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ABSTRACT

The objective of this study was to assess usage of social media platforms as a strategic communication tool in improving Tanzania Ports Authority (TPA) services. Specific objectives were; to establish the effects of demographic factors on the usage of social media and its impact on service delivery in the port industry, to examine effects of using TPA social media platforms in improving service delivery in the port industry, to find out cyber security factors affecting the usage of social media and its effects on service delivery in the port industry and to assess how cost factor influence usage of social media in service delivery in the port industry. 100 respondents were used in data collection; employees, stakeholders, and customers of TPA in Dar es Salaam. Four theories used which included Strategic Communication Theory, Social Presence Theory, Uses and Gratification Theory and Dialogic Communication Theory to make the results more meaningful. Data were gathered using questionnaires and analysed by SPSS both descriptively and empirically. Results from the Likert scale indicated that demographic factors, cost, and cyber security have been crucial influential factors on the usage of ports social media platforms. The findings also revealed that using Ports social media was highly user friendly, promoted effective advertising, improve awareness of the ports business, and promoted good engagement. It was recommended that; Port industry to adopt several strategies to ensure effective utilization of social media, clients should be sensitized on social media use to ensure that more customers are able to interact freely on the port industry sites and Port industry should invest more on cost as it will enable them to acquire newer technologies for special advancement.

Keywords: Social Media, Communication Tool, Media, Tanzania Ports Authority.
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CHAPTER ONE

GENERAL INTRODUCTION

1.1 Introduction

This chapter introduces the background to the study, statement of the problem, research objectives, and research questions, significance of the study, limitation and delimitation of the study.

1.2 Background of the Study

The growth of Internet and social media has revealed a remarkable influence on the theory and practice of corporate communications, mass communication and on public relations practitioners as tools for communicating with strategic stakeholders. Corporate communications departments in many government organisations are now considering social media as a strategic communication tool which can be used to improve organisation efficiency, many organisations (government and private) think strategically on how to embed social media in their organisation strategic communication to achieve business objectives. Strategic communications as a concept have been defined by Hallahan, et al., (2007), as a "purposeful use of communications by an organisation to fulfil its mission" (p.4).

The evolution of the Internet and social media has had an unbelievable impact on the theory and practice of corporate communications, advertising and on marketing practitioners as tools for communicating with strategic publics. Various studies show that advertising on the Internet has outpaced all other traditional media and also established that public relations professional perceives social media positively with respect to strategic communication (Lewis, 2010). 
While the world is witnessing a dramatic change in the use of social networks, there is ample evidence that social networks such as Facebook, Twitter and Skype, are broadly used for specific purposes of facilitating communication and building up business relations (Baruah, 2012). Basically, the use of social networks in communication has gained great popularity within a short time since its inception. Basically, the use of social networks in communication has gained great popularity within a short time since its inception. 

The main purpose of setting up these networks was to facilitate socialization in communication between people but many people are now amazed at how social media has been used to facilitate strategic communication especially among various companies (Oyza & Edwin, 2015). At the same time, we are witnessing many businesses engaging in the use of social media in advertising their businesses, especially in the areas of advertising and promoting various services and products (Baruah, 2012). This is obvious as in 2017 it was estimated that 90 % of USA businesses were in utilization of new media for strategic marketing campaigns. The source projected the rate would increase from 86.2 % in 2013 to 91 % in 2019 (Guttmann, 2019). For the case of Africa, Overall, around 9% of Africans (including business firms) use social media for different purposes, with South Africans among the world leaders in time spent on social networks with an average of 3.2 hours a day, compared to a global average of 2.4 hours (Parke, 2016).
Social media concept t refers to the usage and application of computer technology aims at enabling community or people to facilitate easily online communication at affordable and manageable price (Bonson et al., 2012). Various studies have been conducted and show that usage of social media networking is growing fast (Khasawneh & Abu-Shanab, 2013), according to the Journal of African Research in Business & Technology one of the reasons cited for the rise of the usage of social media networks is the provision of feedback mechanism between the two communication parties rather than just a direct communication system (Mandari & Coles, 2016).

The emergent reputation of new media outlets and Web 2.0 applications is creating its technological spot-on companies together with individuals. With more than 500 million people using Facebook, for example, many organisations have realized that they need to be where relevant customers, future employees in line with various stakeholders are. The potential benefits of new media for corporates are so may for example apart from maintaining customer contact, social networks can be used mainly for supporting knowledge work database within the organisation, allowing faster and easier information transfer within and outside the organisation, and increase mutual work relationship between departmental barriers (Fuchs-Kittowski et al., 2009).

1.2.1 Tanzania Context

Various studies show that the internet use in Tanzania appears to be rising over the years and this fact has been reflected by the data provided by International Telecommunication Union (ITU). Being connected or being online is rapidly becoming among the key requirements for most of global Organisation. Since the coming of mobile technologies, more people are being connected via their mobile devices (Meeker, 2015). According to Tanzania Communication Regulatory Authority (TCRA) report, In Tanzania for example, the trend is the same with over 38 million registered mobile phone users that comes with over 17 million internet users (TCRA, 2016). Globally, technological growth of mobile technologies and mobile phone has pushed the global internet use to over 3 billion users while introducing various services like new media platforms and mobile apps, (IS, 2015). These growing trends in numbers show that Internet is changing the way we live, communicate; acquire knowledge and most importantly how many organisations conduct business. 

The revolution of new digital technologies and its development in the new era of social media application has an intense impact on the consistent change in the way most organisations communicate with both its external and internal stakeholders. According to O’Reilly (2005), the term new media platform is the new phenomena in the world market which need to be studied and applied with careful knowledge. The current available and accessible digital technologies allow people share content to connect, interact and produce various online programs through YouTube popular known as Online TV. Among the most popular used social media platforms include Twitter, YouTube, Facebook, MySpace, LinkedIn, Flickr and Instagram. In Tanzania the new media outlet are very popular and has been widely used by its users some of whom have above million followers or subscribers. There has also been a major revolution in the way radio and television whereby most of the traditional media are now registered some online radio and TV through YouTube channel.

In Tanzania, use of social networks in enhancing service delivery by various many governments and non-government institutions it has been a new phenomenon. It is a fact that social media has become an important tool for coordinating many activities all over the world whereby Tanzania has not been let alone since internet penetration and usage among the Government institutions is rapidly growing whereby according to  Sedoyeka (2016), TCRA available reports under its website shows that, As of June 2016, Tanzania has more than 39 million customers, with Vodacom leading with 12 million customers while Tigo's fastest growing company with 11.6 million customers.

Being connected or being online is rapidly becoming among the main requirements for most of global citizens especially those living in urban or semi urban areas. Since the arrival of mobile technologies, many people are being connected via their mobile devices (Meeker, 2016). In Tanzania, for example, the tendency is the same whereby out of more than 38 million registered mobile numbers under the TCRA database there are more than 17 million internet users. The rise of mobile technologies and mobile phone has pushed the global internet use to over 3 billion users while introducing a number of services such as mobile apps, bill payment and location services (IS, 2015). Despite this, these figures still show that more than 53% of the world's population is not yet connected, (ITU 2016).

The figures above show to some extent the manner in which the internet has changed people's lives, how we have changed the communication system between us, how we are informed and how businesses are changing how they connect strategically with their customers who are now increasingly using mobile devices to seek for various organisational services and products. In Tanzania the increase internet access, usage With the advent of digital marketing, internet business has continued to grow at a rapid pace where many institutions are focusing on how to take advantage of this opportunity to improve consumer service delivery by looking at the best way on how they can apply various social media platforms that can improve rate of excellence in service delivery. 

The ITU (2016) report states that despite the fact that approximately 3.9 billion people are not yet connected to the internet, more than 95 percent of the world's population live within the scope of mobile access while 4 billion people live within the Long-Term Evolution (LTE) network. On the other hand, mobile penetration is forecasted to reach at least 71% by 2019 (IS, 2015). With these numbers, the global trends are shifting towards online life with businesses increasing online activities. For example, global public internet companies as ranked by their market capitalization shows their total market cap rose from $17 billion in 1995 to $2.4 trillion in 2015 (Meeker, 2015). This shows, with the projected connectivity and internet penetration growth, more business is going to be conducted online. This means other sectors will also have to adopt and therefore it is important to understanding society’s online trends that will assist Government organisation into acting according to technological revolution.
1.2.2 Communication Process

Communication is a complex, ongoing process that brings organisation into contact with the people in our world. Sometime communication is regarded as an exchange of information, messages or content between the source and message recipient. In other words, communication can also be in the form of symbols or signs which carries different meanings that can be understood by the same group of people sharing the same culture or geographical boundaries. According to Galvin et al. (2006) the most important factor to consider while interpreting communication is based mainly in people and not in the message itself. Galvin et al adding that effective communicators belong to the group of people who can manage to select the most suitable symbols or messages for specific other persons and capable of interpret the intended message symbols of other senders, for effective communication to occur the source and recipient of message must share the same meanings for the symbolic messages that they exchange.

1.2.3 Strategic Communication Tool

The concept of Strategic Communication may refer to the communication model, effective communication process or sustainable communication content that fulfill the objective of the communicator for a long period in reference to the strategic goal of an organisation which also give a room for institutions to strategically plan how to handle its strategic corporate communication plan. The strategic communication tool is a management functional tool or a key strategic function of an organisation which has the mandate to handle internal and external communication plan, (Argenti et al., 2005).
Most of the time strategic communication in an organisation is normally aligned with the organisations overall strategy which include public relations, marketing strategy and advertising strategy as discipline in the same format, (Hallahan et al., 2007). The arrival of the internet and social networks has brought about significant changes in the way advertising theories can work, public relations in line with the marketing profession (Chung, Kim, Trammell & Porter, 2007; Pavlik, 2007; Scoble & Israel, 2006; Scott, 2010; Wright & Hinson, 2010). 

