). On 

selecting the sample, the researcher can either use a rule of thumb that requires not 

less than 100 respondents for a quantitative research or use different formulas which 

have been brought into existence by several scholars for the sake of ensuring an 

appropriate number of representatives is obtained to facilitate the data collection 

process. This study chose a sample size of 150 respondents for data collection from 

which 5 CEOs of (Microfinance Institutions) MFI’s, 50 Officers employed with 

MFIs and 95 were customers of MFIs. The selected CEO’s under this study were The 

Chief Executive of National Microfinance Bank (NMB), Dar Es Salaam Community 

Bank, Akiba Commercial Bank, National Income Generation Programme (NIGP) 

and FINCA Tanzania.  

 

Table 3.1:  Table of Microfinance Institutions Distribution of Officers to be 

interviewed from Each MFI’s 

Name of Region Microfinance Institution’s 

(MFI’s) 

Number of Officers 

to be Interviewed 

Chief Executive 

Officer (CEO) 

Ilala National Microfinance Bank 

(NMB) 

10 1 

Dar Es Salaam Community 

Bank 

10 1 

Akiba Commercial Bank 10 1 

National Income Generation 

Programme (NIGP) 

10 1 

FINCA Tanzania 10 1 

 

3.4 Source of Data 

The investigation utilized both primary and secondary information. Primary 

information is one which is gathered for the first time by the scientist (Ajayi, 2017). 

As learned from Business Dictionary (2018) Primary information is data that is 

accumulated by a researcher from direct sources, using techniques like examinations, 
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interview, or tests. It is assembled considering the investigation venture, legitimately 

from primary sources. Primary information was important to comprehend the present 

circumstance of the utilization of social media by MFIs. 

 

3.5 Data Collection Tools 

Both primary and secondary sources of data had been in use in this study during data 

collection. Data from primary sources had been collected by using questionnaire 

while data from secondary sources had been collected through documentary review 

(documentation). This is described below: 

 

3.5.1  Questionnaire 

A questionnaire is an information accumulation instrument comprises of a 

progression of inquiries and different prompts to assemble data from respondents 

(Abawi, 2013). As indicated by ( DeVaus, 2002) poll is a strategy of information 

accumulation where every individual was approached to react to a similar 

arrangement of inquiries in a predetermined request. 

 

The benefit of question is that of allowing an analyst to send to individuals who are 

hard to connect with, enable respondent time to peruse and interpret questions 

appropriately furnishing an opportunity for exact responses and for the most part 

they are not tedious (Saunders et al, 2003). Be that as it may, some of the hindrance 

of this technique is its propensity to depend intensely on the respondent to fill them 

out while simply guided by composed directions, and they offer almost no inspiration 

to respondents (Saunders, Lewis and Thornhill, 2009). 

 

Questionnaires were used to collect data from all respondents that were sampled. The 

Questionnaires designed under this study were utilized to gather information from 95 

customers of microfinance institutions. The method was selected because it allowed 

collecting vast information from a large population within a short period.  
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The questions to be asked to respondents shall include the following: - 

(i.) (1) How often do you use social media to access information about 

Microfinance Institutions? (2) Suppose you have questions/enquiry about 

products or services that offered by Microfinance Institutions, do you use 

social media in getting that information? (3) Are you in social Media Group 

that allow you to communicate with Microfinance Institution’s (MFI’s)? (4), 

Are there any Links in social Media (e.g WhatsApp, Facebook, Twitter or 

Instagram) that may take you to any MFI’s website). These questions shall be 

asked  to test the hypothesis brought up from among the Objectives of this 

dissertation “To examine to what extent Microfinance Institutions use the 

social media networks in their daily business Operation as stated in chapter 

one.  

 

(ii.) (1) Do you consider yourself Royal to Microfinance Institutions because of 

easy access to information from social Media? (2) Does the use of social 

media by Microfinance Institutions helps you in saving time in getting 

information about the services/products and can you consider information 

accessible? (3) Are the MFI’s adverts accessible through social Media 

Platforms? (4) Does it very easy to complain and or complement 

services/products offered by Microfinance Institutions by using social media? 

These questions shall be asked to test the hypothesis brought up from among 

the Objectives of this study ‘’to study the opportunities that MFI’s can use in 

social media networks to enhance business performance. 

 

(iii.) (1) Do you always have data bundles that can allow you to access 

Microfinance institution information through social Media Platforms? (2) Do 

all customers have devices that allow them to use social Media(3) Are there 

other customers who are not aware that Microfinance Institutions(MFI’s ) do 

have social media pages?(4) Do all Microfinance Institutions(MFI’s) 

regularly update their information on social media?(5) Is there any delay in 

getting response when  enquing  through social media?.  
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These questions shall be asked to test the hypothesis brought up from among 

the Objectives of this study ‘’to Identify challenges that Microfinance 

Institutions face in the use of social media networks in the course of 

enhancing business performance. 

 

(iv.) (1) Can social media be used as a competitive advantage by Microfinance 

Institutions (MFI’s)? (2) Can social media be used to increase customer base 

of Microfinance Institutions(MFI’s)?, (3) Do you consider Social Media to be 

more user-friendly ,(4) Do you consider Microfinance Institutions(MFI’s) 

that do not have social media pages as old fashioned?(5) Do you consider 

advertising through Social Media as more informative than traditional 

advertising?. These questions shall be asked to test the hypothesis brought up 

from among the Objectives of this study ‘’To study the perception of 

customers towards the use of social networks by Microfinance Institutions 

(MFI’s) in Tanzania 

 

3.5.2 Interviews 

Schostak (2006) defined an interview as an extendable discussion between 

accomplices that targets having 'inside and out data' about a specific theme or 

subject, and through which a phenomenon could be translated regarding the 

implication’s interviewees bring to it. Collecting such implications should be 

possible in different manners, of which one-on-one interview is the most widely 

recognized. Meeting will be done to 50 Microfinance currently employed Officers 

and 5 CEOs of microfinance institutions (National Microfinance Bank (NMB), Dar 

Es Salaam Community Bank, Akiba Commercial Bank, National Income Generation 

Programme (NIGP) and FINCA Tanzania) so as to find in-depth information about 

opportunities and challenges of using social media in microfinance institutions. 
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3.5.3 Observation 

Observation is a precise information accumulation approach. Analysts utilize the 

majority of their faculties to examine at individuals in natural settings or normally 

happening circumstances (Cohen, 2006). The method was used to observe social 

media pages that microfinance institutions have been using to interact with customers 

so as to understand very well how social media are being used by microfinance 

institutions in Tanzania. 

 

3.6  Method of Data Analysis 

Information investigation is the procedure of efficiently applying statistical as well as 

intelligent methods to portray and represent, consolidate and recap, and assess 

information (Smeeton & Goda, 2003). Both qualitative and quantitative data analysis 

was used. However, analyzing information from polls means counting and averaging 

responses, taking a gander at their relationship, and comparing them. 

