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ABSTRACT

This study aimed assessed Facebook platform efficacy in promoting youth start-up in selected wards in Dodoma Region, Tanzania. Specifically: to explore how effective Facebook Marketing is in promoting youth start-ups, to examine the different ways youth use in finding correct customers through Facebook, to explore people’s perception and attitudes towards youth start-ups advertisement through Facebook and to examine challenges that youth face when using Facebook for start-ups.  This study used both qualitative and quantitative approach and led by a cross-sectional research design. The sample size of the study was 100 respondents and quantitative data collected through questionnaire were analysed by means of descriptive statistics, while qualitative data collected through in-depth interviews and documentary review were analysed by means of thematic analysis. The findings indicated that the vast majority of respondents used social media platform, agreed that social media platform was convenient and ease of access, cost effective, and simple. Moreover, lack of experience on the use of social media marketing was a challenge to the youth in Dodoma. It was concluded that social media has great effectiveness in marketing promotions in youth start-up business. Furthermore, findings have shown that lack of expertise in Facebook marketing plan was among the challenge’s youth faced that hindered their start-up adverts through Facebook platform. It is recommended that to start-up owners on social media in business messages should identify clearly the potential customer. Furthermore, the government and public sector should collaborate in order to empower youth start-up owners through training and workshop to gain experience.

Keywords: Facebook, social media, social media efficacy, youth start-up.
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 CHAPTER ONE

INTRODUCTION

1.1
Chapter Overview TC "1.1 Chapter Overview" \f C \l "1" 
This study is on the assessment of social media efficacy in promoting youth start-ups in Dodoma Tanzania. This first chapter of the research proposal describes the backgrounds to the study, statement of the problems, objectives of the study that includes both main objectives and specific objectives and research questions in accordance with the objectives of the study. The chapter also describes the significance of the study, physical and thematic scopes.

1.2
Background of the Study

Globally, social media has today reshaped the way people interact and communicate with each other (Ebrahim, 2020) and in 2020 there were 3.6 billion users in total throughout different social media platforms (Statista, 2021). Today, it is estimated that at least half the world, or 3.9 billion people use social media. This statistic is an 11 percent increase from 2019 and a significant increase from 2016 when the number was 2.07 billion people, for example, in China, 1 billion people used social media, 467 million in India, 246 million in the United States of America, 152 million in Brazil, 167 million in Indonesia and 106 million in Russia (Digital,2024).  
According to (Digital, 2024), since the inception of social media, Facebook platform has been the most popular platform worldwide since today the platform has 2.85 million users and overall, the average person spends 135 minutes a day on social media and Facebook gets the most of that time. In 2012 Facebook was home to 54 percent of social media users worldwide, by 2021 Facebook had 69 percent of the world’s social media users, while by January 2024 there were 2.83 billion people used Facebook platform, for example, in India, 378.05 million, in USA, 193.8 million, in Indonesia, 117.6 million, while in Brazil there were 110.9 million people using platform as their means of communication (Bolks and Motz, 2024).

However, according to (Theresia, el al., 2020), youths’ population in sub-Saharan Africa is growing up rapidly by more than 60 percent, leading to the demographic dividend Nearly one third of the population in this region are young adults, and it is projected that by 2050, this age group’s population will double to about 561 million. In tandem of that, (The Citizen Newspaper of the 24th August, 2017) asserted that the growing number of youth population in African countries makes them at risk of unemployment since they are three times likely to be unemployed compared to adults’people or non-youth population.  Literatures according to (The Citizen Newspaper of the 24th August, 2017) further suggests that the youth unemployment rate in Africa is extremely high averaging over 20 percent across the continent. For example, Nigeria in 2021 youth unemployment rate accounted 19.61 percent equivalent to 11.9 million, south Africa 63.9 percent equivalent to 3.3 million, Kenya 17.3 percent equivalent to 1.4 million. In in the case of Tanzania it was reported that about 60 percent of the unemployed people were youth.   In addition, (Matsh, 2023) posited that in some countries it is high as 70-80 percent, while only formal wage sector accounts for less than 20 percent.

The extent of youth unemployment that has caused high poverty rate among them has necessitated most youth in African countries to find other avenues of survival such as initiating and establishing either formal or informal start-ups scattered across retailed trade, such as restaurant, fast food, agriculture, clothes vending and other services sectors (Matsh, 2023). Despite the fact that start-ups establishment have employed many youths, there is no scientific evidence of greater diversification of youth operating start-ups or business into different sectors that are currently under represented or away from over traded sectors such as retail in Africa (Aloyce,2022). Literatures suggest that the silence of data on diversification of youth operating start-ups or business into different sectors is due to its informal operations which makes it difficult to have clear data about these initiatives (Aloyce, 2022).

On the other hand, literatures on youth employment shows that the majority of youths are self-employed in both pretty and big business activities, not because they like these activities but because they do not have other alternatives. As the result they do not apply innovative  skills and knowledge in social media advertisement, financial resources management, social media use technical competence, problems resolution skills, they do not reflect to realities and critical reasoning , interpersonal and effective communications and have inadequate self-disciplines, coordinating skills and capabilities to translate thinking into action so as to make sustain their business as the result, most of their business  die  natural deaths (   Barber , 2019 ). To complement this, the (Global Entrepreneurship Monitor Report (GEMR) (2017) has stipulated that around 90% of micro and small enterprises do not stay long to attain maturity.  The lucky ones that go more than a year, less than 60 % stay to the fifth year of their operation. 

According to (Morrison et al., 2003), any entrepreneurial activity’s success depends on detailed ways of adverting, intentional and motivational of the person engaged in that business so as to attain the expected outcome. In tandem to that, (Wambua, 2018) argued the advancement of small businesses need compact stocks of knowledge and advertising skills for ongoing improvement and innovation necessary for businesses successes. To adapt to the entrepreneurial arena, youths need systems that give them courage of progress of transferable skills, broader advertisement skills through social media since today’s businesses across the world highly depend on how the businesses owners use social media as the advertisement platforms.  
In addition, (Wambua, 2018) posited that the successes and operations of many start-ups are the results of social media and e-commerce technologies in nowadays lives. The principal reason is that internet including social media platforms such as; Facebook, Instagram, LinkedIn, and several others offer the view of familiarity and closeness with virtual interaction (Wambua, 2018). Literatures according to (Belga et al.2019), nowadays generation, is more and more getting driven with the use of social media. Through these kinds of social media platforms interactions, the product consumer, might easily be reached and be given data on the products or services they need since consumer preferences is dynamics, complexes and varies with times and the sole persuading tool is advertisement (Belga et al. 2019). 
In this way, businesses and marketers are to collect multiple data on the trends and happenings of nowadays that show the interest of their target’s markets. This means that the efficacy of social media marketing strategies like the use of digital advertisements can trigger the customer to react to the product or service being offered since consumer socialization theory foresees that interaction and communication within consumers affects their mental, emotional, and behavioural attitudes (Brown, 2018).  On the other hand, (Sungura, 2021) argued that despite that social media platform provide high interests among users and youths in particular, multiple literatures have revealed that in comparison to youths’start-ups, social networking sites are becoming avenues where big enterprises, companies or forms extend their marketing campaigns to a wider range of consumers hence leaving most youth start-ups stagnant.

According to (Holy, 2013), social media have progressed from only the provision of platforms for people to stay in contact with their families and friends to location where a consumer might learn more on their favourite firms and the products the firm sell. In addition to that, since the emerging of technological progress into human life that brought in existence social media network, the way of buying has also changed. Social media networks nowadays give marketing tools to connect a consumer to online business as the commercial market place has expanded beyond the traditional brick-and mortar to a global shop front that is accessible to billions of users via the social media platforms such as; Facebook, Twitter, LinkedIn, YouTube, Google, and other networking platforms for blogging, and podcasts (Loretta, 2017 and Lamminen, 2018).  
Literatures suggest that in 2020 alone, according to (Gitaine, 2021), over 3.6 billion people were using social media worldwide, a number projected to increase to almost 4.41 billion in 2025. For example, according to Facebook executives (2017), the number of monthly active users surpassed 1.9 billion in March 2017, while according to (Abby, 2023), 200 million businesses worldwide in 2020 used Facebook’s business tools, and most of them were small businesses and 93% of marketers used Facebook to advertise their businesses, compared to 78% who used Instagram. 

Literatures in Tanzania, according to (TCRA, 2023) suggest that there have been 21 million internet users in Tanzania at the start of 2023, when internet penetration stood at 31.6 percent.  In addition, (Abby, 2023) further suggest that Tanzania was home to 4.90 million social media users in January 2023, equating to 7.4 percent of the total population. Data published in Meta’s advertising resources indicates that Facebook alone had 3.80 million users in Tanzania in early 2023, while Facebook Messenger reached 1.09 million users in Tanzania in early 2023. In 2024 Tanzania was home to 5.65 million social media users in January equating to 8.3 percent of the total population. A total of 67.72 million cellular mobile connections were active in Tanzania in early 2024 with the figure equivalent to 99.0 percent of the total population. Facebook had 69.09 % users, Instagram 13.24 percent %, YouTube 6.44 percent %, Twitter 5.12 %, Pinterest 5.59 % and LinkedIn had 0.32 % (URT, 2024).

Despite the fact that Facebook platform acts as promoting business tools is a well-researched topic, it has only been studied through experimental and theoretical research.  The studies the current researcher has gone through never precisely described the efficacy in promoting youth start-ups targeting Facebook Platform. In reviewing the rich multi-disciplinary literatures regarding this topic, it has become clear that studies are focusing on describing what social media platforms is as well as examining what factors affect consumer behaviour relative to social networking. Despite the initial progress made by researchers, development in this area of study has been limited. The current researcher is carried out this study in order to expand by providing a deeper understanding of the long-term social media promotional efficacy youth start-ups obtain from Facebook platform. This study is a formalized to progress beyond theorized or predicted outcomes in order to gain knowledge of real-life applications of youth start-ups. This study touches upon the gaps that currently exist within social media platforms researches and points out the need for future studies.

1.3
Statement of the Problem

Literatures show that despite the fact that communication within the supply chain becomes effective with the use of social media that quicken the communication system, most youth start-ups owner do not use the platforms to advertise their businesses due to lack of skills and knowledge of doing so (Paul, 2023).  As a result, according to (Carlos,2023) many youths today use social media platforms such as; Instagram, X and Facebook as avenues of pleasure such as promotion of sexual desires, holding debates on football and music.

While, according to (Nelson, 2021) giant entrepreneurs whose business have ventured around the world still take advantages in advertising their businesses through social media, most developing countries’ youth start-ups remain behind in this juncture (Nelson, 2021).In tandem of that, (Carlos, 2023) argued that despite the fact that social media is dominant in the increasing of new start-ups established among youth in Tanzania, still it remains unclear how Facebook as a platform impact youth start-up. Myriads of studies have been carried out on the relationship between entrepreneurship and social media but there are scanty studies in the area of youth start up with focus on Facebook platform. The current researcher aimed at bridging this knowledge gap.

1.4
Objectives of the study TC "1.4 Objectives of the study" \f C \l "1" 
The objectives of this study are as described below:

1.4.1
Main Objective of the Study TC "1.4.1 Main research Objective" \f C \l "1" 
The main objective of this study was to assess Facebook platform efficacy in Promoting Youth Start-up in selected wards in Dodoma Region, Tanzania.

1.4.2
Specific Research Objectives TC "1.4.2 Specific research objectives" \f C \l "1" 
The following specific research objectives support the general objective:

i. To explore how effective Facebook Marketing is in promoting youth start-ups in selected wards in Dodoma region in Tanzania

ii. To find out the different ways youth use in finding correct customers through Facebook in selected wards in Dodoma region, Tanzania

iii. To explore people’s perception and attitudes toward youth start-ups advertisement through Facebook in selected wards in Dodoma region, Tanzania

iv. To examine challenges that youth face when using Facebook for start-ups in selected wards in Dodoma region, Tanzania.