The main differ Marketing, advertising and public relations programs were once developed well in advance and released on the practitioners' timetable, but new media have created a demand for real-time, two-way communication programs that engage publics and evolve depending on the conversation (Scott, 2010). Because of its ability to progressively connect people, social media have become essential to public relations, advertising and marketing practitioners (also commonly known as strategic communicators) as tools for communicating with strategic publics. Social media facilitates communication among marketers with segmented markets virtually automatically. It is important for the government and the private sector to work towards improving infrastructure to support ICTs process during the course of implementation of business activities. Likewise, the effective adoption of social media to enhance business processes is to be considered by the firms of all size due to its cost-effectiveness and popularity (Mwantimwa, 2019).

1.2.4 Tanzania Ports Authority

According to information available over the website, Tanzania Ports Authority (TPA) has been established by the Ports Act No. 17 of 2004 as landlord port Authority. It operates a system of ports serving the Tanzania hinterland and the landlocked countries of Malawi, Zambia, Democratic Republic of Congo (DRC), Burundi, Rwanda and Uganda. Tanzania Ports Authority is the leading Authority in East Africa particular in Tanzania focusing on managing ports serving the Tanzania hinterland and the landlocked countries. TPA currently performs the role of both a Landlord and Operator with the main functions of promoting the use, development and management of ports and their hinterlands, entering into contracts for the purpose of delegating the powers of the Authority (through licensing and concession of ports services).

TPA administers a diverse system of Tanzania’s Mainland Sea and inland water ways (Lake Ports). The major sea ports are Dar es Salaam, Tanga and Mtwara while smaller sea ports are Kilwa, Lindi, Mafia, Pangani and Bagamoyo. The lake ports under TPA mandate are: on Lake Victoria include Mwanza North and South Ports, Nansio, Kemondo Bay, Bukoba and Musoma: on Lake Tanganyika, are Kigoma and Kasanga: and on Lake Nyasa are Itungi Port, Kiwira, Manda Liuli and Mbamba Bay. The Authority distinguishes herself because of a long history of offering port and maritime services.

1.3 Statement of Research Problem

Several studies have been done over the world on in what way social media changes the way societies live and do business (Qualman, 2012; Mangold, 2019; Kaplan and Haenlein, 2010, Distaso and McCorkindale, 2011). Nevertheless, none of these scholars have considered conducting research on the factors influencing the usage of new media networks impact on the service delivery in the port industry in Tanzania. Most of the scholarly materials can be found on how social media improves product and service through branding hence better  service delivery (Burson-Masteller, 2010), low cost investment, direct customer communication and brand awareness through social media (Hailey, 2010), efficiency of social media which can be measured by service resolution, relative cost and productivity, call evasion and the rations of critics to promoters (Grantham, 2009) and evaluation of social media use on the implementation of E-Government goals in Tanzania (Mandari & Kolosani, 2016).

The quickly developing change on how we communicate and connect with each other requires government institutions and private sector in general to rethink on how they interact and cooperate with customers and stakeholders. Corporations all over the world need a new way to describe and measure the efforts employees make through social media to provide customers and stakeholders services. Tanzania Ports Authority just like any other government institutions has been in forefront in reaching its customers and stakeholders through social media such as Facebook, Twitter, Instagram, YouTube and website among other online sites. This initiative by Tanzania Ports Authority requires efforts to conduct a study to find out if social media has   increased customer loyalty as well as improved customer service.

It’s on the above basis that the researcher critically wants to assess the usage of social media as a strategic communication tool in improving Tanzania Ports Authority with a focus in the operations of Dar es Salaam port. In conducting this study, the researcher looked in the contexts of the following variables, demographic factors of service delivery, access to social media and its impact on the improved service delivery. This study therefore sought to bridge the gap identified. 

1.4 Objectives of the Study

1.4.1 General Objective

The purpose of this study was to investigate usage of social media platforms as a strategic communication tool in improving Tanzania Ports Authority services.
1.4.2 Specific Objectives

This study was guided by the following specific objectives.

i) To establish the effects of demographic factors on the usage of social media and its impact on service delivery in the port industry.

ii) To examine effects of using Tanzania Ports Authority social media platforms in improving service delivery in the port industry. 

iii) To find out cyber security factors affecting the usage of social media and its effects on service delivery in the port industry.

iv) To assess how cost factor, influence usage of social media in service delivery in the port industry.

1.5 Research Questions

This study intended to provide answers to the following questions: -

i) How did demographic factors affect the usage of social media and influence service delivery in the port industry?

ii) What were the effects of using Tanzania Ports Authority social media platforms in improving service delivery in the port industry? 

iii) What were cyber securities factors that affected the usage of social media and the service delivery in the port industry?

iv) How did the cost factor influence the use of social media and its effects on service delivery in the port industry?

1.6 Significance of the Study

The results of this study are expected to be of great importance to the following. This study is expected to be of great significance to the leadership of Tanzania Ports Authority (TPA) while making policies and strategies on strategic communication. The study provides more information on the usage and the power and benefits of the use of social networks on the organisation service delivery hence it helps the management appreciate the role played by social networks platforms in the organisation and therefore make appropriate decisions on how to tap into the existing potential provided by social media. The findings help in informing the organisation communication/public relation strategy.

This study is expected to help various government institutions such as Land Transport Regulatory Authority (LATRA) which regulate port industry to make sure that all port stakeholders comply with laws and regulations in service delivery while making strategies to regulate or control social media. According to the LATRA website, The Land Transport Regulatory Authority (LATRA) is a Government Regulatory Authority establish by the Act of Parliament No. 3 of 2019. The Act repels the act of the former regulator, Surface and Marine Transport Regulatory Authority (SUMATRA). The Authority is set to regulate the land transport sectors particularly, transportation of goods and passengers (commuter buses, intercity buses, goods carrying vehicles, taxi, motor cycles and try cycles), railways and cable transport. Transport is crucial service and a dynamic basis of level of development in any society. Development in transportation reflects changes in the way of living, civilizations and economic development.

LATRA website (Ngewe, 2020) found that, in recent times, the use of modern technology has revolutionized various sectors within the Government Institutions, including in the transport sector, LATRA, like other Government Institutions, also use internet technology to find solutions to address the challenges facing the transportation sector. The usage of internet technology is being implemented by involving stakeholders, Government Institutions and the private sector. One of the things LATRA is proud of is the use of the state-of-the-art Vehicle Tracking System (VTS). This system has been in operation for about three years so far and has shown the good results they expected specially to save lives and property. LATRA promised to continue using internet technology to solve all the challenges of the transportation sector.

It was our expectation that this study will guide them in future while carrying out their responsibilities and more specifically on the social media utilization by the port sector to improve its service delivery as per LATRA laws, policies and regulations. The studies on social media remain largely unexplored. This study would therefore contribute additional information on this new innovation in communications and public relations professional. Other researchers may also find necessary information in this study for their future scholarly work on similar area of social media.

The study would also make recommendations for further studies that can be a platform of future scholarly research studies. This study intends to survey the usage of social media as a strategic communication tool in service delivery in Tanzania government organisations. The study will be limited to Tanzania Ports Authority, a leading port Authority in Tanzania. This government organisation was chosen for the study due its high demand on adoption of social media in its service delivery.

1.7 Scope and Limitation of the Study

The study focused on assessing the role of social media networks as one of the strategic communication tools in improving service delivery at Tanzania Ports Authority with the case study design of Dar es Salaam port. This research applied both content analysis and in-depth interview methods of data collection and was carried out in 2021. 

The concept of social media is new to government organisations and more specifically to port industry in Tanzania which makes it a challenging study, also the study is limited in one selected public institution in Tanzania in Dar es Salaam City so to some extent it did not give details on the impact of social media as a strategic communication tool by the government institutions about the whole public institutions in a country and that brings difficulties to draw a general conclusion. This is due to the lack of resources, such as time, transport, limited time of research due to some workplace duties and financial funds to the extent that it may fail to include every unity of inquiry.

CHAPTER TWO

LITERATURE REVIEW
2.1 Introduction

This chapter explored literature reviews which focused on theoretical argument, empirical literature and theoretical framework of the study. The chapter also identified the missing gap of the study. 

2.2 Definition of Key Terms 

2.2.1 Social Media

There are various definitions of social media that are available in various literatures. This study used definition of Kaplan & Haenlein (2010) whereby they define social media as group of internet-based applications that build on the ideological and technological foundation of Web 2.0, and that allow the creation and exchange of User Generated Content. When these available social media platforms used effectively and successfully, they will allow organisations to improve several business activities that include service delivery (Ahmad et al., 2018).

Bailey (2017) describes social networks as Web 2.0 or the read-write web, is growing as part of our professional lives each day, these public networks involve blogs, business networks, forums, micro blogs, photo sharing platforms, products or service reviews, social bookmarking, social gaming, video sharing and virtual world. As power of personal, computers (laptops) and smartphone devises increase, so does the public appetite for maintaining an online presence. With the proliferation of communication devices such as smart phones and the accessibility of expensive internet bundles this has increased chances of people spending more time using social networks. Our online presence permits us to stay current on world events and allow our minds to wonder through volumes of facts and images as we surf the web, (Bailey, 2017). According to this study availability of social networks are becoming source of learning that we all regularly interface with purpose of getting smart about things quickly whereby daily people using personal devices such as smartphones to gather information on how to live their lives better but consulting social media applications (Apps). 

