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Abstract 

This study assessed the influence of social media marketing on Sales Performance for Small and 
Medium Enterprises selling electrical devices in Dodoma City, Tanzania as the case study. This 
study adopted a cross-sectional research design which aimed at data collection for two or more 
variables to be examined at a single point in time in order to detect variables patterns of 
association. The target population in this study included staff of Small and Medium Enterprises 
selling electrical devices in Dodoma City. The study that used a sample size of 110 respondents 
since they do possess vast knowledge on the effect of contract management on performance. The 
study applied both probability and non-probability sampling procedures in selecting the study 
sample. Data was collected by administering the structured questionnaires and indepth interview 
to respondents. After coding, data was entered into SPSS software for analysis. The study 
findings revealed that Instagram marketing in terms of; engagement rate, follower growth, click-
through rate, conversion rate, comments and finally Instagram stories engagement had a 
positively significant relationship with sales performance among SME's selling electrical devices 
in Dodoma city. Different aspects of Twitter engagement that include; Follows, Hashtag usage, 
Likes (Favorites), Click through, Retweets, and finally Replies and mentions had a positively 
significant relationship with sales performance (Sales Revenue &Sales volume) among SMEs 
selling electrical devices in Dodoma city. WhatsApp communication had a positively significant 
relationship with sales performance among SMEs selling electrical devices in Dodoma city. The 
study recommended that; the government of Tanzania should promote digital literacy initiatives 
to improve the digital skills of SME owners and employees. Tanzania's government should make 
investments in enhancing the country's digital infrastructure, including internet access and e-
commerce platforms.  
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1.0 Introduction 

The dramatic growth of the internet has led to the emergence of two important phenomena: 
social media and online search engines. Social media is a term that has become ubiquitous in 
today's digital age. The concept of social media has fundamentally transformed the way 
individuals communicate, interact, and consume information in both personal and professional 
spheres (Jayaraman, Barathi, Babu, Girija, & Kapila, 2024).  

Social media refers to a group of Internet-based applications that build on the ideological and 
technological foundations of Web 2.0, and that allow the creation and exchange of user-
generated content (Kaplan, & Mazurek,2018). These include Facebook, Twitter, WhatsApp, 
Instagram, YouTube and LinkedIn, amongst others. The emergency of social media has made 
firms to introduce marketing strategies which associate the electronic word which actually 
attracts and influences customer purchasing behaviors (Cabales, Carungay, Legaspi, Bacatan, & 
Bacatan, 2023; Shauri, Magaria, & Masanyiwa, 2023). 

Social media is centered on connectivity and interactivity, enabling users to form communities 
through friend requests, follows, and groups (Thomas et al., 2017). It emphasizes user-generated 
content, allowing people to share their creativity globally (Ausat, 2023; Stsiampkouskaya et al., 
2021). In business, social media acts as a direct communication channel between companies and 
customers, driving the rise of social media marketing to promote products and services (Felix et 
al., 2017). By 2023, more than 4.7 billion people used social media, with chat and messaging 
apps being the most popular (Dollarhide, 2023). 

Sales performance, often measured by revenue and customer retention, is crucial for business 
success (Mullins et al., 2020). Small and Medium Enterprises (SMEs), defined by size and 
revenue, play a key role in employment and economic growth, particularly in Tanzania, where 
they range from retail shops to manufacturing businesses (Liberto, 2023; Al-Awlaqi et al., 2018). 
Social media is increasingly important for SMEs, offering new avenues for marketing and 
customer engagement, as highlighted in global literature. Globally, the acceptance, usage and 
popularity of social media has grown tremendously in the last few decades in well-developed 
countries and developed nations in the world (Ashley & Tuten, 2015; Ortiz-Ospina, 2019). In 
Italy, the adoption of social media (SM) resources helped Gamma to tap into new markets and 
thus survive and face the downturn of its original market. SM represented a strategic resource to 
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implement an effective business networking effort (Bocconcelli, Cioppi, & Pagano, 2017).Over 
50 % of U.S. respondents check their private e-mail account relatively ten times every day, and 
it’s without a doubt, their furthermost popular way to receive updates from brands (Blankenship, 
2024). Muhit, (2022) revealed a positive association between social media engagement and sales 
growth, indicating that SMEs selling electrical devices that actively used social media platforms 
experienced higher sales revenues compared to those that did not. In Jodarn, Akaileh, et al., 
(2023) noted that social media had a significant effect on post-purchase behavior on electrical 
device buyers in Jordan. 

In the African context, e-mail has a profoundly positive influence on consumer buying decisions 
in two phases (post-purchase) and information research in Egypt (Omar, & Atteya, 2020). In 
Ethiopia, social media marketing has strategic role and social media marketing strategy (Taddes, 
2021). In Nigeria, there has been a paradigm shift and the traditional means of marketing (that is 
television, radio, newspapers and magazines) do not suffice on their own anymore, given the 
abundance of loop holes inherent in advertising via these mediums especially in the aspect of 
feedback, online/social media advertising has gained grounds (Oyekan, 2022). In South Africa, 
Rosário, & Dias, (2023) and Hudders, et al., (2021) noted that, social media marketing strategies 
such as sponsored posts and influencer partnerships, achieved higher sales outcomes sales 
performance in the electrical devices industry.  

In the East African perspective, in Kenya, there email marketing, online marketing, search 
engine marketing, and blog marketing as digital marketing techniques had a significant influence 
on business performance (Njau and Karugu,2014). Olonde, (2017) also stressed that in Kenya, 
email marketing and social media marketing had significant impact on SMEs sales growth and to 
a great extent. Mobile marketing, search engine optimization (SEO) marketing, pay-per-click 
(P.P.C), and online marketing all had a significant effect on SMEs’ sales growth and to a 
moderate extent.  In Tanzania’s context, Tanzania had 4.90 million social media users aged 18 
and above at the start of 2023, this was equivalent to 14.8 percent of the total population aged 18 
and above at that time (Heinze, Fletcher, Rashid, & Cruz, 2020).   

