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ABSTRACT

The study assessed use of Information and Communication Technologies (ICTs) for promoting products among women entrepreneurs in Mwanjelwa market, Mbeya Tanzania. The specific objectives of the study were; To examine the extent to which women entrepreneurs use ICTs in promoting products in Mwanjelwa market; To examine the technologies used and the uses of those technologies in promoting products; To assess the contribution of ICTs to the Mwanjelwa women entrepreneurs in promoting their products; and To identify the challenges impeding women entrepreneurs to use ICTs in promoting products and addressing possible solutions.  A total of 76 respondents were used as the sample size of this study. The methodologies employed by a researcher to conduct the study included Observation, Interview, Questionnaire and Documentary review.  The researcher used Microsoft Excel of 2007 and SPSS 27th version of 2022 to analyze the obtained data. Findings showed that entrepreneurs who used ICT’s for promoting products were far better than those who don’t use ICT’s facilities. It was also observed that WhatsApp platform was mostly used for promoting products as compared to other mobile phone platforms.  Further, it was also found out that there was low usage of ICT’s facilities for promotion of products among women entrepreneurs. The study concludes that whoever wants to succeed in entrepreneurship must use ICTs tools to promote products.  The study recommends that the need to adopt ICTs for promoting products by women entrepreneurs in the 21st is inevitable.  
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CHAPTER ONE

 INTRODUCTION

1.1 Background to the study 
The world community has seen significant changes as a result of the rapid advancement of Information and Communication Technology (ICT). Because of this technology, activities, professions, skills, cultures, and needs have changed and been impacted. Evidently, entrepreneurship has made a significant contribution and played a unique role in the advancement of these technologies. But these technologies also affect entrepreneurship and have given rise to an attitude toward advanced entrepreneurship (Grivec, 2017). Information and communication technologies are the most crucial tools required for entrepreneurial activity in this environment.   

As a result, entrepreneurship can be very beneficial for social welfare, job creation, and economic growth. Entrepreneurship is now the primary driver of economic growth because to the significant changes that has occurred recently in the global environment and the transition from an industrial to an information society (Grivec, 2017).
Indisputably, Information and Communication Technologies (ICTs) is the necessity of any entrepreneurial activity. New technology has created important changes in attaining information and has provided more vigorous communication infrastructure for women entrepreneurs in Tanzania. 

Consequently, ICTs are becoming more and more important as a tool for women entrepreneurs in underdeveloped nations like Tanzania. In order to achieve Millennium Development Goals 8 on a global partnership for development and MDG 3 on promoting gender equality and empowering women, it is crucial to ensure that women entrepreneurs are given the tools they need to employ these technologies productively (UNCTAD, 2018).
Women also play a significant part in Tanzania's private sector and Micro, Small, and Medium-Sized Enterprises (MSMEs). According to NISS (1991), the percentage of women-owned businesses in Tanzania (WOET) rose from 35% in the early 1990s to 59.3% in 2020 (MIT, 2021).
Legal restrictions, cultural views, a lack of mobility, and the fact that women's enterprises are typically younger and smaller than men's firms mean that women experience more disadvantages than men. Many gender studies (Johnson 2016; Payton et al. 2018) have revealed that young males are the primary users of ICTs, particularly computers, the Internet, and email, while women are only marginal users.  However, researchers like Sharma (2014) and Stephen (2016) contend that ICTs can empower women by increasing their involvement in political, social, and economic advancement. ICTs appear to have a bright future in terms of growth and women's emancipation. However, women's experiences and uses of these ICTs instruments are not given voice in these narratives (IDRC, 2020). 
Sharma (2014) suggest that ICT can facilitate communication between women entrepreneurs, allowing them to plan and take part fully in promotional activities for their commercial activities. Thus, this research intends to address the use of Information and Communication Technologies (ICT’s) for Promotion of Products among Women Entrepreneurs. 
1.2 Purpose of the Study

The use of ICT is crucial and arguably unique in allowing women entrepreneurs and their entrepreneurial owners to sharpen their strategies in order achieve success. Low cost producers aim to use ICT to exploit economies of scale in production to offer lower prices and maintain or maximize their profit margins (Porter's 2009). Thus, Information and Communication Technologies (ICTs) represents an enormous opportunity to introduce significant and lasting positive change across the developing World. 

According to Tavakoli (2013), the incredible rate of adoption of mobile phones and high-speed Internet is supporting a wide range of new economic activities, goods, and services, as well as offering practical solutions for problems relating to agriculture, health, education, and access to financial institutions, among many other issues. It is also facilitating both domestic and international trade.
The study was therefore aimed to assess the use of ICTs to promote products among women entrepreneurs. Thus the study enabled to show the challenges impeding the use of Information and Communication Technology (ICTs) for promotion of products, providing advantages of using ICTs for promotion of products and offering possible solutions regarding to the challenges.   
1.3 Statement of the Research Problem

Women’s constitute about nearly half of the entire World population, which means partial progress of a country is on women's shoulders (Devi, 2012; Rahman et al., 2013).

As of 2021, there are 3,970,238,390 or 3,970 million or 3.97 billion males in the world, representing 50.42% of the world population. The population of females in the world is estimated at 3,904,727,342 or 3,905 million or 3.905 billion, representing 49.58% of the world population. The world has 65,511,048 or 65.51 million more males than females (Oneill, 2022) 
Gender Ratio in the World in 2021 is 101.68 males per 100 females. There were more females than males until 1957. In the world, the males to females’ ratio have increased from 99.692 in 1950 to at most 101.704 in 2011. It is now expected to decline at 100.296 in 2100 (International Labor Organization, 2014). 

However, the top two most populous nations, China and India, have a marginally higher male population. Because of this, there are more men than women in the globe. If China and India's populations aren't included, there are more female than males throughout the rest of the world (United Nations World Population Prospects 2021).

In 2020, Tanzania's female population amounted to approximately 29.88 million, while the male population amounted to approximately 29.85 million inhabitants (Oneil, 2020).  

Noor et al., (2020) stipulated that women entrepreneurs are a potential motor for the economy to generate jobs and reduce poverty. In line with this, developing countries Worldwide are making strategies to upgrade women’s status since they are sometimes considered the most neglected group of society (Siddique, 2008).
Moreover, several studies (Adeoyae, 2010, Yusuph 2007 and Abedi, 2001) have concluded that ICT’s are one of the major factors put in place by businesses in gaining competitive advantage, As a result, Onyango et al,, (2014) in their study on ICT and the evident performance of micro and small enterprises by women entrepreneurs, concludes that there is an impact on the use and implementation of ICT’s to achieve the full business performance.
However, many Tanzanian women entrepreneurs have not yet incorporated ICT’s on promoting products (MIT, 2021). In order, therefore to achieve a competitive advantage, Porter (2011) advises that women entrepreneurs should look forward on using ICTs facilities to find the market of their product. This will enable them to achieve full potential competitively. 
Moreover, the literature and conclusions from the scholars (Abedi, 2001 and Porter, 2011) addressed that Tanzania women are still the marginal users of ICTs in promoting products. Consequently, other studies (Bučar, 2011 and Hengst & Henk 2013) depicts that ICTs is mostly used by young male entrepreneurs.
Thus, the study, therefore, focused on the use of Information and Communication Technologies (ICT’s) among women entrepreneurs in Mwanjelwa market, Mbeya Tanzania.
1.4 Research Objectives

The study was guided by general and specific objectives.

1.4.1 General Objective

The general objective of this study was to assess women entrepreneurs’ use of Information and Communication Technologies (ICTs) for promoting products in Mwanjelwa Market, Mbeya Tanzana. 

1.4.2 Specific Objectives

The study pursued four specific objectives which aimed to:

i. To examine the extent to which women entrepreneurs use ICTs in promoting products in Mwanjelwa market, Mbeya;

ii. To examine the technologies used by Mwanjelwa market women entrepreneurs and the uses of those technologies in promoting products;

iii. To assess the contribution of ICTs to the Mwanjelwa women entrepreneurs in promoting their products; and

iv. To identify the challenges impeding women entrepreneurs to use ICTs in promoting products and addressing possible solutions.

1.5 Research Questions 

In order to address the objectives a number of research questions were pursued, as follow;

i. What was the extent to which Mwanjelwa market women entrepreneurs use ICTs in promoting products?
ii. What were the technologies do the Mwanjelwa market women entrepreneurs use and the uses of those technologies in promoting products?  

iii. What was the contribution of ICT’s in promoting products among Mwanjelwa women entrepreneurs?  

iv. What were the challenges impeding women entrepreneurs and their solutions in the use ICT’s for promotion of products in their ventures? 

1.6 Significance of the Study

The study enables to look on the ICTs privileges which can create more opportunities for the women entrepreneurs that have been considered as a marginalized group.

Moreover, the study helps in women policies reformulation and amendments of some laws and regulations which are against the prosperity of women entrepreneurs. Consequently the study helps government, community and other stakeholders to look various ways of using ICT’s to the entrepreneurship promotion sector in this 21st century. The study is also in line with three theories which are Cassons Theory, Information literacy Theory and Social Cultural Theory. Additionally, the study act as a fuel for future researchers to carry out further studies on the same problem. Lastly the study provides additional knowledge on women entrepreneurs and the use of ICTs for promoting products.   
1.7 Limitations of the Study

During the study, the researcher faces some challenges such as: 

· Lack of support from the respondents, the researcher encountered poor cooperation from few respondents. Some respondents thought that a Researcher was from TRA. A researcher mitigates these challenges by requesting a Chairman of Mwanjelwa Market to introduce his research study to women entrepreneurs. Moreover a researcher used to show student identity card and a research permit to entrepreneurs who doubted a researcher. 
· Unreturned and unfilled questionnaires: Due to lack of competence and knowledge, some few respondents, didn’t complete filling of questionnaires.  

· Language: Most of the entrepreneurs were not conversant with English language. Thus, there researcher translated English to Swahili which was known to many entrepreneurs. 

CHAPTER TWO

  LITERATURE REVIEW

2.1 Introduction

A literature review is a report that evaluates researches that have been published in the literature that are relevant to the topic chosen; the review should describe, summarize, assess, and explain the literature. It ought to provide a theoretical framework for the study and assist you in determining the scope of your own research (Kombo, 2006).