Looking at the above outcomes of the above study you will see that there is also a link between the use of social networks platforms and the enhancement of service delivery in organisation due to the fact that there are some customers who also expect to get various information from organisations or institutions that provide services so that they can make the right decisions. Due to the changing needs of the current technology changes and its adoption in service delivery many organisations currently have no option but to depend on the use social networks to enhance their services delivery. The usage of social media or Facebook in particular as platforms for business has become a necessity in our time, (Ainin et al., 2015). 

Amongst the key benefits of usage of shared media in business is the fact that it helps to spread information and reach more people at the same time. According to Ahmad et al. (2018), so many corporates have preferred to use social media and it has been an appropriate tool of choice in the business communication because it allows communication from the organisation to reach beyond a private one-to-one conversation to become many-to-many. Given the current opportunity to bring communication to more people on time without delay this is why social media networks have also become an open platform to facilitate communication among the organisation and its customers, stakeholders or clients. Social media network platforms are perceived as an electronic marketplace where business entities and its customers interact, Ahmad et al. (2018). 

2.3 Theoretical Framework

The study used a mixture of various theories including Strategic Communication, Social Presence Theory, Uses and Gratification Theory and Dialogic Communication Theory so as to make it more meaningful. Both theories deal with the usage of social media as a strategic communication tool for improving service delivery. 

2.3.1 Theory of Strategic Communication

The theory places its description about strategic communication as the planned campaigns that grow out of research and understanding what publics think and want (Botan, 2017). Moreover, Strategic communication theory it is a terminology which is used to describe the functions that exist within the profession of public relations, communication management and advertising. It further analyses the capabilities of all Institutions and not just corporate organisations, but also non-profit organisations and government—for engaging in purposeful communication (Thorson, 2018). 

Therefore, the theory was placed to cover a wide area of communication and fields. Strategic Communication Theory and Practice: The Correlational Model provides description for a single combined field of strategic communication established in three major areas which is public relations, marketing communication, and health communication, as well as strategic communicators working in many other subfields such as political communication, issues management, crisis communication, risk communication, environmental and science communication, social movements, counter terrorism communication, public diplomacy, public safety and disaster management, and others (Botan, 2017). Therefore, since the study focuses on the way social networks can be of great benefits for strategic communication; this theory provides good insights and framework on areas of public relation which is one of crucial part of this study and also marketing.

2.3.2 Social Presence Theory

The theory was founded by John Short, Ederyn Williams, and Bruce Christie, in the year 1976 in the book of “The Social Psychology of Telecommunications”, where they explain that Social Presence Theory is the ability of the media to disseminate social signals (Short, Williams, & Christie, 1976). This is a Computer-Mediated Communication (CMC) theory defined as the degree to which a person is aware of another individual in a mediated communication context and further clarifies that various kind of communication media facilitates level of social experience (Shah, 2017).

This theory of Social Presence is established under four key concepts which include 
intimacy whereby it is the general sense of closeness and belonging between the two communicating parties, Immediacy also described as giving firmness or status of exchange, non- verbal communication and finally efficiency whereby in presence theory its only one media required (Services, 2018). Therefore, all the aspects described build the main theme of the communication model. Finally, the theory brings to life the need of having this study since it highly places emphasis of using the internet as means of providing communication and facilitating other relationship terms with greats intimacy and satisfaction as per requirement of the communicating parties.

2.3.3 Uses and Gratifications Theory

Computer mediated communication which defined as means of using internet to communicate and interact with others (Barnes & Greller, 1994) is often studied from the uses and gratification theory. Uses and gratifications theory is grounded in the premise that audiences actively choose media according to what will best fulfil their individuals’ expectations and plans and the will ignore messages that they find irrelevant or unattractive (e.g., Graber, 2002, Katz, Blumler & Gurevitch, 1974; Lilltlejohn, 2002; Rubin, 1993; Tewksburry & Althaus, 2000).

Many individuals use the internet to fulfil their desires to stay informed about news, politics and current events, to interact with others to reduce uncertainty, to solve problems, to make decisions or accomplish tasks or to entertain themselves (Kaye & Johnson, 2002; Papacharissi, 2002; Tewksburry & Althaus, 2000, 128). But the question remains as to what motivates corporate communication in public organisations to use social media to enhance customer service delivery. Within this area of study uses and gratification theory appears to go in hand with another theory called dialogic communication theory, which reveal that companies may be motivated to create weblogs to build stronger, more meaningful communication with their audiences.

2.3.4 Dialogic Communication Theory

According to researchers Kent & Taylor (1998); the Internet can be a dialogic medium for public relations practitioners as long as it is used a tool to understand and interact with publics through a ‘negotiated exchange of ideas and opinion’ (325). The authors link the concept of dialogic theory to philosopher Martin Buber, who describes dialogue as the foundation of relationship. By creating a dialogue between the institutions and the concerned community, public relations practitioners can better understand their public’s needs (Kent & Taylor, 1998).

2.4 Empirical Literature

Mutai (2012) conducted a study in Kenya with the title of social media as a Strategic Communication Tool by Safaricom Ltd. This study is based on the case study of Safaricom a leading mobile telephone company in Kenya. The findings indicated that various modes of social media had been adopted in Safaricom in its service delivery whereby according to the researcher the company majorly adopted Facebook and Twitter. Others included internal chat forum, Google+. The author further reveals that the integrated social media approach according to respondent state that Safaricom has adopted harnessed the various available platforms within the online space to achieve a wide range of marketing, customer service excellence and stakeholder engagement objectives.

The study also presented that on the factor that had contribute Safaricom to accept social media tools the respondents exposed that several reasons had backed to this, among them include customer shifting needs to accept social media; available competence to handle requests; need to connect faster and effectively; customer determined enquiries and complaints well-being; increased use of social media such as Facebook and Twitter and which are recognized to most customers; internet penetration in Kenya and its development, diffusion of the smart phone in the market as well as the sustained decline in data costs which has made it easy to access internet.

Mutai results recommended that the increased use of Facebook and Twitter had influenced customers with data supported devises to channel inquiries and feedback on social networks therefore there was requirement to respond. The necessity to link with customers on their channel of choice to bid customer support also endorsed this growth as well as the company’s need to gather response and prepare online marketing. The study proven that about three quarters of those who write on the Safaricom social media tools, chat topics about brand whereas two thirds inquired information about brand and it is with this understanding, that Safaricom has frequently embraces social media and digital media in demand to proactively involve the consumers, the accessibility and speedy feedback of social media tools in transmitting information as related to voice and SMS has also influenced acceptance of the social media tools as a substitute channel for customers.

A study conducted by Portlands Communications also adds that 57 percent of the Tweets are from mobile devises and are motivating the evolution of social media in Africa (Daily Nation, 2012). According to Wauter (2009) Facebook surpassed 200 million users in 2009 and it’s now projected to be more than 500 million subscribers. The study establishes that with majority of Kenyans using Facebook and Twitter, customers with data supported devices establish that it is stress-free to channel requests and get feedback on social networks by Safaricom. 

While social media began as the province of individuals, business are now trying to take advantage of this trend as they hunt for precise strategies and tactics to develop value from it, in fact, Gartner research shows a higher growth in investment in social networking by business (Metz, 2008) whereby the findings uncovered that using effectively social networks sites can empower marketing professionals, sales people and customers service agents to develop meaningful bond with customers in new ways but this value can’t be grasped in separation or in silos but somewhat organization must take stock of their core business process and customer management inventiveness and find out how social media networks can further engage service delivery of an organization. 

Mutai (2012) in the study of Safaricom finding demonstrate that social media has been vital in backup the delivery of customer service excellence. This offers a solid substitute to other Customer Relationship Management (CRM) channels and has harness the online customers who are able to get help within their surroundings. CRM on social media has been serious changing consumer views on the brand as a whole from an arrogant brand to an easily reachable and effective brand. This is in line with the discovery of Baird & Paransis (2011) who uncovered that social media network are bringing in otherwise unexploited and unmanaged online conversation, also help organization get closer to a true 360-degree view of the customer so they can further enhance their marketing, sales, services delivery and customer service initiatives.

Mutai further explained that all the respondents in the Safaricom study agreed that Safaricom had adopted social media in its advertising, marketing and selling of the products/services. The respondents enlightened that this has hand an impact on the company where customers give feedback for improved and enhancement of services and products, customers are also able to assess and associate with the competitor products, gather marketing intelligence, and speedily assessment of promotions impact. This is in line with Scott (2007) who reported that “Web marketing is about conveying useful content at just the accurate moment that buyers need it”. Engagement with customers has swapped the old former objectives of expose and delivering a one-way communication rather than engaged two-way communication which involve organization and its customers.

On the same study conducted at Safaricom it has been revealed that social media tools were used by the telecom company were effectively since they provided almost immediate reaction to issues being addressed. The respondents on the study revealed that the company is able to gauge sentiments whether positive or negative almost instantly and get quick feedback on any communication; when customers get feedback from a fellow user that relate with it much easier; customers prefer to get information from peers who are experts and this is enhanced through social media tools. 

This is in line with the findings of Caroline & Wolan (2011) who found out that companies were using social media to engage customers to diagnose and resolved problems. From Microsoft to Dell and from Best Buy to Comcast, companies are using social media to enable customers to get answers directly from other customers or specially trained employee-empowering their most knowledgeable customers to serve as an informal ecosystem of answer centres. Other companies such as a RightNow and Salesforrce.com were found to provide the availably to track and respond to Twitter-borne and other online complaints customers make (Mutai, 2012).

The most important about Safaricom study it is exposed that social media has been crucial in supporting delivery of customers service excellence which provide a solid substitute to other means of customer relationship management channel and has harness the online customers who are able to get help within their surroundings. CRM on social media has been crucial in changing the consumer perception on the brand as a whole, (Mutai, 2011).