1.5
Research Question TC "1.5 Research question" \f C \l "1" 
The study was guided by the following research questions:

i. How effective was Facebook Marketing in promoting youth start-ups in selected wards in Dodoma region, Tanzania?

ii. What were the different ways youth use in finding correct customers through Facebook in selected wards in Dodoma region, Tanzania?

iii. What were people’s perception and attitudes toward youth start-ups advertisement through Facebook in selected wards in Dodoma region, Tanzania?

iv. What challenges did youth face when using Facebook for start-ups in selected wards in Dodoma region, Tanzania?

1.6  Significance of the Study TC "1.6 Significance of the study" \f C \l "1" 
The findings of this study if used will highly be significant in the following areas:

Academic: academically, the findings of this study will act as the reference to other researchers who will be interested in carrying out studies on the related topic. 

Policy: The findings of this study if used will help policy makers and the ministry of industry and communication redesign strategies focusing on social media with regard to Facebook and its use in helping youth start-ups in Tanzania to venture.

Youth starter Ups: The findings of this study if well used by youth engaging in small emerging business will help them understand the real significance of Facebook adverts in business arenas and will help them make positive decision to opt for Facebook.

1.7  Scope of the Study TC "1.7 Scope of the study" \f C \l "1" 

 TC "1.7.2 Thematic scope of the study" \f C \l "1" 
The thematic area of this study was Facebook platform and it was chosen due to the fact that around two thirds (63.2 percent) of Facebook users also share media on the platform, whether that is on their own profiles or elsewhere. this is followed by keeping informed as it is estimated that more than 57 percent of active Facebook users are on the platform to stay up to date with the latest news and events.

1.8
Definitions of Key Concepts TC "2.2 Definitions of Key Concepts" \f C \l "1" 
1.8.1
Social Media TC "2.2.1 Social Media" \f C \l "1" 
This compound word has been defined by (Safko and Brako, 2009) as an instinctual need of humans to communicate with others in a two-way communication process via a form of media with these individuals, and is highly effective tool for customer service, business to business (B2B), and internal communication. According to (Holly, 2013) in addition argued that social media cannot be understood without first defining Web 2.0: a term that describes a new way in which end users use the World Wide Web, a place where content is continuously altered by all operators in a sharing and collaborative way. Furthermore, (Kaplan and Haenlein, 2010) asserted that social media is much more to do with what people are doing with the technology than the technology itself, for rather than merely retrieving information, users are now creating and consuming it, and hence adding value to the websites that permit them to do so. 

1.8.2
Facebook TC "2.2.2 Facebook" \f C \l "1" 
According to (Rebecca and Benjamin, 2022), the social platform Facebook was created in 2004 by Mark Zuckerberg originally designed for college students. The concept however according to (Rebecca and Benjamin, 2022), the concept Facebook is referred as a social networking site that makes it easy for person to connect and share with family and friends online.

1.8.3
Start-ups TC "2.2.3 Start-ups" \f C \l "1" 
According to (Rebecca and Benjamin, 2022), start-ups are young companies founded to develop a unique product or service, bring it to market and make it irresistible and irreplaceable for customers. 

1.9
Organisation of the Study TC "1.9 Structure of the research proposal" \f C \l "1" 
This study is structured in the following manner: Background to the problem. This chapter highlights the introduction to the study, the background to the study, statement of the problem, research purpose, research proposal main objective, specific objectives, Significance of the study, scope of the study, limitations and delimitations and delimitations. Literature review comprised definitions of key compound words and concepts, theoretical framework which discusses the theories that guided the research; related literature reviews from various scholars; conceptual framework, empirical literature review as well as knowledge gaps, which research methodology   defines and justifies the qualitative research methodology that will be used to answer the research questions. 
The chapter substantiates the use of qualitative and quantitative research methods to collect data from participants and the reasons for sampling in terms of selecting participants. Population size as well as the sampling methods that was used are discussed in this chapter. It further demonstrates how data were collected and analysed. Finally, ethical considerations are outlined.  The presentation, analysis and discussions of findings and the summary of findings, conclusion, recommendations and areas for further studies followed.

CHAPTER TWO TC "CHAPTER TWO" \f C \l "1" 
LITERATURE REVIEW

 TC "LITERATURE REVIEW" \f C \l "1" 
2.1
Introduction TC "2.1 Introduction" \f C \l "1" 
The chapter two of this research proposal is divided into three segments namely: theoretical review; the empirical literature reviews from various scholars; conceptual framework as well as knowledge gaps.

2.2
Theoretical Review TC "2.3 Theoretical framework" \f C \l "1" 
2.2.1
Social Capital Theory
There is much debate about what exactly is meant by the term social capital (Camil, 2017). In the context of social media framework, it is taken to mean the social resources upon which people draw in pursuit of their relationship objectives (Camil, 2017).  These resources are developed through the following:

i) Networks and connectedness, between individuals including youth start up owners with shared interest. This increases people’s trust and ability to work together and expand their access to wider institutions, such as civic bodies. 

ii) Membership of more formalized groups which often entails adherence to mutually –agreed or commonly accepted rules, norms and sanctions. This would help youth start up owner to conform to their respective communities’ rules. When the customers and youth start up owners are already linked through common norms and sanctions, they may be likely to form new organizations or strong society to shape policies.

iii)  Relationship of trust, reciprocity and exchanges that facilitates co-operation, reduce transaction costs and may provide the basis for informal safety nets among youth start up owner and their business customers.

According to (Celeste, 2012), the term social capital was introduced as a component of sociological theory in education by James S. Coleman in 1988.  According to (Celeste, 2012), social capital is a productive resource for individuals created through their interactions and relationships with others. Coleman used the concept of social capital to describe the impact of parent-child relationships and community-child relationships on the academic achievement of children in public and private schools. In his study of 4,000 teenagers, Coleman found that students who maintained strong, supportive, and active relationships with their parents and/or community were less likely to drop out of high school than students without these relationships.  These results demonstrated the profound effect that social capital (relationships) has on human capital (education). 

Social capital theory suggests that “just as physical capital and human capital facilitate productive activity, social capital does as well”. As applied to this study, social capital theory holds that Facebook usage may influence the business achievement of youth start-ups. This is so because online social networking builds social capital, human capital, physical capital and financial capital thus, providing youth with the strong, supportive, and active relationships they require to achieve business sphere. The current researcher is with the assumption that the number of groups an individual belongs to on Facebook may, in some cases, indicate a broad field of interest for such a person, a desire to follow a variety of different areas and activities, the need to learn more, to participate in current events etc. 

All this can stimulate leadership qualities, creativity, the need for achievement, and innovation, and may also contribute to a positive attitude towards entrepreneurship. The number of friends on Facebook can indicate a person’s engagement, their readiness to make new acquaintances, to communicate more, as well as the desire to be up to date, follow events and participate in them. It is obvious that such attitudes and thinking may in turn have a positive impact on some dimensions related to entrepreneurship, such as: leadership, creativity, achievement, and innovativeness. Both of these items have a positive effect on the dimension of substantive norm. This is logical, since the number of groups and friends on Facebook certainly creates a greater sense of support from colleagues, friends and family, both in general terms and in terms of starting their own business.

Social capital theory has been criticized by (Kant,2019) who argued that networks that are limited in outlook or scope, working at cross purposes or are isolated from collective interest of the society, can be counter –productive in a society, which hinders development.  In addition, the theory has been criticized by (Kant, 2019) by arguing that potential downsides of social media theory include:  fostering behaviour that worsens rather than improving economic performance, acting as a barrier to social inclusion and social mobility and dividing rather than uniting communities or societies.

2.3
Reviews of Related Literature

2.3.1
Empirical literature

Empirical studies regarding this current particular study in Tanzania was limited as the result, the researcher used other studies of the similar topic in order to supplement the literature of this study. 

2.3.1.1
Effectiveness of Facebook in Marketing

The necessity of Facebook for promoting business is noted on both provisions of awareness and the power of social network interactions. According to (Cardoso, 2021), 4 among 10 social media users purchase products the item has been shared on the most favoured social network platform such as on Twitter, Facebook, or Pinterest. In addition to that, (Cardoso, 2021) argued that more than 29 percent of people who shared products through Facebook evidenced have shown customers were able to start purchase the product within 24 hours.  (Abby,2023) suggested that 200 million businesses worldwide in 2020 used Facebook’s business tools, and most of them were small businesses and 93% of marketers used Facebook to advertise their businesses, compared to 78% who used Instagram. (Cardoso, 2021), previously also argued that marketing experts suggests that social media especially Facebook platform is an effective way for small businesses to connect with customers and build a brand for affordable cost.

The experience according to (Cardoso, 2021), have shown that consumers of services were able to purchase the products even after some few weeks later after adverts via Facebook.  Marketing experts suggests that social media is an effective way for small businesses to connect with customers and build a brand for affordable cost. (Shaibu, 2022) pointed out that, the influence of Facebook in generating income among youth not only minimize frames hiring cost, but it also reduces unnecessary cost of employees’ incentives and social services bills but also its offers user-friendly accessibility of services among consumers as this relationship pave a two-way communication between vendors and consumers.  According to (Abel, 2020) in his book on ‘’Facebook, how it matters to Youth ‘’ asserted that some youths have become more creative and some of them own fashion pages on Facebook due to its affordability and being largely liked by or followed by women as the most item consumers as compared to men. In addition to that, (Abel, 2020) further argued that youths owning Facebook pages find easy to market and sell their products as the platform attracts even people who are of low classes such as poor people, uneducated and unprofessional.

In addition, according to (Abdul, 2018) in support of (Abel ,2020) argued that African population is mostly populated by youths who represent more than 60 percent and have a major role in contributing to African country’s economies when engaging in entrepreneurial activities. Youth advert and sells through Facebook platform might highly add to this impact. (Abel, 2020) added that once youth connect to social networks as a means of business, they build customer relationships, increasing brand recognitions and abilities to persuade the service consumers to purchase the products that finally affect positively the consumer in one hand, the youth and the country in the other hand.  
In addition to that (Abel, 2020) paradoxically further argued that youths in Africa are far back with regard to business advert through Facebook and other platforms since for them the platforms have become their avenues of searches of fiancées, music and football issues debates as a result, Facebook is being wrongly   used by many youths and only a messenger percentage of them use Facebook skilfully as well as effectively as a marketing tool for their start-ups. 

(Maur, 2019) in this perspective conducted a study with the aim of analysing and determining the effectiveness of Facebook as an advertising medium. The study described the effectiveness of Facebook as a medium to advertise and how it correlated with the benefits derived. According to (Maur, 2019), a survey was carried out on university students who regularly come in contact with Facebook advertising through their mobile phones and computers. The findings of the survey showed that there was a very strong relationship between effectiveness Facebook advertising and benefits derived. According to the findings of the survey, Facebook helped in describing and promoting new products in such a way that it created or enhanced brand images across cultures and markets. The survey recommended that it could be essential that business owners understand Facebook and the strategies behind using social media advertising for growing their business especially the ones targeted.

(Syed, et al, 2021) in the same perspective argued that social networking sites especially Facebook is being increasingly used by marketers to conduct online promotion activities. Despite being the most important online marketing tool these days, many companies have begun thinking how utilizing social network. According to (Syed, et al. 2021), Facebook could help in appealing customers’ attention and construct a profitable relationship with prospective people. During their study that the objective was to examine social network Facebook marketing predictors which help marketers to predict customers purchase intention, Syed etal. (2021) proposed a conceptual framework and they tested it with the cross-sectional data gathered from 300 students who used social network Facebook with the help of questionnaire. According to (Syed,et al.2021),the study empirically confirmed that social network Facebook marketing predictors purchase intention. In the same way, interactivity and information content have been found to have substantial impacts on performance expectancy. Moreover, performance expectancy has been shown to have a significant impact on customer ‘s purchase intention. The results also revealed that performance expectancy while partly mediating the relationship between interactivity and customer purchase intention. The findings of structural equation modelling supported the validity and reliability of the study model.

