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ABSTRACT

This study assessed the impact of social networks on mainstream media business with reference to Independent Television (ITV) and Tanzania Broadcasting Channel One (TBC1). Data for the study was collected through interviews with the departments of marketing and sales of ITV and TBC 1. The study also had interviews with marketing agency strategists on their client experience and preference between digital and mainstream marketing or as they call it traditional media. Cluster analysis was used as the sample was grouped with their similarities in several things despite having different answers. Findings indicated that mainstream media practitioners were aware of the impacts of social networks to their business; mainstream media outlets have introduced social media accounts; more companies now opted for social media advertising. Further, findings showed that many people were still using mainstream media outlets as their main source of information. The research recommends mainstream media managements to have constant discussions with their marketing and sales departments on how they can improve their business; media companies use their social media accounts to promote their mainstream media content; a fusion between the mainstream media and its social media pages. 

Keywords: Mainstream Media Business, Television, Social Networks, Impact Of Social Networks On Business.
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CHAPTER ONE

BACKGROUND TOTHE STUDY

1.1 Chapter Overview

Chapter one states the problem that has led to this study and explains why this research needs to be conducted. The chapter also describes the main objective as to why this research should be done as well as supporting specific objectives of the study. Questions to be answered by the objectives of this study are also part in this chapter. Answers to those questions provided in the findings obtained at the end of the research. 

Mainstream media has been a source of major news globally. However, and given the rapid developments in technology, social media networks seem to take a big junk of the role that mainstream media used to do. This study aims to find out the impacts of the introduction and spread of social media and how it has been used for marketing and other business and how this in turn has impacted the business of main stream media.

The main source of media revenue is advertisement (Govind, 2021). In most parts of the world even developed countries like the US, at least 70% of their revenue is obtained from advertising (Holcomb & Mitchell, 2014). Before the commercialization of social media all advertisers needed media for the promoting their products and services but now the situation has changed and the media and social media fight for adverts. This has led to the fall of revenue for media outlets where some of them have had to let some of their employees go. In trying to solve the situation, mainstream media outlets have started their own social media accounts but still this has not been very successful. 

1.2 Statement of the Problem

Mainstream media has had the challenge of reduction of advertisement which is their main source of income lately (Selegard, 2013). Very few media houses in the country still have the capability of paying their employees and bills on time and despite blaming it on the former regime which was tough to the whole country, still the loss of advertisement cannot be avoided in the discussion. This has gone hand in hand with loss of purchased programs and other sources of income. Coincidentally the loss of advertisement has come when social networks has introduced some forms of advertisement that seem to be easier to operate and sometimes cheaper. This has led to the discussions that maybe social networks have led to the loss of business in mainstream media as advertisers have moved elsewhere when they want to comm8nicate with their customers. 

This study aims at finding out the impact of social networks to the mainstream media business. It seeks to find out how social networks outside of mainstream media has affected TBC 1 and ITV both positively and negatively especially in the business perspective. 

1.3 Objectives of the Study

1.3.1 The Main Objective
The main objective of this study was to assess the impact of social networks on mainstream media business in Tanzania using ITV and TBC1 as the case study. 

1.3.2 Specific Objectives

The specific objectives were:

1. To determine the business strategy present in TBC 1 and ITV; 

2. To examine the business situations in TBC 1 and ITV before the introduction of social networks; 

3. To examine the current business situation in TBC 1 and ITV; and 

4. To examine the challenges that TBC 1 and ITV are facing in the face of competition from social networks.

1.4 Research Questions

For successful completion of the study, the following research questions will guide the study 

1. What was the business strategy present in TBC 1 and ITV?

2. How was the business situation in TBC 1 and ITV before the introduction of social networks?

3. How was the current business situation in TBC 1 and ITV? 

4. What were the challenges that TBC 1 and ITV are facing in the face of competition from social networks?

1.5 Significance of the Study

This study would first and foremost be beneficial to mainstream media owners and management who need to keep on collecting revenue for the companies with their main source being advertisement. The media marketing offices would also be informed by the findings of this study on how they can improve their technique of reaching as many people and the right ones like how social networks are doing. The study would also be beneficial to social networks users who would be informed of the advertising ways and techniques for online business. Business owners would also benefit from the study as they would find out which best way to use in advertising their products and services. 

1.6 Scope of the Study

This study covered the impact of social networks and social media ways of advertising and marketing and how they affect the mainstream media businesses particularly in one private television station (ITV) and one public television (TBC 1) in 2022. This was done through data collected in interviews with the marketing personnel of the two media outlets in Tanzania. 

CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter reviews other studies that have been done by other scholars and researchers on matters that relate to social networks and their impacts on social media business. The material and information gathered here will justify the conducting of this research through introduction of the research gap which needs to be filled by this study. 

2.2 Definition of Key Terms

Social network: is a website that allows people with similar interests to come together and share information, photos and videos (Goulart, 2022). Mass communication: is a process of sending a message, thought and attitude through some media at a time to a large number of heterogeneous audiences (Emery, 1973).
Media: Media is the plural form of medium which (broadly speaking) describes any channel of communication. This can include anything from printed paper to digital data and encompasses news, art, educational content and numerous other forms of information, (Stoltzfus 2020).
Kawaljeet and Kuttimani (2007) stress that social media and social networks allow relationship formation between users from distinct backgrounds resulting in in a tenacious social structure. They imply that the result of these structural formations is generation of massive amounts of information offering users exceptional service value proposition. 