Therefore a researcher selected a number of studies which were counterpart with researched topic.  In this chapter researcher reviewed the related journal, periodicals and books in order to get general idea about topic. Therefore, the researcher will conduct a Systematic Literature Review (SLR)

2.2 Definition of Key Terms 
Entrepreneurship is defined as "The spirit of challenge and adventure that commercializes the opportunities seized at risk," while Hisrich (2009) defined it as "The way of inferring, thinking and behaving focusing on overall approach and specific leadership based on the importance of recognizing the opportunities." Furthermore, Drucker (2014) defined entrepreneurship as the process of developing something new while taking risks on the financial, psychological, and social fronts in order to gain access to resources, find employment that one enjoys, and achieve independence. Timmons (2019 )
 Entrepreneurship can also be defined as the strategic planning and risk-taking conduct that leads to the creation of new opportunities for people or organizations. Entrepreneurs are risk-takers who move to pursue possibilities and circumstances that others may miss or who they may perceive as difficulties or threats (Isaga, 2012).

Digital entrepreneurship is defined as commonly understood to be the pursuit of commercial or financial opportunities based on the application of digital technologies. Digital enterprises are the resulting projects or businesses that create economic and social value for themselves or their communities, whereas digital entrepreneurs are the entrepreneurs that engage in digital entrepreneurship (Drucker, 2014).

Innovation: is the capacity to use innovative solutions to issues and chances to improve people's lives (Scarborough, 2008). In this context, creativity is defined as the capacity to generate fresh concepts and find novel approaches to challenges and possibilities. Entrepreneurial ventures depend on innovation, therefore this idea can relate to technological advancement, a new product or a new way to produce it, a new way to provide a service, a new way to advertise, distribute, or a new way to structure and manage the business (Nieman & Pretorius, 2004).
Information and Communication Technologies (ICTs): is a type of technology that manages connecting procedures for things like network-based control, broadcast media, smart building management systems, animations, and conduction systems.

In light of this, the word ICT has been given a number of different definitions. It typically involves technologies that share transmission lines, the management of telecom infrastructure, and the combination of these technologies. ICT is used to refer to all of the technologies that support communications in a fairly simple way (Jonalta, 2012)).

A product might be an object or a service. It could take on a physical, virtual, or cyber form. Every product has a cost associated with it, and each one has a price. The price that can be paid is determined by the product's market value, quality, marketing strategy, and intended audience. Depending on the nature of the product, every product has a finite life cycle and a useful life after which it needs to be redeveloped or re-invented (Martin, 2003).

Business Promotion All of the actions that end customers are exposed to in order to promote a product, variety, or service are referred to as the "whole package." The objective is to attract customers, increase awareness of a particular product, and encourage them to choose it over competing produced goods (Martin, 2003).
2.3 Overview 

The world community has seen significant changes as a result of the rapid expansion of information and technology. As a result of this technology, activities, employment, skills, knowledge, conventions, and requirements have changed and been impacted. Entrepreneurship has probably made a significant contribution to the quick transformation of these technologies, according to Hosseini et al. (2009). The emergence of digital entrepreneurship is a result of these technologies, which also have an impact on entrepreneurship. Information and communication technology (ICT) is a crucial instrument needed for entrepreneurial activity, according to this viewpoint.

Lucchetti and Sterlacchini (2004) underline that the early and prompt adoption of ICT in their operations was a key factor in the high growth rate in the US women economy during the 1990s, which saw increased productivity and employment for women entrepreneurs.

ICTs is the cornerstone on which the knowledge economy is built. The conclusions of Lucchetti and Sterlacchini that adequate ICT leveraging is a booster of economic growth for Women Entrepreneurs Worldwide are validated by Galloway and Mochrie (2005).

Recognizing the value of ICTs, the government of Tanzania has introduced transformation and approach to provide support for miscellaneous initiatives aimed at boosting the practice of these tools in various sectors. For example, the government has since 2003 indorsed and executed an ICT Policy framework which was then subjected to amendments in 2016. The policy stipulates that ICTs are a driving force for the realization of social-economic growth in all sectors (URT, 2016).

Therefore, Tanzania women like other women in the World have to embrace Information and Communication Technology (ICT) in promotion of their products in order to go along with the changing world and add value to their works. The figure below shows Uganda women conducting online business.        
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Figure 2.1: Young Womens entrepreneurs conducting online business in Uganda
Source: (VOA, 2017)
Hill and Scott, (2001) depict that “nowadays information technology has spread widely in society and is integrated into all aspects of life. In actual,  information technology is overseen as the engine driving wheel to move as employment caused intensification and adeptly change in economy and create a new kind of economic called the knowledge-based economy. 

The figure below vindicates this Scenario.  
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   Figure 2.2: ICT’s Based Economy
   Source: (Trivakoli, 2013)
Moreover, according to National Bureau of Statistics (NBS) Office of Tanzania, the women unemployment rate reached the highest record of 9.8 per cent in 2016. This was the value 0.6 per cent higher than the same rate in 2010. 

Most of the governments in the World agree that the business start-ups are the resolution for women unemployment. Moreover the government of Tanzania is also using much effort in developing the policies to stop the increase of women unemployment rate and create more jobs by instilling women  entrepreneurship and creating a positive atmosphere for business start-ups in this grave period of low economic growth. This method is important and also useful in maintaining steady economic and social growth (Hejazi, 2004).

Thus, Information and Communication Technology (ICT) represents massive opportunity to bring in significant and lasting positive change across the developing World. The quick penetration of mobile access in particular has resulted in extensive improvements in the lives of Women in both grassroots and urban areas. (Jafarinezhad, 2009). All verification substantiates that this tendency is going to continue, as the ease of use grows and the cost of access continues to turn down. 

Tavakoli (2013) wrote that the wonderful pace of penetration and uptake of mobile phone and broadband Internet is enhancing many new possibilities, products, and services; providing burst through thoughts in agriculture, health, education, and access to sponsorship; and helping local and international business. 

Additionally ICT provides new ways of interacting and lobbying, which transcends international borders, as shown by the role of mobile phones and the Internet in the waves of revolution that spread across Northern Africa in 2011. 

As for this transmission and Prosperity of ICT’s, International Non Governmental Organizations (INGOs) are, in theory, well positioned to influence how effectively and quickly ICT is employed to benefit the women entrepreneurs (Hosseini et al., 2009). However, Millions of Africans Women still offline as it is shown in the figure below.
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Figure 2.3: Millions of African Women still offline

Source: (DW, 2021) 
Thus, ICT is changing the scene whether we like it or not, and even with its somewhat unpredictable progress to date, the influence is increasingly thoughtful.
The relationship between ICT and entrepreneurship is shown in the diagram as follow; 

[image: image3.emf]
Figure 2.4: Relationship between Digital Revolutions and Entrepreneurship

Source: (Rahim, 2011) 

ICT has also triggered deep changes in promotion of products. Rahim, (2011) depict that due to the development of ICT many things can be performed more efficiently and with greater success. This is the reason why many people believe that ICT might be used as a tool for creating and developing women entrepreneurial knowledge. However, technology with the added benefit of the internet and various information and communication technology tools is increasingly becoming fundamental part of the East Africa women, Tanzanians women being among (Jafarinezhad, 2009).

Availability of mobile phones and the internet has shaped entirely new segment, accelerating to new companies and provided opportunity for women entrepreneurs and their business chain in Tanzania.
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 The figure below depicts clearly.  

Figure 2.5: The contribution of Mobile phone and the internet on promotion of products
Source: (Jafarinezhad, 2009)
2.4 The Importance’s of using ICTs in Entrepreneurship Sector

ICT can help Tanzania women entrepreneurs trounce barriers and constraints that are facing them as it help much on accessing information from different sources. ICT also helps on conducting business and monetary dealings, acquirering new markets, developing new dealings through conducting online meetings and pertaining knowledge and skills (Hill and Scott, 2011)

The access and use of ICT tools by women entrepreneurs is increasing, especially of mobile phones, computers, media and the internet (Stough, 2001) 

IMED (2010) found that some women entrepreneurs use advanced communication tools, specifically mobile phones, the Internet and email to share information with their business partners (e.g. exchange of product designs before placing orders) 

Nevertheless, one of the indisputable contributions is on the ways ICTs support business processes. manifestly, ICTs provide opportunities for coming up with enhanced and pioneering ways of going up markets and improving efficience (Grazzi & Jung, 2015) hence allowing businesses to diversities flourish in aggressive markets. 
Abedi (2001) has stipulated that “Information technology with various features and potentials have revealed extraordinary in the field of entrepreneurship”. As technology has impacted many issues such as learning, entrepreneurship indisputably has benefited well as other outcomes of this technology advancement.    

In general idea some of these features can be identified: Increase pace, improve correctness, and diminish the physical coverage of data repositories, remove administrative corruption, helping it possible to work full-time and allowing distance collaboration (Abedi, 2001).

From the late 20th century, dramatic changes in the world began, since then, information technology have been as a navigator and manager for all the new inventions of mankind, entrepreneurship in particular (Jafarinezhad, 2009).
This can further be expressed as follows;
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Figure 2.6: Transformation of ICTs on Entrepreneurship sector

Source: (Dariani, 2000)
2.5 Challenges Facing Use of ICTs among Women Entrepreneurs
In general, staged dynamics in the world began, since that time of information technology. Moghadasi, 2006 stipulate clearly that “the main problem of the optimal use of technology to promote entrepreneurship is access to the information”. Actually, one of the challenges of entrepreneurs is signify the quantity of content they face and acquire all the information. Therefore, we need a new approach in this arena (Hejazi, 2004).

Most of women entrepreneurs are not well enhanced internally to support and nurture the effective utilization of ICT to benefit their enterprises. They simply do not have the understanding, proficiency, or organizational capability needed. The use of information technology is often viewed as a thorny, awkward issue relating to their business challenges (Hannaway, 2019).

Moreover is important to note a noteworthy problem in sufficiently setting up and financing the use of Information and Communication Technology by women entrepreneurs. There are also gaps in terms of access, communication, and of course resources that NGOs and government have historically played notable role in addressing this challenges (Stough, 2001). 

On the other hand, there are multiple obstacles which continue to impede women entrepreneurs in Tanzania. These include; lack of adequate skills for applying ICTs in their business ventures, men find it easier to use ICTs tools because they can more easily find time to learn new ways of using their mobile phone and can more easily go to an internet café to use the internet as it is culturally more acceptable (Deogratius 2017).