2.5 Conceptual Framework

2.5.1 Role of social media as a Strategic Communication Tool

Focusing on the study performed by Stacho et al. (2019) who argued that effective 
communication in organisations increases their competitiveness. This study was done in Slovak organisations aiming at identifying performance level of open communication attributes in Slovak organisations. This was brought into realization through the 500-questionnaire submitted to different respondents and then followed by correlation (r) analysis of the collected data to make interpretation on the degree of association. The results prove the existence of a statistically significant relation between the frequency of attending communication trainings by the managers and the level of the support of employees in bottom-up communication (Stacho, Stachova, Papulova & Papula 2019).
Furthermore, Baruah (2012) performed effective research of social networks platforms as a strategic communication tool and its potential for technology enabled communications. This was basically a mixed study (qualitative and quantitative analysis) focusing on the role and importance of social networks platforms as a tool of effective communication. The survey study it was done in Guwahati city whereby statistics shows that about 200 questionnaires was delivered to the city’s residents the goal being to analysing the results obtained. The results indicated that 125 respondents agreed to the idea that social networks are useful tool for communication, leaving behind the 75 respondents who did not agree (Baruah, 2012). This proves that still the idea that social networks are important and appropriate tool in facilitating strategic communication is crucial and realistic at all.
Moreover, Oyza (2015) performed the study on the Effectiveness of Social Media Networks as a Strategic Tool for Organisational Marketing Management. Having the objectives of determining if marketing on social networks affected organisational brand or whether it can be used as a tool to facilitate competition and whether it can increase institutional efficiency (Oyza & Edwin, 2015). The results indicated that social network marketing approach is effective and useful even if it is quite new and fresh to the global marketing profession. And it was suggested that more emphasis should be placed ensure social media networks is used to the fullest and assure firm’s success.

2.5.2 Social Media and its Impact on Firm Performance

Social media network is largely used to communicate between an organisation and its customers and especially with the intention of keeping customers closer or improving the services of the organisation. Ainin et al. (2015) discover that more than half (53.3 percent) of the SMEs in Arab replied that they respond to any enquires within an hour and 35.1 percent responded within a day and the outcomes shows that the SMEs are serious to increase their customer’s relationship through Facebook platform.

Along with that there are still various studies that have been conducted to identify factors that tip to the acceptance of social networks platforms in the organisation where they have been identified as including, technological, organisational and environmental characteristics. Under the technological it is concerned with accessibility and reliability, while organisational characteristics is more on the willingness of top management to accept and support the use of social networks, the environmental characteristics includes competitive intensity, pressure and fashion effects, (Ahmad, et al., 2018). 

Several researches have revealed that technology can improve business process and performance whereby researchers have found that corporate acceptance of social media provides benefits and there is a positive relationship between social media adoption and corporate performance or sales performance (Ahmad, et al., 2018). When technology is recognized a compatible with work application systems, firms are likely to consider the adoption of new technology, this statement can be supported by evidence obtained from research which found both positive and negative results on the effect of compatibility on technology adoption by institutions (Ainin, et al., 2015). 

The main reason why new media links have been facilitated the sharing of information more broadly and have become more participatory among its users or target group, it is because these media networks have been friendlier and more successful in cost savings in its use. Finding of the SMEs research on the use of social media networks to enhance service delivery reveal that interactivity, compatibility and cost effectiveness are significantly related to Facebook usage, (Ainin, et al., 2015). 

The study added that it is very simple and convenient to use social media as the technology is simple and stress-free to be adopted by any organisation. Also cost effectiveness have been found to have a substantial connection between the usage of social media networks and the goal of improving service delivery of an institutions, this is because most of the institutions have a limited financial resource, through social networks organisations can be assured of reaching a larger number of audiences through other means of communication like advertisements, promotions and campaign on social media without huge investment, (Ainin et al., 2015).

Study has revealed that a company chooses which forms of an online communication will be most cost effective in achieving sales and brand equity objective. The wise variety of available online communication option means companies can offer tailor information or send messages that engage consumers by reflecting their special interests and behaviour, (Batra & Keller, 2016).) Marketers can trace the effect of online marketing communications in various ways such as by noting how many exceptional visitors click on a page or ad, how long they spend with it, and where they go afterwards. 
Online media offers more targeted placement, through the placement of ads on sites connected to a companies offering and the capability to place advertisements on the foundation of search engine keywords, to reach people who have started the buying process, some media prefer to select a certain social networks  platform rather than others be dependent on the popularity of the social media platform for example they may choose to use any other social media like Instagram or Twitter for consumer service in part to signal its utmost responsiveness to immediately solving customers problem and increase efficient in service delivery, Study has reveal that a company chooses which forms of an online communications will be most cost effective in achieving sales and brand equity objective. The wise variety of available online communication option means companies can offer tailor information or send messages that engage consumers by reflecting their special interests and behaviour, (Batra & Keller, 2016).

On the same note there is a demand of what kind of new media platforms to use or 

option which sometime it depends on the trending total number of people (likes, dislikes, followers, subscribers, content shares) using the relevant social media network for example in Tanzania experience and observations shows that most people prefers to use new media such as Instagram, WhatsApp, YouTube and Twitter unlike Facebook and other networks. Interactivity of the Facebook social network for SMEs has been identified as a significant factor that determines Facebook usage in organisation (Ainin et al., 2015). 

The above study further reveal that Facebook usage has a strong progressive influence on performance of the organisation in relations to increase in sales transaction, sales volume sales enquires and number of customers but it also have constructive effects on non-financial performance of a company. Usually the usage of new media platforms not only increases efficiency in service delivery but also reduces the high cost spent on serving customers especially in advertising its services or addressing various customer concerns. (Ainin et al., 2015), explained that in today world the digital advertisements especially on the new media like Facebook has reduced cost of advertisement by big percentage taking into consideration the question of budge limitations. 
Also, the study reveal that customer relations are improved but allowing customers direct access to organisation information for which they would previously have to telephone or email and take sometimes to obtain the requested information. Nevertheless, the big advantage on the organisation usage of new media is that most organisations can now easily obtain information about their would-be clients, their perceptions, their needs easily from the dialogues or chats conducted in the social media pages. This process be completed by just inviting customers to become fun of the organisation social media pages and by doing that organisations will be able to get various information about its competitors, their activities, their tactics and brand sentiments which in other technique makes easy for communication and facilitate marketing intelligence.

According to Batra & Keller (2016), consumers of various products and services obtained from the organisations they do not necessary passively receive brand information strictly through traditional mass media such as print media like newspapers or electronic media such as TV or Radio and store it in memory for future use but rather they are currently keenly pursue it when they need by searching on various social media pages through search engines, mobile browsers, blogs, Twitter, YouTube, Instagram, Facebook and organisations website. Study shows that because of an increased social media influence on customers decision to buy product or service, word of mouth and social media advocacy have become especially essential and brand messaging is even less below market control. 

New social media platforms have largely enabled the formation of personalization commercial messages that bring closer customers and stakeholders to various institutions which enables communicators and marketers to accomplish specific communication objective (Batra & Keller, 2016). In today world with all the available social media platforms communicators are blessed with an abundant richer collection of communications possibilities which they can use or utilize to attain the strategic communication objective and to increase efficiency in service delivery. 

Companies can reach larger number of customers by advertising through social media where they can obtain larger mass through Facebook ads, banner or display ads on thousands of websites, or paid organic search ads. Organisations can utilize its individual website, third party website, its own social media pages to provide a persuasive content so as to generate brand preference; offer short term promotions through tweets and target e-coupons; and generate online brand followers through its own social media-type web properties which allow media and communication changes to be completed much more speedily and effective, (Batra & Keller, 2016).

2.5.3 Influence of Social Media on Service Delivery

Good service, customer satisfaction and value addition are important things that any Company or Organisation would like to see achieved in quality, productivity, efficiency and standards required by the market. According to Caruana, et al. (1998) most organisations will agree on the importance of offering good services to customers but unfortunately many business practitioners they fail to distinguish between the above three concept of service quality, customers satisfaction and value and often use the terms interchangeably.

Caruna, et al., (1998) defines service quality as the outcome of the evaluation that customers make regarding their outlooks around a service and their perception of the way the service has been performed. On the other hand, quality care has been defined as a package that can be obtained from business assessment, technical management both at an administrative and at a clinical level, interpersonal management and continuity of care to organisation customers. The word satisfaction which makes statement customers fulfilment can be explained as both tangible and intangible goods which focus on the expectations, performance, disconfirmation and satisfaction itself. 

Expectations in service excellence refers to ideal or what a client would believe to be excellent in customer service provided by an organisation, while expectation in service satisfaction refers to what consumers trust will happen when seeking for a service or buying organisation goods and services. On the assessment according to the above author can be described by looking at value in low price, value according to customer’s needs, value with the expectation of quality service or goods and value in terms of what a customer receives for what they purchase. So, in summary by considering the above concepts value can be defined as the consumer’s general evaluation of effectiveness of a product or service based on perceptions of what is received and what is given to get product or service.
As per Caruna (1998) et al although much has been written about the relationship between quality and satisfactory services the possible role of value as moderating variables appears to have received less attention. The study suggests that the effect of quality on consumers satisfaction indicate that customers will be more satisfied by the level of service with such level of excellence at low price it demonstrates with significant higher value than a high quality at higher price.

2.5.4 Determinants of User Acceptance on Online Media

The growth in the usage of various internet platforms in making available of various products and services offered by several institutions in the world has been growing remarkably. One of such internet applications are various social media platforms. Chau (2003) et al their study explained that as more and more financial institutions are finding ways to utilize internet technologies to launch internet banking services it is important for organisation to understand what factors will impact the decisions of customers in adopting online services. The above study further reveal that the increasing popularity of the internet has created great challenges for companies in various business sector to endorse and sell their services and products using this new distribution created by online facilities.