Oxford dictionary defines social networking as communication with people who share your interests using a website or any other service on the internet. It further explains that a social network can be a social media site or application through which users can communicate with each other by adding information, messages, or images and others. 

Rogers (1971) in his diffusion of innovation theory categorized the adopters of any technological innovation into: Innovators, early adopters, early majority, late majority and laggards. Innovators are the inventors of new technologies the likes of Mark Zuckerberg who invented Facebook while early adopters are those first people to jump into a new technology even before it becomes famous. Then we have the early majority and a good example is those people who have already signed in to clubhouse.
2.3 Theories on Media Business

2.3.1 Uses and Gratification Theory of the Media

The uses and gratification theory of media discusses how people actively seek out specific media content for particular purposes and intentional goals (Katz, Blumler & Gurevitch 1974). This theory talks about an active user of the media who doesn’t just respond or passively acquires the information provided by the media but rather seeks out information for his or own purpose. It establishes an active user who has the ability to examine and evaluate media in order to accomplish specific outcomes (Wang, Fai &Cai 2008). 

Through this theory we can deduce that some audiences use the media to get information and adverts on the products and services they are interested in. Here the audiences use and believe in the media in terms of the way it can provide information about durable and useful products and services for them to acquire. In mainstream media the uses and gratification theory applies more to the respected media stations and even more respected shows and programs. The TBC 1and ITV 8 pm news is a good example where if people see an advert there, they can easily believe in the product as compared to when they see an advert in another show let alone another station. 

According to Janna Anderson (2020) with the current technological advancements, people opt for the fastest sources of information. Being fast is more important for media outlets and social networks are the best way of getting information quickly. The information is also mobile. Due to invention of the internet and social networks, information can be obtained through different devices and hence making a shift of the uses of media outlets by people. This study involves how people use television after the introduction of social networks and how the use of social networks in turn affect the business of mainstream media televisions 
2.3.2 Media Ecology Theory

Media ecology theory aims to understand the social impact of technology and communication (McLuhan, 1964). It suggests that media act directly to shape and organize culture and this can also be escalated through the development in technology. Marshall McLuhan (1964) noted that electronic media have revolutionized society and society becomes reliant on these communication technologies. 

The media ecology theory is directly linked to this study as the social networks have continued to improve with technological advancements and now people do not even need to get home to get information. They can just use their phones and other mobile devices. This has made advertisement a bit easier through the internet as compared to the mainstream media. The media ecology theory also insists that the technological advancements have shifted the focus of social networks from only being a means of socializing to a source of information and content. This makes social networks as important as any other source of information. 

Due to the benefits of social networks, more companies and institutions have shifted to social networks for their advertisements and content sharing with belief that their clients and prospects are now using social networks than television (Wring 2021). This is affecting television business as they now have to fight with social networks for clients. Technological advancements also impact the social status of the audience according to this theory where more people can afford to get devices that act as source of information even before reaching their households to watch television (Cite source!). This might prove to be a challenge for mainstream media business especially television as the loss of audience will also lead to loss of business. 

The technological advancements stated in this theory are also of importance to television as well since now one can use the same devices to get television content and social networks content. This however also has an impact in the mainstream media business since the use of other platforms for television content means a shift in the form of business for the outlets. For instance, TBC 1news can also be live through their website and YouTube channel and people can access this through their phones. Nevertheless, the business (adverts etc.) obtained from using these other platforms is different from the main platform which is a television set and this can be either a better business format or a challenging one for the media stations. 

2.4 Empirical Literature Reviews
A review of previous studies has revealed that with the adoption of social media the communication technology brings people closer to the news to educate inform and entertain (Yan, 2020). Empirical study of the perceived impact of social networks on mainstream journalism practices: the case of Ethiopian Broadcasting Corporation and Fana Broadcasting Corporate conducted by Mikesa (2019) indicated that media organizations were converging and increasingly encouraging the use of social media in the daily work practices and routines of their employees. This study also stated that both EBC and FBC directly linked to social media to broadcast online in addition to mainstreaming through television and radio. 

The empirical study on UKelections (2010), mainstream media and the role if internet: how social and digital media affected the business of politics and journalism conducted by Newman (2010) found that unprecedented levels of participation and new techniques provided by the onward march of the internet gave extra layers of information, context and real time feedback which complemented and enriched more traditional forms of media. 

Smith (2018) examines the engagement levels of audiences with traditional news sources and social media platforms. The research compares audience interactions, such as likes, shares, and comments, to gauge the extent to which social media has influenced mainstream media engagement. Garcia and Johnson (2018) investigated how mainstream media companies have adapted their revenue models in response to the impact of social media. The study provides insights into the changes in revenue generation strategies and explores the challenges and opportunities faced by traditional media organizations.