 Moreover, in Tanzania women are engaging in informal, micro, low growth and low profitable activities and jobs, where entry barriers are low but price competition is severely. These include trade, food vending, tailoring, batik making, beauty salons, decorations, local brewing, catering, pottery, food processing and charcoal selling. Most WOEs sell their products in the local market, with only small percentages selling globally (Stough, 2001).. 
Nevertheless, despite the government’s support and reforms to encourage the adoption and application of ICTs in economic sectors, slow acceptance and implementation of these tools have been noted across the women business firms. For example, the usage of software has been found to be insignificant in all types of business firms regardless of their sizes. Divergently, the usage of Internet services to extend business operations has been recorded to be low in small size firms as compared to medium and large companies.  Recent studies shows that Tanzania is lagging behind compared to Kenya and other sub-Saharan countries in terms of ICTs diffusion and uptake in business (Cirera et al., 2016)

Jafari  (2009) vindicates that the pace of using ICTs  in promoting products is still at lower level due to lack of adequate skills on using it by technophobia entrepreneurs. Therefore, to ensure the survival and progress of Entrepreneurship, it is vital to adopt technologies and tools to gradually incorporate ICTs into the fabric and daily tasks.
2.6 Research Gap

 However, there is a scarcity of literature about the use of ICT for promoting products among women entrepreneurs as most of the books, articles, journals and research portray more on the use of ICT for general entrepreneurial sector. Therefore the topic is not researched enough especially in Tanzania setting. 

To date, there are very few studies (Cirera et al., 2016; Diyamett, Makundi and Mwantimwa, 2012) that clearly disclose the status of ICT usage to support promotion of products. In addition, the extent to which ICTs contribute towards business promotion among women entrepreneurs is still under debate and remains unanswered. Thus, the lack of clarity on this matter is an apparent need for more empirical studies.
2.7 Theoretical Framework 

Theoretical framework is the collection of interrelated ideas based on theories. It is a reasoned set of prepositions, which are derived from and supporting by data or evidence (Kombo & Tromp, 2006). In order to understand the total realm and conceptualize widely the problem as well as enhancing the objectivity of the study, it is worth going through different theories relevant to the study.   Theoretical framework enables a researcher to build his/her own house (research) (Baskarada, 2014). This study was guided by a number of theories as follow;

2.7.1 Computer Literacy-Related Subjective Theories

 The theory validate that age is the determinant factor of using technologies. The theory vindicates that age influence people’s technology adaption (Yoman, 2012). The fact that parents (mothers) recognize themselves not being as proficient in ICT compared to their offspring. Other side of recommendation may state publicly everlasting gap between Parents’ ICT aptitude level and their offspring cased by “natural” age disparity (Guo, Dobson, & Petrina, 2008). The proximity features between this theory and the study on hand is that usage of ICT among women entrepreneurs may be influenced by their age category. 

2.7.2 Socio-Cultural Value Theory

As far as this study is concerned, this theory of entrepreneurship development was propounded by Stokes (2001) He is of the outlook that throughout the era of financial transition, socio-cultural issues contribute a very paramount salient role. The physiological issue insists economic development by promoting entrepreneurship development. As of Stokes, ‘psychological thinking’ creates the way to entrepreneurial successfulness, but cluster produced value Matrix has important support towards attracting the entrepreneurship sector. This Theory is suitable for the study as it encourages that people or entrepreneur must comply with economic and social transition including Technology (Deakins & Freel, 2009)

2.7.3 Casson’s Theory 

Casson attempts to depict some of these entrepreneurial features and aspects that were narated by other giant authous. Casson accept that the entrepreneur will have different knowlege (Deakins & Freel, 2009). It is skills and knowledge that enables the entrepreneur to make decision on issues, to link minor resources.  . Casson’s view is near to that of Knight than for other writers (Deakins & Freel, 2009:7) in that he also believes that an entrepreneur operates within a set of technological curcumstances, by making comprehensive critical decisions they are capable to benefit from the prize of bearing jeopardy.   The relation between the theory and the research topic arise where Casson depict that advancement of technologies is accompaniment of entrepreneurship.

2.7.4 Shackle’s Theory 

According to Deakins and Freel (2009:7), Shackle’s entrepreneur is one who is originate and imaginative. Unlike Kirzner’s entrepreneur who thought, Shackle’s entrepreneur imagines opportunities, and each one has this inventive capability that is excised during prefernces. The role of uncertainty and deficient information remains important for the view of the role of the entrepreneur by Shackle (Deakins & Freel, 2009:7). It is ambiguity that provides availability of opportunities for some entrepreneur to think of opportunities for profit. Therefore there is a gigantic relationship between this Theory and the topic of the study as the theory clarifies that an entrepreneur needs to be creative and must use the opportunity (tools) that are available.

2.7.5 Schumpeter on Innovation Theory

Schumpeter provides a much more far-reaching perception of entrepreneurship than any other theories do. As of Schumpeter, the entrepreneur is the person to drive the economy and his/her activity is to create new inventions. He analyzed the entrepreneur as accelerator to social economic transformation who is a champion of creativity to the economy by initializing the production activities with newer and more proficient ones. Unlike Kirzner’s entrepreneur, Schumpeter’s entrepreneur is particular person who is presumed to be an innovator and one who brings about transformation by the invention of new technological activities which results to production (Deakins & Freel, 2009:4).  

 According to Schumpeter, an entrepreneur changes technological potentials, change gathering through innovative and processes and contribute to production. 

Therefore the theory relate to the study contextually as it shows only certain extra ordinary people have the ability to be entrepreneurs and they bring about extra ordinary activies (Deakins & Freel, 2009:4). 

2.8 Adapted Theories 

The researcher will employ some theories which seem to be relevant to the researched topic. These theories are; Computer Literacy-Related Subjective Theories, Socio-Cultural Value Theory, Shackle’s theory and Casson’s theory. Therefore, the mentioned theories will enable the researcher to understand the total realm and conceptualize widely the problem as well as achieving the objectivity of the study.

2.9 A Conceptual Framework 

According to Kombo and Tromp (2006), conceptual framework contributes to the formulation of the research design, and hence provides reference points for the discussion of research design and analysis of data. It is a summary of whole of whole idea about the research problem and its undertaking. It explains graphically or in a narrative form, the main thing to be studied, key factors, variables and the presumed relationships among them (Miles and Huberman 1994)

Therefore, Conceptual framework illustrates what a researcher expects to conquer throughout his/her study. It clarifies the applicable variables for the research topic. It also finds and draws out variables and how they might relate to each other. It is constructed before commencement of data collection. It is usually presented  in a illustration format.

Conceptual framework vindicates the expected cause-and-effect relationship, incorporating relevant variables that might influence that relationship. The conceptual framework is organized based on the above theories. 

Independent Variable                                  Dependent variables 
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Figure 2.7: Conceptual Framework
Source:  (Abedi, (2001)

CHAPTER THREE
RESEARCH METHODOLOGY

3.1   Introduction


This chapter depicts the methodology and procedures that were used in conducting the study. It was exclusively contain approach of the study, research design of the study, area of the study, population and units of analysis, sample size and sampling techniques. It also includes data collection methods, variables and their measurements, validity issues and data analysis methods. Additionally, it also shows how the research problem in chapter one and two was approached.

According to Kothari (2004), research methodology is ways to systematically the researcher solves the research problem. It may be understood as a science of studying how research is done scientifically.
3.2 Research Design

Mc Milan et al (1993) describe research design as the plan structures of investigation to be used in acquiring evidence to an answer.” According to Kothari (2004), research design can also be defined as the arrangement of conditions for collecting and analysis of data in a manner that aims to combine relevance to the research.

A research design essentially means the plan or approach of determining the research or as Hakim (1987) puts it “design deals mainly with aim, purposes, motives and plans within the practical constraints of location, time, money and availability of staff.

Research design bear imperative weight on the reliability of the results acquired. It then provides a solid base for the entire research. It is required just because it allows for the easily working of the many research operations. This let the research as efficient as possible by giving maximum information with minimum inputs of attempt, money and time (Kothari, 2004).

When someone wants to construct a car, he/she should have a appropriate design produced by skilled one. In a similar style, we need appropriate design or style just before data collection and analysis of the research topic. Thinking of style must be conducted carefully as even minor mistake might mess up the whole process of your entire plan.  Thus, the design enabled the researcher to organize his/her ideas, which helps to identify and fix some faults arises (Silverman, 2005).

In the best research design, all issues go together with each other in a systematic style. The theoretical and conceptual framework must with the research objectives and purposes. In a similar way, the data collecting method must fit with the research purposes, conceptual and theoretical framework and techniques of data analysis (Kothari, 2002).  

Therefore the research design helped the researcher to get best possible efficiency and reliability, reduce ambiguity, uncertainty and practical chaotic related to any research problem, it also helped the researcher to gather research issues and testing of theory, guide for giving research the right path, Gets rid of bias and marginal errors and ultimately the design provides an idea relating to the type of materials needed in terms of money, effort, time, and number of people. Therefore, the chosen design helped to draw valid and trustworthy conclusions.  
The following research designs were employed in this study. 

3.2.1 Case Study Design 
A case study design was used to depict the qualitative part of the study. A case study method is the most widely used method in academia for researchers interested in qualitative research (Baskarada, 2014). In qualitative research, case study is one of the frequently used methods (Yazan, 2015).  Typically case study was adopted as the researcher used a variety of evidence from different sources, such as documents, artifacts’, interview and observation. Therefore, a case study was employed by a researcher to answers ‘How?’ and ‘Why?’ questions. 
3. 2.2 Exploratory Survey Design

Exploratory design is a methodology approach that investigates research questions that have not previously been studied in depth (Michael, 2003). The use of ICT by Women entrepreneurs to promote their product has not been done in depth in Tanzania, specifically Mbeya setting. Moreover a survey design was principally based on a cross-sectional approach which assisted in studying every women entrepreneur as a unit of analysis covering the large geographical area. It was also used to measure individual attitudes and characteristics on the use of Information and Communication Technology in entrepreneurship. 

Yin, (2003) stipulate that the what and why questions of the study also required the survey design to be used. Additionally, exploratory research questions were prepared to enable a researcher to know more about a specific topic of the study. 
This helped a researcher to link ideas to know the groundwork of his analysis without adding any preconceived notions or postulation.

3.3 Research approach 

This section presents the research approaches and designs that were exploited in the study at hand. The study employed both qualitative and quantitative approaches. 

Qualitative research means to discover the underlying motive of human behavior and to analyses the various factors which motivate people to behave in what particular things (Barker et al., 2002).