Moreover, (Rozina, et al., 2021) argued that the emerging usage of Facebook advertisement is altering the business world in reaction to the consumer’s need and desires. Facebook platform enables marketers to promote their brands in more tailored and customized way. According to (Rozina,et al. 2021), Social media advertisement is considered as a fresh edition for the business promotion which globally the firms are implementing as their marketing practice.(Rozina,et al.2021)conducted a study with the purpose of investigating the impact of Facebook advertisement in consumer purchase intention. the study has investigated the roles of Facebook advertisement in developing the brand image and the brand equity which in turn influences consumer to buy the brand.  The key findings of the study showed that Facebook advertisement has significant impact on brand image and brand equity, brand image and brand equity both significantly impact purchase intention and brand equity mediates the effect of brand image on purchase intention.

2.3.1.2
Ways of Finding Correct Customers through Facebook

According to (Genk, 2022), every brand on Facebook is on Facebook for one reason – to eventually get more businesses. Getting more business from Facebook means different things to different types of businesses and different ways to find correct customers. (Abel, 2020) argued that once youth connect to social networks as a means of business, they build customer relationships, increasing brand recognitions and abilities to persuade the service consumers to purchase the products that finally affect positively the consumer in one hand, the youth and the country in the other hand. (Ezra, 2019) also asserted that youth start-up initiatives are the abilities of youths to sense, shape and coordinate internal and external situations through different ways for the detection and exploitation of possibilities or opportunities.

According to (Genk,2022), creating authentic relationships and content that speaks to one’s ideal client over a long period of time helped people get to know the real the business owner and associate him/her with his/her niche. In addition, (Jesus, 2017 and Abdus, et al., 2021) previously posited that the new marketing environment, dominated to a large degree by the emergence of internet and social networks is imposing a shift from conventional relationship marketing towards a transcending view of relationship.  or an expanded view of relationship marketing in which the customer interactive experience and customer engagement play a central role and in which engaged customer involvement in the firm’s activities is more proactive, interactive and co -creative.

According to the literatures, (Ezra, 2019), pages are public profiles that let businesses and public figures connect with fans and customers. Despite that, basically it seems that most businesses in developing countries know that they should be on Facebook, they do not really understand why or how. (Kazungu et al, 2017 and  John and Laura, 2023) argued that the research by social media company recommend .ly studied 1.7 million Facebook pages and found that 82 percent had fewer than five updates every month with pages run businesses having the fewest. The study also found that more than ninety percent developing countries businesses did not engage in conversations started on their pages and more than eighty percent of conversations were completely ignored by the page owners. 
In addition, according to (John and Laura, 2023) most of social media users use Facebook messenger as a messaging platform because of its free messaging and video chatting service. In their descriptive qualitative research anchored on the epistemology constructionism, methodology and naturalistic inquiry aiming at determining how do students use Facebook messenger as means of communication for academic inquiries (John and Laura, 2023) found many results. (John and Laura, 2023) utilized a semi structured written interviews which contained one question anchored in the task technology theory.  The data of the findings were collected through essay form and analysed through conventional qualitative content analysis. 
The findings indicated that in using Facebook messenger as a means of communication for academic inquiries, the informants expressed that the platform is an avenue for academic skills, task needs, and their preferred technology. First, informants expressed that Facebook messenger is an avenue for academic skills because it facilitates collaboration, its easy navigation of features, fosters teacher learner communication. In addition, Facebook messenger fills for their task-need as it helps them conduct (1) group discussion, (2) convenient submission, (3) clear instruction, (4) Task clarity, (5) alternative platform, (6) file sharing platform (7) up to date reminder. 
In the same vein, (Patricia, 2019) in her study that aimed at describing the usage of Facebook messenger and face to face communication in discussing academic concerns between Miriam college students and professors found different results. The researcher conducted interviews with females’ class beadles and professors from each of the home college. Using the media richness theory and the theory of reasoned action, the finding indicated that face to face communication is a high richness medium in sending and receiving messages regarding academic concerns. Face to face communication possesses physical cues and instant face book. On the contrary, according to (Patricia,2019) Facebook messenger according to the finding, is considered as a lower richness medium. it lacks visual cues and has limited accessibility through internet connection. However, the finding indicated that the medium issued for time sensitive concerns like reminders, announcements, and other emergencies outside the classroom.

On the other sides, literatures suggest that youth in businesses often spend hours selecting and producing visual content to post on Facebook brand pages creative, their strategists and managers can go around and round debating which images work and which cannot for their brands (Abel,2020). Sometimes they debate over whether or not the brand to show people and everyone has their differing opinions, but it is clear that creating and developing a firm hosted virtual brand community forms part of a relationship marketing strategy (Abel, 2020).  
In an attempt to know how marketers can foster the relationship with the brand through virtual communities, (Jesus et al. 2017) posted and estimated a model of a relational efficacy for a firm managed Facebook brand page in which the brand post created by the firm influence the behavioural engagement of individual users through the utilization and hedonic values derived from their interactive experiences within the Facebook page. The findings highlight that information post stimulates user behavioural engagement through the utilitarian experiential route (Jesus et al.2017). 
Apart from any experiential route, and adopting a more direct path, interaction posts are the main drivers of engagement behaviours.  Image post contribute towards the perception of utility of business of youth, but in no way affect engagement. In addition,(Mark, 2020) in his study on do people picture in brand images using tags visual content marketing software to index 363671 brand images published on Facebook since the start of the year, collecting these images from 14 leading Facebook consumer brands in retail and restaurants.(Mark, 2020) classified each image as having a person, not having a person or showing a part of a person such as a hand holding a product but without showing a person face. 
The finding indicated that over half of the images (54percent) published by brands did not include people and only (41 percent) included a person. (Mark, 2020) calculated engagement for each image as percent of fans so that he could aggregate information across brand. He compared engagement among categories and found the following :Images showing a part of the body such as a hand holding a product had the highest engagement of the three categories , when he dove a little deeper into the data and broke his analysis by post like and comments to shade more light on these results ; images showing partial body part earned 29 percent more likes than images with a person and 10 percent more likes than images without a person . Likes were of course the most abundant and latest engagement and this was only the metrics for which he found partial body short beating images without people. (Mark,2020) further posited that most of these hand holding products short a really casual images clearly snapped with a phone camera and found that images without a person earned 124 percent more shares than images with people and 15 percent more shares than images showing partial bodies.

2.3.1.3
People’s Perception and Attitudes toward Advertisement through Facebook

Asante, (2023) asserted that the failure of business adverts in most African community is negatively perceived due to the fact that they have negative attitudes towards images and messages posted on Facebook. (Maning, 2022) also posited that youth business attraction to people through Facebook might be difficult due to the negative perception and attitudes people have towards Facebook platform. On the other hand, (Martinez and Martin, 2020) posited that Facebook strategies have positive effects on promoting life support activities through organizational performance, with an increase in market share, sales growth, profits, and customer satisfaction and a decrease in advertising costs still people have different perception and attitudes towards it.

Literatures suggest that (Omari and Sumaya, 2020) published an article on social media effectiveness on youth purchasing behaviour of soft drinks in Tanzania. According to (Omari and Sumaya, 2020), the article assessed social media effectiveness on youth purchasing behaviour of soft drinks in Tanzania. With the help of the AIDA Model and Media Theory, the article focused on the content, attitude and awareness of social media as they affected youth purchasing behaviour of soft drinks. A structured questionnaire to gather data was distributed to 80 conveniently sampled non-PhD University of Dar es Salaam youth students. More so, 3 purposively selected key informants were interviewed for in-depth information. A mixed method approach was used for data analysis, where quantitative analysis was primarily utilized and complemented by in-depth interviews from key informants. Multiple regression analysis aided by SPSS Version 20 was used to analyse the quantitative data. The findings have indicated that of the three constructs, youth purchasing behaviour appears to be positively and significantly influenced by two predictor variables namely, content and awareness of social media constructs.

A third construct of attitude towards social media had a positive, but insignificant influence on youth purchasing behaviour. The article recommended that soft drinks companies should effectively utilize social media platforms, by adopting effective use of social media content through enhanced clarity and identity of content. Moreover, companies should capitalize on awareness opportunities created through ease of social media use and the level of knowledge of youths as means to recruit new consumers as well as retain existing ones.
On the other hand (Ganz,2022) found that individual differences have impact on attitudes and perception regarding Facebook users’ engagement and their attitude toward ads. For example, (Ganz, 2022) suggested that men and women have different motivations for Internet use and therefore different attitudes and perception. Men are more likely to seek entertainment, leisure, and functional purposes on the Internet, while women tend to use the Internet for communication and interaction purposes. So, it is reasonable to suggest that men and women engage with Facebook in different ways. Gender differences also influence people’s attitude toward Facebook business advert. 

Israel, (2023) suggested a moderating effect of gender differences on the perceived ads’ features and perceived social network usage’s impact on attitude toward ads on social networks. His findings indicated that the motivation to seek entertainment or information from ads on Facebook had a stronger effect on women’s than it was for men; users who used Facebook as a way to improve quality of life (by purposefully distracting oneself from life’s ongoing challenges) had a negative attitude toward advertisements on the sites and that negative relationship was stronger for men than women; and the use of Facebook as a means of structuring time (using sites as part of daily routine) had a negative influence on men but a positive influence on  women. This means that such differences may result from the evolvement of the user profile.

2.3.1.4
Challenges that Youth face when using Facebook for start-ups Advert TC "2.5 Empirical literature" \f C \l "1" 
Mining (2022) posited that youth start-ups adverts are surrounded by multiple challenges that lag behind their efforts. (Nurdin, 2024) in support of (Mining, 202) suggested that challenges that surround youth start- ups adverts through Facebook are twofold (within the youth him/herself and outside him/her).  This is consistent with what (Arnold,2024) said by arguing that youth engaged in entrepreneurship most of them despite of encountering external challenges but they also face internal problem such as inadequacy of technical know-how and skills of promotion and technology. In the same perspective, (Asante,2023) asserted that education and training levels that could add potentiality among youth business people and prepare them to gradually understand and integrate themselves in entrepreneurship as well as integrating into the business world is still missing.
Kamal (2022) conducted a study on the barriers facing business start-ups among graduates in Tanzania. The study case was in the Arumeru District-Arusha Region. The study achieved three specific research objectives: to ascertain the influence of university level business training on business start-ups among graduates, to determine attitudes and perceptions of graduates towards business start-ups in Tanzania, and finally to examine the role of the government in supporting the graduates towards business start-ups in Tanzania. According to (Kamal, 2022), the study used a case study design.  The sample sizes of 100 respondents were drawn from the targeted population of 134. The guiding theories employed to the study included theory of Planned Behaviour (TPB), Social Cognitive Theory (SCT) and the theory of Entrepreneurial Event (TEE). 
Sampling techniques used both non-probability (judgmental) and probability (simple random). The study employed qualitative and quantitative approaches during data collection so as to collect relevant information. Both primary and secondary data were collected. Primary data was collected with the use of structured questionnaires while secondary data was obtained through documentary review. The quantitative data in his study were analysed using the Statistical Package for Social Sciences (SPSS), and the qualitative data were analysed using content analysis.

According to the findings of the study, the barriers that prevented most graduates from starting their own businesses after graduation were a lack of entrepreneurship training programs, a lack of government support, and negative attitudes and perceptions. As a result, the independent variables were found to have a strong positive correlation with the dependent variables. According to the study's findings, the researcher recommended that the government should establish adequate regulatory structures to ensure the expansion of creative funding strategies in order to address the issue of insufficient start-up capital among graduates. Therefore, the government should encourage universities to use training techniques that allow for practical applications of learning content as well as the complete development of skills needed to promote graduate business start-up performance.