Chen and Kim's research delves into the perceptions of mainstream media credibility among audiences exposed to user-generated content on social networks. The study assesses how social media content affects the trustworthiness of mainstream media sources. Williams and Martinez (2017) conducted a comparative analysis of different social media platforms and their influence on mainstream media consumption. The study examines the varying impact of platforms like Facebook, Twitter, and Instagram on audience behaviors and media preferences.
Lee and Adams (2019) presented case studies of major mainstream media companies and analyzed their media convergence strategies. The research provides insights into how these organizations have integrated social networks into their business models and content distribution to remain competitive in the digital age. On the other hand (2018) Kumar and Lopez explored the potential future trends in the relationship between social networks and mainstream media. The study examines emerging technologies, platforms, and shifts in audience behavior that might impact the media industry.

The social media have an important role in changing the behavior of the traditional television viewers directing them more and more to the online environment and to selective consumption of content and this leads to the shift of audience from television to online content (Nicoleta, 2012). The empirical study on whether social networks are having an impact on the television business (Rudyard, 2021) suggested that social media is playing a great role in the growth of TV shows but now people spend more time on social media applications than on Television which is affecting the television business. 

According to the Tanzania Media Fund which was used to conduct a baseline community and decision maker media perception survey conducted by the Ipos Public Affairs Synovate (2012) the exponential growth in mobile technology and the increase in affordable mobile phones that have access to the internet is likely to support the increase in internet usage over the next decade hence making more people access information through their mobile phones. According to Media Council of Tanzania state of the Media Report of 2016 the evolving online atmosphere in the country has led to the decline in commercials amongst broadcasting companies with the outlets having to use new models of disseminating news content using digital devices. 

These empirical literature reviews reveal that research on "The Impact of Social Networks on Mainstream Media Business" has focused on audience engagement, revenue models, credibility, media convergence strategies, and future trends. However, certain areas such as specific audience behavior patterns and in-depth comparative analyses of social media platforms may present research gaps that merit further exploration. Addressing these gaps will enhance our understanding of how social networks continue to shape the dynamics of the mainstream media business.

2.5 Social Networks and Business

Kenton (2021) argue that marketers use social networking for increasing brand awareness and recognition as well as brand loyalty. He continues to argue that social media can help connect people and business and help promote brand awareness. This is the case because, as previously stated, social networks were started for social reasons but can now cut across many other activities. According to David Wicks (2015) creating and developing a website is important for any business but at the same time one needs to expand their online outreach to social media platforms. Companies that do not have social media outreach risk the missing out on numerous marketing opportunities. 

2.6 Television Business

According Lawinsider.com (2022) television business means any business that is similar to businesses carried out by the studio or principal aspects including the purchase or sale of television advertising, the purchase or sale of programming and related rights, the production or distribution of television programming and broadcasting of television programs or their content by any platform. According to the Tanzania Communication Regulatory Authority (TCRA) (2021), the number of television stations in Tanzania is 47 stations and 27 of those are free to air and the most watched. Media ownership monitor insists that television is considered as a less source of news. They argue that 47 percent of Tanzanians watch television at least once per month. This information is comparing TV to other outlets not even the internet which might be a more used source of news for Tanzanians right now than mainstream media. 

2.7 TBC1 Business Format

Tanzania Broadcasting Corporation (TBC) is the only public broadcaster in Tanzania mainland. It is a public corporation made under the Public Corporation Act of 1992 to provide public service broadcasting through radio and television. TBC1 is owned by the Government of the United Republic of Tanzania through the Treasury Registrar, a Department within the Ministry of Finance that holds 100% of the shares. According to media ownership monitor, the aim of the government is to use TBC1 in reinforcing government’s efforts in nation-building without interference on how they operate. Still the Government provides financial supports to TBC1. It is stated by the Media Council of Tanzania that 90% of TBC’s annual income is derived from Government subsidy. Still the corporation needs other revenues which are derived from their own commercial activities such as adverts and sponsored programs. 

2.8 ITV Business Format

ITV – Independent Television Limited is an associate company of IPP Limited. The company has 2 television channels and two radio stations namely ITV, Capital TV, Radio One and Capital Radio. ITV channel is a free to air channel and since its inception in Tanzania, it has distinguished itself by providing content that is relevant to its viewers. Over 70% of ITV’s programming is local enabling viewers to relate to the content. ITV is available on DSTV, Digitek, Star Times, Azam and Continental Decoders. 

The highlight of ITV’s programming is the 8:00 hrs news which is aired daily. The news covers local, international, business as well as sports news. According to the station’s rate cards, the 8:00 hrs news slots are the most expensive as they believe most people watch the news. The slots are divided into pre, mid and post news where pre and post news slots are not as expensive as the mid news. 