 

A tally or frequency count/distribution is a calculation of what number of individuals 

fit into classification. It appeared as numbers and percentages. The mean is 

arithmetic average, and it requires summing units and dividing by the number of 

units you have included. The median or central tendency is a sort of average with an 

equivalent number of scores above and below it. The mode is the highest score that 

has a higher frequency than other scores in its territory. Additionally, there are 

proportions of variety, for example, range, variance, and standard deviation of which 

depicts the spread of the score or results. Notwithstanding, Fink (1995a) 

recommended that mean, median, mode; tallies and frequency appropriation are the 

most generally utilized methods in breaking down information. Appropriately, a few 

inquiries in this investigation could be broke down by embracing these strategies. 

 

Moreover, the descriptive analysis was also involved. The  descriptive examination is 

the change of raw information into a structure that it is  easy to understand and 

interpret; modifying, requesting, and controlling information to produce descriptive 

data (Zikmund, 2003). 
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3.7  Research Stages 

So as to accomplish the examination goals of this investigation '' Opportunities and 

Challenges of utilizing social media in upgrading execution of Microfinance 

Institution in Tanzania; A contextual investigation of Ilala Municipality'' the 

exploration was directed in the accompanying stages; 

(i.) Initial work area research to assess the chances and difficulties of the 

utilization of social media networks in improving execution of microfinance 

institutions in Tanzania defined research objective and select the appropriate 

model for the investigation. 

 

(ii.) Further secondary research to limit the concentration and select the most 

reasonable strategies to manage primary research. This stage likewise 

included a reference to investigate writing to get ready questionnaires and 

telephone interviews. 

 

(iii.) Distribution process of questionnaires. 

 

(iv.) Analysis of polls (quantitative discoveries) and information from phone 

interviews (qualitative discoveries) and secondary information to assess 

different Opportunities and Challenges of utilizing social media in enhancing 

the performance of Microfinance Institution in Tanzania in section four. 

 

(v.) Formulation of conclusions and recommendations in chapter five. 
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CHAPTER FOUR 

 

PRESENTATION OF FINDINGS 

 

4.0 Introduction 

The discoveries of primary research directed to assess the opportunities and 

challenges for the utilization of social media networks in upgrading execution of 

microfinance institutions with the aim of helping policymakers and practitioners to 

improve business operating environment around the territory. In addition, the 

exploration was directed with the purpose of examining  to what extent the 

Microfinance Institutions utilize social media networks in their business operations, 

and furthermore study the opportunities that Microfinance Institutions can use in 

web-based life systems to improve business performance. However, the researcher 

seeks in identifying what challenges Microfinance Institutions face in the utilization 

of social media networks over the span of enhancing business performance and 

further the research was focused in contemplating the impression of clients towards 

the utilization of internet-based life organizes by Microfinance Institutions in 

Tanzania. 

 

And finally, the aim was to observe the quadrants of respondents such as users of 

social media and same time customers of Microfinance institutions as well as 

employees of Microfinance Institutions found in Ilala Municipality in the mainland 

Tanzania, which has been chosen as sample area of this research. Looking  at the 

primary data collected from various respondents regarding the test hypothesis for the 

extent of using social media, Opportunities and Challenges and as well as customer 

perception were very vital in doing this research and were all very successful 

observed.  Therefore, the outcomes and data from polls are reported in this section. 

 

Likewise, the discoveries from questionnaire and interviews conducted are 

contrasted with the consequences of the previous investigation about led in different 

countries. 
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Similarities are featured to help past discoveries and differences are accounted for to 

improve the current information base. The investigation of discoveries was guided or 

dependent on the aim and objectives of this examination that showed in section one. 

 

4.1 Demographic and Social-Economic Analysis. 

This part focus on demographic and social-financial qualities of respondents. Table 

4.1 show sex and age profiles separately of the respondents. Table 4.1 demonstrates 

that 43% of the respondents are males and 57% are females. 

 

Table 4.1:  Respondent Gender Distribution 

Name of Microfinance Institution Number of Respondents 

(Employees & Customers) 

Males Females 

National Microfinance Bank (NMB) 30 14 16 

Dar Es Salaam Community Bank 30 13 17 

Akiba Commercial Bank 30 15 15 

National Income Generation Programme (NIGP) 30 10 20 

FINCA Tanzania 30 12 18 

Total 150 64 86 

Percentage%    43% 57% 

 

4.1.1  Respondent Age Distribution in Years 

This part focus on age distribution, the result from the Table 4.2, shows that about 

45% of selected Microfinance Institutions and customers who frequently use social 

media in making various online inquiries are of age group between 18-35 years, 30% 

age group between 28-37years, 17% age group between 38-47years and 8% are of 

age group between 48-57years.  The table shows a clear picture of all respondents 

age groups in correspondence percentages for the access and use of social media 

which could be explored by Microfinance institutions in planning effective and 

marketing strategies that could help their institution in enhancing business 

performance. 
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Table 4.2:  Respondents Age Distribution in Years 

Name of Microfinance 

Institutions 

Number of Respondents 

(Employee and 

Customers 

Age   

Group 

(18-27 

Age 

Group 

(28-37) 

Age 

Group 

(38-47) 

Age-Group 

(48-57) 

National Microfinance 

Bank (NMB) 

30 12 10 6 2 

Dar es Salaam Community 

Bank 

30 14 8 5 3 

Akiba Commercial Bank 30 13 9 6 2 

National Income Generation 

Programme (NIGP 

30 15 8 4 3 

FINCA Tanzania 30 13 11 4 2 

Total 150 67 46 25 12 

Percentage  45% 30% 17% 8% 

 

4.2  To What Extent Microfinance Institutions Use the Social Media 

Networks in their daily Business Operation 

In analyzing to what extent Microfinance Institutions use the Social Media Networks 

in the daily Business operations, respondents were approached to rank the 

appropriate responses to the questions which were laid down to test this hypothesis 

through following questions: - 

(i.) How regularly do you utilize social media to access information about 

Microfinance Institutions? 

(ii.) Suppose you have a question or an inquiry about products/services that are 

being offered by Microfinance Institutions do you use social media in getting 

such information? 

(iii.) Are you in social Media Group that allows you to communicate with 

Microfinance Institution (MFI’s)? 

(iv.) Are there any Links in social media (e.g WhatsApp, Facebook, Twitter or 

Instagram) that may take you to any Microfinance Institution website? 

Respondents were required to rank by ticking on the blank box provided 

questionnaire with alternative answers of either ticking NA- Not at all, VL-Very 

Little. A- Average. VO- Very Often. MO-Most Often, 
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However, all chose property was considered by the analyst in this examination as the 

most significant characteristic, subsequently, all chose traits were investigated and 

the outcomes are in Table 5. 

 

Table 4.3:  Distribution Results to What Extent Microfinance Institutions 

Use Social Media Networks in their Daily Business Operations. 