In Tanzania’s context, the Tanzanian Government defines SMEs according to sector, 
employment size, and capital invested in machinery. Accordingly, in the context of Tanzania 
SMEs are defined as micro, small and medium size enterprises in non-farm activities which 
include manufacturing, mining, commerce and services. A micro enterprise is defined as a firm 
with fewer than five employees whereas a small firm is a firm with 5 to 49 employees, a 
medium-enterprises is a firm with 50 to 99 employees. Any firm with 100 employees or more is 
regarded as a large enterprise (Isaga & Musabila, 2017). The use of social media as a form of 
digital media Marketing is also important for Small and Medium Enterprises (SMEs) in Tanzania 
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including those SMEs selling electrical devices, which contributes much to economic 
development. Social media platforms have provided a cost-effective way to reach a wide 
audience without the hefty expenses associated with traditional marketing methods (Kazungu & 
Panga, 2015).  

The Social Media Stats in United Republic of Tanzania as of July 2023 indicates that 31.95% use 
Facebook, 20.01% use Twitter, 17.42% use YouTube, 16.47% use Pinterest, 11.26% use 
Instagram and finally 2.36% use LinkedIn according to Statista (2023). Tanzania’s Social Media 
Advertising market also projected to grow by 4.82% (2023-2027) resulting in a market volume 
of US$11m in 2027 (Statista, 2023). The reviews and debates above demonstrate that social 
media use is related to SMEs' performance, in part because these platforms have been found to 
be efficient in terms of cost and are linked to market success and consumer happiness. The use of 
social media affects SMEs' innovation and branding as well (Shauri, Magaria, & Masanyiwa, 
2023).  

Despite that Kakumbi and Phiri (2022) have observed, most SMEs have not been generally 
enthusiastic in their involvement with electronic commerce including social media. While 
Facebook undoubtedly plays a crucial role in the social media landscape, this research journey 
sought to navigate the complexities and potential pitfalls associated with relying solely on one 
platform (Facebook) that has attracted attention from different scholars much as other social 
media are being used by business to ensure that sales increase (Ong, & Toh, 2023).  

As more consumers rely on online channels for research and purchases, SMEs must adopt 
effective digital marketing strategies to stay competitive (Arobo, 2022). However, SMEs selling 
electrical devices in Dodoma City struggle due to limited knowledge, resources, and expertise in 
leveraging social media (Filali & Faraj, 2022). These businesses face challenges navigating 
digital marketing complexities, such as platform selection and content creation, which affect 
sales performance (Shauri, Magaria, & Masanyiwa, 2023). Despite forming a vital part of the 
local economy, many SMEs are hindered by these obstacles, leaving them behind competitors 
who have successfully embraced social media (Costa & Castro, 2021).. 

Despite the widespread recognition of social media as a powerful marketing tool, many SMEs in 
Dodoma City struggle to effectively leverage it to drive sales (Hamisi, 2017). The pivotal role of 
media marketing on Sales Performance for SMEs selling electrical devices in Dodoma City 
remains largely absent from scholarly discourse. Therefore, there is inadequate information 
which shows strong connection between theory used and social media marketing thus leaving a 
critical gap in our understanding of its effect. Ultimately, the goal of this study was to bridge this 
gap and empower SMEs to harness the full potential of social media marketing to drive sales 
growth and business success. Thus, this study sought to bridge the gap by instigating the 
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influence of Social Media Marketing on Sales Performance for SMEs selling electrical devices in 
Dodoma City, Tanzania. 

1.2 Specific Objectives 

To determine the influence of Instagram marketing on sales performance of SMEs selling 
electrical devices in Dodoma City, 

To examine the influence of Twitter engagement on sales performance of SMEs selling electrical 
devices in Dodoma City, and 

To find out the influence of WhatsApp Communication on sales performance of SMEs selling 
electrical devices in Dodoma City 

 

2.0 Literature Review 

2.1 Theoretical Literature review Influence of Social Media Marketing on Sales Performance 

The analysis of this study was draw from the Diffusion of Innovation Theory. 

Diffusion of Innovation Theory 

 The Diffusion of Innovation (DOI) Theory, developed by E.M. Rogers in 1962, explains how 
ideas or products gain momentum and spread within a population (Miller, 2015). The diffusion 
process results in individuals adopting new behaviors, such as using a new product. Key 
elements include the concept of innovation, defined as an idea perceived as new by individuals 
(Rogers, 2003). An innovation may have existed for a long time but remains relevant if 
perceived as new. Rogers also noted a lack of research on technology clusters, which comprise 
interrelated technological elements (Rogers, 2003). Uncertainty can hinder the adoption of 
innovations, as the consequences of adoption or rejection may affect individuals or social 
systems (Rogers, 2003). Understanding these dynamics is crucial for promoting successful 
innovation adoption. The Diffusion of Innovation (DOI) theory was crucial to this study because 
it focuses on how new practices, like social media marketing, are adopted in specific contexts 
(Morone & Taylor, 2010). The theory provides a framework for analyzing the spread of social 
media strategies and their impact on sales performance among SMEs in Dodoma City (Wejnert, 
2002). By categorizing businesses based on their willingness to adopt innovations, the DOI 
theory aligns with varying adoption behaviors. This approach helps explore the relationship 
between innovation adoption and business success in digital marketing.   
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2.2 Empirical literature review 

Yosep, et al., (2021) aimed at finding out whether digital marketing platforms affected business 
performance through A mini-review approach in Malaysia. The study found various digital 
marketing strategies (social media) that micro-entrepreneurs used to develop, introduce, and 
promote their products, such as Facebook, Instagram, Youtube, Twitter, Tiktok and others. These 
platforms were the cheapest and most comfortable tools for creating excellent marketing 
contents. Also, digital marketing was used for promoting and branding activities in a wide range 
of marketing activities without spending a lot of money. The study concluded that digital 
marketing was one modern evolution platforms in marketing activities that highly depends on 
technology to create creative marketing content and product information. From the reviewed 
study, there was a gap on the specific effect of Instagram marketing, Twitter engagement, 
WhatsApp communication, on sales performance. 