In the other study conducted by (Frank, 2019), it was discovered that many small businesses in Africa are not yet ready to adopt Facebook marketing strategies since many of these businesses struggled to develop effective strategies for Facebook use, sometimes due to a lack of knowledge regarding both the advantages and approaches for Facebook use. In the same perspective,(Frank, 2019) found that challenges to the adoption of social networking sites for marketing usage also included security factors and privacy concerns, both listed as primary reasons for start-ups business owner hesitancy in adopting Facebook strategies.  
On the other sides, in his study (2020) found that many challenges facing start-ups included lack of readiness of the business for the adoption of technological advancement, inadequacy of willingness to commit the needed resources to maintain the strategies for the benefit of all parties involved, lack of knowledge regarding available technology, and negative word of mouth communications. On the other hand,(Jennifer and Kainat, 2019) in her study found that that SMEs faced some common challenges in using social media as a platform of advertisement of their businesses.  According to (Jennifer and Kainat, 2019), the challenges found included like financial and human resources, lack of time and expertise in marketing, customer satisfaction, channel selection, global crisis and bad reviews. Further, the author found that SMEs also faced some individual challenges like cultural issues, measuring brand awareness, soft language competences, influential content, communication issues, promotion costs and outsourcing.

2.4 Conceptual Framework TC "2.6 Conceptual framework for the study" \f C \l "1" 
Consistent with the conceptualisation of social media in promoting youth start-ups from the literature reviewed above, the present study was guided by the framework given in Figure 2.1 below. The conceptual framework of this study groups the variables into four parts namely independent, background, intermediate and dependent variables.  Background variables, these are variables associated with level of social media use through Facebook platform that have a profound influence on business efficacy. 
Intermediate variable for this study is social capital that determines youth start-ups owner -customer relationship, customer engagement and wide range of product consumer goods. This means that when social media is well used, it creates a strong social network which raises awareness among aspirant customer of the products. Independent variables, these form the major aspect of change from idle lives to entrepreneurial one. These include youth start-ups. Good start of start-up among youth can help reduce the number of youths in idle places, reduce poverty and increase cash flow among youths.   

Dependent variables, these are expected outcomes that are caused by promotion strategies that youth use through Facebook platform. These outcomes are the following: business ventures which will include: The decrease of operating costs (maximisation of profits, and easy reach of customers), Increase in Start-up awareness (brand identity and Market growth) and buying decision (sales growth, employment opportunity growth, cash flow increase and increase of tax pay among youth). For simplicity, the whole process has been summarized in the form of input-outcomes factors relationship, whereby input factors are background and independent variables and dependent variables are output factors that are business ventures.










Figure 2.1: Conceptual Framework
Source: Researcher Construct, (2023).
2.5  Research Gaps

Based on the captioned thematic empirical review of literature, the current researcher has found that there were contextual, conceptual and mythological gaps in the existing literatures. Based on my reviews, I have found that many of the existing researches and books have examined and assesses the relationship between social media and entrepreneurship. According to my reviews one could hardly found a study in Tanzania focusing mainly on Facebook as a social media platform in relation with youth start-ups. 
The studies have also examined the difficulties faced by young generation in starting up new business ventures and most specifically Small and Medium Enterprises (SMEs) without providing an insight into youth’s perception on entrepreneurial activities, their readiness or intention to engage in those activities and finally what makes them ready to engage in entrepreneurship.  Through my reviews, I have also realized that there was a mismatch of theories and practice among the current research and the previous ones. While most of the reviewed previous researches have used agency and innovation theories to understand this subject, the current researcher used social capital theory to have insight of the subject. Based on those gaps the current researcher has taken a step forward towards addressing this knowledge gap. 

CHAPTER THREE TC "CHAPTER THREE" \f C \l "1" 
RESEARCH METHODOLOGY

3.1
Introduction TC "3.0 Introduction" \f C \l "1" 
This chapter gives the insights of all the methodologies that were employed by the current researcher to conduct the research whereas the justification of choosing each methodology is provided. It presents how the study was conducted by showing the study methods which was adopted and utilized and reasons for adopting such methods. The chapter is sub-divided along the following sections and sub-sections namely; research design, area of the study, population, sampling design, research process, data collection approaches, data analysis plan and ethical consideration. 

3.2
Research Approach TC "3.1 Research Approach" \f C \l "1" 
According to (Saeed, 2021) research approach incorporates various tools, techniques, procedures or processes used to collect and analyse data. Research approaches are categorized into three types namely; qualitative approach, quantitative approach and mixed method approach (Creswell, 2014). This study used a mixed approach. Define a mixed approach here. This approach was used since mixed-method research provided a more comprehensive understanding of a research question than either method could alone. Different data collection methods have strengths and weaknesses, the current researcher believed that combining them could help mitigate those shortcomings and improve the quality of data collected. 

The researcher combined elements of qualitative and quantitative research approaches for the broad purposes of breadth and depth of understanding and corroboration. Several reasons pushed the researcher to use mixed approaches among them included: It is evident that human behaviour cannot be understood by one method or paradigm but that human behaviour has multiple realities which need multiple ways of understanding it, and that the aim of research is not to establish facts but to understand these multiple realities. Secondly, the researcher triangulated data from different sources which included published data from the systematic review and meta-analysis. The triangulation methods moved this research beyond “qualitative versus quantitative” to an approach with research methods complementing each other. 
The mixed approach increased reliability of research results, the thickness and richness of data and analysis and helped to uncover contradictions which led to a deeper understanding of this complex phenomena. This study followed this approach by firstly synthesizing existing published literature in the form of a systematic review which influence qualitative research; qualitative research in turn helped to design the questionnaire for both qualitative and quantitative responses and to assist explaining the results from the quantitative study.

3.3
Research Design

In a very simple way, a research design can refer to as the conceptual structure within which research is conducted (Kothari, 2004). This means that a research design constitutes the plan for the collection, measurement and data analysis. It is further well-known that a research design outfitted an order by arranging steps of activities to find answers to the research questions of the study. Generally, there is no worldwide or correct design for conducting research rather the design of the research is largely dictated by the nature of the research (Kombo and Tromp, 2006).

Based on those explanations, in this study the current researcher used an observational research design which was Cross sectional research design. During ongoing research, the current researcher measured the outcomes and the exposure in the research participant at the same time as advocated by (Maninder, 2016). Multiple reasons prompted the current researcher to choose this research design for this study, among them included: the participants of this study were selected based on particular variables of interest, was observational, was describe characteristics that existed in a community, but not to determine cause and effect relationships between different variables. Based on that, this research took place at a single point in time to this end, the study was be repetitive in nature.  In addition to that, this research design was used since it facilitated the current researcher to examine a section of the population for a specific area. In addition to that, the current researcher did not involve the manipulating of variables but allowed him to look at numerous characteristics of respondents at once.

The current researcher ensured that he chose a representative sample of the whole of the population, if the findings are to have external validity. In addition, he ensured that there was a sufficient large sample to estimate the prevalence of the conditions of interest with adequate precision and finally, since data on exposure and outcomes were collected simultaneously, specific inclusion and exclusion criteria were established at the design stage, to ensure that those with the outcomes are correctly identified.

3.4
Area of the Study TC "3.3 Area of the Study" \f C \l "1" 
This study was carried out in Dodoma region covering the following wards:  Madukani: the reason to select this ward was because it is in the centre of Dodoma and it is the most populated in the town where all famous roads with big business and petty ones are located.

Viwandani: This ward was selected among the three ones because it is the place where is located Sabasaba market and (Mitumba clothes) market of big and petty entrepreneurs run their businesses 

Majengo: This is the other ward in which this study was carried out . Multiple reasons prompted the researcher to select thisward, among them included the presence of Machinga Complex that gathers myriads of petty and big entrepreneurs of the Dodoma City. The study selected those three wards due to their entrepreneurial activities and availability of the respondents.

3.4
Target Population and Unit of Analysis of the Study TC "3.4 Target Population and Unit of Analysis of the Study" \f C \l "1" 
The target population for the study was comprised of 150 respondents selected from two groups of people, namely service providers and service consumers. This means that 100 youth startups owners from the three selected wards doing different business in Dodoma Municipality. The population also included 50 community members that consume youth products as a control group. 

3.5
Sample Size TC "3.5 Sample Size" \f C \l "1" 
Sampling can be defined as a process of selecting a number of individuals or objects from a population such that the selected group contains elements representative of the characteristics found in the entire group (Kombo & Tromp, 2009). The purpose of sampling was to select a group of people or things or areas that can be studied. Instead of studying the entire population, which can be impractical and unnecessary, one can carry out a credible study using a sample selected from the target population (Yin, 1994). Due to financial and time constraints and limited availability of some respondents, thus only 100 respondents were the target of this study. The sample was made up of the following respondents that were purposively selected. Seventy-five (75) respondents from youth start-up owners and twenty-five (25) community members that consume youth products (see Table 3.1).  

The study applied purposive sampling as it was the most appropriate sampling method in qualitative study, as it involved the information rich case which enabled collection of detailed information. 

 TC "Table 3.1 Composition of study sample" \f T \l "1" 
Table 3.1: Composition of Study Sample

	Type of sample
	No. of respondents

	Youth start-up owner
	75

	Community members
	25

	Total
	100


Source: Researcher constructs (2023).
3.6
Sampling Techniques and Procedures TC "3.6 Sampling Techniques and Procedures" \f C \l "1" 
This study used two types of sampling techniques namely: Snowball and convenient Sampling techniques.

3.6.1
Snowball Sampling TC "3.6.1 Snowball sampling" \f C \l "1" 
This is a type of non-probability sampling technique (Adam and Kamuzora, 2008). Say how the snowball sampling technique works! This sampling was used to get the sample for both the survey and the in-depth interviews in order to include a desired and representative sample of community members that consume youth start-ups services so as to provide answers to the research questions of the study. This technique was used because the researcher was sure yet if the respondents had relevant data about youth start-up promotion through Facebook. Since the researcher knew some of the respondents that purchase products from youth start-ups, he saw them in advance and then ask them to identify others who likely had the data about the promotion of youth start-ups through Facebook social media platform.

Based on that approach, the criteria for selecting community members for the study sample were as follows:  

Must be a good consumer of youth startup services

i. Must be using Facebook platform  

ii. Must be over 18 years

3.6.2
Convenient Sampling Technique TC "3.6.2 Convenient Sampling Technique" \f C \l "1" 
The researcher used convenient sampling technique by obtaining youth start-up owners who were available during the study. Basing on this technique, the researcher selected respondents from youth start-up owners in the selected wards of Dodoma Municipal who were using Facebook social media platform. Convenience sampling is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. The subjects are selected just because they are easiest to recruit for the study. The selection was based on the following criteria:  Must be 18 to 35 years old, owner manager of the start-up, doing his/her business in one of the selected wards, using Facebook platform.

3.7
Research Process TC "3.7 Research Process" \f C \l "1" 
The research processes refer to the activities that you have to undergo when conducting systematic research. It consists of series of actions or steps necessary to effectively carry out research and the desired sequencing of these steps. Among these steps is research analysis in which therein quantitative and qualitative research. 

3.7.2
Pilot Study TC "3.7.2 Pilot Study" \f C \l "1" 
Pilot testing means finding out if the survey, key informant interview guide or observation form worked in the “real world” by trying it out first on a few people normally 10 percent of the respondents. The researcher took 10 respondents   from the sample size so as to test the   validity and reliability of tools to be used. Also, the pilot study tested to see what the outcome of the tools was.

3.8
Data Quality Control Measure
3.8.1
Validity

Maxwell (1996 cited in Makombe, 2006) defines the term validity as the correctness or credibility of a prescription, explanation, interpretation, account or conclusion. In this regard, MacClung (1988 cited in Makombe, 2006) states that the study results must be internally and externally valid to generalize.

3.8.2
Reliability

The concept reliability refers to the degree to which the same results would be obtained in repeated attempts of the same test (Gall and Gall in Ballinger, 2000 cited in Makombe, 2006). In order to ensure the validity of this study the researcher took several measures. In order to have valid descriptions, all in depth interviews were recorded through a recorder and finally transcribed repeating the actual words that were spoken or written.  The researcher expected doing so would make the data accurate and complete. To ensure the reliability of this mixed research, the researcher ensured that instructions are given to research assistants in order to ask questions exactly as they appear in the questionnaires. Careful examination of data was conducted to ensure the consistency of both the process and the product of the research. This was achieved through the use of combined methods of data collection such as, in depth interviews, questionnaires, and documentary reviews. Thus, the reliability was when a particular technique had been applied repeatedly to the same situation and gave the same results each time.

3.9
Data Collection Methods and Instruments

This study used both secondary and primary data from different sources.