Rank in the extent for 

Use of Social Media 

filled by Employee 

Responses from Chosen Microfinance 

Institutions (MFI’s) 

Total % Use of 

Social Media 

NMB DCB Akiba NIGP FINCA    

NA-Not at all 0 0 0 1 0 1 2% 

VL-Very Little 0 0 0 1 0 1 2% 

A-Average 0 0 0 0 0 0 0 

VO-Very Often 1 2 0 8 0 11 20% 

MO-Most often 10 9 11 1 11 42 76% 

Total 11 11 11 11 11 55 100% 

 

In table 3.3 results shows to what extent Microfinance Institutions use  Social Media 

Networks in the daily  business operations. The sample consisted of five 

Microfinance Institutions employees and Chief Executive Officer whereby National 

Microfinance Bank (NMB), Dar Es Salaam Community Bank (DCB), Akiba 

Commercial Bank, National Income Generation Programme (NIGP) and FINCA 

Tanzania based in Ilala Region were selected based on the reason that these 

Institutions represent all Major Microfinance Institutions found in  the United 

Republic of Tanzania where the utilization of social media is very high. The statistics 

show that by March 2019 the utilization of social media has grown up for almost 

60% (Statcounter, 2010).  

 

The results show about 76% of all respondents commented that they do use social 

media most often, 20% say they use social media very often in accessing information 

about service/products of Microfinance Institutions. This means for great extent 

social media posses a very great Marketing opportunities for Microfinance 

Institutions to formulate most effective marketing strategies that could help in 
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increasing the sales volume of their products and service, for instance, expanding 

loan portfolio and increase the number of customers/Accounts hence enhance their 

daily operation and overall business performance at large.  

 

The results also show that about 2% of respondents are not utilizing online life at all 

and also 2% are using social media very little which indicate some Microfinance 

institution is still a little bit behind in the use of social media the attitude which is 

mostly like to change in very near future due to rapid change of technology in using 

Mobile phone and computers. Moreover, the study did not come across any 

respondent saying that on average they are using social media in accessing the 

product/service from Microfinance Institutions.  

 

4.3  Analysis of Opportunities that Microfinance Institutions can use in 

Social Media Networks to enhance business Performance 

In analyzing on the available opportunities that Microfinance Institutions can use in 

social Media Networks, respondents were required to rank each attribute from SD-

Strongly Disagree; D-Disagree, N-Neutral, An Agree, SA-Strongly Agree, the 

inquiries laid down were as follows; -  

(i.) Do you consider yourself loyal to Microfinance Institutions because of easy 

access to information from social media? 

(ii.) Does the use of social media by Microfinance Institutions helps you in saving 

time in getting information about the services/products and can you consider 

information accessible?  

(iii.) Are the MFI’s adverts accessible through social Media Platforms? 

(iv.) Does it very easy to complain and or complement services/products offered 

by Microfinance Institutions by using social media?  

 

However, all selected attribute was considered by the researcher in this study as the 

most important attribute, therefore all selected attributes were analyzed and the 

results are in Table 3.3. 
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Table 4.4: Analysis of   Opportunities that Microfinance Institutions can use 

in Social Media Networks to enhance business Performance 

Rank on the usability 

of social media  

Responses from chosen Clients/Customers 

of Microfinance Institutions 

Total % Use of 

Social Media 

NMB DCB Akiba NIGP FINCA   

SD-Strongly Disagree 0 0 0 1 0 1 1% 

D-Disagree 0 0 0 1 1 2 2% 

N-Neutral 2 2 1 2 4 11 11% 

A-Agree 4 5 4 8 7 28 30% 

SA-Strongly Agree 13 12 14 7 7 53 56% 

Total 19 19 19 19 19 95 100% 

 

Table 3.3 above shows the distribution results of analysis on the Opportunities that 

Microfinance Institutions can use in Social Media Networks to enhance business  

performance. The sample consisted of the clients/customers who use or buy service/ 

products offered by the five Microfinance Institutions namely National Microfinance 

Bank(NMB), Dar Es Salaam Community Bank(DCB), Akiba Commercial Bank, 

National Income Generation Programme (NIGP) and FINCA Tanzania found in Ilala 

Region, the Region which had been selected for the reason that these Institutions 

represent many clients/customers who enjoy their  service/products and could 

represent other Microfinance Institutions found in  the United Republic of Tanzania 

where the utilization of social media is very high.  

 

The results show that about 53% of all respondents Commented that they Strongly 

Agree that they are very loyal to Social Media and they do use social media in 

evaluating data about Microfinance Institutions service/products, 20% say they 

utilize internet-based life very often in evaluating data about service/products of 

Microfinance Institutions. This means there is considerable number of customers that 

are Loyal and are very much using Social Media, hence creating a very great 

Marketing opportunities for Microfinance Institutions to formulate most effective 

marketing strategies that could help in increasing the sale volume of their products 

and service such as expanding loan portfolio and increase the number of 
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customers/Accounts thus enhance their daily operation and overall business 

performance at large.  

 

The results also show that, about 11% of respondents are Neutral which means they 

did not know whether are they using social media or not. However, the results reveal 

that about 2% of respondents are not using social media at all this indicate that still 

there is very little number of clients who are still behind the utilization of online 

networking, yet this doesn't pose a very great threat since the attitude is likely to 

change in very near future due to rapid change of technology in using Mobile phone 

and computers.    

 

4.4  Analysis of Challenges that Microfinance Institutions face in the use of 

Social Media  Networks in the course of enhancing business Performance 

In analyzing the Challenges that Microfinance Institutions face in the use of Social 

Media Networks in the course of enhancing business Performance, respondents were 

required to rank each attribute from SD- Strongly Disagree; D- Disagree, N-Neutral, 

A-Agree, SA-Strongly Agree.  The questions laid down were as follows; 

(i.) Do you always have data bundles that can allow you to access Microfinance 

institution information through social Media Platforms?  

(ii.) Do all customers have devices that allow them to use social media? 

(iii.) Are there other customers who are not aware that Microfinance Institutions 

(MFI’s) do have social media pages? 

(iv.) Do all Microfinance Institutions (MFI’s) regularly update their information 

on social media? 

(v.)  Is there any delay in getting a response when making an inquiry through 

social media? 

 

Notwithstanding, all chose quality were considered by the scientist in this 

investigation as the most significant trait, thusly all chose characteristics were 

dissected and the outcomes are in Table 3.7. 
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Table 4.5:  Analysis on the Challenges that Microfinance Institutions face in 

the use of Social Media Networks in the course of enhancing business 

Performance 

Rank on the challenges 

on the use of social 

media 

Responses from employees & customers of 

Microfinance Institutions 

Total % of challenges 

faced in the use 

of Social Media 

NMB DCB Akiba NIGP FINCA   

SD-Strongly Disagree 1 0 1 1 0 3 2% 

D-Disagree 1 1 1 2 1 6 4% 

N-Neutral 0 0 0 0 0 0 0% 

A-Agree 11 13 10 13 10 57 38% 

SA-Strongly Agree 17 16 18 14 19 84 56% 

Total 30 30 30 30 30 150 100% 

 

Table 3.4 above shows distribution results of analysis on the Challenges that 

Microfinance Institutions face in the use of Social Media Networks in the course of 

enhancing business performance. The sample consisted of employees and 

clients/customers who use or buy service/ products offered by the five Microfinance 

Institutions namely National Microfinance Bank(NMB), Dar Es Salaam Community 

Bank(DCB), Akiba Commercial Bank, National Income Generation 

Programme(NIGP) and FINCA Tanzania found in Ilala Region, the Region which 

had been selected for the reason that these Institutions represent many 

clients/customers who enjoys their  service/products and could represent other 

Microfinance Institutions found in  the United Republic of Tanzania where the use of 

social media is very high.  