Winarso, et al., (2023) assessed the impact of social media and Innovation Strategy on the 
Marketing Performance of Small and Medium Sized Enterprises (SMEs) in Bekasi City, 
Indonesia.  The reviewed study showed that there was a positive relationship between social 
media and the performance of SME businesses. However, the study was too general and did not 
specify the key social medias. On the other hand, the study was carried out in Indonesia. This left 
a gap as far as the influence of; Instagram marketing, Twitter engagement, WhatsApp 
communication on sales performance among small and medium-sized enterprises in Dodoma 
city is concerned. 

Kierian, et al., (2021) assessed the influence of “WhatsApp Advertisement” on the patronage of 
small business Start-ups and medium scale enterprises in Uyo, Nigeria. The study found out that 
most of the small business start-up samples immediately resorted to the use of WhatsApp 
advertisement to help maintain and increase sales during the coronavirus period. The great 
challenge mitigating the effective use of WhatsApp, as shown by the study, was the reach of 
WhatsApp advertisement which is limited to the contact list of the people advertising. Also, the 
susceptibility of the platform to fraud was another key challenge. There is a significant 
relationship WhatsApp advertisement and small business performance in the Nigerian context. 
However, there was a gap on the specific effect SMEs dealing with electrical devices in Dodoma 
city thus prompting this study.  

Kajongwe, et al., (2020) analyse how social media impact on performance of Small and Medium 
Enterprises (SMEs) in Zimbabwe. Study results indicated that social medial has a positive 
relationship with business strategy of SMEs in Zimbabwe. The study results also showed that 
social media positively improved brand awareness, customer relation and productivity of SMEs 
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in Zimbabwe.  From the reviewed study, there was a gap on the specific effect social media on 
SMEs dealing with electrical devices in Dodoma’s context. 

Silvano & Mbogo, (2022) investigated the impact of Social Media Marketing on Small 
Businesses’ Sales Performance: A Case of Women Clothing Stores in Nyamagana District, 
Tanzania. The result obtained through regression analysis established that Facebook had impacts 
on the sales performance of small business (Beta = .199, P <.020). The results obtained in this 
aspect showd that the increase in the use of Facebook by 1 unit attributes increase of 
performance of small business by 0.20. On Instagram, the findings obtained through linear 
regression established that Instagram has a significant impact on the sales performance of small 
business (Beta = .369, P <.947). The reviewed study addressed Instagram marketing however 
when it comes to Dodoma city, nothing is published thus prompting the need for a 
comprehensive study on the specific effect of Instagram marketing. 

2.3 Conceptual Framework 

The theoretical framework of this study provides the foundation for understanding the research 
problem (Mugenda & Mugenda, 2003). It highlights major social media marketing platforms, 
including Facebook, Instagram, and Twitter, each with unique demographics and features. Social 
media marketing leverages connection, interaction, and customer data (Kumar et al., 2016) to 
engage customers and promote products. In this context, sales performance is evaluated based on 
a company's ability to sell products, measured through sales revenue, sales volume, and 
conversion rate (Kelwig, 2022). This framework guides the exploration of social media's impact 
on SMEs in Dodoma City. The DOI theory was developed to investigate the new ideas and 
technology are perceived by individuals as well as firms. The innovation helps to determine the 
factors that affect the adoption rate of technological innovation by individuals as well as firms. 
The Diffusion of Innovation theory is pertinent to this study because it offers a strong framework 
to investigate how the adoption of social media strategies spreads and affects business outcomes 
as the study explores the effect of social media marketing on sales performance among small and 
medium-sized enterprises (SMEs) in Dodoma city. The figure below shows the cause effect 
relationship between the social media marketing techniques and sales performance. 

Figure 57: Conceptual Framework  

Independent Variable     Dependent Variable     

 

 

 

Social Media Marketing 
Instagram marketing 
Twitter engagement 
WhatsApp Communication 

Sales performance 
Sales Revenue 
Sales volume 
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Source: Researcher (2023) 

3.0 Research Methodology 

3.1 Research design 

This study adopted a cross-sectional research design which aimed at data collection for two or 
more variables to be examined at a single point in time in order to detect variables patterns of 
association. The design was preferred because of the consistency nature of objectives aiming to 
reveal relationships among variables and allowing inferences to be made on the effects of 
explanatory variables on an outcome variable (Burns and Burns, 2012). Additionally, the study 
also applied a mixed approach to include both qualitative and quantitative approaches. 
Qualitative data provided detailed information inform of statements allowing room to study 
issues in detail (Silverman, 2005) while quantitative design enhanced the statistical inferences by 
linking the independent and dependent variables (Creswell, 2014). 

3.2 Area of the Study 

The area of the study refers to formal delineated geographical boundaries, (Msabila and Nalaila, 
2013). The study was conducted in Dodoma city which is the legislative capital of Tanzania and 
is the administrative capital of both Dodoma Municipal Council and the entire Dodoma Region, 
with a population of 765,179. The area was used as the area of study due to the fact that Dodoma 
City, with its growing urban population, presents a promising market for SMEs selling electrical 
devices. With the city's increasing demand for modern appliances and gadgets, there was a 
significant opportunity for businesses in this sector to thrive. Therefore, the presence of all these, 
makes Dodoma an interesting place to study the potential ways for SMEs selling electrical 
devices. 