Moreover, a qualitative research approach was used to understand concepts, opinions and experiences from women entrepreneurs. This was achieved by asking question that enable to gather in-depth insight about the contribution of ICT on Promotion of products (Hill and Wright, 2002). Additionally, Qualitative research approach also enabled to record what was seen, heard, or encountered in the area of study (Silverman, 2005). Thus, Qualitative approach is also influenced by the researcher’s motive of assessing closely ICT’s applicability on the Promotion of products among women entrepreneurs and to ask pertinent questions related to their particular modus operandi. Unlike Quantitative research approach which lay emphasis on objective measurements and the statistical, mathematical or arithmetical analysis of data composed via polls, questionnaires, and surveys, or by influence pre-existing statistical data using computational methods (Sanders et al., 2012).  Therefore, this approach concentrates on collecting numerical data and generalizing it by crosswise all respondents. Moreover this approach enabled to determine the relationship between variables.

3.4 Location and Setting of the Study

Area of the study simply refers to the actual place within which the research will be conducted. (Abbort, 2008; Bordens; 2011). In respect to this study, the research study was carried at Mwanjelwa Market Mbeya Tanzania. A researcher opted Mbeya region as it is assumed that women in the Mbeya Region are more entrepreneurial than women in the rest of Tanzania. Moreover, Mbeya Region has a lot of market but Mwanjelwa market is most wanted as many entrepreneurs’ especially women wants to conducts their business ventures at Mwanjelwa Market. Moreover the markets have a long history of entrepreneurial activity and therefore it is easier to get the valid and reliable data that can easily generalize the population. 

3.5 Population of the Study

Population of the study means the class, families living the city or electorates from which a researcher selects few questions that have to be answered (Kumar, 2005). In this study, the targeted populations were women entrepreneurs in Mwanjelwa market. The units of analysis were the key women entrepreneurs of Mwanjelwa Market, Mbeya Tanzania. (This is because Mwanjelwa market is the centre of all type of entrepreneurs and therefore it was presumed that Mwanjelwa women entrepreneurs (76) will be able to generalize this marginalized group on the use of ICT’s for promotion of their products. 

3.6 Sample Size and Sampling Techniques

A sample is a proportion of the entire population in statistics. You can use the data from a sample to develop presumption about a population as a whole (Abbort, & Bordens1991).

Sampling technique refers to method is used to obtain the sample. Sampling is also be defined as the process of sketching a sample from a larger population (Kothari, 2002).  In this study simple randomly and purposive sampling were used as sampling techniques. Simple random sampling selects a smaller group (the sample) from a larger group of the total number of participants (the population). It’s one of the simplest systematic sampling methods used to acquire a random sample (Whitney, 2007). 

The technique was used by a researcher as it relies on using a selection method that provides each participant with an equal chance of being selected, giving each participant the same probability of being selected. Since the selection process was based on probability and random selection, the end smaller sample were more likely to represent the total population and free from researcher bias. This technique is also called a method of chances (Yin, 2003).

Purposeful sampling also known as selective sampling is a sampling technique that qualitative researchers use to recruit participants who can provide in-depth and detailed information about the phenomenon under investigation (Tandon, 2013).

It is highly subjective and determined by the qualitative researcher generating the qualifying criteria each participant must meet to be considered for the research study (Wilkinson, 2004). Therefore, the researcher used this technique to opt some women entrepreneurs who were presumed to use ICT for promoting products. 

The Sample size of 76 respondents was used to obtain data. This sample was suitable to generalize the findings as the chosen sample cut across all categories of entrepreneurs. Moreover a researcher decided to choose this sample size because it was easily managed, get reached by within the stipulated period of time and handled with the budget available.       

3.7 Data Collection Methods  

Methods of collecting data shortly refer to the means used by the researcher to get data from the respondents in order to carry out a successful research (Patton, 2002). 

Before going to the main fieldwork a pilot survey was conducted between 07 and 15th July 2022 to test the adequacy and effectivenes of reseach instruments. Pretesting is normally done as preparation for the main study (Lazaro 2004).  

Preidentifying also helped to know whether the sampling frame and techniques were effective in obtaining the required information. This process provided an opportunity to enable field assistants for data collection and determine the sufficiency of resouces prepared for data collection. This was followed by a formal survey which was conducted between July and August 2022. Qualitative and quantitative data were collected from women entrepreneurs using Interview, Guided questionare and Direct observation. 

3.7.1 Primary Data 

Is a type of data that is collected by researchers directly from main sources through interviews, surveys and experiments (Patton, 2002). This  helped a researcher to know the real situation from the study settings. 

3.7.1.1 Questionnaires

According to Tandon (2013) questionnaire is a form or set of forms consisted of number of printed or typed questions in which the respondents are required to respond them and return to the researcher within the stipulated period of time. In order to collect primary quantitative data, questionnaires were provided to all planed respondents. Moreover, with questionnaire methods, the respondents provided the right answers without any fear since the researcher was not around. 

Thus, the study used structured questionnaires as the questions were constructed in advance with definite, concrete and pre determined questions. The questions were also presented with the same wording and order to all respondents. The respondents replied the set of questions limited to the sated alternatives and answers. Unstructured questionnaires were also employed in some questions. 

3.7.1.2 Interview 

Abbot and Bordens (1991) defines interview as a method of obtaining data by talking directly to the subject. The researcher used interview to get information from women entrepreneurs. The Interview was used to collect primary qualitative data of the study. The types of interviews which dominated the study were semi-structured and unstructured interview formats. A researcher used them to explore the view, experiences and attitudes of the respondents regarding the use of ICT’s by women entrepreneurs to promote their products.  

3.7.1.3 Observation Method

Boyce, B. R., &Boyce,J. I. (1989 ) defined Observation as the act of noting, remarking and recording some event directly as it occurs. The researcher used participatory observation since he was part and parcel of the day-to-day activities of women entrepreneurs.  Participatory observation helped the researcher to obtain sufficient information as it allows the researcher to view physically the way women entrepreneurs’ use ICT’s to promote products and thus weighing out the results.    

3.7.2 Secondary Data 
Secondary data is the one that have been already gathered by and therefore they are available from other information literature. Such data are cheaper and easily obtainable than the primary data and also may be available when primary data cannot be acquired (Yazan, 2015). Thus, the researcher also used secondary data collection from journals, reports and other published and unpublished documents to support the study by providing supplementary information.

3.8 Data Analysis and Presentation

Data analysis are the planned ways that are used by the researcher to analyze, evaluate and present data that has been collected by researcher from respondent (Abbort, & Bordens,1991). Data collected were analyzed and presented by charts, tables, figures and graphs. Analysis of data used a range of methods and or/ programme such SPSS 27th version of 2022, Microsoft Excel of 2007, descriptive analysis for qualitative descriptions as well as content analysis. 

Furthermore, the researcher included the simple classifications of data, distribution and the measures of dispersions. Content analysis was also employed by a researcher to analyze the content of something that uses quantitative measures of the frequency of particular elements. It was also used to measure the number of times that particular item appears. (Abbot and Bordens 1991)

3.9 Validity and Reliability

These are concepts that are used to evaluate the quality of research. They indicate how well a method, technique or test measures something. Reliability is about the consistence of a measure, and Validity is about the accuracy of a measure (Middleton, 2022). Thus the researcher employed these concepts by choosing appropriate methods of measurements, applying methods consistently and standardizing the conditions of the research.   
3.10 Ethical Consideration

Ethical consideration refers to moral, norms and principle that must be followed by a researcher when conducting his/ her study (Abbort, and Bordens1991). The researcher ensures respondents participate voluntarily; protecting respondent’s identities and also the researcher did not use force to obtain information from respondents. The researcher was able to put into consideration the following issues; to seek permission from Mbeya municipality for conducting the study in Mwanjelwa market as well as upholding the codes of conduct in that area of study. In nutshell a researcher adhered to ethical standards, protection of respondent’s right and possible trustworthiness of the study findings following ethical considerations of science. Numerous means was taken into account in ensuring ethical standard in the study. 
CHAPTER FOUR

ANALYSIS OF THE FINDINGS AND DISCUSSION OF THE RESULTS
4.1 Introduction

4.2 Demographic Characteristics of the Respondents

This subsection summarizes background characteristics of respondents. The important demographic characteristics of the respondents that influenced the use of ICT’s for promotion of products among women Entrepreneurs includes age, gender (women), education level and working experience of the respondents among other characteristics. 

4.2.1 Gender of Respondents

Table 4.1 indicates that 76 (100%) of respondents were female. This is because Women’s were the only targeted group. Their opinions enable to analyzing the relationship between ICT and Entrepreneurship.  However,  Achuora et al., (2012) observed similar findings in their studies that a total number of respondents were women who provided data on the use of Mobile phone to increase profit for young business women. 

Table 4.1: Gender of Respondents (n=76)

	       Gender
	Frequency
	Percent

	
	Female
	76
	100

	
	Male
	0
	00

	
	Total
	76
	100.0


Source: Filed Data, (2022)

4.2.2 Age of Respondents 


Table 4.2 showed that (3) 4% of the respondents were aged between 15-17 years, 37 (49%) were aged between 18-35 years, 25 (33%) were aged between 36-50 years, 11 (14%) were aged between 51 years and above. Moreover, the results above imply that, a large number of entrepreneurs are relatively younger and they are more likely to have a positive influence on use of Information and Communication Technology for promotion of products. The findings also are in line with Eyaa’s (2011) which revealed that, a large number of respondents of his study on “ICT and employment” were aged between 20-35 years.
Table 4.2: Age Ranges of Respondents (n=76)   

	  Age (years)
	Frequency
	Percent (%)

	
	15-17
	3
	4

	
	18-35
	37
	49

	
	36-50
	25
	33

	
	51 and above
	11
	14

	
	Total
	76
	100


 Source: Filed Data, (2022)

4.2.3 Education Level

The findings presented in Table 4.3 indicated that 19 (25%) respondents had completed standard seven education while 29 (38%) of all respondents had ordinary and high level education. Moreover 20 (26%) had Certificate and Diploma education while the rest 8 (11%) had bachelor degree and above level of education. 

From these findings, majority of the respondents had a lower level of education. This shortly implies that they can facilitate and influence lower undertaking of using ICT’s for promotion of products. Chimwani et al., (2014) had the same observation in his study on women participation on Economic sectors that, a large number of women had lower level of education. The implication of this scenario is that the level of education has an impact on the use of ICT’s for promotion of products.  

Table 4.3: Respondents Education Level (n=76)
	Education level
	Frequency
	Percent 

	
	Standard seven
	19
	25

	
	Ordinary  and high  level
	29
	38

	
	Certificate and diploma  level education 
	20
	26

	
	Bachelor degree and above   
	8
	11

	
	Total
	76
	100


Source: Filed Data, (2022)

4.2.4 Working Experience

Respondents were also asked t                                         WAo mention their working experience. The researcher wanted to gain an understanding of respondents’ knowledge and experience on using ICT’s for promotion of products. The results in Table 4.4 show that 14 (18%) respondents had an experience of less than 5 years, 23 (30%) had experience of 5 to 10 years, 25 (33%) had experience of 11 to 15 years, 8 (11%) had experience of 16 to 20 years and the remaining 6 (8%) had experience of 20 years and above. 