 

The results show that about 56% of all respondents Commented that they Strongly 

Agree and 38% do agree that they always have bundles that can allow them to use 

social media in accessing information about Microfinance Institutions 

service/products. Also, the same percentage 56% strongly agree and 38% agree that 

do have devices  that can help them use social media and Microfinance Institution is  

regularly updating their information on  social media. 
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Only 4% disagree that they always have an internet bundle to access information 

about service/products of Microfinance Institutions. This is a considerable low 

number of customers who don’t have access to social media networks; the attitude is 

likely to change in very near future due to the rapid change of technology in using 

Mobile phones and computers.   

 

4.5  Analysis of Perception of Customers towards the Use of Social Media 

Networks by Microfinance Institutions in Tanzania 

In analyzing the perception of Customers towards the use of social media networks 

by Microfinance Institutions in Tanzania, respondents were required to rank each 

attribute from SD- Strongly Disagree; D- Disagree, N-Neutral, A-Agree, SA-

Strongly Agree, the questions laid down were as follows: - 

(i.) Can social media be used as a competitive advantage by Microfinance 

Institutions (MFI’s)?  

(ii.) Can social media be used to increase customer base of Microfinance 

Institutions (MFI’s)?  

(iii.) Do you consider Social Media to be more user friendly? 

(iv.) Do you consider Microfinance Institutions (MFI’s) that do not have social 

media pages as old fashioned? 

(v.) Do you consider advertising through Social Media as more informative than 

traditional advertising? 

 

In any case, all chose quality were considered by the scientist in this examination as 

the most significant characteristic, thusly all chose traits were broke down and the 

outcomes are in Table 3.5. 
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Table 4.6: Analysis of Perception of Customers towards the Use of Social 

Media Networks by Microfinance Institutions in Tanzania 

Rank on the 

perception on the use 

of social media  

Responses from customers of 

Microfinance Institutions 

Total % of perception 

use of Social Media 

NMB DCB Akiba NIGP FINCA   

SD-Strongly Disagree 1 0 0 1 0 2 2% 

D-Disagree 1 1 0 1 1 4 4% 

N-Neutral 0 0 0 0 0 0 0% 

A-Agree 5 5 5 3 4 22 23% 

SA-Strongly Agree 12 13 14 14 14 67 71% 

Total 19 19 19 19 19 95 100% 

 

Table 3.8 Above shows distribution results of analysis on the perception of 

Customers towards the use of social media networks by Microfinance Institutions in 

Tanzania. The sample consisted of  clients/customers who use or buy service/ 

products offered by the five Microfinance Institutions namely National Microfinance 

Bank(NMB), Dar Es Salaam Community Bank(DCB), Akiba Commercial Bank, 

National Income Generation Programme (NIGP) and FINCA Tanzania found in Ilala 

Region, the Region which had been selected for the reason that these Institutions 

represent many clients/customers who enjoy their service/products and could 

represent other Microfinance Institutions found in the United Republic of Tanzania 

where the use of social media is very high. 

 

The outcomes show that about 71% of all respondents Commented that they Strongly 

Agree and 23% do agree that the social media could be used as a competitive 

advantage by Microfinance Institution, and also consider social media as  user-

friendly and could be used by Marketers in advertising as one of the marketing 

strategies in increasing customer base as well as expanding loan portfolio of these 

microfinance Institutions hence generating profit at large.  
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Only 2% of all respondents strongly disagree that social media can neither be used as 

a competitive advantage nor advertising media by Microfinance Institutions. This is a 

considerable low number of customers who don’t have access to social media 

networks; the attitude which is more likely to change in very near future due to the 

rapid change of technology in using Mobile phones and computers.   

 

4.6  Conclusion 

This part has investigations information gathered from primary and auxiliary sources. 

The point was to evaluate the opportunities and challenges of the utilization of web-

based life networks in improving execution of Microfinance Institutions in Tanzania. 

Furthermore, to examine the degree to which Microfinance Institutions utilize 

internet based life networks in their business tasks where Ilala Municipality had been 

picked as representative sample of the whole populace of the United Republic of 

Tanzania while National Microfinance Bank (NMB), Dar Es Salaam Community 

Bank (DCB), Akiba Commercial Bank, National Income Generation Program 

(NIGP) and FINCA were chosen as test size to be utilized in gathering Primary Data. 

 

However, this analysis focus on examining secondary and primary information  to 

see contrast and similarities to the investigations directed in different researchers as 

for the proper utilization of social media so as could be investigated by Microfinance 

Institutions as instrument or procedure in enhancing their working business 

operation. From the above information gathering and examination, it has been 

revealed that about 76% of Microfinance Institutions are utilizing web-based social 

networking systems in publicizing and promoting their service/items and do update 

their information regularly. 

 

Also, about 53% of customers commented that their very royal to Microfinance 

Institutions since it always saves time in assessing the information through social 

media and getting responses from Microfinance Institutions more easily without 

physically approaching the Microfinance Institutions offices. 
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Moreover, this chapter found out that social media are more user-friendly and could 

be used in creating competitive advantage of Microfinance Institutions hence 

increasing the customer base as well as loan Portfolio which leads to Company 

profitability.    

 

The following section outlines the entire investigation by giving conclusion and 

recommendation. 
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CHAPTER FIVE 

 

DISCUSSION OF FINDINGS 

 

5.1 Introduction 

The chapter provides discussion of findings which where obtained during data 

collection and presented in chapter four of the study. The discussion of findings is 

based on the findings obtained from all four specific objectives of the study. The 

discussion of findings also provides a linkage between findings and theories as well 

as empirical reviews. The four specific objectives (1) To analyze the degree to which 

Microfinance Institutions utilize Social Media networks in their business operations 

(2) To contemplate the opportunities that MFI's can use in  web-based life systems to 

enhance business execution (3) To distinguish challenge that MFI's face in the 

utilization of social media networks over the span of upgrading business 

performance(4)To study the view of clients towards the utilization of online 

networking systems by MFI's in Tanzania; where Ilala Municipality had been picked 

as test of the whole populace of all Regions found in the United Republic of 

Tanzania. 

 

5.2 The extent to which Microfinance Institutions Use the Social Media 

Networks in their daily Business Operation. 

The findings from this study has revealed that by March 2019 the utilization of social 

media has grown for almost 60% , where by 76% of respondents commented that 

they do use social media most often. Other 20% they use social media to access 

products of services of microfinance institutions.  Since 2% of respondents are not 

utilizing social media, this indicates some microfinances are lack behind the 

technology. 
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5.3 Opportunities that Microfinance Institutions can use in Social Media 

Networks to enhance business Performance. 