3.3 Sampling Design and Procedures 

Simple Random Sampling was used to select respondents from the entire population of SMEs 
selling electrical devices in Dodoma City, ensuring good representation, unbiased results, and 
convenience. The sample size was determined based on confidence, margin of error, and 
variability within the population. Purposive Sampling techniques were employed to select key 
respondents who provided qualitative data, based on unique characteristics and experience. Both 
methods were used to ensure accurate and reliable results. 
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3.4 Data Analysis Methods  

The data acquired was analysed based on an overview of the identified purpose of the study in 
the design of the research. The data analysis process included; editing, coding as well as cleaning 
(Hussain, 2020). Descriptive and inferential statistics with the aid of Social Sciences Statistical 
Package (SPSS) was used to analyse the collected qualitative and quantitative data. For every 
objective, data was analysed in the following ways;  

3.4.1 Descriptive Analysis 

The data collected was analyzed to assess the influence of social media marketing on sales 
performance of SMEs selling electrical devices in Dodoma City. A multiple regression analysis 
technique was employed, and the results were computed basing on the models below from a 
single variable influence to a combined influence as follows; 

Y = β0 + β1 X1 +β2 X2 + β3 X3 + Ɛ …………(1) 

Where; 𝑌= Dependent variable is Sales Performance.X1= Instagram marketing, X2= Twitter 
engagement, X3= WhatsApp communication and Ɛ=error term 

3.4.2 Qualitative data analysis (content/Thematic Analysis) 

The study used content analysis and relationship analysis to analyze qualitative data from 
interviews and focus group discussions. It categorized responses into manageable categories, and 
explored the relationship between Social Media Marketing and Sales Performance for SMEs in 
Dodoma City, Tanzania. 

4.0 Findings and Discussion 

4.1 Demographic characteristics of Respondents 

The findings from Table 1 revealed that about 63.2% of respondents were male and only 36.8 
were female. This implies that most of the staff of SMEs selling electrical devices in Dodoma 
city were male, a fact that may be attributed to the economically lucrative nature and relatively 
large capital that is a requirement involved to start up this business. 

Table 50: Demographic profile of respondents 
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Variable Response Frequency Percentage 
(%) 

Gender Male 139 63.2  
Female 81 36.8 

 Total 220 100.0 

Age Less than 30 39 17.7  
31 to 35 years 26 11.8  
36 to 40 years 29 13.2  
41 to 45 years 87 39.5  
46 to 50 years 24 10.9  
Above 51 years 15 6.8 

 Total  220 100 

Education level Informal 13 5.9 
 Primary 16 7.3 
 Secondary 24 10.9 
 Certificate 14 6.4 
 Diploma 66 30.0  

Bachelor’s 67 30.5  
Master’s degree 14 6.4  
PhD 3 1.4  
Others 3 1.4 

 Total  220 100 

Working 
Experience 

Less than a year 15 6.8 

 1 to 4 years 14 6.4 

 5 to 8 years 117 53.2 

 9 to 12 years 51 23.2 

 Above 12 years 23 10.5 

 Total 220 100% 

Less than TZS 5 
million 

16 7.3 
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The capital 
investment for 
your business 

Between TZS 5 
million to TZS 
200 million 

141 64.1 

Above TZS 200 
million 

63 28.6 

 Total 220 100.0 

Source: Study findings (2024) 

Additionally, it was also observed that the majority of the respondents were aged 41 to 45 years 
represented by 39.5%, followed by respondents aged between 36-40 years constitute 17.7% of 
the respondents. Furthermore, 13.2% of the respondents were aged 36 to 40 years.  Whilst 
11.8%, 10.9%, and 6.8% were aged; 31 to 35 years, 46 to 50 years and above 51 years 
respectively. This implies that, SMEs selling electrical devices in Dodoma city had a young and 
strong labour force. 

In terms of the level of education attained, the results further indicated that the majority that is 
30.5% of the respondents had a Bachelor’s degree as represented. This was followed by 
respondents with a Diploma represented by 30% of the respondents. Informal education had been 
attained by 5.9%, Primary education had been attained by 7.3%, Secondary education had been 
attained by 10.9%, Certificate had been attained by 6.4%, Master’s degree had been attained by 
6.4%, PhD and others such as professional courses had been attained by 1.4% respectively. 
Generally, this implies that most staff of SMEs selling electrical devices in Dodoma city had 
attained diplomas and degrees.  

Regarding the working experience, the majority that is 53.2% of the respondents, had 5 to 8 
years of working experience in SMEs selling electrical devices in Dodoma city. This was 
followed by 23.3% of the respondents had 9 to 12 years of working experience whilst only 6.8%, 
6.4% and 10.5% of the respondents had Less than a year, 1 to 4 years and finally above 12 years 
of working experience. Generally, most of the staff had worked at SMEs selling electrical 
devices in Dodoma city for a relatively good number of years so they were in a better position to 
provide information regarding the influence of social media Marketing on Sales Performance for 
Small and Medium Enterprises selling electrical devices in Dodoma City. 

Regarding the capital investment in the business, majority of the respondents that 64.1% of the 
respondents had invested between TZS 5Million to TZS 200 million, only 7.3% had invested less 
than TZS 5 million and finally 28.6% of the respondents had invested over TZS 200 million. 
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Generally, the study findings show that most respondents had the capital investment between 
TZS 5 million to TZS 200 million. 