3.9.1
Secondary Data

Secondary data will be collected through, Documentation. It could be very difficult to get vivid examples and data that are valid without having a look at what has been documented about the study under investigation (Kothari, 2004). To this end, an attempt was made to review various documents that helped to shade some light on the question of Facebook platform in the promotion of youth start-ups, the target sources included, research reports related to the study and academic articles.

3.9.2
Primary Data

Primary data were collected using the following instruments: Questionnaires and in-depth interviews.

3.9.2.1
Questionnaires Primary data TC "3.8.1 Questionnaires Primary data" \f C \l "1" 
This data was collected through questionnaires. The questionnaires were administered to 100 respondents who were youth owners of start-ups and community members. Also, the respondents were voluntarily included in the study. Questionnaires were used to collect baseline information of the research sample that formed the major basis for the in-depth interviews later on.

3.9.2.2
In-depth Interview TC "3.8.2 In depth Interview" \f C \l "1" 
An in-depth Interview is a face to face or one to one situation in which the interviewer gathers information about the behaviour, problems and future plans (Kothari, 2004). In-depth interviews aimed at going beyond the structured interviews to receive explanations about the issues raised in the structured method. The focus of in-depth interviews was on the promotion of youth start-ups through Facebook platform. However, carrying out studies with busy people cause the researcher to face challenges during data collections. During data collection, most of respondents of the study were busy doing their businesses the situation that made their full availabilities to be limited. To delimit this limitation, it was ensured that the respondents’ freedom of cutting off the conversation when dealing with a customer. It also motivated the respondents by providing them with small incentives so as to give ample time during an interview.

The other limitation was role conflicts. During data collection, the researcher had to go to office and leave the office for data collection and sometimes the schedule was hampered by emergencies that emerged at the office which hindered me to go for field. To delimit this limitation, the researcher requested for day offs during time of data collection and also hired three research assistants to facilitate the exercise of data collection.

3.10
Data Analysis and Presentation

Following data collection, the researcher categorized the obtained data for further analysis.  This study used both qualitative and quantitative approach to analyse data. Quantitative data collected through questionnaire were analysed by means of descriptive statistics. This involved the presentation of relevant frequencies tables and even graphs. Qualitative data collected through in-depth interviews and documentary review were analysed by means of thematic analysis. This approach involved summarising the data and cleaning them to remove irrelevant data, documenting themes emerging from the data in relation to the research objectives and questions and entered into the computer using Statistical Package for Social Science (SPSS) software. SSPS was utilized so as to facilitate and analyse the quantitative data. A narrative style (Bailey, 1982) was used to describe the findings by means of quotes and paraphrasing responses given by in depth interview respondents.

CHAPTER FOUR TC "CHAPTER FOUR" \f C \l "1" 
PRESENTATION, ANALYSIS AND DISCUSSIONS OF FINDINGS

4.1
Introduction TC "4.1 Introduction" \f C \l "1" 
This chapter presents, analyse and discusses the findings emanated from the questionnaires and in-depth interviews. The findings from the respondents are presented, analysed and discussed based on the specific research objectives of the study which were as follows: To explore how effective Facebook Marketing is in promoting youth start-ups, to find out the different ways youth use in finding correct customers through Facebook, to explore people’s perception and attitudes toward youth start-ups advertisement through Facebook and to examine challenges that youth face when using Facebook for start-ups.

4.2
Types of Start ups

Despite its being not covered in the specific objectives of the study, the researcher in his questionnaires decided to start with this type of question in order to normally know what were start-ups that many youths in Dodoma region engaged in. In his part, the researcher wanted to know the types of stirrups youth were engaged in. In that regard, only 75 youth start-ups owners were asked to respond to the question. Responses from the youth interviewees were hybrids as presented in Table 4.1. The findings in Table 4.1 show that less than fifth 2 (3%) of youth engaged in lifestyle start-ups, less than fifth 1 (1 p%) engaged in scalable start-ups, less than fifth 1 (1%) engaged in buyable start-ups respectively. Findings indicated further that no one was engaged in social start-ups, while the vast majority 71 (95%) were engaged in small business start-ups.

Table 4.1: Types of Start ups

	Parameter
	Total
	Percent

	Lifestyle start-ups 
	2
	2.66

	Small business start ups
	71
	94.66

	Scalable start ups
	1
	1.33

	Buyable start ups
	1
	1.33

	Social start ups
	0
	0

	Total
	75
	100


Source: Research Data, (2024).
The findings in Table 4.1 regarding types of start-ups youth were engaged in indicated that youth engaged in small business start-ups was (92 %) higher than those engaged in lifestyle start-ups, it was (93%) much higher than those engaged in scalable start up and those engaged in buyable start-ups respectively. The findings have indicated that the differences of choices of start up to run was significant. The choice of small business start-ups is due to the fact that there are products that are easily found, likely to be purchased by even local people and do not need a huge financial capital. (Barnabas,2021) tallies with the argument by asserting that small business start-up brings more to the local community the owner of the business resides other than just economic advantages. (Ambrose, 2022) also argued that small business start-ups are much open to adopting eco-friendly business models as they answer to the need of local consumers sustainably. 
The findings in Table 4.1 paradoxically indicated that no one was engaged in social start-ups. As argued by (Ambrose, 2022), youth fail to engage in social start-ups due to lack of infrastructure, financial capital and human capitals. In support of (Ambose, 2022) assertion, (Nurdin, 2024) pointed out that many social start-ups fail or difficult to be started since many youths have inadequate necessary skills and knowledge required to generate funding, like utilizing projects to obtain financial resources. After presenting and analysing the types of start-ups youth were engaged in, the next sub-section dealt with the duration of the start-ups.

4.2
Duration of Start –ups TC "4.4 Duration of start –ups" \f C \l "1" 
In this part, the current researcher wanted to know for how long the youth start-up owner has stayed in the business. This sub-section covered only 75 youth start-up owners. Responses from the respondents varied from one respondent to the other as presented in Table 4.2. Findings in Table 4.2 show that the vast majority 70 (93%) start-ups had 1 to 5 years of existence, slightly more than fifth 4 (5%) start-ups had 6 -10 years of existence, while only 1 (1%) start-up had 11 -15 years of existence.


Table 4.2: Duration of Start-ups

	Parameters
	Total
	Percent

	Years
	
	

	1- 5 
	70
	93.00

	6 -10
	4
	5.33

	11 -15
	1
	1.33

	Total 
	75
	100


Source: Research Data, 2024.
Findings also indicated that start –ups that existed for 1 to 5 years were (88%) higher than those that existed from 6 -10 years and (92%) much higher than those that existed from 11 -15 years. The findings in Table 4.5 imply that more start-ups were younger. This is justified by the fact that a large number of youths selected for the study were of 23 to 35 years old. It is believed that business in most of countries starts at advanced age level since low age youth are expected to be at colleges, universities and secondary schools. (Carlos, 2023) in supporting the argument asserted that the rate age of start-up owners was higher among African aged 45 to 60 and lowest among youth aged 18-35. After the presentation and analysis of duration of start-ups that youth were engaged in, the next sub-section dealt with the types of ownership the start- up belonged to.

4.3 Types of Start- ups Ownership TC "4.5 Types of start- ups ownership" \f C \l "1" 
The researcher wanted to know the types of ownership youth start-ups belonged to.  In this sub-section, the current researcher involved only 75 youth start-ups owners to respond the question and their answers are presented in Table 4.3. The findings in table 4.3 show that slightly less than fifth 3 (4 %) of youth said their start-ups were joint ventures, while the vast majority 72 (96 percent) said their start-ups were sole owned. 

Table 4.3: Types of Ownership

	Parameters
	Total
	Percentages

	Ownership
	
	

	Sole ownership
	72
	96

	Joint partnership
	3
	4

	Total
	75
	100


Source: Research Data, 2024.
The findings in Table 4.3 indicated that sole ownership was (92 %) higher compared to joint ventures ownership.  The findings in Table 4.3 imply that youth owners of the start-ups have complete decision-making control of the start-up operations.  After presenting and analysing the types of ownership the youth’s start-ups owners belonged to, the next section dealt with exploration of the effectiveness of Facebook marketing in promoting youth start-ups.

4.4
Exploration of the Effectiveness of Facebook Marketing in Promoting Youth start-ups

Consistent with the specific research objective number one of the studies, the research question of the study was: How effective was Facebook Marketing in promoting youth start-ups in Dodoma region? to respond this question, sub-sections were formulated in the questionnaires in order to achieve the objective. This section involved all 100 respondents.

4.4.1
Use of Social Media Platform Among Respondents TC "4.6.1 Use of social media platform among respondents" \f C \l "1" 
In this sub-section, the current researcher wanted to know if the respondents were fond of using social media platform. Answers from respondents were divided into two as presented in Table 4.4. The findings showed that the vast majority of respondents 85 (85%) said they used social media platform, while more than tenth 15 (15%) of them said they did not use social media platform.

Table 4.4: Use of Social Media Platform

	 TC "Table 4.5 Use of social media platform" \f T \l "1" Parameters
	Total 
	Percentages

	Yes
	85
	85 

	No
	15
	15

	Total
	100
	100


Source: Research Data, 2024.
The findings in Table 4.4 indicated that respondents who used social media were (70%) higher compared with those who did not use social media. The findings in Table 4.4 imply that most of the respondents included in the study were offered with a platform of communication, connections, education and sharing content in the digitalised world. This argument tallies with that of (Belga et al.2019) who suggested that today’s generations, are more and more getting hooked with the use of social media. (Abby, 2023) further suggest that roughly more than 51 percent globally uses social media, while Tanzania was home to 4.90 million social media users in January 2023, equating to 7.4 percent of the total population of Tanzania. In addition (URT,2024) suggested that in 2024 Tanzania was home to 5.65 million social media users in January 2024 equating to 8.3 percent of the total population. The researcher probed on those that said they did not use social media platform focusing on why they did not do so. One of the interviewees said the following words:

“I wanted to join one of the social media platforms but unfortunately I do not have enough money that can help me afford a very good mobile phone that can support all the platforms”.

Paradoxically, the other interviewee said the following words:

“I have never used such platforms, not only because I do not have money to buy a very good mobile phone but I am afraid of my privacy that can easily be compromised, income consumption and finally, social media easily spread misinformation”.

4.4.2
Strengths of Social Media in Promoting Youth start -up TC "4.6.2 Strengths of social media in promoting Youth start -up" \f C \l "1" 
This sub-section covered all 100 respondents. The researcher wanted to know the strengths of social media in promoting Youth start –up. Responses from respondents were divided into three as presented in Figure 4.1.  The findings from Figure 4.1 showed that less than half 43 (43%) of respondents said social media platform was convenient and ease of access, more than half 55 (55 %) said that it was cost effective, and simple, while less than fifth 2 (2 %) of them said that it fostered innovation and learning.
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Figure 4.1: Strengths of Facebook

Source: Field findings, 2024.
The findings in figure 4.1 indicated that cost effective, and simplicity was (12 %) higher than it being convenient and ease of access. According to the findings the difference between the two indicators was not significant since they almost gave the same results. The findings according to (James, 2019) imply that youths and their customers might be connected to each other and might make good use of myriad social media platforms for the benefits of buying and selling easily and affordably. The findings in Figure 4.1 also indicated that cost effective ness and simplicity of use was (53%) much higher than that of fostering innovation and learning.

4.4.3
Facebook platform use among respondents TC "4.6.3 Facebook platform use among respondents" \f C \l "1" 
When the researcher probed into the answers of those who provided positive answers to know if the respondent had used Facebook before, the answers from respondents were hybrids as presented in Table 4.5.  The findings in Table 4.5 show that the vast majority 70 (82.35 percent) of respondents said yes, while less than a quarter 15 (17.64 percent) of them said No to the question.

Table 4.5: Facebook use

	Parameters
	Total 
	%

	Yes
	70
	82.35

	No
	15
	17.64

	Total 
	85
	100


Source: Field findings, 2024.

After I have presented and analysed the use of social media platforms among respondents of this sub-research, the following sub-section dealt with Facebook platform contribution in marketing to promote youth start up.  