2.9 Conceptual Framework

A conceptual framework is a structure that provides a theoretical foundation for understanding the relationships between different variables or concepts in a study. in this study the following are the different variables involved: 

i) Independent Variable: Social Networks

Social Media Platforms such as Facebook, Twitter, Instagram, LinkedIn, YouTube, etc. are the independent variables. In those networks the user-Generated Contents such as Posts, comments, shares and likes are also independent. The availability of network effects also is involved and this includes virality, trends, hashtags, etc.

ii. Dependent Variables: Mainstream Media Business

Mainstream media business is the dependent variable and it includes the Media Consumption through TV viewership, newspaper readership and online news consumption. For the purpose of this research though, the business discussed will be related to TBC 1 and ITV television outlets. It also involves advertising revenue: Ad impressions, click-through rates, ad revenue, etc.

iii. Mediating Variables

The integration of social networks and mainstream media platforms can be termed as the mediating variable. Not only this but also audience behavior meaning how social network usage influences media consumption habits. Credibility and Trust can also be another mediating variable where the impact of social media content on the credibility of mainstream media can be discussed. 
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Figure 2.1: Conceptual Framework diagram

2.10 Research Gap 

The research gap refers to the specific area or aspect within the chosen topic where the current literature or existing research is limited or insufficient. As far as this study is concerned the following were the research gap:

Limited Understanding of Social Media Impact on Revenue Models: While there is some research on how social networks affect revenues of different other sectors (Li, C., & Bernoff, J. 2008), there was a research gap in a comprehensive analysis of different revenue models (subscription-based, freemium, ad-supported, etc.) and how social media usage impacts each of these models differently.

Lack of In-depth Audience Behavior Analysis: Existing studies may have explored changes in media consumption habits due to social networks (Boyd, D. M., & Ellison, N. B. 2007), but there could be a research gap in a more profound analysis of specific audience behavior patterns, preferences, and motivations for engaging with mainstream media content on social media.

Scarcity of Studies on Credibility and Trustworthiness: Research on how user-generated content on social networks affects the credibility and trustworthiness of mainstream media sources might be limited. Sundar, S. S. (2008) discussed the understanding of technology effects on credibility but this was not related to mainstream media. 
Need for Comparative Analysis of Social Media Platforms: Kaplan, A. M., & Haenlein, M. (2010) discussed the challenges and opportunities of social media but the impact of different social media platforms on mainstream media business has not been extensively compared. A research gap may exist in analyzing the varying effects of Facebook, Twitter, Instagram, YouTube, and other platforms on media consumption and audience engagement.

Insufficient Examination of Media Convergence Strategies: Although media convergence is acknowledged (Jenkins, H. 2006), there could be a research gap in understanding the specific strategies mainstream media companies use to integrate social networks into their business models and content distribution.

Limited Insights into Future Trends: Given the dynamic nature of social media and the media industry, there might be a gap in predicting future trends and potential disruptions arising from new social media platforms or technologies. Toffler, A. (1980) discussed the trends and recommended further research into new trends and how they can impact different sectors and social norms. 
CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter explains the methods of research that were used employed in this study, the area where the study was undertaken, the sample used as well as sampling techniques and the research methodology. The chapter also describes data collection methods as well as research methodology that were sued in the interpretation of the collected data. In general, this study provided information on how the study was conducted. 

3.2 Research Design
According to Shona (2021) research design is a strategy of answering study’s research questions using empirical data to obtain. This plan is a complete scheme or program of the research as it includes an outline of what a researcher will do from hypotheses and their operational implications to the final analysis of data. Descriptive research design refers to the method of carrying out a  scientific research by collecting in-depth data or information that describe persons, events or situations in a pre-arranged manner for stimulating broad understanding of the particular subject (Loeb et al, 2017). The study used descriptive research design in making sure that the objective of this study is accomplished. 

3.3 Population of the Study

Rafeedale (2021) argues that in research methodology the population can be explained as a comprehensive group of individuals, institutions, objects and so forth which have common characteristics that are for the interest of the researcher. The study focused on three key media-related companies: TBC1 and ITV, representing mainstream media and Neiked marketing company, representing a marketing agency. The total number of participants in the sample was 40, comprising of all the workers from Neiked Marketing, as well as marketing departments of TBC1 & ITV.

The decision to include all the workers from these companies in the sample was based on their significance in the media and marketing industries, and their insights which provided a comprehensive understanding of the impact of social networks on both mainstream media and marketing businesses. Additionally, by including workers from Neiked marketing company, who represent marketing workers from other media stations and marketing companies, the study gained insights into broader industry practices and perspectives.

3.4 Sample and Sampling Technique

In research terms, a sample is a group of people, objects, or items taken from a larger population that is intended for measurement. Since the total sample size was relatively small (40), the study adopted a census or complete enumeration approach, meaning that the entire population of interest i.e. all workers from the three companies were included in the study. The use of a census approach ensured that all relevant participants' insights were captured, leading to a comprehensive analysis of the research topic. By including workers from mainstream media companies (TBC 1 and ITV) and a marketing agency (Neiked marketing company), the study sought to compare and contrast the impact of social networks on different aspects of the media and marketing industries.

Table 3.1: Sampling Frame/Technique  

	S/N
	Respondents
	Number

	1. 
	ITV
	18

	2. 
	TBC 1
	11

	3. 
	Aggrey and Clifford
	11

	
	Total 
	40


Source: Research data, (2023).
3.5 Methods of Data Collection

Data collection is a process of gathering and analysing specific information to proffer solutions to relevant questions and evaluate the results. It focuses on finding out if all belongs to a particular subject matter (Formplus 2021). The study deployed interviews to collect data with media professionals so as to gain insights into their strategies for leveraging social networks and challenges faced in the process. Content Analysis was also used to analyze social media posts and interactions related to mainstream media content to understand the patterns of audience engagement.