 

  

4.2 Social media platforms most commonly used by SME in Dodoma city for marketing their 
electrical devices. 

Here the study sought to find out the social media platforms most commonly used by SME in 
Dodoma city for marketing their electrical devices. 

Table 51: Social media platforms most commonly used by SME in Dodoma city for marketing 
their electrical devices. 

 

Response Frequency Percentage (%) 

 Instagram 64 29.1 

Twitter 69 31.4 

WhatsApp 87 39.5 

Total 220 100.0 

Source: Study findings (2024) 

 

The study findings show that 29.1%, 31.4% and 39.5 of the respondents used Instagram Twitter 
and WhatsApp respectively among SMEs in Dodoma city selling electrical devices. Generally, 
between Instagram, Twitter and WhatsApp, it was noted that WhatsApp Social media platform 
was the most commonly used among SMEs in Dodoma city selling electrical devices. 

4.3 The influence of social media marketing on sales performance among SMEs selling electrical 
devices in Dodoma city.  

Here the study looked at the extent to which Instagram marketing, twitter engagement and 
whatsApp communication influenced sales performance among SME's selling electrical devices 
in Dodoma city. 
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Table 52: Multiple Regression Analysis results on the effect of social media marketing on sales 
performance among SME's selling electrical devices in Dodoma city. 

 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardize
d 
Coefficient
s 

T Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleranc
e VIF 

1 (Constant
) 

.236 .035 
 

6.746 .000 
  

Instagram 
marketing 

.404 .063 .504 6.700 .000 .093 10.772 

Twitter 
engageme
nt 

.351 .079 .425 4.472 .000 .062 16.075 

WhatsAp
p 
communi
cation 

.486 .064 .577 7.542 .000 .096 10.420 

a. Dependent Variable: Sales performance (Sales Revenue &Sales volume) 

 

From the above table, using this equation of a line of Instagram marketing, Twitter, and 
WhatsApp was used to predict sales performance through the equation of Y = β0 +β1X1 +β2X2 + 
β3 X3 +Ɛ. 

From the findings in Table 3, an equation of Y = 0.236 +0.404X1 +0.351X2 + 0.486X3 +Ɛ was 
developed that shows that, Instagram marketing had a significant relationship with sales 
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performance with 0.404 being the slope for instagram, it was found that it was significant (0.000) 
with the T value of 6.700. 

Twitter engagement had a significant relationship with sales performance with 0.351 being the 
slope for Twitter engagement, it was found that it was significant (0.000) with the T value of 
4.472. WhatsApp communication had a significant relationship with sales performance with 
0.486 being the slope for WhatsApp communication, it was found that it was significant (0.000) 
with the T value of 7.542. 

The multiple regression analysis results presented in the Table above shed light on the 
relationship between social media marketing strategies and sales performance among small and 
medium-sized enterprises (SMEs) specializing in the sale of electrical devices in Dodoma city. 
The regression model reveals several significant insights. Firstly, the constant coefficient (.236) 
signifies the baseline level of sales performance that is attributed to factors not accounted for in 
the model. Moving on to the predictors, Instagram marketing emerges as a significant driver of 
sales performance, with a coefficient of .404. This indicates that for every unit increase in 
Instagram marketing activities, there is a corresponding increase in sales performance by .404 
units. The standardized coefficient (Beta) of .504 emphasizes the relatively stronger impact of 
Instagram marketing compared to other predictors, signifying its pivotal role in influencing sales 
outcomes among SMEs in the electrical devices sector. Furthermore, WhatsApp communication, 
both through Twitter and WhatsApp itself, also exhibits notable effects on sales performance. 
The coefficients of .351 and .486 for Twitter and WhatsApp communication, respectively, 
signify their positive contributions to sales performance. These coefficients suggest that for 
every unit increase in WhatsApp communication activities, there is a corresponding increase in 
sales performance by .351 and .486 units for Twitter and WhatsApp, respectively. 

The standardized coefficients (Beta) of .425 for Twitter and .577 for WhatsApp communication 
emphasize the relatively strong influence of these variables on sales performance, further 
corroborating the significance of social media communication channels in driving sales 
outcomes. Additionally, the collinearity statistics provide insights into the multicollinearity 
among predictor variables. The tolerance values (>0.1) and low variance inflation factors (VIF) 
(<10) indicate that multicollinearity is not a significant concern in the model, affirming the 
validity of the regression results. In conclusion, the multiple regression analysis highlights the 
significant impact of Instagram marketing and WhatsApp communication channels on sales 
performance among SMEs in the electrical devices sector in Dodoma city. These findings 
emphasize the importance of leveraging social media marketing and communication strategies to 
enhance sales outcomes and underscore the potential for strategic interventions in these domains 
to drive business growth and success.  
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4.3.2 The effect of Instagram marketing on sales performance among SME's selling electrical 
devices in Dodoma city. 

Table 53: Analysis of variance 

  

ANOVAa 

Model 
Sum of 
Squares Df Mean Square F Sig. 

1 Regression 87.401 6 14.567 278.417 .000b 

Residual 11.144 213 .052   

Total 98.545 219    

a. Dependent Variable: Sales performance (Sales Revenue &Sales volume) 

b. Predictors: (Constant), Instagram stories engagement, Follower growth, 
Comments, Conversion rate, Engagement rate, Click-through rate 

 

The results in Table 4 above indicate that the regression model was significant in predicting how 
Instagram marketing affect the sales performance (sales revenue and sales volume) among SMEs 
selling electrical devices in Dodoma city because the p-value was P=0.000 which is less than 
0.05 (P<0.05). 