4.4.4
Facebook Platform Contribution in Marketing TC "4.6.3 Facebook platform contribution in marketing" \f C \l "1" 
This sub-section covered 70 respondents who argued that they used Facebook social media platform. The researcher wanted to know from the respondents if Facebook platform contributed in marketing. Responses from the 70 respondents were as presented in Figure 4.2. Findings in figure 4.2 show that slightly less than a quarter 17 (24.28 percent) of the respondents said Yes to the question, while the vast majority 53 (75.71 percent) of them said No to the question.
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 TC "Figure 4.2 Facebook platform contribution in marketing" \f F \l "1" Figure 4.2: Facebook Platform Contribution in Marketing
While literatures suggest that Facebook contributes a lot in marketing, the findings in Figure 4.2 are quite different. The findings in Figure 4.2 indicated that the responses of those respondents who said No to the question was (51.43 percent) higher than those who said Yes to the question, this difference is significant bearing. The findings in Figure 4.2 are not consistent with those of (Abby, 2023) who suggested that 200 million businesses worldwide in 2020 used Facebook’s business tools, and most of them were small businesses and 93% of marketers used Facebook to advertise their businesses, compared to 78% who used Instagram. 
In addition to Abb’s (2023), (Cardoso, 2021), also argued marketing experts suggests that social media especially Facebook platform is an effective way for small businesses to connect with customers and build a brand for affordable cost.  The inconsistency of findings in Figure 4.2 might be consistent of what (Abel, 2020) found in his study.  The findings in Figure 4.2 might be due to unfamiliarity or lack of skills in advertising through Facebook platform. The researcher conducted in-depth interviews aiming at going beyond the questionnaires to receive explanations about respondents’ answers raised in the questionnaires. One respondent who said No to the question said the following words:





“Let me tell you my dear, when you advertise on Facebook, there might be unhappy consumers who may also leave negative reviews on the same social media page and post on your page without your permission’’.
In addition, the other interviewee who said No asserted that:

“My dear, frankly speaking, to target a wide of viewers means there will automatically be a large number of competitions from other marketers to reach those customers. This means that you will pay more per click, and likely experience fewer impressions and a lower conversion rate”.

One of those who said Yes to the question during an interview said the following words 

‘’ It is clear that Facebook is user friendly even those who have no advanced education might easily navigate the site with little instructions. In addition, it also has a variety of features for its existing viewers’’. 

After presenting and analysing 

Facebook platform contribution in marketing, the next sub-section dealt with the uses of Facebook platform among youth to promote their start up.

4.4.5
Uses of Facebook Platform among Youth to Promote their Start Up TC "4..6.4 Uses of Facebook platform among youth to promote their start up" \f C \l "1" 
In this sub-section 70 respondent both community members and youth start up owners who said they used Facebook were covered. The researcher wanted to know from them if youth used Facebook platform as a means to promote their start-ups.  The findings in Figure 4.3 show that more than tenth 10 (14.28percent) of respondents said Yes to the question, while the vast majority 60 (85.71 percent) of them said No to the question.
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Figure 4.3: Uses of Facebook among youth start up owners for start-up promotion
Source: Field findings, 2014.
Despite the fact that most literatures suggest that youth small business start-ups owners use Facebook platform as a means of business adverts, the findings in this current study differs from those literatures. The findings in Figure 4.3 indicated that the number of those who said No to the question was (71.48 percent) much higher compared with those who said Yes to the question showing that difference was significant. The findings in Figure 4.3 reflect what (Abel, 2020) earlier insisted by arguing that youths in Africa are far back with regard to business advert through Facebook and other platforms since for them the platforms have become their avenues of searches of fiancées, music and football issues debates as a result, Facebook is being wrongly used by many youths and only a meagre percentage of them use Facebook skilfully as well as effectively as a marketing tool for their start-ups.

The findings in Figure 4.3 might be caused by what (Chancel,2022) pointed in his study of youth entrepreneurship and challenges of adverts.(Chancel,2022) pointed out that Facebook is a social network that users only have to use on a personal level, but they do not normally enter with the intention to buy.(Chancel,2022) further argued that the information gathered, unlike Google Ads, is totally limited since its principal use is social. This means according to (Chancel, 2022) Facebook have very limited Ads. After presenting and analysing the sub-section in the section of the exploration of the effectiveness of Facebook marketing in promoting youth start-ups, the next section dealt with the ways used by youth to find correct customers of their start-ups through Facebook. 

4.5
Ways used by youth to find correct customers of their start-ups through Facebook TC "4.7 Ways used by youth to find correct customers of their start-ups through Facebook" \f C \l "1" 
Consistent with the specific research objective two, the leading question of this section was: What is the different ways youth start up owners use in finding correct customers through Facebook? In order to easily get answers, the questions from the questionnaires were split into sub-sections. This section covered 70 respondents who said that they used Facebook platform and their answers are as presented in figure 4.4. The researcher primarily wanted to know if there were ways youth used to find customers of their start-ups through Facebook. The findings from Figure 4.4 show that more than tenth 10 (14.28 percent) of respondents said Yes to the question, slightly less than third 20 (28.57 percent) said they did not know, while more than half 40 (57.14 percent) said No to the question.
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Figure 4.4: Ways used by youth to find Correct Customers of their Start-Ups Through Facebook
Source: Field work findings, 2024.
Through in-depth-interviews, the researcher asked those who said No to the question to justify their answers and one of the interviewees said the following words:

“Personally, I have never seen an image advertising a youth start-up from Dodoma, they might be doing so but they are not professionally doing it”’.

In an interview with one of those who said they did not know to support her answer; the latter said the following words:

“If I need to buy something I directly go to the market place to look for the business I need. I do not know what they do to promote their business”.

When the researcher probed into the answers of those who said Yes to name the ways youth used to advertise their start-ups, answers from respondents were as presented in Table 4.6.The findings in Table 4.6 show that third 3 (30 percent) of respondents said that one way was creation of Facebook   business page, less than half 4 (40 percent ) said the other way was to chat with potential customers using messenger for business , while third 3 (30 percent ) of them said the other way was to boost an image post of a start-up.

Table 4.6: Ways Used By Youth to Promote Their Start-Up Through Facebook

	Parameters
	Total
	%

	Ways
	
	

	Creation of Facebook   business page
	3
	30

	Boost an image post of a start-up
	3
	30

	Chat with potential customers using messenger for business
	4
	40

	Total
	10
	100


Source: Field findings, 2024.
When the current researcher wanted exactly to know ways youth used to get customers through Facebook platform, the findings in Table 4.6 indicated that chat with potential customers using messenger for business was (10percent) higher than those of creation of Facebook   business page and boost an image post of a start-up respectively. The findings in Table 4.6 does not show significant differences of ways youth use to get customers through Facebook. The findings in Table 4.6 imply that the few respondents who responded positively to the questions and gave ways that are used to attract customers had recognized that youth owners of start-ups had sensed Facebook as a way to spread their business. 
In support to the above assumption, (Ezra, 2019) asserted that youth start-up initiatives are the abilities of youths to sense, shape and coordinate internal and external situations through different ways for the detection and exploitation of possibilities or opportunities. After presenting and analysing the ways used by youth to find correct customers of their start-ups through Facebook, the next sub-section dealt with the results obtained based on ways used by youth to promote their start-ups through Facebook.

4.5.1 Results Obtained Based on Ways Used by Youth to Promote Their Start-Ups through Facebook TC "4.7.1 Results obtained based on ways used by youth to promote their start-ups through Facebook" \f C \l "1" 
With regard to answers from the respondents who positively answered the question, through questionnaire the researcher wanted to know the results that were obtained through those ways. The probed question into questionnaire covered 10 respondents as presented in Table 4.7. The findings in Table 4.7 show that third 3 (30percent) of respondent said there was youth start- ups owner-customer relationship, less than half 4 (40percent) said that there was a decrease of advertising costs and increase of profit, while third 3 (30 percent) of them said that there was an increase in start-up awareness and brand identity.

The findings in Table 4.7 indicated that the ways youth used to attract customers through Facebook youth resulted into youth start- ups owner-customer relationship, a decrease of advertising costs and increase of profit and an increase in start-up awareness and brand identity. The findings in Table 4.7 imply that according to (Abel, 2020) When youth use myriad ways to attract customers and sells through Facebook platform might highly add to this impact. (Abel, 2020) added that once youth connect to social networks as a means of business, they build customer relationships, increasing brand recognitions and abilities to persuade the service consumers to purchase the products that finally affect positively the consumer in one hand, the youth and the country in the other hand. 

Table 4.7: Results Obtained Based On Ways Used By Youth to Promote Their Start-Ups through Facebook

	Parameters
	Total 
	%

	youth start- ups owner-customer relationship
	3
	30

	decrease of advertising costs and increase of profit
	4
	40

	increase in start-up awareness and brand identity.
	3
	30

	Total
	10
	100


Source: Field findings, 2024.
After analysing and discussing ways used by youth to find correct customers of their start-ups through Facebook, the next section dealt with Exploration of people’s perception and attitudes toward youth start-ups advertisement through Facebook.

4.6
Exploration of People’s Perception and Attitudes toward Youth Start-Ups Advertisement through Facebook TC "4.8 Exploration of people’s perception and attitudes toward youth start-ups advertisement through Facebook" \f C \l "1" 
Based on the specific research objective three of this study, the main research question for this section was: what is people’s perception and attitudes toward youth start-ups advertisement through Facebook? The section covered 70 respondents of the study who used Facebook platform for communication. The researcher primarily wanted to know if people had different perception and attitudes towards youth start-ups advertise through Facebook. Answers from respondents varied among respondents as presented in Figure 4.5. The findings in Figure 4.5 show that the vast majority 60 (85.71percent) of covered respondents said Yes to the question, less than tenth 5 (7.14percent) of the respondents said No, while less than tenth 5 (7.14 percent) of them said they did not know.

[image: image5.png]n seriePE¥CERbION and attitudes of people

B Series2, | do not
know, 5 = Series2, No, 5

seriest [SERs2 ||





Figure 4.5: Respondents’ Views on Perception and Attitudes of People
Source: Field work findings, 2024.
The findings in Figure 4.5 indicated that respondents who said that there were multiple perceptions and attitudes among people were (78.57 percent) higher than those who said no to the question and those who said they did not know respectively. The findings in Figure 4.5 imply that despite the fact that according to (Martinez and Martin, 2020) Facebook strategies have positive effects on promoting life support activities through organizational performance, with an increase in market share, sales growth, profits, and customer satisfaction and a decrease in advertising costs still people have different perception and attitudes towards it. The researcher probed into respondents’ answers, wanting to know how youth start-ups advertisement through Facebook is perceived by people. The findings in Figure 4.6 show that less than a quarter 15 (21.42 percent) of respondents covered by the sub-section said it is positive, half 35 (50 percent) of them said that it was negative, while slightly less than third 20 (28.57 percent) said that it was moderate.
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Figure 4.6: People’s Perception and Attitudes toward Youth Start-Ups Advertisement Through Facebook
In addition, the findings in Figure 4.6 indicated that negative attitude and perception was (28.58 percent) higher than those who said people had positive perception and attitudes towards Facebook, while the Findings in Figure 4.6 indicated that those who said people have negative perception and attitude was (21.48 percent) higher than those who said it was moderate. The findings in Figure 4.6 according to (Maning, 2022) imply that youth business attraction to people through Facebook might be difficult due to the negative perception and attitudes people have towards Facebook platform. (Asante,2023) in addition asserted that the failure of business adverts in most African community is negatively perceived due to the fact that they have negative attitudes towards images and messages posted on Facebook. During an interview with one respondent who asserted that there was positive perception and attitudes, she said the following words:

“Sometimes I do order some businesses I am in need of from youth business when advertised through Facebook”.

On the other hand, one respondent who said that the perception and attitude were negative said the following words:

“Some adverts are negatively portraying women. Sometimes, women are viewed wearing clothes which leave other parts of their bodies half naked. This is not African culture. Adverts make shame, you cannot even watch with a person you respect “she added.