3.6 Data Analysis and Presentation

Data analysis is defined as a process of cleaning, transforming and modelling data to discover useful information for decision making in research (Johnson, 2021). Quantitative Analysis: The study used statistical tools to analyze survey data and derive correlations between social media usage and mainstream media consumption patterns. Thematic Analysis: The study also applied thematic analysis techniques to interview transcripts and content analysis to identify key themes and patterns in the qualitative data.

3.7 Ethical Issues

Privacy of respondents was number one priority of this study. Only respondents that were ready to be mentioned were included in the study. Informants were assured that their responses would not be revealed or shared with other people. Respondents were also made aware of the essence of this study to make them eager to participate. At the beginning of all interviews respondents were told that they did not have to mention their names to make them more comfortable. 

CHAPTER FOUR

DATA ANALYSIS, PRESENTATION AND INTERPRETATIONS

4.1 Introduction

This chapter presents analysis and presents the findings of the study. The first section deals with preliminary analysis of the study sample while the second section deals with presentation of the results.

4.2 Respondents Demographic Information

 Before presenting the obtained information, the respondents demographic data was analysed to see if the information was obtained from the right groups This demographic information includes:  

4.2.1 Gender Distribution

The study sought to know the gender of respondents. From the responses, majority were men 23(57.5%) while the female were 17 (42.7%). As shown by Table 4.1 . This showed that in the marketing sector for media the male were more than the female. 

Table 4.1: Gender Distribution of Respondents (N=40)

	Gender
	Frequency
	Percent

	Male 
	23
	57.5

	Female 
	17
	42.5

	Total 
	40
	100


Source: Field Data, (2023).
4.2.2 Age of the Respondents 

The respondents’ ages were divided into 4 groups which started from 18 years of age to 45 and above (Table 4.2). (The diversity of ages among the respondents was natural but important to the study since technological advancements and historical information was sought after and hence getting the perspective of every group on how social networks affected the mainstream media which is traditional and known better by the others.  
Majority of participants were between the age of 36 and 45 which were 20(50%). These were the majority of employees who had the experience in media business throughout their many years of engagement with media. The age between 26 and 35 had respondents 14 (35%) majority of who were at the marketing agency. Respondents with ages between 15 and 25 were 4 (10%) and those from 46 and above were 2 (5%). The diversity in the respondent’s ages showed the different age groups dealing with marketing in media stations and marketing agencies. 

Table 4.2: Distribution of Respondent by Age (N=40)

	Age category
	Respondents
	Percentage

	18-25
	4
	10

	26-35
	14
	35

	36-45
	20
	50

	46 and above 
	2
	5

	Total
	40
	100


Source: Field Data, (2023).
4.2.3 Education Level   of the Respondents
Table 4.3: Level of education (N=40)

	Level of Education
	Respondents
	Percentage

	Diploma
	9
	22

	Bachelor
	29
	72

	Masters 
	2
	5

	Total
	40
	100


Source: Field Data, (2023).
4.3 Presence of a Marketing and Sales Department

Both ITV and TBC1 workers admitted the presence of a sales and marketing department in their companies. This amounts to 100% of the correspondents agreeing that their companies had sales and marketing departments. The marketing agency used also had a sales and marketing department. 

Table 4.4: Presence of a Sales and Marketing Department 

	Responses 
	Respondents
	Percentage

	Yes 
	40
	100

	No 
	0
	0

	Total
	40
	100


Source: Field Data, (2023).
4.4 The Impact of Social Media Applications in the Area of Marketing and Advertising

The study wanted to find out how social media applications have impacted the area of advertising. The findings are as follows: 

4.4.1 Impact of Social Media Applications on Advertising Methods 

The respondents were asked if there were any impacts of social media applications in the area of advertising and all of them said yes. On brand loyalty due to social media applications in advertising, majority of the respondents 27 (67.5%) indicated that the use of social media applications in advertising increased brand loyalty. Thirteen (32.5%) indicated that social media applications had not increased brand loyalty. On whether social media applications provided easy communication in advertising all the 40 (100%) were positive. The respondents were also asked on whether it was easy to erase the effects of an offensive post in advertising as compared to mainstream media and all of them said yes it would be easier since one controls the social media applications. 

On whether social media applications increased customer power in advertising, 32 (80%) respondents said yes the application increased the customer power while 8 respondents  equivalent to 20% said that  there was no relationship between increase of customer power and the increased use of social media applications in advertising. Twenty three (57.5%) participants said that social media applications don’t attract a bigger audience compared to mainstream media while a minority 17 (42.5%) participants were positive that social media applications attract a bigger audience in advertising. 

On whether social media marketing was a competitive industry 23 (57.5%) participants said yes while 17 participants (42.5%) said still the mainstream media marketing and advertising was more competitive. All participants agreed that social media applications helped in spreading the word about business quickly and effectively. One participant provided the example that most people go online to get the review of their products and services before buying those products. All participants also agreed that social media marketing applied the concept of targeted marketing and advertising and hence creating maximum brand awareness among the target audience at less cost.  