Table 54: Multiple Regression Analysis results on the effect of Instagram  marketing on sales 
performance among SME's selling electrical devices  in Dodoma city. 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 
Coefficien
ts 

T Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran
ce VIF 
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1 (Constant) .098 .038  2.561 .011   

Engagement rate .133 .136 .153 .977 .030 .022 46.179 

Follower growth .294 .042 .309 6.942 .000 .268 3.734 

Click-through rate .122 .135 .145 .905 .036 .021 48.200 

Conversion rate .050 .113 .058 .439 .661 .030 32.875 

Comments .701 .057 .782 12.220 .000 .130 7.705 

Instagram stories 
engagement 

.146 .139 .167 1.050 .029 .021 47.590 

a. Dependent Variable: Sales performance (Sales Revenue &Sales volume) 

The findings indicate that engagement rate had a positive statistically significantly relationship 
with sales performance (sales revenue and sales volume) among SMEs selling electrical devices 
in Dodoma city at the p-value less than 5% (p<0.030) and with the coefficient at 0.153. This 
implies that the unit change in engagement rate on average increased the sales performance by 
15.3%.  Therefore, the more the engagement rate increases, it will lead to increased sales 
performance in terms of; sales revenue and sales volume. Similarly, the follower growth was 
positively associated with sales performance at 0.309 with the p-value less than 5% (p<0.000). 
This implies that the unit change in follower growth on average increased the sales performance 
by 30.9%.  Therefore, follower growth led to increased sales performance in terms of; sales 
revenue and sales volume. The results revealed that click-through rate was positively associated 
with sales performance at 0.145 with the p-value less than 5% (p<0.036). This implies that the 
unit increase in the click-through rate led to 14.5% increase in the sales performance in terms of; 
sales revenue and sales volume.The study findings in Table 6 show that conversion rate had a 
positively insignificant relationship with sales performance among SMEs selling electrical 
devices in Dodoma city with a coefficient of 0.058 an P value of 0.661. This implies that a unit 
change in the conversion rate on average insignificantly increased the sales performance in terms 
of; sales revenue and sales volume by 5.8% which was was an insignificant effect. Furthermore, 
the findings in Table 7 show that Comments had a positively significant relationship with the 
sales performance at the p-value less than 5% (p<0.000) and with the coefficient of .782. This 
implies that unit change in comments on average increased sales performance in terms of; sales 
revenue and sales volume by 78.2%. Finally, the findings indicate that Instagram stories 
engagement had a positive statistically significantly relationship with sales performance (sales 
revenue and sales volume) among SMEs selling electrical devices in Dodoma city at the p-value 
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less than 5% (p<0.029) and with the coefficient at 0.167. This implies that the unit change in 
Instagram stories engagement on average increased the sales performance by 16.7%.  Therefore, 
the more the Instagram stories engagement increases, it will lead to increased sales performance 
in terms of; sales revenue and sales volume. 

Findings on the effect of Instagram marketing on sales performance among SME's selling 
electrical devices in Dodoma city were supported by those from interviewee 1 who stated that; 
“Instagram has made it possible for SMEs to exhibit their electrical goods through eye-catching 
pictures and videos, which helps to raise brand awareness among prospective clients in Dodoma 
and abroad. SMEs have developed a strong brand presence and gained followers by consistently 
publishing high-quality content on the site.”.  

Interviewee 2 stated that, “Instagram's advanced targeting features have made it possible for 
SMEs to target particular regions, interests, and demographics with their marketing messaging. 
Because of this, companies in Dodoma City can now better customize their content to appeal to 
their target audience, which raises the possibility of generating leads and conversions”. 
Interviewee 3 stated that, “Instagram's likes, comments, and direct message features have 
encouraged communication and engagement between SMEs and their audience. SMEs can 
increase sales by developing trust and credibility with their followers and promptly answering 
their questions.”. 

Generally, from the study findings, it can be noted that Instagram marketing in terms of; 
engagement rate, follower growth, click-through rate, conversion rate, comments and finally 
Instagram stories engagement had a positively significant relationship with sales performance 
among SME's selling electrical devices in Dodoma city. This concurs with Silvano & Mbogo, 
(2022) who investigated the impact of Social Media Marketing on Small Businesses’ Sales 
Performance among Women Clothing Stores in Nyamagana District, Tanzania. The result 
obtained through regression analysis established that Facebook has impacts on the sales 
performance of small business (Beta = .199, P <.020). The results obtained in this aspect shows 
that the increase in the use of Facebook by 1 unit attributes increase of performance of small 
business by 0.20. On Instagram, the findings obtained through linear regression established that 
Instagram has a significant impact on the sales performance of small business (Beta = .369, P 
<.947). 

4.3.3 The effect of Twitter engagement on sales performance among SME's selling 
electrical devices in Dodoma city. 

Table 55: Analysis of variance 
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ANOVAa 

Model 
Sum of 
Squares Df Mean Square F Sig. 

1 Regression 83.517 6 13.919 197.277 .000b 

Residual 15.029 213 .071   

Total 98.545 219    

a. Dependent Variable: Sales performance (Sales Revenue &Sales volume) 

b. Predictors: (Constant), Follows, Hashtag usage, Likes (Favorites), Click 
throughs, Retweets, Replies and mentions 

 

The results indicate that the regression model was significant in predicting the contribution of 
Twitter engagement on sales performance (sales revenue and sales volume) among SMEs selling 
electrical devices in Dodoma city because the p-value was 0.000 which is less than 0.05. 