2.6 Research Gap Identified

The fundamental purpose of this study was to assess the role of social media  platforms in improving service delivery of Tanzania ports in the age of digital technology, nowadays social media are the most preferable choice by the Government and means of posting various information whereby traditional media such as newspapers are in the break of facing with some difficulties in the decline of its readership and circulation due to the increasing use of digital technology platforms like, Instagram, Twitter, WhatsApp and Facebook among readers. 
It has been observed that most of the Government Institutions press releases and events related stories are now first published and exhausted in social media before it goes to print (newspapers) or electronic media (TV and Radio) in the next day. With this technological advancement Government Institutions cannot lag behind. As a result of this digital era development, social media platforms mentioned above were increasing readership, likes, message sharing, followers, subscription, hence increasing chances of messages reaching wide audience within Tanzania and outside boundaries. The fact is this situation of usage of social media platforms among the Government Institutions attracted both economic and social consequences in the performance of the Government Institutions. 

Performance of the properly managed social media is likely to improve service delivery of the Government Institutions, minimize bureaucracy and attracting transparency in front of its customers, stakeholders and even its employees of the Government Institutions. Therefore, there was a need to assess out to what extent social media platforms can increase the level of excellence in service delivery in the port sector, hence help Government Institutions to strategic use social media platforms and avoid possible downfall of service delivery for not using them strategically to increase productivity and efficiency.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter contains the research methods which were used in this study. The chapter describes the research procedure in detail such as general research design, population of the study, area of the study, sampling techniques and sample size, data collection and data analysis techniques. It stipulates specific mechanisms which were used to reach to produce results.

3.2 Research Design

This study used a case study design to assess TPA social media usage. A case study is an investigative approach used to thoroughly describe complex phenomena, such as recent events, important issues, or programs, in ways to unearth new and deeper understanding of these phenomena. This design enables the researcher to describing and interpreting data about the impact of social media as a strategic communication tool in improving Tanzania Ports Authority services. The study employed both qualitative and quantitative research approaches.  Creswell (2015) promote the usage of both qualitative and quantitative methods as it increases healthiness of outcomes through cross-authentication and increases a set of outcomes. 

Qualitative method guaranteed in-depth examination and investigation of subjective and personal knowledge of individual respondents on social media uses.   Quantitative method offers chances of answering questions, which lead to statistical evidence (Rajagopal, 2019). This study used mixed methods that suggest the chance to benefit from the strengths of both survey and justification in the same study and presents a more all-inclusive study of a research problem (Roper et al., 2018).

Researchers focus case studies on clear rations of the occurrence of interest, investigation that is normally incomplete to the examination of modern events, issues, or programs rather than historic ones. In addition, the principal purpose of this method is to systematically “catch the complexity” (Stake, 1995, p. xi) of the activities, decisions, and human communications. Case study outcomes suggest those directly affected by the case (stakeholders) and others interested in the event or program (audiences) prolonged awareness by providing rich detail about underlined features of the case.

3.3 Area of the Research

This study was conducted at one of the Tanzania Ports Authority, namely Dar es Salaam Port at One Bandari Road Kurasini Area, Temeke Municipal located in the City of Dar es Salaam.

3.4 Population 

As per to Ragopal (2019) only one name target population is the entire population, or group that a researcher is interested in researching and analysing. That contains individuals, cases and objects, which was used in a study. The targeted population of this study included TPA staffs, customers and stakeholders.
3.5  Sample Size

A sample as defined by Saunders et al. (2007) is subgroup or part of large population; and Kothari (2006) added that a sample should be a true representative of population characteristics so as to result in valid and reliable conclusions. This research utilized data from the Tanzania Port Authority (TPA). The social media data samples were collected from 2019 to 2021. This is because, from 2016, most of Tanzania Government Institutions were at the top of the use of social media to disseminate information to the audience, TPA included. The frequency of post from data obtained, also reflected the level of activeness of respective social media authority. 

The study shall include the interview of five public information specialists at TPA as a key informant and 110 (for both qualitative & quantitative data) social network users which most of them are TPA stakeholders including clearing and forwarding companies, shipping companies, and port and shipping regulator.  The selection of the sample size of 110 total respondents was based on Principle of Saturation and Diminishing Returns. The researchers avoided using larger samples, which does not necessarily lead to more information because most of respondents are expected to provide similar perceptions according to their level of education and understanding of TPA and social media uses. The selection based on the fact that sample size should be large enough to sufficiently describe the phenomenon of interest, and address the research question at hand. 
3.6 Sampling Procedures

A sample is “a smaller (but hopefully representative) collection of units from a population used to determine truths about that population” (Field, 2005). The researcher applied purposive sampling technique to select key respondents who provided information about types of social media used by the Tanzania Ports Authority customers, stakeholders and staff and its impact on service delivery in the port industry. The researcher purposively selected Dar es Salaam Port as a case study. Dar es Salaam port is among the six major ports located in the sea and lake waterways.
3.6.1 Purposive

According to Patton (2015), purposive sampling assumes that the investigator wants to discover, understand, and gain insight and therefore must select a sample from which the researcher think was appropriate for the study and also because there was a limited number of respondents that have expertise in the area of effectiveness of social media in the port industry. Therefore, this sampling technique enabled the researcher to select knowledgeable personnel to interview and fill in questionnaires.

The sampling techniques also provided the room for analysis of the effectiveness social media in port service delivery. Purposive research sampling prevented unnecessary and irrelevant items entering into the sample per chance but it also ensured intensive study of the selected items (Patton 2015; Merriam and Tisdell, 2016). The researcher found purposive sampling technique to be useful in this study, therefore it purposely selected audience reply and TPA content posted on Facebook, Instagram, YouTube, Website and Twitter.

3.7 Data Collection Technique

The researcher used primary data collection methods to obtained information through content analysis, interviews, and questionnaire.  

3.7.1 Questionnaire

This study used questionnaires as a principal research tool to collecting data that answered the question about influence of using social media as a strategic communication tool in improving Tanzania Ports Authority services. The questionnaire was self-administered, which was mailed to the respondents via Google survey.  The researcher used open and closed ended questions. Rajagopal (2019) describes questionnaires as collection of items to which a respondent is predictable to respond usually in writing. This is the instrument for data collection in survey research for large samples (Wimmer, and Dominick, 2015). It assisted the researcher to acquire information on facts, attitudes, motivation and knowledge, easily and objectively (Creswell, 2015).

3.7.2 Interviews

The study also engaged the usage of interview questions which were delivered to 10 respondents to grasp the exact qualitative information in relevant to nature of the study. The aim of using interview was to help explain, better understand, and explore research experiences (more specifically for the staffs).
3.8 Data Analysis

According to Tromp and Komba (2006), data analysis refers to examining what has been collected in a survey or experiment and making deductions and inferences. After accomplishment of gathering the mandatory data by the usage of questionnaire, the collected data were analyzed for the purpose of bringing meaning and facilitate in drawing conclusions. Since it was a mixed study, both quantitative (numerals) and qualitative (explanations) data were both analysed. The researcher analyzed both qualitative and quantitative data.

3.8.1 Quantitative Data Analysis

Quantitative data analysis may include the calculation of frequencies of variables and differences between variables (Field, 2009). The researcher used the Statistical Package for Social Science (SPSS) version 20 to code and summarizes the data in statistical format.  This study used Categorical Descriptive Statistical Analyses to classify, summarize and tabulate the data. These measurements were expected to provide frequency distribution summaries by using tables, charts and graphs.

3.9 Validity and Reliability of the Research

Reliability can be achieved when repeated measurement of the same material results in similar decisions or conclusions (Peter and Lauf, 2002), while validity can be defined as ― the ability of a particular measurement technique or research method to capture the actual meaning of the concept under investigation (Dallimore, 2000). When validity and reliability are achieved, the collected data will be free of       errors. 
Due to this, the researcher in contact with the supervisor also made sure that the interview questions met the objectives of the research. This enabled a researcher to make appropriate inferences. The researcher also used triangulation to enhance the credibility and dependability of the findings. Wendy (2004) defined triangulation as the mixing of data or methods so that diverse viewpoints or standpoints cast light upon a topic. She noted that mixing methodologies was the most insightful type of triangulation. Therefore, the author decided to use both qualitative and quantitative methods to collect and analyses data. 

In this study, in-depth interviews with communications officers was employed to support qualitative content analysis of the news reported in the selected social media platforms of Tanzania Ports Authority. The researcher also employed member checking or member validation to validate the data. This is where the collected data is played back to the informant to check for perceived accuracy and reactions (Cho and Trent, 2006). This was done throughout the investigations and it helped to ensure that the data collected is a perfect mirror of the reality.

3.10 Ethical Considerations

Gall et al. (2007) defined ethical issues as a principal or moral guiding a researcher use to protecting research participants from potential maltreatment and how to safeguard privacy of research participants and confidentiality throughout data collection process. In this research, the researcher gave a priority ethical issue as per rules and regulation of conducting research.  The researcher observed privacy and confidentiality of the respondents during interviews and questionnaires. The researcher followed guiding principles of research such as acknowledgement of sources of published information to avoid plagiarism. The study avoided bias by reporting facts as reviewed from data collection.

CHAPTER FOUR

FINDINGS, PRESENTATION AND DISCUSSION

4.1 Introduction

This chapter explains procedures which were followed to get results and shows major findings of the study. These findings are basically related to the main objective of the study which is to assess usage of social media platforms as a strategic communication tool in improving Tanzania Ports Authority services. This chapter is divided to two main parts: the first part deals with the general characteristics of the respondents while the second part presents the analysis and interpretation of the crucial data in relation to the objectives of the study. 