Table 4.5: Impact of Social Media Applications in the Area of Marketing and Advertising 
	Statements 
	Responses

	
	Yes
	No
	Total

	
	F
	%
	F
	%
	F
	%

	Brand loyalty 
	27
	67.5
	13
	32.5
	40
	100

	Easy communication 
	40
	100
	00
	0
	40
	100

	Difficult to erase the effects of an offensive post
	40
	100
	00
	0
	40
	100

	Increased customer power 
	32
	80
	08
	20
	40
	100

	Attract a bigger audience 
	17
	42.5
	23
	57.5
	40
	100

	Competition 
	23
	57.5
	17
	42.5
	40
	100

	Creates word of mouth 
	40
	100
	00
	0
	40
	100

	Reducing marketing and promotional costs
	40
	100
	00
	0
	40
	100


Source: Field Data, (2023).
4.5 The Difference Between New Forms of Social Media Advertisement and those of the Mainstream
The study assessed the difference between the new forms of social media advertisement and marketing as compared to those of mainstream media. The findings are presented as follows:

4.5.1 The Difference Between New Forms of Social Media Advertisement and Those of the Mainstream Media 
Thirty five percent of the respondents indicated in different words that the making of mainstream media adverts was tougher than making social media ads while only 5(12.5%) of the participants said social media ads were not easier to make. Some of the reasons mentioned as to why mainstream media advert was tougher including the number of people required as well as the kind of production needed. This led to the second difference where all participants said mainstream media adverts were more expensive in both making and airing or publishing. The study established the difference between the rate cards of social media adverts and mainstream media adverts where social media ads were found to be less expensive than mainstream media adverts. 

Table 4.6: Difference in Rate Cards between Social Media Pages and Mainstream Slots - ITV

	Particular 
	Television 
	Social media 

	Most expensive particular 
	Mid news ad 60 seconds (1,400,000/=)
	Gold package (1,500,000/=)

· news live streaming for 4 weeks

· Facebook 4 posts weekly

· tweeter 4 posts weekly

· Instagram 4 posts weekly 

	Cheapest particular 
	ITV night OWL ad 15 seconds (60,000/=)
	1 regular post per channel (50,000/=)


Source: Field Data, (2023).
Table 4.7: The Difference in Rate Cards between Social Media Pages and Mainstream Slots - TBC 1

	Particular
	Television 
	Social Media

	Most expensive particular 
	Mid news ad 60 seconds (600,000/=)
	Gold package (1,000,000/=)

· news live streaming for 4 weeks

· Facebook 4 posts weekly

· tweeter 4 posts weekly

· Instagram 4 posts weekly 

	Cheapest particular 
	0901 – 1700 - 15 seconds ad (75,000/=)
	1 regular post per channel (30,000/=)


Source: Field Data, (2023).
All 40 (100%) participants noted that social media adverts were targeted and retargeted as compared to mainstream media adverts. This means, social media adverts could be directly sent to the people interested in the product or service promoted while in mainstream media the ad is sent to everyone exposed to the outlet at the time of the ad even if the person is uninterested in the product or service. Retargeting is also possible according to the participant meaning that once the advert reached the audience (especially those that were more interested or saved the advert) could be reached again for better performance of the advert. 
In this aspect, 8 (20%) participants noted that social media adverts needed to be of the same quality as the mainstream media ads while 32 (80%) participants said mainstream media adverts needed to be of a higher quality. One participant went further to explain that currently most companies were making the social media adverts and use the same adverts which were of lower quality in the mainstream media outlets. The participant explained that this was disadvantageous to the business since the quality of social media adverts displayed on mainstream media outlets was low and hence reducing the credibility and status of the product and/or service promoted. 

All 40 (100%) participants stated that it was possible to track the impacts of a social media advert as compared to mainstream media adverts. The participants revealed that social media adverts had dashboards that could show how many people were reached, how many saved the advert, how many liked the advert and how many shared the advert while in mainstream media advert maybe only the sales after the advert is displayed no one can track if it was useful or not. 

Table 4.8: The Difference between New Forms of Social Media Advertisement and those of Mainstream 

	Statements 
	Responses

	
	Yes
	No
	Total

	
	F
	%
	F
	%
	F
	%

	Making of mainstream media adverts was tougher
	35
	87.5
	05
	12.5
	40
	100

	Mainstream media adverts were more expensive
	40
	100
	00
	0
	40
	100

	Social media adverts had targeted and retargeted 
	40
	100
	00
	0
	40
	100

	Mainstream media adverts needed higher quality 
	32
	80
	08
	20
	40
	100

	Possible to track the impact of social media ads compared to mainstream  
	40
	100
	00
	0
	40
	100


Source: Field Data, (2023).
4.6 Impacts of Social Media on Mainstream Media Business 

The study intended to figure out the impacts of social media on mainstream media business and the following sections are discussed:

4.6.1 The Impacts of Social Media on Mainstream Media Business 

Majority of participants 22 (55%) said that mainstream media had lost a lot of clients since the introduction of new forms of advertising and marketing in social media. One member gave an example of Asas Company which stated to their media station plainly that they could now only advertise in social media because it was cheaper and their customers were mostly there all the times. Eighteen (45%) participants said there might be a loss of clients at the media stations but social media was not the reason. These participants who constitute of the participants mentioned other things such as; the recession and introduction of many new media outlets as the reason for loss of clients in the media outlets. 