Table 56: Multiple Regression Analysis results on the effect of Twitter engagement on sales 
performance among SMEs selling electrical devices in Dodoma city. 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 
Coefficien
ts 

T Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran
ce VIF 

1 (Constant) .208 .049  4.287 .000   

Likes 
(Favorites) 

.367 .075 .396 4.910 .000 .110 9.094 
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Retweets .036 .077 .040 .464 .643 .098 10.186 

Replies and 
mentions 

.104 .096 .121 1.076 .283 .057 17.698 

Click throughs .384 .071 .481 5.434 .000 .091 10.964 

Hashtag usage .047 .039 .047 1.204 .230 .473 2.112 

Follows .151 .041 .160 3.715 .000 .385 2.601 

a. Dependent Variable: Sales performance (Sales Revenue &Sales volume) 

The study findings show that the coefficient of Likes (Favorites) had a positively significant 
relationship with sales performance (Sales Revenue & Sales volume) where the coefficient was 
0.396 significant with a p-value of less than 5% (p <0.000). This implies that the unit increase in 
the level of Likes (Favorites) led to a 39.6% increase in the overall sales performance (Sales 
Revenue &Sales volume). The findings also showed that Retweets had a positive but 
insignificant relationship with sales performance (Sales Revenue &Sales volume) with a 
coefficient of 0.040 and a P value of 0.643 which was greater than 5%. This implies that on 
average a unit increase in Retweets resulted in a 4.0% insignificant increase in sales performance 
(Sales Revenue &Sales volume) among SMEs selling electrical devices in Dodoma city. The 
results revealed that replies and mentions had a positive statistically insignificant contribution to 
sales performance (Sales Revenue &Sales volume) with a coefficient of 0.121 and a P-value of 
.057 that was greater than 5%. This implies that the unit increase in replies and mentions on 
average insignificantly bincreased sales performance (Sales Revenue &Sales volume) among 
SMEs selling electrical devices in Dodoma city by 12.1%.  

The findings in the Table above show that Click throughs had a positive statistically significant 
relationship with sales performance (Sales Revenue &Sales volume) with a coefficient of 0.481 
with a p-value of less than 5% (p <0.000). This implies that the unit change in Click throughs on 
average increased sales performance (Sales Revenue &Sales volume) among SMEs selling 
electrical devices in Dodoma city by 48.1%.Furthermore, the findings in Table 9 show that 
Hashtag usage had a positively insignificant relationship with sales performance (Sales Revenue 
&Sales volume) with a coefficient of 0.047 and  P value of 0.230 that was greater than 5%. This 
implies that unit increase in Hashtag usage on average insignificantly increased sales 
performance (Sales Revenue &Sales volume) among SMEs selling electrical devices in Dodoma 
city by 4.7%.Finally, the study findings show that Follows had a positive statistically significant 
contribution to sales performance (Sales Revenue &Sales volume) with a coefficient of 0.160. 
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This implies that the unit increase in follows on average increased sales performance (Sales 
Revenue &Sales volume) among SMEs selling electrical devices in Dodoma city by 16.0%. 

 

Findings on the effect of Twitter engagement on sales performance among SMEs selling 
 electrical devices in Dodoma city were supported by those from; interviewee 1 who 
stated that; “Well Twitter enabled SMEs in Dodoma city to have a direct line of communication 
with their current and potential clientele. Through proactive interaction with followers via direct 
messages, responses, and tweets, SMEs have answered questions, offered assistance, and 
cultivated connections that have boosted revenue”. Interviewee 2 stated that, “Twitter has made 
it possible for SMEs to disseminate information about their electrical equipment, promotions, 
and exclusive deals, which has helped to raise brand recognition and visibility among Dodoma 
city's Twitter users. SMEs have expanded their reach and drawn in new clients by consistently 
releasing interesting content and utilizing pertinent hashtags”. Interviewee 3 stated that, 
“Twitter has shown to be a great tool for SMEs in Dodoma city to take advantage of 
conversations, events, and issues that are hot and pertinent to their target market and sector. 
SMEs have increased their visibility and reputation by contributing to pertinent topics and 
sharing content on time, which has eventually increased sales”. 

Generally, from the study findings, it was found that different aspects of Twitter engagement that 
include; Follows, Hashtag usage, Likes (Favorites), Click throughs, had a positively significant 
relationship with sales performance (Sales Revenue &Sales volume) among SMEs selling 
electrical devices in Dodoma city. The findings are inline with Yosep, et al., (2021) that found 
various digital marketing strategies (social media) that micro-entrepreneurs used to develop, 
introduce, and promote their products, such as Facebook, Instagram, Youtube, Twitter, Tiktok 
and others. These platforms were the cheapest and most comfortable tools for creating excellent 
marketing contents. Also, digital marketing was used for promoting and branding activities in a 
wide range of marketing activities without spending a lot of money.  

4.3.4 Effect WhatsApp communication on sales performance among SMEs selling 
electrical devices in Dodoma city. 

Table 57: Analysis of variance 

ANOVAa 

Model 
Sum of 
Squares df Mean Square F Sig. 
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1 Regression 80.482 6 13.414 158.167 .000b 

Residual 18.064 213 .085   

Total 98.545 219    

a. Dependent Variable: Sales performance (Sales Revenue &Sales volume) 

b. Predictors: (Constant), Status updates, Document sharing, Video and voice calls, 
Multimedia sharing, Voice messages, Text messaging 

 

The results indicate that the regression model was significant in predicting the contribution of; 
Status updates, Document sharing, Video and voice calls, Multimedia sharing, Voice messages, 
and Text messaging on Sales performance (Sales Revenue &Sales volume) among SMEs selling 
electrical devices in Dodoma city because the p-value was 0.000 which is less than 0.05. 

Table 58: Multiple Regression Analysis results on the effect of WhatsApp communication on 
sales performance among SMEs selling electrical devices in Dodoma city. 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardiz
ed 
Coefficien
ts 

t Sig. 