The results reveal that about 53% of all respondents Commented that they Strongly 

Agree that they are very loyal to Social Media and they do use social media in 

evaluating data about Microfinance Institutions service/products, 20% say they 

utilize internet-based life very often in evaluating data about service/products of 

Microfinance Institutions. This means there is considerable number of customers that 

are Loyal and are very much using Social Media, hence creating a very great 

Marketing opportunities for Microfinance Institutions to formulate most effective 

marketing strategies that could help in increasing the sale volume of their products 

and service such as expanding loan portfolio and increase the number of 

customers/Accounts thus enhance their daily operation and overall business 

performance at large.  

 

5.4 Challenges that Microfinance Institutions face in the use of Social Media 

Networks in the course of enhancing business Performance. 

The results revealed that about 56% of all respondents Commented that they 

Strongly Agree and 38% do agree that they always have bundles that can allow them 

to use social media in accessing information about Microfinance Institutions 

service/products. Also, the same percentage 56% strongly agree and 38% agree that 

do have devices that can help them use social media and Microfinance Institution is 

regularly updating their information on social media. This is a considerable low 

number of customers who don’t have access to social media networks; the attitude is 

likely to change in very near future due to the rapid change of technology in using 

Mobile phones and computers. 

 

5.5 Perception of Customers towards the Use of Social Media Networks by 

Microfinance Institutions in Tanzania. 

The outcomes reveal that about 71% of all respondents Commented that they 

Strongly Agree and 23% do agree that the social media could be used as a 

competitive advantage by Microfinance Institution, and also consider social media as 
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user-friendly and could be used by Marketers in advertising as one of the marketing 

strategies in increasing customer base as well as expanding loan portfolio of these 

microfinance Institutions hence generating profit at large. This is a considerable low 

number of customers who don’t have access to social media networks; the attitude 

which is more likely to change in very near future due to the rapid change of 

technology in using Mobile phones and computers. 

 

Conclusively, this discussion focus on examining secondary and primary information 

to see contrast and similarities to the investigations directed in different researchers 

as for the proper utilization of social media so as could be investigated by 

Microfinance Institutions as instrument or procedure in enhancing their working 

business operation. 

 

As a linkage to Bundara Theory, social media affects individual highly through 

copying from those people who are considered to be role models of other so it is to 

say, artists and other celebrities have a great opportunity of transforming information 

as well as a desire on several services and goods to those who aspire them. 

 

Moreover, the discussion found out that social media are more user-friendly and 

could be used in creating competitive advantage of Microfinance Institutions hence 

increasing the customer base as well as loan Portfolio which leads to Company 

profitability.    
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CHAPTER SIX 

 

SUMMARY, CONCLUSION AND RECOMMENDATION 

 

6.1  Introduction 

As discussed earlier on chapter one, the goal of this examination was to survey the  

opportunities and challenges of the use of Social Media networks in improving 

performance of microfinance Institutions in Tanzania with specific objectives (1) To 

analyze the degree to which Microfinance Institutions utilize Social Media networks 

in their business operations (2) To contemplate the opportunities that MFI's can use 

in  web-based life systems to enhance business execution (3) To distinguish 

challenge that MFI's face in the utilization of social media networks over the span of 

upgrading business performance(4)To study the view of clients towards the 

utilization of online networking systems by MFI's in Tanzania where Ilala 

Municipality had been picked as test of the whole populace of all Regions found in 

the United Republic of Tanzania. Notwithstanding, toward the finish of this 

examination the discovers got were engaged in building up the suitable Marketing 

Strategies that could be investigated by Microfinance Institutions through the 

compelling utilization of Social Media Networks to expand the client base, credit 

Portfolios, banking administrations, for example, one Transfers and banking ensures 

consequently improve execution of these Microfinance Institutions. 

 

Further, the study was focused to find out answers on the investigation questions 

such as: -  

(i.) (1) How often do you use social media to access information about 

Microfinance Institutions? (2) Suppose you have questions/ inquiry about 

products or services offered by Microfinance Institutions, do you use social 

media in getting that information? (3) Are you in social Media Groups that 

allow you to communicate with Microfinance Institution’s (MFI’s)? (4), Are 

there any Links in social Media (e.g. WhatsApp, Facebook, Twitter or 

Instagram) that may take you to any MFI’s website). These questions shall be 
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asked  to test the hypothesis brought up from among the Objectives of this 

dissertation “To examine to what extent Microfinance Institutions use the 

social media networks in their daily business Operation as stated in chapter 

one.  

 

(ii.) (1) Do you consider yourself loyal to Microfinance Institutions because of 

easy access to information from social Media? (2) Does the use of social 

media by Microfinance Institutions helps you in saving time in getting 

information about the services/products and can you consider information 

accessible? (3) Are the MFI’s adverts accessible through social Media 

Platforms? (4) Does it very easy to complain and or complement 

services/products offered by Microfinance Institutions by using social media? 

These questions shall be asked to test the hypothesis brought up from among 

the Objectives of this study ‘’to study the opportunities that MFI’s can use in 

social media networks to enhance business performance. 

 

(iii.) (1) Do you always have data bundles that can allow you to access 

Microfinance institution information through social Media Platforms? (2) Do 

all customers have devices that allow them to use social media (3) Are there 

other customers who are not aware that Microfinance Institutions (MFI’s ) do 

have social media pages? (4) Do all Microfinance Institutions (MFI’s) 

regularly update their information on social media? (5) Is there any delay in 

getting a response when making an enquiry through social media? These 

questions shall be asked to test the hypothesis brought up from among the 

Objectives of this study ‘’to Identify challenge that Microfinance Institutions 

face in the use of social media networks in the course of enhancing business 

performance. 

 

(iv.) (1) Can social media be used as a competitive advantage by Microfinance 

Institutions (MFI’s)? (2) Can social media be used to increase customer base 

of Microfinance Institutions (MFI’s)?, (3) Do you consider Social Media to 
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be more user friendly,(4) Do you consider Microfinance Institutions(MFI’s) 

that do not have social media pages as old fashioned? (5) Do you consider 

advertising through Social Media as more informative than traditional 

advertising?. These questions shall be asked to test the hypothesis brought up 

from among the Objectives of this study ‘’To study the perception of 

customers towards the use of social networks by Microfinance Institutions 

(MFI’s) in Tanzania 

 

In this part, the summary of the discoveries and results of the examination observed 

concerning  research objectives and questions intended to gather the essential 

information are briefly and very much clarified. Also, the recommendation is given 

to empower Microfinance Institutions to apply the knowledge gained from this 

examination with a view to utilize Social Media Networks (WhatsApp, Facebook, 

Twitter, WeChat, and Instagram)  to develop up the effective and efficient  marketing 

Strategy that could improve their performance, therefore, lead to productivity in long 

run. However, through this examination professionals and partners will apply the 

knowledge gained to build up a way forward for further investigations, creation of 

policies and programs that may help in improvement and enhancement of the 

performance of these Microfinance Institutions found in the United Republic of 

Tanzania. 

 

6.2  Conclusion 

This examination uncovered that the degree and measurement of investigation of 

opportunities and challenges for the utilization of social media networks by 

microfinance institutions are exceptionally wide. In any case, the significance of 

different opportunities and challenges facing Microfinance Institutions in enhancing 

performance differs from one Institution to another depending on each organization’s 

access to information, equipment/devices available to promote or advertise 

themselves on social media. Therefore, the findings of this investigation were based 

particularly on the primary and secondary data taken from the Ilala Municipality 

found in the United Republic of Tanzania, which had been chosen as a case study. 
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The study revealed that, to great extent Microfinance institutions use social media 

networks in their daily business operations which has been evidenced by great 

number of clients/customers and employees who often use social media by making 

inquiry through social media or by being a member of social media groups (e. 