It was clearly revealed that a large number of respondents had experience of between 11 and 15 years which implied that, a substantial number of respondents had the necessary experience required for better understanding of using ICT’s for promotion of products. Similarly, Ombui et al., (2018) observed that a large number of respondents had reasonable years of working experience in entrepreneurship sector which assist in day to day on using ICT’s for promotion o  products.   

Table 4.4: Respondents Working Experience in Entrepreneurship Sector (n=76)
	Experience (years)
	Frequency
	Percent (%)

	
	Below 5
	14
	18

	
	5-10
	23
	30

	
	11-15
	25
	33

	
	16-20
	8
	11

	
	Above 20
	6
	8

	
	Total
	76
	100


Source: Filed Data, (2022)
Mwanjelwa Women entrepreneurs who have been in entrepreneurship sector for almost 16 years.  
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Figure 84.1: Women Working Experience 
Source: Filed Data, (2022)

4.3 The Extent of Using ICT’s Among Women Entrepreneurs 

The results indicated that only 7 (9%) use ICT at the semiannually interval, 14 (18%) normally use ICTs monthly, 18 (22%) they usually used ICT weekly, 20 (25%) mostly used ICTs every day and the rest 24 (32%) they didn’t use ICT at all.  Therefore the above data showed that some entrepreneurs were using ICT frequently while some of them were using ICTs infrequently and most of them were not using ICTs at all. The finding was in line with previous research that some business people involved ICTs while some of them ignore ICTs at all (Kurnia et al., 2015;Turban etal.,2008) 
Table 4.5: The Frequency of Using ICT’s Among Women Entrepreneurs (n=76)

	Duration 
	Frequency
	Percent    

	
	Daily use 
	20
	24

	
	Weekly use  
	17
	23

	
	Monthly 
	14
	18

	
	Semi annually 
	7
	9

	
	Not using them at all. 
	20
	26

	
	Total
	76
	100.0


 Source: Filed Data, (2022)
A woman who is using social media to promote her saloon service at Mwanjelwa Street. 
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Figure 94.2: The Contribution of Social Media on Marketing Service. 

Source: Filed Data, (2022)

4.4 Information and Communication Technologies Technical and /or Professional Qualification 

As the table 4.6 underneath assert, the majority of women’s entrepreneurs 71 (93%) responded that they didn’t have any professional qualification related to ICT’s knowledge while the minority 5 (7%) seems to have the ICT’s professional qualification. 

Table 4.6: Information and Communication Technologies technical and or / professional qualification (n=76)

	     ICT’s  Certificates          
	Frequency
	Percent

	
	Yes  
	5
	7

	
	NO 
	71
	93

	
	Total           
	76
	100.0


Source: Filed Data, (2022)
4.5 The Relationship Between ICT’s Professional Qualification and the Use of ICT’s for Promotion of Products Among Women’s Entrepreneurs.  

From the findings underneath, a researcher observed that there was proximity between ICTs professional and / technical skills and the use of ICT’s for promotion of products as most of women entrepreneurs 53 (70%) argued that there was relationship between them . However 9 (12%) of respondents responded that there was no relationship between this two issues and the rest 14(18) responded that they were in between (neutral). According to Ayyagari et al, (2007), this situation is aggravated by the fact that almost many entrepreneurs do not have any experience or knowledge of ICT’s and some of them are intimidated by technology, unfortunately only few of them  come from an ICT’s background.  

Table 4.7: The Relationship Between ICT’s Professional Qualification and the Use of ICT’s for Promotion of Products Among Women’s Entrepreneurs.  (n=76)

	Duration 
	Frequency
	Percent

	
	There is relationship  
	53
	70

	
	No any relationship
	9
	12

	
	Neutral
	14
	18

	
	Total
	76
	100.0


Source: Filed Data, (2022)
4.6 The Technologies that Mwanjelwa Market Women Entrepreneurship Used (n=76)

The findings beneath justified that 29 (38%) of women entrepreneurs used mobile phone as technological tool for promoting their products, this number is higher than any other category of use. However the study also justified that 17 (22%) women entrepreneurs were using both computers and Mobile phone to promote their products. Moreover, 6 (8%) of women’s entrepreneurs used only computer to promote their products. Additionally, 24 (32 %) of the total sample size were not using any technological tools to run their business ventures. This finding was in line with the study of Mobile phone used by young entrepreneurs which concluded that most of them prefer Mobile phone to other devices. (Peterson, 2013)

Table 4.8: The Technologies that Mwanjelwa Market Women Entrepreneurship Use (n=76)

	Type of Technological Tools 
	Frequency
	Percent

	
	Mobile phone
	29
	38

	
	Computer
	6
	8

	
	Both of them
	17
	22

	
	None of the above
	24
	32

	
	Total
	76
	100.0


Source: Filed Data, (2022)

4.7 The Platform Used by Women Entrepreneurs to Promote their Products (N=76).  

The results shows that 3 entrepreneurs (4%) used E-mail to promote their products, 14 entrepreneurs (18%) use Instagram,  23 entrepreneurs (30%) used WhatsApp, 12 entrepreneurs (16%) use Facebook while 4 entrepreneurs (5%) used all of the above platforms to promote their products and the rest  20 entrepreneurs  (26 %) were not using any platform to promote their products. The data above clearly depicted that most of the entrepreneurs used WhatsApp to promote their products and only few used different Platforms to promote products. 
Table 4.9: The Platform Used by Women Entrepreneurs to Promote their Products (n=76)  

	Platform
	Frequency
	Percent 

	E – mail
	3
	4

	Instagram
	14
	18

	Whats up
	23
	30

	Facebook
	12
	16

	Both of them
	4
	5

	None of the above
	20
	26

	Total
	76
	100


Source: Filed Data, (2022)

Women who is using face book to market her natural medicine and some vegetable which are considered to treat and procure some diseases.    
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Figure 104.3: The use of Face- book by young women entrepreneur to market natural medicine. 

Source: (Researcher, 2022)
 4.8 Areas of Applying ICT’s During Promoting Entrepreneurial Products 

The findings vindicated that some women entrepreneurs 7 (9%) applied ICT during selling of products, whereby 11(14%) used ICT’s during imposing of new products on the market, Some of them 13 (17%) used ICT’s during advertisements while some of Women’s entrepreneur 21 (28%) used ICT’s in all areas mentioned above and the rest of 24 (32%) responded that they were not applying ICT’s in any area of their venture. This showed that a lot of entrepreneurs used ICT’s at minimal standards and some of were not using it all. The findings is in line with Rosemary (2017) who clarifies that only few entrepreneurs are using ICT because most of them were not aware of the potentiality of ICT tools. This finding is also the same as what Kotelnikov (2007) found out that lack of skills as a critical obstacle to ICT’s adoption in Asia-Pacific.

Table 4.10: Areas of Applying ICT’s During Promoting Entrepreneurial Products (n=76)
	 Areas of applying ICT’s
	Frequency
	Percent 

	
	During selling of the products 
	7
	9

	
	 During introducing new products        
	11
	14

	
	 During advertisements of products     
	13
	17

	
	Both of the above  
	21
	28

	
	None of the above 
	24
	32

	
	Total
	76
	100.0


Source: Filed Data, (2022)

4.9 The Influence of Creativity in Using ICT’s for Promotion of Products. 

The findings below justifies that creativity of using ICT’s facilities has an impact on using ICT for promotion of products. The following were the responses; 13 women entrepreneurs (17%) responded that creativity enabled them to show what they had, 15 entrepreneurs (20%) said it enabled them to reach to the customers easily while 7 women entrepreneurs (9%) depicted that it enabled them to introduce new products on the market. Moreover the majority of respondents  (33) equivalent to 43%  depicted that  creativity of using ICT’s enabled them in all of the above mentioned aspects and rest 8 respondents (11%) portrayed that creativity could not impact the use of ICT’s for promotion of products among women entrepreneurs.   

Table 4.11: The Influence of Creativity in sing ICT’s for Promotion of Products (n=76)

	Duration 
	Frequency
	Percent 

	
	Showing what you have
	13
	17

	
	Reaching customers easily
	15
	               20 

	
	Introducing new products
	7 
	                9  

	
	Both of the above
	33
	               43

	
	None of the above
	8
	               11 

	
	Total
	76
	            100.0


 Source: Filed Data, (2022)
4.10 The Extent an Entrepreneur can be Successful during the Use of ICT’s Technology  

The findings below depicted that 41 (54%) of respondents argued that women entrepreneurs who were using ICT’s facilities to promote their products were very successful while 21 (27%) argued that they may be successful and 12 (16%) they were not so sure of whether they may be successful or not and the rest 2 (4%) responded that none of the mentioned possibility they may gain. Thus the data above vindicated that the women’s who were using ICT to promote their products become very successful in their business journey.

 Table 4.12: The Extent an Entrepreneur can be Successful During the Use of ICT’s Technology. (n=76)  

	The Extent of Successfulness 
	Frequency
	Percent   

	
	 Very successful   
	41
	54

	
	Successful
	21
	27

	
	Neutral
	12
	16

	
	None of the above
	2
	4

	
	Total
	76
	100.0


Source: Filed Data, (2022)
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Figure 114.4: Information and Communication Technology is paramount important for promotion of products (n=76).