Collinearity 
Statistics 

B Std. Error Beta 
Toleran
ce VIF 

1 (Constant) .185 .051  3.604 .000   

Text messaging .271 .312 .296 .869 .038 .007 134.61
5 

Multimedia 
sharing 

.683 .170 .728 4.026 .000 .026 38.015 

Voice 
messages 

.627 .251 .649 2.494 .013 .013 78.582 
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Document 
sharing 

.642 .279 .684 2.531 .011 .015 9.569 

Video and 
voice calls 

.088 .083 .101 1.069 .286 .097 10.346 

Status updates .433 .220 .473 1.967 .020 .015 67.084 

a. Dependent Variable: Sales performance (Sales Revenue &Sales volume) 

The study findings show that the coefficient of Text messaging was positively (0. 296) 
associated with sales the p-value (0.038) less than 0.05 (p<0.000). This implies that the unit 
increase in Text messaging on average increased sales performance by 29.6%.The data from 
Table 9 reveal that Multimedia sharing positively impacted sales performance, with a coefficient 
of 0.728 and a p-value of 0.006, indicating a 72.8% increase in sales for each unit change. Voice 
messages also significantly enhanced sales, with a coefficient of 0.649 and a p-value of 0.013, 
reflecting a 64.9% improvement. Document sharing had a negative association with sales, 
resulting in a 68.4% increase despite its negative relationship. Video and voice calls showed an 
insignificant impact on sales performance (10.1%) with a p-value of 0.286. However, Status 
updates had a significant positive effect, increasing sales performance by 47.3% with a p-value 
of 0.020. These findings suggest that Multimedia sharing, Voice messages, Document sharing, 
and Status updates contributed positively to sales performance among SMEs selling electrical 
devices in Dodoma city, while Video and voice calls had a negligible impact. 

On the effect of WhatsApp communication on sales performance among SMEs selling electrical 
devices in Dodoma city. Interviewee 1 stated, “WhatsApp has made it possible for SMEs in 
Dodoma city to communicate directly and individually with their clients. SMEs have cultivated a 
more intimate relationship with their audience by communicating with them directly through 
texts, photos, and videos that are sent to their customers' cellphones. This allows them to 
respond to questions, give product details, and provide support instantly.”. Interviewee 2 stated 
that “Customers in Dodoma City can now easily get customer service and support through 
WhatsApp. SMEs have improved customer satisfaction and loyalty through the use of WhatsApp 
to handle customer concerns, resolve problems, and provide after-sales assistance. This has 
resulted in repeat business and favorable word-of-mouth recommendations”.  

Generally, the study findings show that WhatsApp communication had a positively significant 
relationship with sales performance among SMEs selling electrical devices in Dodoma city. The 
study findings are inline with Kierian, et al., (2021) assessed the influence of “WhatsApp 
Advertisement” on the patronage of small business Start-ups and medium scale enterprises in 
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Uyo, Nigeria. The study adopted an online survey method on a WhatsApp group purposively 
created for this study. The study found out that most of the small business start-up samples 
immediately resorted to the use of WhatsApp advertisement to help maintain and increase sales 
during the coronavirus period. The great challenge mitigating the effective use of WhatsApp, as 
shown by the study, was the reach of WhatsApp advertisement which is limited to the contact list 
of the people advertising. Also, the susceptibility of the platform to fraud was another key 
challenge. There is a significant relationship WhatsApp advertisement and small business 
performance in the Nigerian context.  

5.0 Conclusions and recommendations  

5.1 Conclusion 

The study found that the R- square was estimated at 84.3% indicating that the model was fit in 
explaining the variables. It has also established that the variation in Sales performance can be 
explained by the independent variable which is twitter engagement (follows, hashtag usage, likes 
(favorites), click throughs, retweets, replies and mentions) by 84.3 percent. This implies that the 
remaining 15.7% of the variation in sales performance is explained by variables that the study 
didn’t capture. Different aspects of Twitter engagement that include; Follows, Likes (Favorites), 
and Click throughs had a positively significant relationship with sales performance (Sales 
Revenue &Sales volume) among SMEs selling electrical devices in Dodoma city. The study also 
established that 81.2% of the variation in sales performance can be explained by the independent 
variable which is WhatsApp communication that that includes; Status updates, Document 
sharing, Video and voice calls, Multimedia sharing, Voice messages, Text messaging. This 
implies that the remaining 18.8% of the variation in sales performance is explained by variables 
that the study didn’t capture. WhatsApp communication had a positively significant relationship 
with sales performance among SMEs selling electrical devices in Dodoma city. In conclusion, 
Instagram marketing, Twitter engagement and WhatsApp communication had a positive relation 
with sales performance among SMEs selling electrical devices in Dodoma city. 

5.2 Recommendations 

Given the conclusions and observations reported herein, the following recommendations are 
presented; First, the government of Tanzania should promote digital literacy initiatives to 
improve the digital skills of SME owners and employees. Secondly, to foster an environment that 
will allow SMEs to prosper in the digital economy, Tanzania's government should make 
investments in enhancing the country's digital infrastructure, including internet access and e-
commerce platforms. Thirdly, SMEs should place a high priority on providing their owners and 
staff with workshops or training programs in digital marketing. Lastly, SMEs with little funding 
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or experience in digital marketing should think about hiring freelancers or digital marketing 
organizations to handle their social media marketing needs.  

 5.3 Suggestions for Further Studies 

As the findings of this study are based on only SMEs selling electrical devices in Dodoma city, 
there is a need to conduct more empirical research on the influence of Social media marketing on 
Sales Performance for Small and Medium Enterprises selling electrical devices in Tanzania as a 
whole. By doing so the effect of social media marketing on the sales performance of Small and 
Medium Enterprises selling electrical devices will be ascertained. 
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