Thirty five (87.5%) participants said that the mainstream media outlets rate cards for their advertisement had been the same for a while since the spread of social media and especially after the introduction of marketing through social media. ITV participants said that their rate cards hadn’t changed since 2018 while before that, the rate cards had annual changes. 12.5% of the participants said that the rate cards change was not because of social networks but just the introduction of new media outlets hence making a wider choice for advertisers. 

All 40 (100%) participants said that media houses had been forced to introduce social media marketing in their outlets due to the development of social network marketing. The rate cards of both ITV and TBC 1 at the time of this study constituted prices for marketing in their social networks which were cheaper than the mainstream media prices. Also all the 40 participants said that it was  possible to bargain when one wishes to advertise in Television for instance compared to before when there were no other means of advertising than traditional media. 

All 40 (100%) of the participants again said that the mainstream media ads prices had been reduced due to the introduction of social media. The main reason given for this factor was that clients tend to compare between mainstream and social media prices while also comparing the impact. All participants also said that mainstream media channels have had to not only open social network pages but merge them with their mainstream outlets. For instance television programs were also aired live on YouTube channel of those television stations with clients also given the opportunity to market their products and services in social networks. 

Eleven (27.5%) participants said that the companies had changed rate cards to fit their type of clients since the introduction and wider use of social media for marketing. These were mainly the TBC 1participants who admitted that their rate cards now had special prices for SMEs as they realized it was mostly the small and medium enterprises that had shifted to social media for marketing their products and services as it was cheaper for them. However, twenty nine percent indicated that rate cards elsewhere were not made to suit their clients groups but the prices remain the same for every client.

Table 4.9: The Impacts of Social Media on Mainstream Media Business 

	Statements 
	Responses

	
	Yes
	No
	Total

	
	F
	%
	F
	%
	F
	%

	Loss of clients 
	22
	55
	18
	45
	40
	100

	Static rate cards
	35
	87.5
	05
	12.5
	40
	100

	Introduction of social media marketing 
	40
	100
	00
	0
	40
	100

	Introduction of bargaining  
	40
	100
	08
	00
	40
	100

	Reduction of prices of mainstream ads  
	40
	100
	00
	0
	40
	100

	Merge between mainstream channel and social media  
	40
	100
	00
	0
	40
	100

	Change of rate cards to fit the clients
	11
	27.5
	29
	72.5
	40
	100


Source: Field Data, (2023).
4.7 The Current Situation of Mainstream Media Business 
The research aimed at finding out the current situation of mainstream media business and the following results were obtained:

4.7.1 The Current Situation of Mainstream Media Business 

All the forty participants said that the business situation of the mainstream media was less profitable than previous years. Here were some of the quotes from participants as presented in quotations below:




Figure: 4.1: Quotes From Participants on the Current Situation of Mainstream Media Business
Source: Field Data, (2023).

4. 8 Initiatives Taken to Improve the Marketing and Sales Department
The following were mentioned:

i) The introduction of braches of marketing and sales departments in more regions not just in the business city of Dar es Salaam and the Capital City of Dodoma; 

ii) The fusion with social media pages;

iii) Providing awareness to presenters on how they could improve the audience awareness of TBC1’s reach and impact;

iv) Have more meetings with clients and prospects on their expectations when they wish to advertise. This was not done before.

v) Involvement of the social media departments in marketing TBC1. 

vi) Awarding commission to people who bring clients to advertise with or buy airtime at TBC. 

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

 This chapter presents the summary of the findings of the study, conclusions and recommendations of the Study.

5.2 Summary of the Findings

 The study attempted to find out the impact of social networks on mainstream media business. Critical analysis and judgment was done according to the answers provided by the respondents and they all came from the research questions. The study revealed that mainstream media practitioners were aware of the impacts of social networks to their business although not all of them. Some of them cited other reasons for their fall in business. 

The study also revealed the introduction of social media channels amongst giant and well experienced mainstream media outlets to meet the needs of their clients and hence improve their revenue collection. It was also revealed in the study that more companies especially the smaller ones opted for social media advertising more than mainstream media advertising. Reasons mentioned for this included the difference in price, reach and targeting of the audience. 

The study also revealed that still there were many people that opted for mainstream media outlets for reaching their customers and prospects and this was due to the belief in reach and different kinds of audiences who still used mainstream media outlets as their main source of information.
5.3 Implication of the Findings

5.3.1 Mainstream Media Marketing Department

The findings would be useful for factual information to the mainstream media marketing departments as they now know how they could fuse their information with social networks for more reach and proper targeting. The information revealed by the marketing agency could also inform them on the means to reach more audiences as well as working with their social media department on how they could improve their business. 