Source: Filed Data, (2022)
The results above clarifies that 1 respondent (1%) disagreed that ICT’s is paramount important for promotion of products whereby 9 (12%) women entrepreneurs they were neutral on whether ICT’s was paramount or not. Moreover, 19 (25%) entrepreneurs agreed and the rest 47 (63%) entrepreneurs they strongly agreed that ICT’s is paramount important for promotion of products. Therefore the use of ICTs for promoting products can determine the successfulness of an entrepreneur. 
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Figure 4.5: Women Entrepreneurs are currently Depending Much on ICT’s to Promote their Products (n=76)

Source: Filed Data, (2022)

Women entrepreneurs were asked if their depended much on ICT’s to promote their products. The responses indicate that; 1 respondent (1%) strongly disagreed, 13 entrepreneurs (17%) they disagreed,  17 entrepreneurs (22%) they were neutral, 24 respondents (32%)  they agreed and rest of women entrepreneurs 21  (28%) they 
strongly agreed as far as the question was concerned.  The findings were in line with International Labor Organization (2014) which also found out that most of the entrepreneurs are depending much on ICT’s to promote their products. Moreover, most of those who disagreed were not using ICT in their business activities.
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Figure 124.6: Frequently Use of Social Media Platform may easily 

Promote products (n=76)
Source: Filed Data, (2022)

Women entrepreneurs were asked if frequently use of social media platforms may easily promote their products. The results highlight that 3 entrepreneurs (4%) strongly disagreed, 10 entrepreneurs (13%) they disagreed, 12 entrepreneurs (16%) they were neutral, 31 respondents (41%) agreed and 20 entrepreneurs (26%) they strongly agreed as far as the question was concerned. The findings were in agreement with Ayyagari et al., (2007)  that frequently use of Social network may market easily any unknown activity. 
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Figure134.7: Technologies Enable Women Entrepreneurs to Reach Remote Customers (n=76)

Source: Filed Data, (2022)
Women entrepreneurs were asked to pinpoint if technologies enable them to reach customers easily. The following were the response; none of the respondents responded to the category of  strongly disagreed, 3 entrepreneurs (4%)  depict that they disagreed, 9 entrepreneurs (12%) responded that they were neutral, 25 entrepreneurs (33%) indicated that they agreed and remained part of entrepreneurs 39 (51%) they strongly agreed with the above notion. Thus, most of them accepted that they usually used technologies to reach their targeted customers since some of their customers are living far away from their business promises. 
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Figure144.8: ICT’s May Help Women Entrepreneurs to Increase Sells. (n=76)

Source: Field Data, (2022)

The study’s findings concerning usage of ICT’s to increase sells were as follow; 3  women  entrepreneurs  (4%) strongly disagreed ,  4 women entrepreneurs (5%) they disagreed, 11 entrepreneurs (15%) they were neutral, 27 entrepreneurs (36%) they agreed and the rest 32 respondents (40%) they strongly agreed that with the use of ICT’s by women entrepreneurs increase sells. Therefore, many women entrepreneurs use ICT’s to expand their profit margin as they are able to interact with many customers from different areas.
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Figure154.9: The Use of ICT’s by Entrepreneurs Simplifies Work. (n=76)

Source: Field Data, (2022)
 The findings  depicted that 2 entrepreneurs (3%) strongly disagreed, 9 entrepreneurs (12%) disagreed, 18 respondents (24%) were neutral, 27 respondents (36%)  they agreed and 19 entrepreneurs (25%) strongly agreed as far as the questions was concerned. The findings are in line with (Deogratius, 2013) that some women entrepreneurs used ICT’s to reduce the burden of their working activities, they did so by advertising easily what they have, and they don’t need to go every angle to physically market what they have. 
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Figure164.10: Role of ICT’s for Identifying New Products on the Market (n=76)
Source: Filed Data, (2022)
The findings justifies that 6 (8%) women entrepreneurs strongly disagreed, 11(14%)   women entrepreneurs disagreed,  14 (18%) women entrepreneurs they were neutral, 26 (34%)   women entrepreneurs agreed that with ICT’s they found  easily to identify and introduce the new products on the market. Consequently the rest 19 (25%)  women entrepreneurs strongly agreed that ICT enable entrepreneurs to identify new products on the market. Thus the above results indicate that promotion of products via ICT’s enable women entrepreneurs to scrutinize the newly products on the market which may further attract their targeted customers as their always seeking for new version and fashion. 
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Figure174.11: ICT’s Enable Entrepreneurs to Deliver Service Timely (n=76)

Source: Filed Data, (2022)
The findings before show that 1 entrepreneur (1%) strongly disagreed, 2 entrepreneurs (3%) disagreed, 9 respondents (12%) they were in between (neutral), 26 respondents (34%) agreed with the issue and the remained 38 entrepreneurs (50%) strongly agreed with the matter. The results shows that only few women entrepreneurs were unable to use ICT’s to deliver services timely while most of them argued that with the use of ICT’s they can communicate easily with their customers while some of them can even use ICTs facilities and privileges to deriver the requested products easily.  
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Figure 184.12: ICT’s Enable Entrepreneurs to Innovate New Services (n=76)

Source: Filed Data, (2022)

The findings depicts that 6 respondents (8%), strongly disagreed, 11 respondents (14%) they disagreed, 14 respondents (18%) were neutral, 24 respondents (32%) they agreed while 21 respondents (28%) strongly agreed. Only minimal percent of women entrepreneurs showed that they were unable to use ICT’s facilities to create new items while most of them clarified that with the aid of ICT’s facilities they were able to learn new ideas and create new products which becomes easily promoted as always customers were looking at something new. Moreover some of them argued that in order to easily promote their products; they always used ICTs skills to add value on the readymade products. 
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Figure194.13: ICT’s May be Used to Design an Advertisement that May Reach Customers Easily (n=76)
Source: Filed Data, (2022)
The results show that 2 respondents (3%) strongly disagreed, 6 respondents (8%) disagreed, 2 respondents (3%) were neutral, 26 entrepreneurs (34%) agreed and the remained part of respondents 39 (52%) strongly agreed. Most of women entrepreneurs recommended that with the help of ICT’s facilities and programmes, they were able to design some advertisements which bared important notification about their products which eventually were shared to the customers. The results above highlighted that most entrepreneurs used ICT in certain areas in their business operation. Therefore, ICT’s could be treated as an essential tool that influences business success.
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Figure204.14: Promotion of Products via ICT’s is not Expensive than Using Traditional Methods (n=76)
Source: Filed Data, (2022)

The findings indicate that 2 women entrepreneur (3%) strongly disagreed, 6 women entrepreneurs (8%) disagreed, 2 women entrepreneurs (3%) they were in between (neutral), 26 women entrepreneurs (34%) agreed and the remained part of respondents (39) which is equivalent to 52%  strongly agreed with the issue on concern. In consequence, this implied that with the use of technologies, it is easily to reach a lot of customers with minimum effort and maximum comfort as the technological tools are at their finger tips; it is a matter of pressing a button. Therefore, the minority thought that the use of ICT’s was expensive as compared to the use of old means for promotion of products.  
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Figure 214.15: Before ICT’s Epoch Entrepreneurs were Promoting their Products Smoothly (n=76).  
Source: Filed Data, (2022)
The findings justified that 19 entrepreneurs (25%) strongly disagreed, 15 entrepreneurs (20%) they disagreed, 24 women entrepreneurs (32%) they were neutral, 7 women entrepreneurs (9%) they agreed and the rest 11 entrepreneurs (14%)  they strongly agreed. The finding before justify critically that during the epoch of traditional methods for promotion of products, the exercise of promoting products was stiff as compared to this era of technological advancement. It was revealed that some women entrepreneurs were awaiting their customers at their business sites because the medium of channeling some advertisement were minimal as compared to those of today. Thus, before ICT’s era, the process of promotion of products was not smoothly. 
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Figure224.16: Reasons for Failure to use ICT’s Among Women to Promote their Products (n=76)
Source: Filed Data, (2022)

The results on figure 4.16 validate that 0 entrepreneurs (0%) strongly disagreed, 2 women entrepreneurs (3%) disagreed, 6 women entrepreneurs (8%)  were on middle-of-the-road (neutral) while 23 women entrepreneurs (30%) agreed and 45 women entrepreneurs (59%) strongly agreed that some women’s entrepreneur fails to use ICT’s to promote their products because they didn’t have sufficient technological tools. Thus, the lack of advanced technological tools impedes women entrepreneurs to promote their products effectively as most of respondents responded that with analogy tools, it was a bit harder to advertise their products.     
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Figure234.17: An Academic and Professional Qualification May Influence the Use of ICT’s (n=76)

Source: Filed Data, (2022)

The results justifies that 2 women entrepreneurs (2%) strongly disagreed, 7 (women entrepreneurs (8%) the disagreed , 14 entrepreneurs (16%) were neutral, 29 women entrepreneurs (34%)  agreed and the rest 34 women entrepreneurs (40%) they strongly agreed with the matter on concern. Thus, the above results justifies that an academic or professional qualification has an impact on the use of ICT for promotion of products and therefore women entrepreneurs with high  education level are likely to use ICT’s facilities than those  with lower academic qualification.   
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Figure244.18: The Price of the Bandwidth Influence Promotion of Products    among Women Entrepreneurs (n=76)
Source: Filed Data, (2022)

The results indicate that 1 women entrepreneur (1%) strongly disagreed, 3 women’s (4%) disagreed, 10 women’s (13%) were  impartial, 26 women’s (34%) agreed and the remained  36 women’s  entrepreneurs (48%) strongly agreed that the price of the bandwidth influence promotion of products among women entrepreneurs. These results showed that the price of bandwidth was very high as many of entrepreneurs failed to utilize some social media for promotion of products. Therefore bandwidth prices were also a bottleneck toward maximum usage of ICT’s for promotion of products.  
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Figure254.19 Young Women Entrepreneurs are More Likely to Use Technologies than any other Age Category (n=76 ).  
Source: Field Data, (2022)
The findings on figure 4.19 show that 9 women entrepreneurs (12%) strongly disagreed with the matter as far as it is concerned, 17 entrepreneurs (22%) disagreed, 20 women entrepreneurs (26%) were not taking sides (neutral), 18 women entrepreneurs (24%) agree and 12 women entrepreneurs (16%) responded that strongly agreed that young women entrepreneurs were more likely to use technologies than any other age category. Moreover most of them replied that the youths were very energetic and their the generation of technological era that’s why they were interested in using ICT’s for promotion of products while some of respondents presumes that young entrepreneurs are have that courage of using technologies than the aged and older one. 

Figure264.20: Creativity is Very Crucial in Using ICT’s Tools for Promotion of Products (n=76)

Source: Filed Data, (2022)
The findings show 1 women entrepreneur (1%) disagreed, 4 entrepreneurs (5%) were nonaligned (neutral) while 27 entrepreneurs (36%) they agreed and 44 entrepreneurs (58%) strongly agreed that creativity is very crucial in using ICT’s tools for promotion of products. The findings justified that using ICT’s tools for promotional activities needed entrepreneurs who were very creative on using some apps that enable to integrate with the general community. Jackson (2007) also confirms that being clever on using ICT’s technologies will make your business competitive. 

  Figure274.21: Necessity of Using ICT’s Tools for Promotion of Products every Day (n=76)

Source: Field Data, (2022)
The findings depict that 2 women entrepreneurs (3%) strongly disagreed with the affair, 5 entrepreneurs (7%) they disagreed with the matter, 14 women entrepreneurs (18%) were dispassionate (neutral), whereby 29 entrepreneurs (38%) agreed and 26 women entrepreneurs ( 34%) strongly agreed that it is necessary to use ICT’s tools for promotion of products every day. Thus, reaching a number of customers needs an entrepreneur to use ICT’s every day as the experience of those who are frequently using it shows that they become successful. 