WhatsApp’s, linked, YouTube, and Facebook). However, there are various links 

online that links social media and microfinance institutions. Moreover, the study 

finds out that there is great number of customers/clients who are using social media 

especially WhatsApp’s and Instagram, many clients admit that social media help 

them in saving time when making inquiry regarding Microfinance institutions 

products/services which poses a great opportunities for microfinance institutions to 

develop effectively and efficient marketing strategies that could then enhance their 

operational working performance. 

 

Further, the study revealed that, the challenges that Microfinance Institutions face in 

the utilization of social media is the delay in getting response when making an  

inquiry through social media, affordability of clients/customers to own devices e.g. 

mobile phones and computers and also to have sufficient funds to buy internet 

bundles/data which could enables them access the information through Social Media. 

Moreover, the CEO of these Microfinance Institutions conclude that Customer the 

executives is one of the three challenges that microfinance foundations face today. 

This is particularly important as new innovation- oriented organizations enter the 

business, challenging since a long time ago settled comprehensive budgetary 

establishments to alter their corporate strategy to hold customers and stay focused. 

 

However, for some microfinance monetary foundations, discovering low cost and 

effectively implementable approaches to draw in with their clients (and arrive at new 

ones) is a significant challenge. Online networking is one alternative. Although 

mobile internet access is still to a great extent limited to  middle-income clients, 

various budgetary foundations are utilizing these channels to interface with both 

SME borrowers (who more regularly have low-end  smartphones and prepaid 

information packs) and their branch-less financial specialists (who are frequently 
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furnished with gadgets given by the monetary establishment). Indicators are, 

nonetheless, that online life access for even low-income customers might be closer 

than we might suspect. 

 

 However, the statistics concluded that these challenges are very little since 

technology is changing very rapidly which means in the near future almost everyone 

in the country shall own a mobile phone or computers in their daily works.  

 

Ultimately, it ought to be viewed as that the procedure embraced was a contextual 

investigation approach that inspected five Microfinance Institutions to be specific 

National Microfinance Bank(NMB), Dar Es Salaam Community Bank(DCB), Akiba 

Commercial Bank, National Income Generation Programme(NIGP) and FINCA 

which is a small example analyzed to great number of Microfinance Institutions 

found in Ilala  Municipality of the United Republic of Tanzania but still could give 

the useful representation and result of the entire population concerning  the study of 

opportunities and challenges of the use of social media networks in enhancing 

performance of microfinance institutions in Tanzania.  

 

6.3  Limitation of the Study 

The researcher was faced with difficulties on collecting data both the primary and the 

secondary data. On the primary data, the researcher had problems with acquiring the 

uses of the microfinance as most of them never wanted to get involved with 

answering the questionnaires once they were followed by the researcher but those 

who took the questionnaires some never returned so the researcher had to re 

distribute to other participants while those who collected the questionnaires took time 

to return the questionnaires. Through this challenge the researcher had to consult the 

officials so as could distribute the questionnaires to the customers for their response. 

On the aspect of the secondary data, the researcher was challenged due to the scarcity 

of literature outlets of similar researches that have been undertaken not only in 

Tanzania but Africa at large hence few scholars where used as referrals for this 

dissertation.  
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6.4  Recommendations 

Since this study discussed various opportunities and Challenges of utilizing Social 

Media in Enhancing performance of Microfinance Institution in Tanzania, but it 

seems Microfinance Institutions have not yet realized the opportunities available as 

well as existing customers/clients’ perceptions in the use of social media. So, this 

study recommend that Microfinance Institutions should start making a very proper 

use of social media by creating and formulating very effective and efficiency 

marketing strategies that could help them in enhancing performance through the 

increase of customer base as well as loan portfolio. However, in the present 

computerized age, online networking sites have increase incredible unmistakable 

quality and usefulness particularly for businesses. Microfinance Institutions (MFIs) 

should use on the different instruments of social media accessible to make 

mindfulness among individuals for the reason. 

 

The symbiotic connection among MFIs and web-based life works two different 

ways. In the first place, it encourages MFIs to impart and sort out themselves 

together. It makes sharing of data inside the business and simpler. Likewise, it keeps 

MFIs updated with what different foundations are doing. Second, it permits MFIs to 

connect and transfer its message to a larger group of individuals to make awareness 

and advance brand. 

 

Further, this study recommends that Microfinance Institutions shall concentrate  in 

using the mostly five social media namely Facebook, Twitter, LinkedIn, YouTube 

and Flickr since their very well established and could benefit as follows: -. 

 

(i.) Facebook 

Facebook is currently the most prominent long-range interpersonal communication 

administration, with more than 750 million dynamic clients since July 2018. 

Facebook having understood its opportunities begun 'Facebook for Business' the 

place organizations can “learn how to grow their business with Facebook’s powerful 

marketing tools” (Facebook, 2018). 
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To start with, it enables organizations to make their own Page that would assist it 

with interacting with their fans, become more acquainted with potential clients and 

assemble a network. Second, organizations can set up Ads on Facebook to arrive at 

their intended interest group by determining the age, area, interests and so forth. 

Third, Facebook incorporates by listening in on others' conversations marketing' 

technique through its Sponsored Stories, where an organization can exploit 

companions conversing with companions. In conclusion, Facebook is a valuable 

stage for organizations to change their website into a social involvement with 

modules and traditions applications. Make an organization account on Facebook: 

http://www.facebook.com/business 

 

(ii.) Twitter 

Twitter is another online person to person communication and micro blogging 

administration that empowers its clients to send and peruse short instant messages, 

casually known as "tweets". Starting at 2018, Twitter has more than 200 million 

clients, creating more than 200 million tweets and taking care of over 1.6 billion 

search questions for each day. 'Twitter for Business' enables organizations to advance 

their movement on the social stage just as advance their items. On its site Twitter 

asserts that “As a business, you can use Twitter to quickly share information, gather 

market intelligence and insights, and build relationships with people who care about 

your company. Often, there is already a conversation about your business happening 

on Twitter.” (Twitter, 2018). Create a Twitter account for your company:  

http://business.twitter.com/ 

 

(iii.) LinkedIn 

LinkedIn is a business-related interpersonal interaction site, for the most part use for 

expert systems administration. As of November 2018, LinkedIn reports more than  

120 million enrolled clients, spreading over  200 nations around the world. 

 

LinkedIn can be utilized to improve your expert system. It keeps individuals in 

contact by reconnecting over a wide period partners and colleagues rapidly. 

http://www.facebook.com/business
https://www.microfinancefocus.com/5-must-use-social-media-tools-microfinance-institutions
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Likewise, it searches for organizations simple when searching for a vocation or 

business opportunity. It is additionally a helpful instrument for recruitment for 

organizations. Through LinkedIn, one can see the Curriculum Vitae (CV) for other 

people and consequently, find business opportunities. 