4.7
Examination of challenges that youth face when using Facebook for start- ups adverts TC "4.9 Examination of challenges that youth face when using Facebook for start- ups adverts" \f C \l "1" 
Consistent with the objective four of the study, the leading question for this section was: what challenges do youth face when using Facebook for start-ups?  70 respondents gave answers to the questions based on the questions in the questionnaire. The researcher primarily wanted to know if there existed some challenges that affected youth start up while advertising them through Facebook. Answers from respondents were divided into two as presented in Figure 4.7. The findings in Figure 4.7 show that the vast majority 61 (87.14 percent) of respondent said Yes to the question, while slightly more than tenth 9(12.85percent) of them said they did not know.
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Figure 4.7: Respondents’ Views on the Challenges
After presenting and analysing the views of respondents regarding the challenges that faced youth start up owners in promoting their start-ups through Facebook, the researcher probed into respondents’ answers who said that there existed challenges wanting them to name those challenges. The responses from respondents were divided into four (4) as presented in Table 4.7. The findings in Table 4.7 show that slightly more than tenth 7 (11.47 percent ) of respondents covered by the question said that one of the challenge was lack of expertise in Facebook marketing plan, slightly less than tenth 6 (9.88 percent ) said the other challenge was difficulty  in retargeting interested customers,  slightly more than half 32 (52.45 percent ) said that there are fake start -up owners on Facebook, while slightly more than a quarter 16 ( 26.22 percent ) of them said that the other challenge is that sometimes youth start-up owners business messages or images  target wrong viewers.

Table 4.8: Challenges Identified

	Parameters
	Total
	%

	Challenges
	
	

	Lack of expertise in Facebook marketing plan
	7
	11.47

	Difficulty in retargeting interested customers
	6
	9.88

	 Fake start -up owners on Facebook
	32
	52.45

	Sometimes youth start-up owners business messages or images target wrong viewers
	16
	26.22

	Total
	61
	100


Source: Field findings, 2024.
The findings in Figure 4.7 indicated that respondents who said that youth face challenges when using Facebook for start- ups adverts was (74.29 percent) higher than those who said they did not know. The findings in Figure 4.7 according to (Asante, 2023) imply that smooth adverts of youth start-ups are possible until challenges are minimized and this might not be only individual efforts. In addition (Mining, 2022) added that youth start-ups adverts are surrounded by multiple challenges that lag behind their efforts. After presenting and analysing the views of respondents regarding the challenges that faced youth start up owners in promoting their start-ups through Facebook, the researcher probed into respondents’ answers who said that there existed challenges wanting them to name those challenges.

The responses from respondents were divided into four (4) as presented in Table 4.7. The findings in Table 4.7 show that slightly more than tenth 7 (11.47 percent ) of respondents covered by the question said that one of the challenge was lack of expertise in Facebook marketing plan, slightly less than tenth 6 (9.88 percent ) said the other challenge was difficulty  in retargeting interested customers, slightly more than half 32 (52.45 percent ) said that there are fake start -up owners on Facebook, while slightly more than a quarter 16 ( 26.22 percent ) of them said that the other challenge is that sometimes youth start-up owners business messages or images  target wrong viewers. 

Table 4.9: Challenges Identified

	Parameters
	Total
	%

	Challenges
	
	

	Lack of expertise in Facebook marketing plan
	7
	11.47

	Difficulty in retargeting interested customers
	6
	9.88

	 Fake start -up owners on Facebook
	32
	52.45

	Sometimes youth start-up owner’s business messages or images target wrong viewers
	16
	26.22

	Total
	61
	100


Source: Field findings, 2024.
The findings in Table 4.7 according to (Nurdin, 2024) imply that challenges that surround youth start- ups adverts through Facebook are twofold within the youth him/herself and outside him/her).  This is consistent with what((Arnold,2024) said by arguing that youth engaged in entrepreneurship most of them despite of encountering external challenges but they also face internal problem such as inadequacy of technical know-how and skills of promotion and technology. In the same perspective, (Asante, 2023) asserted that education and training levels that could add potentiality among youth business people and prepare them to gradually understand and integrate themselves in entrepreneurship as well as integrating into the business world is still missing. 

CHAPTER FIVE TC "CHAPTER FIVE" \f C \l "1" 
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1
Introduction TC "5.1 Introduction" \f C \l "1" 
This chapter highlights the summary of the findings through reiteration of what have been discussed in the chapter four of the study. The chapter also highlights the conclusion and recommendations emanated from both the researcher and respondents and finally the chapter recommends the areas for further studies.

5.2 Summary of the Findings TC "5.2 Summary of the Findings" \f C \l "1" 
The findings of this study were collected through in-depth interviews and questionnaires for primary data and supplanted by documentary reviews for secondary data. The methods of data collection (in depth interviews and questionnaires) were used to accomplish the specific research objectives that led the study. The findings with regard to types of start-ups youth were engaged in, the vast majority 94.66 % were engaged in small business start-ups. The findings also indicated that the vast majority 93.33 % start-ups had existed for 1 to 5 years. With regard to the types of start- ups ownership, the findings have indicated that the vast majority 96 % were sole owned. 
Based on the responses from the specific objectives , the findings have shown that the findings from research objective one which was to the effectiveness of Facebook marketing in promoting youth start-ups indicated that indicated that the vast majority of respondents 85 % used social media platform , On the other hand ,  with regard to the strengths of social media in promoting Youth start –up the findings indicated that  43 % of respondents reported that  social media platform was convenient and ease of access , 55 % said that it was cost effective , and simple , while 2 % of them said that it fostered innovation and learning. In the same regard, the findings showed that Facebook platform use among respondents was high as 82.35 %. Regarding Facebook platform contribution in marketing, the findings have shown that the vast majority 75.71 % said Facebook did not contribute in marketing. In the same regard, the findings have shown that 14.28 % of respondents said youth start –up owners used Facebook platform promote their start up, while the vast majority 60 (85.71 percent) of them denied.

Furthermore, the findings in the specific objective two which was to find out ways used by youth to find correct customers of their start-ups through Facebook indicated that 14.28 % of respondents who were asked if there were ways youth used to find correct customers of their start-ups through Facebook agreed, 28.57 % did not know, while 57.14 % disagreed. With regard to the names of those ways, the findings indicated that 30 % of respondents involved to respondent this question named the creation of Facebook   business page, 40 % named chat with potential customers using messenger for business, while third 30 % of them named the boost of an image post of a start-up. Regarding the results obtained based on ways used by youth to promote their start-ups through Facebook, the findings have indicated that 30 % of respondent noted that there was youth start- ups owner-customer relationship, 40 % said that there was a decrease of advertising costs and increase of profit, while 30 % of them said that there was an increase in start-up awareness and brand identity.

On the other hand, the findings in the specific objective three which was to explore people’s perception and attitudes toward youth start-ups advertisement through Facebook indicated that the vast majority,85.71 % of covered respondents when asked if people had different perception and attitudes towards youth start-ups advertise through Facebook agreed, 7.14 % of the respondents disagreed, while l7.14 % of them said they did not know.  The findings further indicated that 21.42 % of respondents covered by the sub-section pointed out that the attitude and perceptions were positive, 50 % of them pointed out that the attitudes and perceptions were negative; while 28.57 % pointed out that they were moderate.

The findings in the specific objective four which was to examine challenges that youth face when using Facebook for start-ups indicated that the vast majority, 87.14 % of respondent agreed that there were challenges, while 12.85 % of them pointed out that they did not know. In the same regard , when asked to mention those challenges , the findings indicated that 11.47 % of respondents covered by the question pointed out lack of expertise in Facebook marketing plan was one of the challenge,  9.88 % pointed out the other challenge was the difficulty  in retargeting interested customers, 52.45 % pointed out that the other challenge was fake start -up owners on Facebook, while  26.22 % of them pointed out the last  challenge is that youth start-up owners business messages or images  target wrong viewers.

5.3
Conclusion TC "5.3 Conclusion" \f C \l "1" 
Based on 3-4the findings emanated from each specific objective, the conclusion of this study was drawn as follows:

5.3.1
Exploration of the Effectiveness of Facebook Marketing in Promoting youth start-ups TC "5.3.1 Exploration of the effectiveness of Facebook marketing in promoting youth start-ups" \f C \l "1" 
The findings have indicated that respondents who used social media were (70 percent) higher compared with those who did not use social media. With regards to strengths, the findings indicated that cost effective, and simple was (12 percent) higher than it being convenient and ease of access, while cost effectiveness and simplicity of use was (53 percent) much higher than that of fostering innovation and learning. The findings in addition indicated that respondents of the study who used Facebook platform were (64.66 percent) much higher than those who said they did not use Facebook and when the researcher wanted to know from the respondents if Facebook platform contributed in marketing, the findings indicated that the responses of those respondents who said No to the question were (51.43 percent) higher than those who said Yes to the question.

With regard to uses of Facebook platform among youth to promote their start up TC "5.3.1..5 Uses of Facebook platform among youth to promote their start up" \f C \l "1" , the findings indicated that the number of those who said No to the question  among youth was (71.48 percent ) much higher compared with those who said Yes to the question ,  TC "5.3.2 Ways used by youth to find correct customers of their start-ups through Facebook" \f C \l "1" chat with potential customers using messenger for business  as ways to find correct customers were ( 10 percent ) higher than those of creation of Facebook   business page and boost an image post of a start-up respectively and findings have shown that results obtained based on ways used by youth to promote their start-ups through Facebook indicated that  TC "5.3.2.1 Results obtained based on ways used by youth to promote their start-ups through Facebook" \f C \l "1"  there was youth start- ups owner-customer relationship, a decrease of advertising costs and increase of profit and an increase in start-up awareness and brand identity. 

5.3.2
Exploration of people’s perception and attitudes toward youth start-ups advertisement through Facebook TC "5.3.3 Exploration of people’s perception and attitudes toward youth start-ups advertisement through Facebook" \f C \l "1" 
The findings indicated that respondents who said that there were multiple perceptions and attitudes among people were (78.57 percent) higher than those who said no to the question and those who said they did not know respectively.  On the other hand, the findings indicated that negative attitude and perception was (28.58 percent) higher than those who said people had positive perception and attitudes towards Facebook, while the Findings indicated that those who said people have negative perception and attitude was (21.48 percent) higher than those who said it was moderate.

5.3.3
Examination of challenges that youth face when using Facebook for start- ups adverts TC "5.3.4 Examination of challenges that youth face when using Facebook for start- ups adverts" \f C \l "1" 
With regard to challenges youth face when using Facebook for start-ups adverts, the findings indicated that respondents who said that youth faced challenges when using Facebook for start- ups adverts was (74.29 percent) higher than those who said they did not know. The findings finally indicated that lack of expertise in Facebook marketing plan, difficulty in retargeting interested customers, fake start -up owners on Facebook and business messages or images target wrong viewers were found as challenges.

5.4
Recommendations TC "5.4 Recommendations" \f C \l "1" 
The findings have shown that lack of expertise in Facebook marketing plan was among the challenge’s youth faced that hindered their start-up adverts through Facebook platform.  Based on this challenge, I would recommend the   government of Tanzania and the private sectors to collaborate in order to empower youth start up owners through training and workshop to have experience in Facebook marketing plan so as to minimize this challenge. The findings have shown that difficulty in retargeting interested customers was among the mentioned challenges.   Based on this challenge, I would recommend youth start up owners to identify clearly their potential customers so as to minimize this challenge. The findings have shown that fake start -up owners on Facebook and business messages or images target wrong viewers were found as challenges. I would recommend youth start up owners to quickly report to government through TCRA, and police in charge of cyber to make their follow up in case of any misuse of their account. With that regard, I would recommend the police in charge of cyber to work quickly on the matter when reported to them.