According to Jackson (2007), entrepreneurs who used emerging technologies such as VoIP and mobile technologies were significantly ahead of others. Jackson (2007) also confirms that implementing ICT’s technologies for promotional activities tends to make a company more competitive.

Mwanjelwa women entrepreneurs who are using ICT’s every day 
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Figure284.22:Women entrepreneurs who are using ICT’s every day in Mwanjelwa market.

Source: Filed Data, (2022)

Figure 4.23: Type of people that can use ICT’s in promoting their Products (N=76)

Source: Filed Data, (2022)
The results on Figure 4.22 shows that 15 women entrepreneurs (20%) strongly disagreed, 22 women entrepreneurs (29%) disagreed, 17 entrepreneurs (22%) were nonaligned (neutral), 13 entrepreneurs (17% ) agreed and the least 9 entrepreneurs (12%) strongly agreed that only extraordinary people may apply ICT’s in promoting their products. This revealed that the use of ICT’s for promotion of products can be applied by any person as long as is capable of using ICT’s facilities. 
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Figure294.24: Challenges faced by Women in using ICTs for Promotion of Products (n=76)

Source: Field Data, (2022)
Respondents were asked to raise their concern on whether the issues of gender had an impact on the use of ICTs. The findings substantiate that 19 women entrepreneurs (25%) strongly disagreed, 15 entrepreneurs (20%) disagreed, 24 entrepreneurs (32%) were on middle-of-the-road (neutral), 7 entrepreneurs (9%) agreed and 11 women entrepreneurs  (14%) strongly agreed that it was very difficult for women’s to adapt the use of ICT’s in the promotion of products. The results above substantiates that there was narrow proximity between the use of ICT’s and the issues affiliated to gender as most of women entrepreneurs vindicated that their able to use ICT’s tools for promotional activities.                        

Figure304.25: The Price of ICTs Tools Affect Promotional Activities (n=76). 

Source: Field Data, (2022)
Respondents were asked to give the response on how the price of some ICTs tools like Mobile phone, computers and other supporting software and or/ programmes affected effective utilization of ICT tools.  The following were the responses; no any entrepreneur who was against the statement, only 1 entrepreneur (1%) disagreed, 7 respondents (9%) were neutral, 27 entrepreneurs (36%) agreed while a number of 40 entrepreneurs (54 %) strongly agreed that the price of ICT’s tools/facilities  has an impact on the extent of using ICT’s for promotional activities.  As Duncombe and Molla, (2009) have highlighted that many entrepreneurs fails to use Technologies because some of ICTs are very expensive.  
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Figure314.26: Influence of Training on the Use of ICT’s for Promoting Products and its Influence among Entrepreneurs (n=76).   

Source: Field Data, (2022)

The results on figure 4.26 show that 3 entrepreneurs (4%) strongly disagreed, 5 entrepreneurs (7%) disagreed, 9 entrepreneurs (12%) were in between, 24 respondents (31 %) agreed and a number of 35 (46%) strongly agreed. The results justify that training on the usage of ICTs for promotion of products among women entrepreneurs could influence the magnitude of use, whereby most of  them responded that training can maximize the usefulness. Moreover, this is in agreement with Ayyagari et al., (2017) who found out that one of the barriers to successful ICT adoption by entrepreneurs in developing economies, Tanzania being one of them is lack of requisite knowledge of ICTs, coupled with challenges in finding useful impartial advice.
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Figure324.27: The Internet Service Provider Should Extend the Network Service so as to Reach to the Grassroots Areas (n=76).  

Source: Field Data, (2022)
The results show that 6 entrepreneurs (8%) strongly disagreed, 8 entrepreneurs (10%) disagreed, 13 entrepreneurs (17%) were nonaligned, 21 entrepreneurs (28%) agreed and 28 entrepreneurs (37%) strongly agreed that internet service providers should do whatever means necessary to improve the internet connectivity as some them listed that there was network traffic on some areas something which impede the usability of ICT’s for promoting products. 

This finding agreed with the study findings by Wangwe (2016) who found out that more than 20% of Tanzanian entrepreneurs had a computer and/or telephone, fixed or mobile phone. This means that the basic technologies were somehow in place but Internet connectivity and mobile technologies still needed to be increased. The entrepreneurs recognized that technology was an important part of their clients' lives, which means that it becomes important for their businesses too. Most interviewed entrepreneurs said that their businesses were impacted by ICT’s in some way.
CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1 Introduction

This chapter presents summary, conclusion, areas for further research and makes recommendations.

5.2 Summary 

The general objective of this study was to assess the use of ICTs for promoting products among women entrepreneurs in Mwanjelwa market, Mbeya Tanzania.  

The first specific objective of the study was; to examine the extent to which women entrepreneurs use ICTs for promoting products in Mwanjelwa market Mbeya. In respect  to this objective, the study found out that there was low usage rate of ICT’s facilities as many entrepreneurs do not have initial capital to acquire and develop ICT’s facilities, some of them are missing experience or knowledge of ICT’s while others are fearing technology, unfortunately only few of them came from an ICT’s background. 

The second specific objective was to examine the technologies that Mwanjelwa market women entrepreneurship use and the uses of those technologies in promoting products. Under this objective the study found out that women entrepreneurs were using Face-book, WhatsApp, Instagram, Twitter, Website, Radio and Televisions for promoting their products. However, it was also depicted that most of those entrepreneurs preferred to use WhatsApp program to promote their products and only few of them used other different Platforms as mentioned before.      

The third specific objective was to assess the contribution of ICTs in promoting products among Mwanjelwa women entrepreneurs. The findings revealed that entrepreneurs who were using ICTs for promoting products were far better than those who didn’t use ICTs facilities as those who were using ICT’s clarified that with the use ICTs facilities they were able to reach remote customers, simplifies promotional activities and increase sells among others. Thus, ICTs has helped them to stand out from the cloud and climb the tree of which others have failed to do so. Consequently few entrepreneurs clarified that with the aid of ICT’s programmes they were able to learn new ideas and create new products which becomes easily promoted as always customers were looking for something new. This helped them to concur the market. 

The fourth specific objective was to identify the challenges impeding women entrepreneurs to use ICTs for promoting products and address possible solutions. Through this objective researcher revealed that the lack of advanced technological tools impeded women entrepreneurs to promote their products effectively as most of respondents responded that with analogy tools, it was somehow harder to advertise their products. Moreover, some respondents were unaware of the importance of using ICT’s tools as they vindicated that they had never used any program and/or platform to show what they had.  Consequently the price of bandwidth was also notable as one among of the bottleneck that impeded the use of ICT’s facilities for promoting products.   
 Thus, the findings revealed that there was a need of improving internet accessibility and lowering the price of bandwidth and other ICT’s tools like mobile phone and computers. Some respondents went further and depicted that the Televission and Radio Medias should also lower the prices of advertisements to provide a room for many women entrepreneurs to advertise their products. The study also recommended that the government and non government organizations should provide regular training on the use of ICT’s by entrepreneurs. Moreover the government and NGO’s should also review and develop some policies to improve the status of women who had been considered as a marginalized group.        

5.3 Conclusions 

The pace of technological change has revolutionized the way entrepreneurs interact and do business. This, is very similar on what was observed to some women entrepreneurs who were using ICT’s at Mwanjelwa market Mbeya Tanzania as some of them adopt ICT’s usage in various business tasks including communication with suppliers, vendors, retailers, sellers, customers and other parties. 
Moreover, Mwanjelwa women entrepreneurs cannot run away from ICT’s, whoever wants to succeed in business must use ICT, because it has no boundaries, especially from the marketing side as it provide a wide range of opportunities  and act as a driving force to boost business venture.  

Furthermore, it was also contextualized that the entrepreneurs who have invested in ICTs have been exploiting it to be ahead of their competitors. 

 Fortunately, little number of women entrepreneurs thought that ICTs does not add any competitive advantage in the marketing side. However the majority believes that ICT’s does add value in the marketing side. 

However, it was revealed that Mwanjelwa women entrepreneurs should take advantage of various emerging technologies like of Mobile phone which have at least enabled to fix the fault as the use of Mobile phone with 4G or high speed networks has increased. This is a market arena which the entrepreneurs could be utilizing, whether for marketing aims or for producing products or services. 

Consequently, women entrepreneurs play a great role in the World economy: they contribute to the GDP and reduction of unemployment rate, specifically in the less developed nations. Many governments around the World have been pushing women entrepreneurs to adopt ICTs in order for them to survive in the knowledge economy. The Tanzanian government hasn’t an exception on this agenda. The need for entrepreneurs to adopt ICT’s is inevitable. 

5.4 Areas for Further Study 

Further researcher will have to investigate critically on how the special group are using ICTs to promote their business venture. Consequentially the future researcher should also investigate the contribution of government and nongovernmental organizations on improving entrepreneurship ICTs skills. Moreover, the upcoming research scholar should also focus on the use of ICTs for promotion of products in the grass root areas.    

5.5 Recommendations of the Study Findings   

Some entrepreneurs are not using ICT’s at all. Therefore the Government should hire knowledgeable staff that would be responsible for training entrepreneurs and provide consultants on ICTs issues.

Many entrepreneurs prefer to use mobile phone to promote their products, because they thought that other devices are very expensive. Therefore financial service providers and Women Associations should periodically meet with women entrepreneurs and sort out the low usage of some ICTs tools by providing affordable loans and equipping them.  

The Government and other institutions like BPWI, IAW, MBDA, AWS, AWS, WAMA, FWA and AWSP should support prosperity of women in ICTs environment. 
Some entrepreneurs were not aware of the importance of using ICTs for promotion of products. Therefore, there should be the use of broad-based media to share information and enterprise related skills to increase usage rate of ICTs to promote products.

Many entrepreneurs vindicated that the issue of gender is no longer a challenge of using ICTs. Thus women like any other group can use ICTs facilities to promote their products. Therefore there should be good women policies that govern the general community regarding the use of ICTs for promoting products. 
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APPENDICES
Survey Questionnaire

Dear Respondent 

They call me Atulinda Kabigumila, I am pursuing Masters of Library and Information Management at Open University of Tanzania. I am conducting a study on “The use of ICT’s for Promoting products among women Entrepreneur in Mwanjelwa market Mbeya Tanzania”. Compassionately take a few minutes of your time and fill all questions in the questionnaire provided. Kindly be guaranteed that information provided in this questionnaire is genuinely for academic purpose and therefore would be treated with extreme CONFIDENTIALITY. Moreover the information you provide will benefit our national as well as different institutions and or/organizations with important to be used to influence national policies and guidelines that influence the use of ICT’s in entrepreneurship. Thus the researcher is requesting Please attach any relevant documents available. Circle the number against the appropriate answers in cases where these choices 1,2,3,4 and 5 are provided and put a (√) mark on the best option to the spaces in different tables. In cases where space is provided, write your answer in that space. 