 

LinkedIn underpins the arrangement of intrigue gatherings. This is particularly useful 

for the microfinance segment on the grounds that MFIs can join different gatherings 

and sub-bunches that encourage discussion appropriate to the business. Hence, it 

enables organizations to find solutions and answers to the difficulties they face. In 

these systems, they are industry specialists that can help MFIs in times of crisis. Start 

investigating business opportunities with LinkedIn: http://www.linkedin.com 

 

(iv.) YouTube 

YouTube, a video-sharing site that shows a wide assortment of client created video 

content, including movie picture cuts, TV clips, music recordings, and amateur 

substances, for example, video blogging and short original recordings. 

 

YouTube's allowed to-utilize model is easy but difficult to use to transfer and share 

recordings. It is an incredible channel for organizations to share data about their 

organization. Having a YouTube account, MFIs can make and redo their very own 

channel where they can include their organization's branding and include applicable 

data and connections. Through their own customized channel, clients can subscribe 

into their content to get updates. Through their own channels, MFIs can draw in with 

the YouTube people group to make awareness and connect with a huge audience. 

 

MFIs won't simply be restricted to watchers on YouTube yet on other social 

administrations and sites. YouTube's account settings enable organizations to 

consequently distribute updates on another video when it is connected to other social 

administrations, for example, Twitter or Facebook. Likewise, it enables you to 

implant your recordings on different destinations. This will grow the chances of 

http://www.linkedin.com/
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viewership and facilitates the process of advancing your YouTube recordings 

somewhere else. Make your YouTube account: www.youtube.com 

 

(v.) Flickr 

Flickr is a picture facilitating and video facilitating site, web administrations suite 

and online network. In August 2017, it detailed that it was facilitating over 6 billion 

pictures. 

 

Flickr is valuable for organizations since it permits MFIs to share pictures of their 

activities and projects. This is significant for MFIs in light of the fact that pictures all 

the more accurately document the lives of the individuals they serve. Through 

pictures, MFIs can be progressively effective in making mindfulness for themselves. 

Likewise, other than simply transferring pictures, they can label themselves as well 

as other people to share the pictures. MFIs can likewise utilize Flickr to scan for 

gatherings that are significant to their inclinations. 

 

Use Flickr to transfer photographs on the web, find what others are posting and offer 

your photographs with others. Offer photographs with Flickr: http://www.flickr.com/ 

 

Additionally, this examination prescribes the selection of web-based life in the 

microfinance segment since it could conceivably benefit both clients and financial 

establishments.  Web-based life empowers clients to share and exchange data with 

others and empowers financial establishments to interface with clients just as their 

own and business systems. Indeed, even without mobile information associations, 

numerous clients are customary visitors to Internet cafes: particularly young adults in 

urban areas, the conventional "early adopters" of new servers and channels are as yet 

expanding as the key influencers and teachers of their folks which shall lead to very 

marketing opportunities to Microfinance Institutions in the entire Country. 

 

 

http://www.youtube.com/
http://www.flickr.com/
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Finally, we recommend for further studies to be conducted so as continually 

monitoring the trend and stay knowledgeable on what should be the available 

opportunities and challenges of utilizing social media networks in enhancing the 

performance of Microfinance Institutions in Tanzania.  

 

6.5  Areas for Further Research 

The researcher recommends other researcher with sufficient resources to undertake 

the same research on a broader perspective hence investigate on the working group 

of the country or even assess on the impacts of social media to  microfinance 

organizations of Dar es Salaam as it is the largest business city in the country and it 

is the business city as well. 

 

The researcher as well recommends on the research on the benefits of the 

microfinance to gain by the use of social media on their day to day business 

activities. 

 

Lastly but not least, other researchers should ensure they use a larger sample size as 

the population is huge and currently above half of the population is expected to be 

using smartphones  thus, they are on the social medias and it is best to recognize on 

how  

 

 

 

 

 

 

 

 

 

 

 



63 

REFERENCES 

 

A. McWilliams, D. Siegel, Corporate social responsibility and financial performance: 

Correlation or mis specification? Strategy Management. J. 21 

(2000) 603-609  

A.M. Kaplan, M. Haenlein, Users of the world unite! The challenges and 

opportunities of social media, Bus. Horiz. 53 (2010) 59-68 

Accessing Credit Facility: A Case of Agricultural Inputs Sellers and Distributors in 

Arusha City. Dissertation, Open University of Tanzania, Tanzania. 

Agresta, S. and Bonin Bough, B., 2011.’’Perspectives on social media marketing’’. 

Boston: Course Technology, a part of Cengage Learning.  

 and B2B Relationships. Master’s Dissertation at Cardiff 

Metropolitan University.  

Berger, C.S and Messerschmidt, M.C., 2009. Babbling before banking? Online 

communities and pre-purchase information seeking. International 

Journal of Bank Marketing [e-journal] 2  (6)  

BOT (2019). What Is a Microfinance Institution (MFI)? Retrieved on 2nd March, 

2019 from  

Cohen,D. (2006) "Qualitative Research Guidelines Project. Retrieved on 4th April, 

from  

Curtis, A. (2011). “The Brief History of Social Media. Retrieved on February 20, 

2011 from 

De Chernatony, L and Segal-Horn, S., 2001. ‘Building on services’ characteristics to 

develop successful services brands. Journal of Marketing 

Management [e-journal] 17(7/8)  



64 

Ellis-Chadwick, F, McHardy, P and Wiesehofer, H., 2002. ‘’Online customer 

relationships in the  European financial services sector: A cross-

country investigation ’Journal of Financial  Services 

Marketing [e-journal] 6 (4) 313 

Emezie, S. (2017). Prospects and Challenges of SMEs In 21st Century Africa. 

Thesis, Centria 

Get serious! Understanding the functional building blocks of social media. Business 

Horizons, 54(3), 241–251. 

growth and performance: A scientometrics analysis. International Journal of Data 

and Network Science, 3(2), 223–244 

in India. International Journal of Research in Management and Business Studies, 

4(1), 36-40. 

In Simply Educate Me. Retrieved 

from https://simplyeducate.me/2015/01/05/conceptual-framework-

guide/ 

Journal of Marketing [e-journal] 74 (2) Parasuraman, A., Zeithaml, V,A and Berry, 

L,L., 1985. A  Conceptual Model of Service Quality and Its 

Implications for Future Research. Journal of  Marketing 

[online]  

K.S. Venkateswara Kumar and V. Rama Devi / Procedia Economics and Finance 11 

(2014) 306 – 313  

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 

opportunities of Social Media. Business Horizons, 53(1), 59–68. 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social 

media?  

https://simplyeducate.me/2015/01/05/conceptual-framework-guide/
https://simplyeducate.me/2015/01/05/conceptual-framework-guide/


65 

King, B., 2010. Bank 2.0: ‘’How customer behavior and technology will change the 

future of  financial services’’. Singapore: Marshall Cavendish 

Business.  

Kozinets, R.V, de Valck, K, Wojnicki, A.C and Wilner, S.J.S., 2010. Networked 

Narratives:  Understanding Word-of-Mouth Marketing in Online 

Communities.  