5.3.2 The Mainstream Media Managements

The findings from the study that their business was not going on well would remind managers to have more discussions with their marketing departments so as to improve their businesses. Different changes on how they approached customers such as; the change in the main rate cards could be made to reach more customers and improve their business. Also the findings showed the importance of social networks to mainstream media business but the managers were not aware of this and so the study would remind them of this. The findings had also shown the importance of the involvement of mainstream media practitioners in the marketing of their outlet. This would push the managers to ensure the involvement of even journalists in improving the marketing environment at the outlets for better business.

5.3.3 Academicians

This Model would serve as a guide for future references for Students in different Universities or Institution who wish to research on the same topic especially on the emerging technologies and their added advantages to their businesses.

5.3.4 The Researcher

The study was done at TBC 1and ITV with one Marketing agency also used. This is an opportunity for other researchers to conduct studies involving other television stations as well as other mainstream media outlets. The impact of social networks can be seen even in radios and newspapers and so researchers can use this study in conducting their research to these outlets.

5.3.5 The Marketing Agencies

This study findings would be useful for managers working in different Agencies in advising their clients where to advertise and why. This study would also be useful for marketing agencies in their planning for making different adverts for their clients. 

5.4 Conclusion

Based on the objectives and the study findings, conclusions were drawn regarding the impact of social networks to mainstream media business. The study therefore concludes as follows:-

Social networks have a huge impact on mainstream media business: Most of respondents confirmed that the introduction of social networks especially social media adverts had impacted the mainstream media business. The mainstream media outlets have lost clients and forced to change their rates they charge  their clients due to social networks. 

Mainstream media marketing departments: The departments of marketing in mainstream media outlets are aware of the challenges they face due to social networks but their cry is not taken seriously by their managements. 

Fusion: The mainstream media and its social media department can work together to improve their business. Some other mainstream media companies have even started different companies dealing with social media but they fuse the companies when need be. For instance the study found out that through the examples given by respondents of Clouds media group which now has a digital company that works together with their traditional outlets to satisfy their customer needs while maintaining their business. 

5.6 Recommendations for Mainstream Media Managements

Based on the findings and the objectives, the study recommendations can be used to bring about a change on the mainstream media business. The study therefore recommends the following; 

Firstly mainstream media managements should have constant discussions with their marketing and sales departments on how they can improve their business. In the discussions, the managements should listen to the marketing practitioners due to the ever changing market place, technologies that support their marketing activities and the increase in the number of outlets. 

Secondly, media companies should use their social media accounts to promote their mainstream media content as well. This might improve their reach and audience number in the mainstream media outlets. 

Thirdly, there should be a fusion between the mainstream media and its social media pages with regard to advertising and content. Some channels have started doing this where their content have been aired live on the mainstream outlet and their social media accounts as well. This can also be done where clients are advised to advertise on both the mainstream media and social media accounts for better reach and targeting. 

5.7 Recommendations for Further Research

The researcher recommends the following areas for future study:

Research can be done on the impact of social networks to other mainstream media outlets such as radio and newspapers. This impact will be different from the case study of this research which was only on television. Another research can also be done on other television stations to see how they are impacted by social networks. Marketing agencies can also be studied with regard to their preference and recommendations with regard to social media marketing. 
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APPENDICES

APPENDIX I: QUESTIONS FOR MARKETING DEPARTMENTS OF ITV AND TBC1

1. Do you have a marketing and sales department?

2. What is your main source of income?

3. How can you describe the current situation of mainstream business?

4. Are there any new forms of advertisement in your media station since the introduction of social networks? If there are what are they and why?

5. Any changes in rate cards over the last 5 to 10 years? Why? 

6. Is your social media department dealing with advertisement and marketing as well? Why? 

7. How different are the social media adverts and rate cards compared to mainstream. (if they are)

8. What are the initiatives taken to improve the marketing and sales department? 

9. Anything learned from the development of social media advertisements? 

10. What are the still respected slots for advertisement? 

11. Do social networks have an impact to your television business?

APPENDIX II: QUESTIONS FOR THE MARKETING AGENCY

1. What are your services?

2. What activities do you do to provide those activities?

3. Which department do you work in? 

4. Which types of advertisement and sales do clients prefer between social networks and mainstream media? Why? 

5. What is the difference between the making of social media ads and mainstream media? 

6. What is the difference in prices of airing ads between social networks and mainstream media? 

7. Which do you prefer in making between social networks and mainstream media ads? 

8. What reasons lead to advising clients in choosing between airing their ads in mainstream media or social networks?

9. What are the new forms of advertisement introduced by social networks?

10. Is there any difference between the new form of social media advertisement and those of mainstream media, especially broadcastin
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“The past 3 years were worse now it is better. Comparing to the past 10 years it is bad”





“I feel like the mainstream media business is the way it is supposed to be. Stable”





“We used to fill 150 to 200 advert papers but now only 90 can be achieved, so yeah it not good”





“It depends with the outlet. Newspapers are having a harder time than broadcasting”


 “The business is bad. But it cloud be worse.  





“The amount of advertisements has declined leading to less income





“Not good, not bad just normal”





“Different from the way it used to be”





Current Situation of mainstream media business





“Not comparing, the situation is normal”





“The situation is not bad but not good as well”





“It is bad but it could be worse”





“The situation is bad but better days are coming”





“It could be better”