5.6  Areas for Further Studies TC "5.6 Areas for further studies" \f C \l "1" 
The focus of this study has focused on Facebook platform only, I would recommend other studies to focus on another social media platform apart from Facebook platform. On the other hand, this study has focused on the words of Dodoma city only, while there are other cities plenty of youth start up owners who might be using Facebook to promote their businesses, I would recommend other researcher to carry out studies of the similar nature in other geographical area of Tanzania in order to bridge the gaps. 
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APPENDICES

Appendix B: Questionnaire for Youth Start up owners

Introduction 

We are interested in assessing social media efficacy in promoting youth start-ups in Dodoma municipality with a on Facebook platform.  The researcher is a student of Master of Arts of Mass Communication of the open university of Tanzania. This study is carried out in partial fulfilment of the requirements of the mentioned degree above. You have been selected to participate in this study because you are potential to provide the information required. Findings of this study will lead to a clear understanding of how youth in Tanzania use Facebook platform to promote their start-ups. 
Please assist by responding to the following questions as honestly as possible. Rest assured that the information you will provide will be treated confidentially and solely for the purpose of this study. 
Thank you very much for your time and cooperation. We greatly appreciate your contribution for the success of this exercise. Please, circle the statement or phrase that you think is the best answer.

Section A.  Types of start ups

1. What is your start up all about? 

a. Lifestyle startups  (   )

b. Small business start ups (  )

c. Scalable start ups (   )

d. Buyable start ups (   )

e. Social start ups  (    )

5. Duration of start  –ups

1. When did you start your start up?

a) 1- 5 years ago c) 6 -10 years ago()  c) 11 -15 years ago (  ).

6. Types of start- ups ownership 

1. What is the type of  ownership your start- up belongs to ? 

a) Sole ownership (  )  b) Joint venture partnership (     )    c) Other, please explain ………………………………………………………………………………………………..
Section B.: Exploration of the effectiveness of Facebook Marketing in promoting youth start-ups
1. Use of social media platform among respondents

A.Are you a social media platform fan ? 

a. Yes (    )     b. No (    ).

B. If your answer is No , do you think why ? please explain 

…………………………………………………………………………………………

C. If your answer is yes to the question , have you ever used Facebook platform? 

a) Yes  (     )      b) No (     ) 

D. If your answer is Yes , do you think Facebook platform might be effective in marketing  to promote youth startup ?

a) Yes   (       )    b) No (   )  c)  I do not know (      )

E. If your answer is Yes to question D, do you think Facebook platform has helped youth start up to grow?

a) Yes (    )       b)   No (     )

2. Strengths of social media in promoting Youth start -up  

A. What do you think are the strengths of Facebook in promoting Youth Start-ups ?

a. convenient and ease of access (   )

b. cost effective , and simple (  )

c. fosters innovation and learning  (   )

3. Facebook platform use among respondents

A. Have you ever used Facebook before ?

a. Yes (   )       b. No    (     )

B. If your answer is No , do you think why ? please explain 

………………………………………………………………………………………………………………………………………………..

4. Facebook platform contribution in marketing

A. Do you think Facebook platform contribute in the marketing of youth start ups ?

a. Yes (    )     b. No (   )

B. If your answer is No to the question , do you think why ? please explain ………………………………………………………….

5  Uses of Facebook platform among youth to promote their start up . 

A. Do you think youth start-up owners use Facebook platform as their means of promoting their start-ups ?

a. Yes (    )   b. No (   ) c. I do not know (   )

Section C:  Different ways youth use in finding correct customers through Facebook

A. Do you think are there ways youth use to find customers of their start-ups through Facebook.

a. Yes (   )     b. No (   )   c. I do not know (    ) 

B.If your answer is Yes  to the question , what are those ways ? 

  a. Creation of Facebook   business page (    )

  b. Chat with potential customers using messenger for business (    )

 c. Boost a post to engage new audiences (    )

 d. Use page insights to learn about your customer (   )

C. Results obtained based on ways used by youth to promote their start-ups through Facebook 

1. Based on the ways you use, what do you think are the results of those ways?


a. youth start- ups owner-customer relationship (  )

b. decrease of advertising  costs  and increase of profit (  )

c. increase in start-up awareness and brand identity (   )

Section D: Exploration of people’s perception and attitudes toward youth start-ups advertisement through Facebook

1.
Do you think people have different perception and attitudes towards your startups adversities through Facebook ?

a. Yes (    )           b. No (    )   c. I do not know (    )

2. If your answer is Yes , what attitudes and perception might they have ? 

a. Positive (   )    b. Negative (   )

c. Moderate (     ).

Section E. Examination of  challenges that youth face when using Facebook for start ups adverts

A.Do you think there exist some challenges that affect your startup while advertising them through Facebook ?

a.Yes (    )     b. No (   )  c. I do not know (    )

B. If your answer is Yes, what do you think are those challenges ?

a. Lack of expertise in Facebook marketing plan (  )

b. Difficulty in retargeting interested customers (  )

c. Fake start -up owners on Facebook (  )

d. Sometimes youth start-up owners business messages or images  target wrong viewers (   )

C.What would recommend to alleviate those challenges, please explain ……………..

……………………………………………………………………………………………………………………………………………………………………………………

Thank you for your collaboration

Appendix C: Questionnaire for Youth Start up owners

Introduction 

We are interested in assessing social media efficacy in promoting youth startups in Dodoma municipality with a on Facebook platform.  The researcher is a student of Master of Arts of Mass Communication of the open university of Tanzania. This study is carried out in partial fulfilment of the requirements of the mentioned degree above. You have been selected to participate in this study because you are potential to provide the information required. Findings of this study will lead to a clear understanding of how youth in Tanzania use Facebook platform to promote their startups. 

Please assist by responding to the following questions as honestly as possible. Rest assured that the information you will provide will be treated confidentially and solely for the purpose of this study. 

Thank you very much for your time and cooperation. We greatly appreciate your contribution for the success of this exercise. Please, circle the statement or phrase that you think is the best answer. 

Section A. ypes of start ups

1. What do you think youth start ups are  all about? 

a. Lifestyle startups  (   )

b. Small business start ups (  )

c. Scalable start ups (   )

d. Buyable start ups (   )

e. Social start ups  (    )

5. Duration of start  –ups

1. When did you start your start up?

a) 1- 5 years ago c) 6 -10 years ago()  c) 11 -15 years ago (  ).

6. Types of start- ups ownership 

1. What is the type of  ownership most youth start- up belongs to ? 

a) Sole ownership (  )  b) Joint venture partnership (     )    c) Other, please explain ………………………………………………………………………………………………..

Section B.: Exploration of the effectiveness of Facebook Marketing in promoting youth start-ups.

1. Use of social media platform among respondents

A.Are you a social media platform fan ? 

a. Yes (    )     b. No (    ).

B. If your answer is No , do you think why ? please explain
…………………………………………………………………………………………

C. If your answer is yes to the question , have you ever used Facebook platform? 

a) Yes  (     )      b) No (     ) 

D. If your answer is Yes , do you think Facebook platform might be effective in marketing  to promote youth startup ?

a) Yes   (       )    b) No (   )  c)  I do not know (      )

E. If your answer is Yes to question D, do you think Facebook platform has helped youth start up to grow?

a) Yes (    )       b)   No (     )

2. Strengths of social media in promoting Youth start -up  

A. What do you think are the strengths of Facebook in promoting Youth Start-ups ?

a. convenient and ease of access (   )

b. cost effective , and simple (  )

c. fosters innovation and learning  (   )

3. Facebook platform use among respondents

A. Have you ever used Facebook before ?

a. Yes (   )       b. No    (     )

B. If your answer is No, do you think why? please explain
………………………………………………………………………………………………………………………………………………..

4. Facebook platform contribution in marketing

A. Do you think Facebook platform contribute in the marketing of youth start ups ?

a. Yes (    )     b. No (   )

B. If your answer is No to the question , do you think why ? please explain ………………………………………………………….

5  Uses of Facebook platform among youth to promote their start up . 

B.Do you think youth start-up owners use Facebook platform as their means of promoting their start-ups ?

b. Yes (    )   b. No (   ) c. I do not know (   )

Section C:  Different ways youth use in finding correct customers through Facebook

B. Do you think are there ways youth use to find customers of their start-ups through Facebook.

a. Yes (   )     b. No (   )   c. I do not know (    ) 

B.If your answer is Yes  to the question , what are those ways ? 

  a. Creation of Facebook   business page (    )

  b. Chat with potential customers using messenger for business (    )

 c. Boost a post to engage new audiences (    )

 d. Use page insights to learn about your customer (   )

C. Results obtained based on ways used by youth to promote their start-ups through Facebook 

1. Based on the ways you use, what do you think are the results of those ways?


a. youth start- ups owner-customer relationship (  )

b. decrease of advertising  costs  and increase of profit (  )

c. increase in start-up awareness and brand identity (   )

Section D: Exploration of people’s perception and attitudes toward youth start-ups advertisement through Facebook

1.
Do you think people have different perception and attitudes towards your startups adversities through Facebook ?

a. Yes (    )           b. No (    )   c. I do not know (    )

2. If your answer is Yes , what attitudes and perception might they have ? 

a. Positive (   )    b. Negative (   )

c. Moderate (     ).

Section E. Examination of  challenges that youth face when using Facebook for start ups adverts

A.Do you think there exist some challenges that affect your startup while advertising them through Facebook ?

a.Yes (    )     b. No (   )  c. I do not know (    )

B. If your answer is Yes, what do you think are those challenges ?

a. Lack of expertise in Facebook marketing plan (  )

b. Difficulty in retargeting interested customers (  )

c. Fake start -up owners on Facebook (  )

d. Sometimes youth start-up owners business messages or images target wrong viewers (   )

C. What would recommend to alleviate those challenges, please explain 

……………………………………………………………………………………………………………………………………………………………………………………

Thank you very much for your collaboration

Appendix D: In depth interview guide for Youth startup owners

Introduction

This in-depth interview aims at getting deeper insights regarding issues raised in the questionnaires. You were selected for this in-depth interview because you were selected to fill in the questionnaires. If you agree to be interviewed, we will agree on time and place that is comfortable, private and safe. You can choose that place. If you give me permission, I will write what you tell me and if you wish, you and I can read together what I have written. During the interview, if the questions are upsetting or difficult to answer, you can choose not to answer them and feel free to tell me in order to go to the next question.
I ensure that the information you will provide will be confidential and be used for the purpose of this study only. I therefore request your full cooperation for the success of this study.  Thank you. 

1. What is your age?

2.what kind of business you do?

3. For how long have you been doing that activity?

5. Who is the owner of this startup? 

6.What type of mobile phone you use for your business adverts? 

7. what do you do to advertise your startup? 

8. In which way you think facebook might be a good platform to advertise your startup?

9. What do you think people perceive your startups when you advertise them through Facebook?

10. Do you think there are challenges that affect your business when you advertise them through Facebook?

11. What do you think are the best way to deal with those challenges if they exist?

Thank you for your time.

Appendix E: In depth interview guide for community members

Introduction

This in-depth interview aims at getting deeper insights regarding issues raised in the questionnaires. You were selected for this in-depth interview because you were selected to fill in the questionnaires. If you agree to be interviewed, we will agree on time and place that is comfortable, private and safe. You can choose that place. If you give me permission, I will write what you tell me and if you wish, you and I can read together what I have written. During the interview, if the questions are upsetting or difficult to answer, you can choose not to answer them and feel free to tell me in order to go to the next question.
I ensure that the information you will provide will be confidential and be used for the purpose of this study only. I therefore request your full cooperation for the success of this study.  Thank you. 

1.What is your age?

2.What kind of business you prefer the most?

3.What type of mobile phone you use for your business adverts? 

7. Have you ever purchased a youth product due to advertise through Facebook? 

8. In which way you think Facebook might be a good platform to advertise youth startup?

9. What do you think people perceive youth startups when advertised them through Facebook?

10. Do you think there are challenges that affect youth business when advertised through Facebook?

11. What do you think are the best way to deal with those challenges if they exist?
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Instagram








Business ventures


Decrease of operating costs


Maximisation of profits


Easy reach of customers


Increase in start-up awareness


Brand identity


Markets growth


Buying decision


Sales growth


Employment opportunities growth


Cash flow increase


Tax pay increase








Social Capital


Social networks





Youth start-ups owner-customer relationship


Consumer engagement 


Wide range of consumer goods