Learning. To appear in T. T. Kidd (Ed.), Online education and adult learning: New 

frontiers for teaching practices (pp. 124-139). Hershey, PA: IGI 

Global. 

Lowenthal, P. R. (2009). The Evolution and Influence of Social Presence Theory on 

Online 

Lymo, S. (2014). Challenges and Prospects Faced by Small and Medium Enterprises  

Marr, A. & Petridis, M. (2010). The Importance of Being Owned: Microfinance  

Nair, G. K. (2017). Social Media Impact on Business Development, Organizational 

Performance  

Pourkhani, A., Abdipour, K., Moslehpour, M. (2018). The impact of social media in 

business  

Quinton, S and Harridge-March, S., 2010. Relationships in online communities: the 

potential for  marketers. Journal of Research in Interactive 

Marketing [online]  

Regoniel, A. (2015). Conceptual Framework: A Step by Step Guide on How to Make 

One 

 



66 

Roman, S., 2003. The Impact of Ethical Sales Behavior on Customer Satisfaction, 

Trust and  Loyalty to the Comp any: An Empirical Study in the 

Financial Services Industry. Journal  of Marketing 

Management, [online]  

Saunders, M., Lewis, P & Thornhill, A., (2009), Research Methods for business 

students, Fifth Edition, Prentice Hall, Pearson Education Limited, 

Edinburgh Gate, England 

Singh, T., & Sinha, T. (2017). The Impact of Social Media on Business Growth and 

Performance 

Smeeton, N., Goda, D. (2003). Conducting and presenting social work research: 

some basic statistical considerations. Br J Soc Work, 33: 567-573 

Tanzania. Leverhulme Microfinance Research Project Executive Briefing Paper 3. 

The University of Greenwich. 

Trachoma, W. (2006). Sampling. Retrieved October 3 April. 2019 From: 

https://www.bot.go.tz/mfi/Documents 

University of Applied Sciences, Kokkola, Finland. 

Vagner , K. W. (2007). Introduction to research methods [Electronic version]  

World Bank (2013). Diagnostic review of consumer protection and financial literacy, 

Volume I. Key findings and recommendations, Washington: World 

Bank (WB), Financial Inclusion and Infrastructure Practice, 

Financial Inclusion and Consumer Protection  Service Line, 

Africa Region. 

Z. Xiang, U. Gretzel, Role of social media in online travel information search, Tour. 

Manag.31  (2010) 179-18 

Zuccaro, C and Savard, M., 2010.Hybrid segmentation of Internet banking users. 

International Journal of Bank Marketing [e-journal] 28 (6)  

https://www.bot.go.tz/mfi/Documents


67 

APPENDICES 

 

Appendix I:  Questionnaire 

Dear respondent, 

My name is Gracia Shoki. I am pursing Master of Business Administration at 

Mzumbe University. I am currently doing a research on Opportunities and 

Challenges of Using Social Media Networks in Enhancing Performance of 

Microfinance Institutions in Tanzania: The Case of Ilala Municipality. Kindly, assist 

me by completing this questionnaire with correct and relevant information. Your 

information will be treated confidential and they will be for academic purpose only. 

Instructions: 

1. Choose the most correct answer from multiple choices provided by putting a 

tick against it and offer explanation where demanded. 

2. SD=Strongly Disagree, D=Disagree, N= Neutral, A= Agree, SA= Strongly 

Agree 

 

PART ONE: DEMOGRAPHIC DATA 

1. Gender   

(a) Male        [       ]     

(b) Female    [       ] 

 

2. Age (years)    

(a) 18-27     [       ]  

(b) 28-37     [       ]  

(c) 38-47     [       ]  

(d) 48-57     [       ]  

(e) Above 57    [       ] 

 

3. Marital Status  

(a) Single      [       ]  

(b) Married    [       ] 



68 

4. Social media platform you have account with (tick all relevant) 

(a) Facebook       [       ] 

(b) Instagram       [       ] 

(c) Twitter           [       ]    

(d) YouTube         [       ]     

(e) WhatsApp      [       ] 

(f) LinkedIn        [       ]     

(g) Snapchat        [       ]  

(h) Other(s)(Mention)_________________________________________ 

 

PART B: EXTENT OF USING SOCIAL MEDIA 

(NA-Not at all, VL-Very Little, A-Average, VO-Very Often, MO-Most Often) 

S/N Statement NA VL A VO MO 

1 How often do you use social media to access information 

about Microfinance Institutions? 

     

2 Suppose you have question or an enquiry about 

products/services that are being offered by Microfinance 

Institutions do you use social media in getting such 

information? 

     

3 Are you in social Media Group that allows you to 

communicate with Microfinance Institution (MFI’s)? 

     

4 Are there any Links in social media (e.g. WhatsApp, 

Facebook, Twitter or Instagram) that may take you to any 

Microfinance Institution website? 
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PART C: OPPORTUNITIES 

S/N Statement SD D N A SA 

1 Do you consider yourself Royal to Microfinance Institutions 

because of easy access to information from social Media? 

     

2 Does the use of social media by Microfinance Institutions 

helps you in saving time in getting information about the 

services/products and can you consider information 

accessible?  

     

3 Are the MFI’s adverts accessible through social Media 

Platforms? 

     

4 Does it very easy to complain and or complement 

services/products offered by Microfinance Institutions by 

using social media?  

     

 

PART D: CHALLENGES 

S/N Statement SD D N A SA 

1 Do you always have data bundles that can allow you to 

access Microfinance institution information through social 

Media Platforms?  

     

2 Do all customers have devices that allow them to use social 

Media? 

     

3 Are there other customers who are not aware that 

Microfinance Institutions (MFI’s) do have social media 

pages? 

     

4 Do all Microfinance Institutions (MFI’s) regularly update 

their information on social media? 

     

5 Is there any delay in getting response when making an 

enquiry through social media? 
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PART E: CUSTOMERS’ PERCEPTION 

S/N Statement SD D N A SA 

1 Can social media be used as competitive advantage by 

Microfinance Institutions (MFI’s)?  

     

2 Can social media be used to increase customer base of 

Microfinance Institutions (MFI’s)?  

     

3 Do you consider Social Media to be more user friendly      

4 Do you consider Microfinance Institutions (MFI’s) that do 

not have social media pages as old fashioned? 

     

5 Do you consider advertising through Social Media as more 

informative than traditional advertising? 
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Appendix II: Interview Guide 

1. To what extent does your institution use social media networks? Can you 

mention social media platforms your institution is in? 

2. How often do you update information on your social media pages? Do you 

publish adverts through social media? 

3. Are your customers interactive through your social media pages? 

4. Do social media help you to increase customer base, sales volume and 

profitability? 

5. Do you think your customers prefer social media to traditional media for 

information sharing? 

6. What challenges do you face in using social media? What do you do about 

them? 

7. How do you think customers perceive the use of social media? 

 

 

 

 

 

 

   Gracia  Shoki 

MBA Student 2017/2019, Mzumbe University 

P.O.BOX 1,Dar Es Salaam, Tanzania 

 