4.2 Respondent Rate

A total of 110 questionnaires were distributed to the TPA staff, customers and stakeholders in Temeke municipal. All filled questionnaires collected from the staff, customers and stakeholders which are 110 % of the response rate.

Table 4.1: Questionnaire response rate

	Response
	Frequency
	Percentage

	Returned
	110
	110

	Not Returned
	0
	0

	Total
	110
	110


Source: Research Findings, 2021

4.3 Descriptive Analysis

4.3.1 Types of Respondents

Results from figure 4.1 indicated that 53 (53%) respondents were workers of TPA, 28(28%) were customers and 19 (19%) were stakeholders of TPA. This implies that a larger percentage of the respondents (53%) had a direct involvement in the daily activities of TPA.
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Figure 4.1: Types of respondents
Source: Research Findings, 2021
4.3.2 Gender 

The results on Table 4.2 shows that Male were 74(67%) while female was 36(33%).

Table 4.2: Gender of the Respondents (n=110)

	
	Frequency
	Percent
	Valid Percent

	Male
	74
	67.0
	67.0

	Female
	36
	33.0
	33.0

	Total
	110
	110.0
	110.0


Source: Research Results, 2021
4.3.3 Education Level of the Respondents

Figure 4.2 shows that the highest level of education is Post Graduate level and the lowest, certificate level making the mean education of Graduate level which at least a large portion did not miss it. Findings revealed that 55 respondents had a Post Graduate education level, 36 had a graduate level, 6 had a diploma level and finally 3 were working with the minimum education of certificate level. 
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Figure 4.2: Education level of respondents
Source: Research Results, (2021)
4.3.4 Age of the Respondent

Figure 4.3 presents the mean age of respondents which is 38 years of age, with a maximum age of 60 years and a minimum age of 23 years.  Further, findings revealed that 3 respondents (3%) were aged below 25 Years, 28 respondents (28%) aged between 25-35, 46 respondents (46%) aged between 36-45, 19 respondents (19%) aged between 46-55 and finally 4 (4%) were above 55 years of age. The results obtained are very similar to the findings obtained by James & Mbanda (2018) in the study about role of information systems usage in enhancing port logistics performance. The results obtained included 17% (18 respondents) aged between 18-30 years of age, 51.9% (55 respondents) aged between 31-40 years of age, 20.8% (22 respondents) aged between 41-55 years and finally 4.7% (5 respondents) aged above 55. This implies that most of the respondents were in the range of their working years.
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Figure 4.3: Age of the respondents
Source: Research Results, 2021

4.3.5 Social Media Usage

From figure 4.4 indicated that 17(17%) respondents used Facebook, 15 (15%) respondents used Twitter, 40 respondents (40%) used Instagram, 19 respondents (19%) used website and finally 8 respondents (8%) used YouTube. This was based on the most used social media. The results obtained are highly consistence with what was found by Haje et al (2020) who discovered that 40% of the respondents used Facebook, twitter and YouTube all together. 
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Figure 4.4: Social media usage
Source: Research Results, 2021

4.3.6 Role of Respondents in Relation to TPA

As the results from Table 4.3 indicates, it was observed that 39% of the respondents engaged with TPA for 1-5 years, 16% for 6-10 years, 25% 10-15 years, and the rest 20% who worked for more than 16 years. This includes customers, workers and the stakeholders working with TPA.

Table 4.3: Role of respondents in relation to TPA

	 
	Workers
	Stakeholders
	Customers
	Total
	Percentage

	1-5 Years
	22
	9
	8
	39
	39%

	6-10 Years
	5
	5
	6
	16
	16%

	10-15 Years
	16
	6
	3
	25
	25%

	Above 16 Years
	10
	8
	2
	20
	20%

	Total
	53
	28
	19
	100
	100%


Source: Research Results, 2021

4.4 Empirical Analysis

4.4.1 Objective One: Effects of Demographic Factors on the Usage of Social Media and its Impact on Service Delivery in the Port Industry

The results in Table 4.4; show that the percentages of the respondent on the effect of demographic aspect, whereas 60% (60 respondents) of the respondent strongly agreed to the fact that age has been an effect on the usage of social media while only 2% (2 respondents) of the respondent were disagreed that effect of age on the usage of social media then the rest such as 29% (29 respondents) of the respondent agreed that somehow has an effect on the usage of social media, 6% (6 respondents) of the respondent were uncertain on whether it’s an effect on the usage of social media or not and 3% (3 respondents) of the respondent were strongly disagreed with the effect of age on the usage of social media. 

This matches the literature by Brenner (2012) which cites that the use of social media has been greatly based on age brackets according to him 86% of 18 to 29 years olds that the young aged are active user of social media site. This implies that age has an effect on the usage of social media and in order for the port industry to ensure that their services are well accessed through social media, they should consider the age bracket utilizes their service most.

Further, result in Table 4.4 indicates that 59% (59 respondents) of the respondent agreed to the fact that gender has an effect on the usage of social media while only 2% (2 respondents) of the respondent strongly disagreed that gender can affect the usage of social media and other result are 17% (17 respondents) of the respondent strongly agreed that gender has an effect on the usage of social media, 16% (16 respondents) of the respondent were uncertain of either gender it is have effect on the usage of social media or not and 6% (6 respondents) of the respondent disagreed to the fact that gender has an effect on the usage of social media. Women are nearly three times as likely as men to use social media 42% vs. 15% (Andrew Perrin and Monica Anderson, 2019). This implies that the gender of the people has an effect on the usage of social media. 

Also, 45% (45 respondents) of the respondent agreed that level of education of the people  has an effect on the usage of social media while only 13% (13 respondents) of the respondent were uncertain which means that 13% of the respondent did not have an idea if the level of education of the people can affect  their usage of social media  and 42% (42 respondents) of the respondent strongly agreed that the level of education of the people can affect the usage of the social media but no respondent who said the level of education of the people has no effect on the usage of social media. This matches the literature by Yen (2005) which cites that Low literacy level especially in developing countries is a setback to social media. This implies that the level of education of the people has an effect on the usage of social media. 

Table 4.4: Percentage of the Respondent Effect cause by Demographic Aspects
	Statement
	Strong agree
	Agree
	Uncertain
	Disagree
	Strong disagree

	
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%

	Age Effect
	60
	60
	29
	29
	6
	6
	2
	2
	3
	3

	Gender Effect
	17
	17
	59
	59
	16
	16
	6
	6
	2
	2

	Education Effect
	42
	42
	45
	45
	13
	13
	
	
	
	


Source:  Research Results, 2021                                                            F=Frequency

4.4.2 Objective Two: Effects of Using Tanzania Ports Authority Social Media Platforms in Improving Service Delivery in the Port Industry
Results from Table 4.5 indicate the crucial effects of using ports of Tanzania in improving service delivery whereas; 61% (61 respondents) of the respondents Strongly agreed to the fact that it has been user friendly, 24% (24 respondents) agreed, 8% (8 respondents) were uncertain, 5% (5 respondents) disagreed while only 2% (2 respondents) of the respondents strongly disagree the rest are as indicated in the Table 4.5. This implies that social media been user friendly has made service delivery very easy and adequate. 
Results obtained are highly consistent with the ones obtained by Barau and Afrad (2017) in an overview of social media use in agricultural extension service delivery whereas, 33.5% and 28.1% perceived the effect of using social media as versatile and expert respectively which signifies that they are user friendly none like the rest 19.2% and 19.2% who perceived it as novel user and introverts. Ease of use is a determinant factor of social media usage in professional associations (Lee et al, 2015).

Further, Table 4.5 indicates that 46% (46 respondents) of the respondents strongly agreed that social media aids effective advertisement, 32 % (32 respondents) agreed, 16% (16 respondents) were uncertain, 1% (1), while only 5% (5 respondents) strongly disagree with the rest shown on the table. These results are highly consistent with the results obtained by Nagolipa (2020) from the study about the impact of social media on services delivery of which 50% of the respondents agreed the fact that social media increases advertisement and marketing capacity,20% disagreed, 20% were neutral, 10% strongly agreed. Therefore, this accurately signifies that social media used by Tanzania Ports has a great significant effect on the advertisement as whole.

Also, 40% (40 respondents) of the respondents agreed that beliefs also have an influence on the use of social media within the port industry, 40% (40 respondents) agreed, 30% (30 respondents) were uncertain, 7% (7 respondents) disagreed while 7% (7 respondents) of the respondents disagreed. Therefore, considering the results from Lubua, Semlambo & Pretorius (2016) revealed that 63% of respondents have a positive perception towards the relevance of social media in the learning process and therefore it motivated the usage. Hence personal beliefs and perception can have a significant effect on the usage.

Awareness was also among the influencing variable assessed whereas; 46% (46 respondents) of the respondents agreed on the fact that awareness has been created as the results of using Ports social media while 1% (1 individual) of the respondents strongly disagreed.

Finally, 29% (29 respondents) of the respondents strongly agreed to the fact that social media has highly influenced engagement with the ports, 49% (49 respondents) agreed, 15% (15 respondents) were uncertain, 2% (2 respondents) disagreed and 5% (5 respondents) strongly disagreed to this fact. Similarly, Nagolipa (2020) obtained the results indicating that 40% agreed to the fact that social media has also increased engagement and interaction with different markets, followed by 20% disagreeing, 20% strongly agree, while a minority 10% strongly disagreed and neutral 10%.