Part A: Background Information of Respondents

1) i. Interviewing date …………………Region…………………

ii. Area of your business…………………………..

iii Age range in years ……………………………

iv. Gender of respondents:           Female (   )   

i. Type of business/entrepreneurship ………………………….

2. Are you the sole owner of this business entity?
i. Yes 

ii. No 

3.  Level of education attained by respondents: (Tick/fill the appropriate part) 

i. Primary School                            (     )

ii. Secondary School                       (     )

iii. Certificate                                  (     )

iv. Diploma                                     (     )

v. First degree                                 (     )

v. Postgraduate degree                    (     )

vii. None                                         (     )

vi. Others specify ……………………………..

Part B: Entrepreneurship Competence and Experience 

Please put a [√] mark/fill on the best option among many on each option that suits your opinion.

4.  Business working experience (in number of years) 

i. Below five (5) years 

ii. Five (5) - ten (10 ) years 

iii. Eleven (11) - fifteen (15) years 

iv. Sixteen (16)-  twenty (20) years 

v. Twenty one (21) and above 

vi. Others specify ………………………………..

5. Does your working experience enhance the use of Information and Communication Technologies?  

i. Yes            (     )  

ii. No             (     )

iii. Neutral      (     )

6. Did you receive any Information and Communication Technologies training? 
i. Yes                              (    )

ii. No                                (    )

7. If the answer is yes in question (5) above, at what interval do you receive?

i. Semi annually                      (    )

ii. Annually                              (    )  

iii. Once after two years           (    ) 

iv. Two years and above          (    )

v. Others specify……………………………..

8. Do you have any Information and Communication Technologies technical and or /professional qualification?

i. Yes                      (     )  

ii. No                       (     )

Part C: Usage of Information and Communication Technologies

 Put a [√] mark on the best option among many on each question that suits your opinion.

9. How many times do you use Information and Communication Technologies?
i. Daily                             (     )

ii. Weekly                          (     )

iii. Monthly                        (     )

iv. Yearly                            (     )

v. Not using them at all      (     )

vi. Others specify ……………………………

10.  Which ICT’s tools do you use to promote your products 

i. Mobile phone                      (     )

ii. Television                           (     )

iii. Computer                            (     )

iv. Radio                                  (     )

v. E- board advertisements       (     ) 

vi. Others Specify ………………………………

11. Which Social media do use for promotion of products?

i. What ‘up                                (     )

ii. Instaragm                               (     )

iii. Face book                               (     )

iv. Twitter                                    (     )

v. E-mail                                      (     )

vi. Both of them                             (     )

vii. Others specify ……………………………

viii. Provide any reason for your option above ………………………..

12. When do you apply ICT’s technologies? 

· During selling of the products                      (     )   

· During acquiring new products                     (     )   

· During advertisements of new products         (     )      

· Both of the above                                         (     )

· None of the above                                        (     ) 

· Other specify………………………………….…

· Provide any reason for your option above ………………………………..

13. Which programme do you use to design any advertisement of your products? 

i. Microsoft power points     (    )

ii. Microsoft excel                  (    )

iii. Microsoft word                  (    )

iv. Microsoft Publisher            (  )

v. Microsoft picture manager (   )

vi. Both of them                      (    )

vii. None of the above              (    ) 

viii. Other specify………………………………..                     

ix. Provide any justifiable reason (s) for your option above ………….......

  14. To what extent an entrepreneur can be successful during the use of ICT’s technology  

· Very successful                   (     ) 

· Successful                           (     )    

· Neutral                                (     )

· Both of the above                 (     )

· None of the above                 (     )

15. When you’re creative in using ICT’s for promotion of products, you can easily do the following;

· Showing what you have                          (     )

· Reaching customers easily                       (     )

· Introducing new products                         (     )

· Both of the above                                     (     )

· Other specify…………………………….......                             

CONTRIBUTION OF ICT’S FOR PROMOTION OF PRODUCTS

 Tick according to your level of agreement with the following information which relates to the contribution of ICT’s for promotion of products among women entrepreneurs. Use rating scale of 1-5, where 5=strongly agree, 4=agree, 3=neutral, 2=low disagree, 1=strongly disagree 

	S/N

16 a

B
	DESCRIPTION
Information and Communication   Technology is paramount important for promotion of products.  

Give reasons for your response above 


	1
	2
	3
	4
	5

	17 a

b
	Women entrepreneurs are currently depending much on ICT’s to promote their products.

Give reasons for your choice in 17a above 
	1
	2
	3
	4
	5

	18 a

b 
	Frequently use of social media platform may easily promote products.

Give reasons basing on your response in 18a above
	1
	2
	3
	4
	5

	19 a

B
	ICT can enable to create more employment opportunity

Provide reasons for the choice in 19a above 
	1
	2
	3
	4
	5

	20 a

B
	Technologies enable women entrepreneurs to reach remote customers.  

Give reasons that support your choice  in 20a above 
	1
	2
	3
	4
	5

	21 a

b 
	ICT’s may help women entrepreneurs to increase sells.

Provide any reason for your choice in 21a above 
	1
	2
	3
	4
	5

	22 a

B
	The use of ICT’s by Entrepreneurs simplifies work.

Give reasons based on your response in 22a above 
	1
	2
	3
	4
	5

	23 a

B
	ICT’s enable entrepreneur to identify new product on the market.

Give reasons to support your choice on 23a above 
	1
	2
	3
	4
	5

	24 a 

b
	ICT’s enable  entrepreneurs to deriver service timely

Give reasons to support your choice on 24a above
	1
	2
	3
	4
	5

	25 a    

b 
	ICT’s enable entrepreneurs to innovate new services.

Give reasons to support your choice on 25a above
	1
	2
	3
	4
	5

	26 a

b
	ICT’s may be used to design an advertisement that may reach customers easily.

Provide reasons based on your preferences in 26a above.
	1
	2
	3
	4
	5


USAGE, CHALLENGES AND SOLUTIONS OF USING INFORMATION AND COMMUNICATION TECHNOLOGIES FOR PROMOTING PRODUCTS 

Likewise tick according to your level of agreement with the following information which relates to the usage, challenges, and solutions of Information and Communication Technology (ICT’s) for promotion of products. Use rating scale of 1-5, where 5=strongly agree, 4=agree, 3=neutral, 2=low disagree, 1=strongly disagree 

	S/N

27 a

b
	DESCRIPTION
An academic and professional qualification may influence the use of ICT’s 

Give reasons to support your choice on 27a above
	1
	2
	3
	4
	5

	28 a

B
	Some women fail to use ICT’s to promote their product because they didn’t go to school.  

Provide reasons to support your preference on 28a above
	1
	2
	3
	4
	5

	29 a

B
	Before ICT’s epoch entrepreneurs were running their business smoothly.  

Give reasons based on your choice above in 29a above
	1
	2
	3
	4
	5

	30 a

B
	Promotion of products via ICT’s is very expensive than   using traditional methods.  

Give reasons based on your choice above in 30a above 
	1
	2
	3
	4
	5

	31 a

b
	Some women’s entrepreneur fails to use ICT’s because they don’t have sufficient technological tools.

Give reasons based on your choice above in 31a above
	1
	2
	3
	4
	5

	32 a

b
	The price of the bandwidth influence promotion of products among women entrepreneurs.

Provide reasons to support your preference on 32a above
	1
	2
	3
	4
	5

	33 a

B
	Young women entrepreneurs are more likely to use technologies than any other age category

Provide reasons to support your preference on 33a above
	1
	2
	3
	4
	5

	34 a

b
	Women’s who are above 40 years are using ICT’s than those who are under 40 years.

Provide reasons to support your preference on 34a above
	1
	2
	3
	4
	5

	35 a

b
	Creativity is very crucial in using ICT’s tools for promotion of products.

Provide reasons to support your preference on 35a above
	1
	2
	3
	4
	5

	36 a

b
	It is not necessary to use ICT’s tools for promotion of products every day.

Provide reasons to support your preference on 36a above
	1
	2
	3
	4
	5

	37 a

b
	Only extraordinary people may apply ICT’s in promoting their products.

Provide reasons to support your preference on 37a above
	1
	2
	3
	4
	5

	38 a

b
	Only extraordinary people may apply ICT’s in promoting their products.

Provide reasons to support your preference on 38a above
	1
	2
	3
	4
	5

	39 a

B
	It is very difficult for women’s to adapt the use of ICT’s in promotion of products.

Provide reasons to support your preference on 38a above
	1
	2
	3
	4
	5

	40 a

b
	Lack of money for buying internet bandwidth is one among of the challenges that is hampering the use of ICT’s for promotion of products.  

Write any reason that justify your preference in 40a above 
	1
	2
	3
	4
	5

	41 a

b
	Some women entrepreneurs fail to use ICT’s tools because they cannot afford to buy technological tools. 

Write any reason that justify your preference in 41a above 
	1
	2
	3
	4
	5

	42a

B
	Creativity is very crucial in using ICT’s tools for promotion of products.

Write any reason that justify your preference in 42a above
	1
	2
	3
	4
	5

	43 a

b
	It is not necessary to use ICT’s tools for promotion of products every day.

Provide justifiable reasons for your preference in 43a above
	
	
	
	
	

	44 a

b
	Only extraordinary people may apply ICT’s in Entrepreneurship.

Provide justifiable reasons for your preference in 44a above
	1
	2
	3
	4
	5

	45 a

b


	It is very difficult for women’s to adapt the use of ICT’s in promotion of products

Write any reason that justify your preference in 45a above 
	
	
	
	
	

	46 a

b
	The price of ICT’s tools affect promotional activities 

Provide justifiable reasons for your preference in 46a above
	1
	2
	3
	4
	5

	47 a

b
	Training on the use of ICT’s for promoting products may influence more usage among entrepreneurs.   

Briefly give reasons based on your choice in 47a above 
	1
	2
	3
	4
	5

	48 a

b
	The internet service provider should extend the network service so as to reach to the grassroots areas.

Briefly give reasons based on your choice in 48a above
	1
	2
	3
	4
	5
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