Table 4.5: Effects of using Tanzania ports authority social media
	Statement
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strongly Disagree

	
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%

	User Friendly
	61
	61%
	24
	24%
	8
	8%
	5
	5%
	2
	2%

	Effective Advertising
	46
	46%
	32
	32%
	16
	16%
	1
	1%
	5
	5%

	Beliefs
	16
	16%
	40
	40%
	30
	30%
	7
	7%
	7
	7%

	Awareness
	43
	43%
	46
	46%
	5
	5%
	5
	5%
	1
	1%

	Engagement
	29
	29%
	49
	49%
	15
	15%
	2
	2%
	5
	5%


Source: Research Results, 2021                                                            F=Frequency
4.4.3 Objective Three: Cyber Security Factors Affecting the Usage of Social Media and its Effects on Service Delivery in the Port Industry

In accordance with Table 4.6 30% (30 respondents) strongly agreed to the fact that falling for scams affects social media use of Tanzania ports,43% (43 respondents) agreed, 18% (18 respondents) were uncertain, 5% (5 respondents) disagree and finally 4% (4 respondents) strongly disagreed. The results obtained are consistent with Gharibi et al (2012) who found that scammers who use social networks for sending fraudulent messages to victims’ "friend" have created more than 61% threats to Facebook users.

Concerning the issue of confidentiality, Table 4.6 revealed that 44% (44 respondents) strongly agreed that confidentiality is among the factor affecting usage of social media, 41% (41 respondents) agreed, 11% (11 respondents) were uncertain and 4% (4 respondents) disagreed. This is similar to Athukorala (2018) whereas from his study 44.9% considered the issue of privacy very important, 34% indicated as important, 12% was neutral, 6.02% unimportant and finally 1.3 claimed that it’s absolutely unimportant. This signifies that there exists a great point of concern between confidentiality social media usage and people tend to be comfortable using social media when they are sure that their personal information is highly secured.

Furthermore, 40% (40 respondents) strongly agreed that trust also affects usage of social media, 45% (45 respondents) agreed, 12% (12 respondents) were uncertain, 2% (2 respondents) disagreed, 1% (1 respondent) strongly disagreed. Alharbi & Tassaddiq (2021) discussed on the issue of trust whereas approximately 60% of the respondents checked the security settings before trusting the web browser and regularly knew how to find suspicious activities from the browser history. This has affected the usage whereas if the security measure were not observed, it has been a challenge to trust the social media platforms.
From Table 4.6 20% (20 respondents) strongly agreed that cyber bullying had an influence on the use of social media, 44% (44 respondents) agreed, 21% (21 respondents) were uncertain, 9% (9 respondents) disagreed while the rest 6% (6 respondents) strongly disagreed. For the case of posting private information, it was found that 24% (24 respondents) strongly agreed that it affects usage of social media, 46% (46 respondents) agreed, 19% (19 respondents) were uncertain, 5% (5 respondents) disagreed and the final 6% (6 respondents) strongly disagreed. The results obtained are very similar to the study performed by Mwai et al (2020) about social media and Service Delivery in government portals whereby the results indicated that 66.7% were highly sensitive to storing of private information. 

Table 4.6 indicates that 16% (16 respondents) strongly agreed concerning the concern that phishing affects social media usage, 44% (44 respondents) agreed, 32% (32 respondents) were uncertain, 4% (4 respondents) disagreed, 4% (4 respondents) strongly disagreed. Finally, 31% (31 respondents) strongly agreed that the risk of downloading virus is an issue of concern, 41% (41 respondents) agreed, 17% (17 respondents) were uncertain, 3% (3 respondents) disagreed and 8% (strongly disagreed). This is highly in line with the argument from study performed by Almarabeh & Suleiman (2019) who had the results that indicated that 33% of the world cyber threats are the results of virus and advanced malware. This indicates the higher the possibility of downloading virus discourages the use of social media.

Table 4.6: Cyber security factors affecting the usage of social media
	 
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strongly Disagree

	 
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%

	Falling for Scams
	30
	30
	43
	43
	18
	18
	5
	5
	4
	4

	Confidentiality
	44
	44
	41
	41
	11
	11
	4
	4
	0
	0

	Trust
	40
	40
	45
	45
	12
	12
	2
	2
	1
	1

	Cyber Bullying
	20
	20
	44
	44
	21
	21
	9
	9
	6
	6

	Posting Private Information
	24
	24
	46
	46
	19
	19
	5
	5
	6
	6

	Phishing
	16
	16
	44
	44
	32
	32
	4
	4
	4
	4

	Accidentally Downloading Virus
	31
	31
	41
	41
	17
	17
	3
	3
	8
	8


Source: Research Results, 2021                                                            F=Frequency
4.4.4 Objective Four: Cost Factor Influencing Usage of Social Media in Service Delivery in the Port Industry

The result in Table 4.7 shows that cost factors influence usage of social media affect service delivery in the port industry whereas 48% (48 respondents) of the respondent strongly agreed that port industry will incur some cost when nature of the technology changes either new application or upgrading the existence ones when access social media to delivery service in the port industry while 43% (43 respondents) of the respondent agreed, 5% (5 respondents) of the respondent were not certain, 4% (4 respondents) of the respondent disagreed. 
This matches literature by (Salop, 1992) which cites that the dynamic nature of technology is another challenge facing port industry and that what is technology today becomes ancient tomorrow. Hence port industry forced to spend a lot of money purchasing new applications or upgrading the existing ones. Such new systems require fresh training to the employees which in turn increases the running costs of the organization.

Further, result in Table 4.7, shows the response from the people  concerning the cost of high internet bundle when using  social media whereas, 55% (55 respondents) of the respondent strongly agreed that High internet (bundle) rate influences the use social media within in the port industry, 30% (30 respondents) of the respondent agreed, 9% (9 respondents) of the respondent were uncertain whether there cost of high internet bundle rate can influence usage or not within  the port industry the rest of the respondent disagreed and strongly disagreed the aspect of high internet bundle rate will influence the use of social media within in the port industry.

While, result in Table 4.7, indicate that 37% (37 respondents) of the respondent strongly agreed that the high cost of using smart phone affect the use of social media to make delivery on service in the port industry, 33% (37 respondents) of the respondent agreed, 19% (19 respondents) of the respondent were not certain, 9% (9 respondents) disagreed and 2% (2 respondents) strongly disagreed. This matches Ontunya (2006) which cites that one of the main challenges facing implementation of social media by port industry is the high cost of the systems like own smart phone to their customer. According to him, majority of the systems used by port industry to delivery service are available in social media and in order to access that we need to have smart phone while some of the client could not afford the cost of own smart phone and this impacts the port industry profits.

Table 4.7: Respondents Perception on Cost of Social Media and Service Delivery
	Statement
	strongly Agree
	Agree
	Uncertain
	Disagree
	Strongly Disagree

	
	F
	%
	F
	%
	F
	%
	F
	%
	F
	%

	Changing nature of technology

	48
	48%
	43
	43%
	5
	5%
	4
	4%
	
	

	High internet (bundle) rate
	51
	51%
	29
	29%
	9
	9%
	3
	3%
	3
	3%

	High cost of smart phones
	37
	37%
	33
	33%
	19
	19%
	9
	9%
	2
	2%

	Educating the customer on social media use
	36
	36%
	50
	50%
	9
	9%
	4
	4%
	1
	1%


Source: Research Results, 2021                                                            F=Frequency
Also, the result in Table 4.7, 36% (36 respondents) of the respondent strongly agreed that educating the customer on use of social medial has an influence on usage of social media, 50% (50 respondents) of the respondent agreed, 9% (9 respondents) of the respondent were not certain, the rest 4% (4 respondents) disagreed and 1% (1 respondent) strongly disagreed. This matches literature by (Salop, 1992) which cites that to the new system compressed to the website require fresh training to the user which in turn increases the running cost of the organization. 

CHAPTER FIVE

DISCUSSION, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction 

This chapter presents the summary of findings of the research, discusses the results, draws conclusions and makes recommendations for use of social media for service delivery in the port industry.

5.2 Discussions 

From the analysis performed in chapter four. It has been evident that each objective was fully analyzed with relevant results compared to other studies. From the results there are key issues to discuss which are;

5.2.1 Demographic Factors Influencing the Use of Social Media

The study sought to find out demographic factors influencing the use of social media in service delivery, 60% of the respondents were strongly agree that age as a demographic factor influences the use of social media. This matches the literature by (Brenner, 2012) which cites that the use of social media has greatly been based on age brackets. This then creates a clear image that all what the ports of Tanzania will use in the social media has to be relevant to all age, gender, and education groups so as to increase the social media usage and usefulness also.

5.2.2 Effects of using Tanzania Ports Authority Social Media Platforms in Improving Service Delivery in the Port Industry

The  study  also  had  an  objective  of  determining  the  exact  effects of using social 

media on improving service delivery in the port whereas it was highly discovered that social media has been a great tool for advertisement, engagement, and awareness creation point. This is highly evident in the study performed by Nagolipa (2020) who argued that 40% of his respondents agreed to the fact that social media has also increased engagement and interaction with different markets.

5.2.3 Cyber Security Factors Affecting the Usage of Social Media and its Effects on Service Delivery in the Port Industry

The study also placed a great concern on the cyber security effects whereby most of the respondents were extremely sensitive to cyber security matters. This is also the case for this study although; much has not been done from social science perspective of this study.

5.2.4 Cost Factors in Social Media and Service Delivery in the Port Industry 

The study sought to find out cost factors influencing the use of social media. This match (Ontunya, 2006) which cites that one of the main challenges facing implementation of social media by port industry is the high cost of the systems like own smart phone to their customer. It further creates a clear idea on the main issue that cost has to be observed on maintain and driving the social media platforms of the ports at all level of usage for the greater benefits of the user but also the supervisor.

5.3 Conclusions

The use of social media for service delivery has been affected by different factors that may be beyond the port industry intervention. The study has found out that demographic factors, access to social media, utility of social media, security of social media and cost of social media are factors that greatly affect the use of social media. Demography as a factor influences the use of social media in service delivery on attributes of age, gender, and education. The port industry has yet to identify the effectiveness of customer service through the use of social media. Despite social media becoming part of everybody’s everyday life, its adoption for service delivery has been met with a number of challenges.

Access to social media as a factor that influences the use of social media is attributed to infrastructure and system instability. The customer attitude towards social media initiatives is usually based on the risks and dangers of involvement. To ensure that the customers develop positive attitude, education on how to manage and control the risks that come with the adoption of social media is essential. Concerns over industry regulations, employee training costs, availability of internet gadgets to the customers, high internet charges, and high costs of systems are raised every day when a new technology rises. 

Cost factors that affect the use of social media on service delivery are attributed to the changing nature of technology, high costs of systems as well as high subscription rates. In a nutshell, from detailed analysis, cost and access to social media are the only factors that influence service delivery mechanisms in the Tanzania port industry. Demographic factors, utility of social media and security of social media do not influence service delivery in the Tanzania port industry whatsoever.
5.4 Recommendations

 Social Media has recently changed the way people across the globe communicate with one another. However, it is worth noting that social networking has been there right from the beginning of humanity. Just like any other form of innovation, this concept has evolved and is currently becoming sophisticated with the advancement of technology. The study has revealed that Tanzania port industry has effectively embraced social media to enhance service delivery to its customers not only in the region but those in the Diaspora. On this basis I, would recommend that; 

i) The port industry should adopt several strategies to ensure effective utilization of social media. One of the strategies is to prepare contents that will consider people from all age, education, and gender groups so as to create more attention to the end users.

ii) Customers should be sensitized on social media use to ensure that more customers are able to interact freely on the port industry sites. This can be achieved by providing customers with information templates in the branches. 

iii) Port industry should invest more on cost as it will enable them to acquire newer technologies which will allow them to keep in touch with the changing needs of the clients as well as keep them involved hence better service delivery.

iv) The port should guarantee safety of peoples’ information in order to build trust from the social media users especially when filling different online forms.

5.5 Suggestions for Further Research 

From the findings of this study, I suggested that other researchers should embark on; 
i) Investigating whether there is any correlation between access and costs of social media to other service-based industries, small and medium enterprises and the manufacturing sector. Such findings will help revolutionize the usage of social media in modern development circles. This is because social media does not work on its own to facilitate service delivery.

ii) In-depth research should be conducted to identify the social- economic effects of cyber security threats on the usage of social media. This will help to trigger understanding of the key concept of cyber security and even further generate assurance of the safety measures to the ground level.
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APPENDICES

APPENDIX I: Letter of Data Collection Instruments

P.O Box, 9184

DAR ES SALAAM

Dear Respondents,

RE:
RESEARCH ON ASSESSMENT OF SOCIAL MEDIA AS A STRATEGIC COMMUNICATION TOOL IN IMPROVING TANZANIA PORTS AUTHORITY SERVICES: A CASE OF DAR ES SALAAM PORT

I am a final year Master of Arts student at the Open University of Tanzania, specializing in Mass Communication. As part of my course, I am required to carry out research on the above topic.

I will be grateful if you could spare sometime from your busy schedule and fill in the questionnaire. All the information provided will be purely used for academic purposes and your identity will be treated with utmost confidentiality. 

Thank you for your cooperation. 

Kindly do not write your name anywhere on the questionnaire. 

Yours faithfully,

Focus Ludovick Mauki.

APPENDIX II: Questionnaire
This research is meant for academic purpose. You’re kindly requested to provide answers to these questions honestly and precisely as possible. Responses will be treated with utmost confidentiality. 

Please tick [√] appropriate or fill in the required information on the spaces provided. 

SECTION A: DEMOGRAPHIC CHARACTERISTICS OF RESPONDENTS

1. Type of respondent

TPA Staff 
[     ] 

TPA Customer 
[     ] 

TPA Stakeholders 
[     ] 

2. Gender of the respondent 

Male 
[     ] 

Female 
[     ] 

3. What is your highest level of education? 

MA/Post Graduate
[     ]


Graduate
[     ] 

Diploma
[     ]


Certificate
[     ]

4. What is your age bracket? 

Below 25 years
[     ] 

25 -35 years
[     ] 

36-45 years 
[     ] 

46-55 years 
[     ] 

Above 55 years
[      ] 

5. Years worked at the TPA? 

Below 1 year 
[     ] 

Between 1- 2 years 
[     ] 

Between 3 - 5 years 
[     ] 

Over 5years 
[     ] 

6. What is your position in YOUR organisation? 

Director 
[     ] 

Manager 
[     ] 

Team leader 
[     ] 

Officer (Principal/Senior/Officer) 
[     ] 

Port Clerk 
[     ] 

7. For how long have you been a TPA Staff? 

1- 5 Years 
[     ] 


6 – 10Years
[     ] 

10 – 15Years 
[     ] 

Above 16 Years 
[     ]

8. For how long have you been a TPA customer? 

1- 5 Years 
[     ] 


6 – 10Years
[     ] 

10 – 15Years 
[     ] 

Above 16 Years 
[     ] 

9. For how long have you been a TPA stakeholder? 

1- 5 Years 
[     ] 


6 – 10Years
[     ] 

10 – 15Years 
[     ] 

Above 16 Years 
[     ] 

10. Which one of the following social media do you MOSTLY use? 

Face book
[
 ] 

Twitter 
[ 
] 

Instagram 
[ 
] 

Website 
[ 
] 

YouTube
[ 
] 

Any other (specify).........................................................................
SECTION B: DEMOGRAPHIC FACTORS IN SOCIAL MEDIA 

11. To what extent do you agree that the following are demographic aspects that influence the use of social media within in the port industry? 

Please rank between 1-5

	
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strong Disagree

	Age
	
	
	
	
	

	Gender 
	
	
	
	
	

	Education
	
	
	
	
	


12. In your opinion what other demographic aspects would you add to the above? 

........................................................................................................................................

........................................................................................................................................

SECTION C: ACCESS TO SOCIAL MEDIA AND SERVICE DELIVERY 

13. To what extent do you think the following are the access to social media factors that influence the use of social media within in the port industry? 

Please rank between 1-5 (5 being the highest priority)

	
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strong Disagree

	Reliable ICT Infrastructures
	
	
	
	
	

	Internet stability
	
	
	
	
	

	Easy-to-Use
	
	
	
	
	

	Professional
	
	
	
	
	


14. In your opinion what other factors would you add to the above? 

........................................................................................................................................

........................................................................................................................................

SECTION D: USEFULNESS OF SOCIAL MEDIA IN ATTAINING GOOD SERVICE DELIVERY 

15. To what extent do you agree that the following are the social media effectiveness factors that influence the use of social media within the port industry? 

Please rank between 1-5

	
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strong Disagree

	User friendly
	
	
	
	
	

	Effective advertising
	
	
	
	
	

	Beliefs
	
	
	
	
	

	Awareness
	
	
	
	
	

	Engagement
	
	
	
	
	


16. In your opinion what other factors would you add to the above? 

........................................................................................................................................

........................................................................................................................................

SECTION E: SECURITY FACTORS IN SOCIAL MEDIA AND SERVICE DELIVERY 

17. 
To what extent do you agree that the following are cyber security aspects that influence the use of social media within in the port industry? Please rank between 1-5

	
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strong Disagree

	Falling for Scams
	
	
	
	
	

	Confidentiality
	
	
	
	
	

	Trust
	
	
	
	
	

	Cyber bullying
	
	
	
	
	

	Posting Private Information
	
	
	
	
	

	Phishing
	
	
	
	
	

	Accidentally Downloading Virus
	
	
	
	
	


18. In your opinion what other factors would you add to the above? 

........................................................................................................................................

........................................................................................................................................

SECTION F:
COST FACTORS IN SOCIAL MEDIA AND SERVICE DELIVERY 

19. To what extent do you agree that the following are cost aspects that influence the use of social media within in the port industry? 

Please rank between 1-5

	
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strong Disagree

	Changing nature of technology
	
	
	
	
	

	High internet (bundle) rates
	
	
	
	
	

	High costs of smart phones
	
	
	
	
	

	Educating the customer on social media use
	
	
	
	
	


20. In your opinion what other factors would you add to the above? 

........................................................................................................................................

........................................................................................................................................

SECTION G: FACTORS THAT INFLUENCE USE OF SOCIAL MEDIA AND SERVICE DELIVERY 

21. To what extent do you understand the factors that influence the use social media in service delivery? 

Please rank between 1-5 (5 being the highest)

	
	Not at all 
	Small Extent 
	Uncertain 
	Some Extent 
	Large extent 

	Professional
	
	
	
	
	

	Easy-to-Use
	
	
	
	
	


22. To what extent do you think the following are key factors that influence the use social media in service delivery? Please rank between 1-5 (5 being the highest priority)

	
	Strongly Agree
	Agree
	Uncertain
	Disagree
	Strong Disagree

	Access to social media
	
	
	
	
	

	Social media effectiveness
	
	
	
	
	

	Demography
	
	
	
	
	

	Cost
	
	
	
	
	


23. In your opinion what other factors would you add to the above? 

........................................................................................................................................

........................................................................................................................................

Thank you for Participating!

APPENDIX III: Guiding Interview Questions for Directors/Managers
i. What position do you have in Tanzania Ports Authority?

ii. How do you use your social media platforms as a strategic communication tool in improving Port service delivery?
iii. Do you think cybersecurity and cost factors affecting the choice of your customers and stakeholders in using your social media platforms?
iv. How does the demographic factor affecting selection of your content to be posted in your social media platform?

v. What is your view regarding the effects of social media platforms and its long-term impact that it may cause on improving Port service delivery?
APPENDIX IV: Guiding Interview Questions for Directors/Managers
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