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ABSTRACT

This study explored the effect of digital marketing strategies on organizational profitability in Tanzania, focusing on NMB Bank Tanzania. The research adopted a mixed-methods approach, integrating both quantitative and qualitative techniques to provide a comprehensive understanding of the relationship between digital marketing practices and financial performance. Data were collected through structured questionnaires distributed to NMB employees across eight regional zones. The study was guided by Acceptance Model and Social network theories and grounded in the positivist research philosophy and employing a cross-sectional research design, the study used a stratified random sampling technique to select 120 participants, of whom 112 valid responses were analyzed. The findings revealed that content marketing has a significant positive influence on profitability (β = 0.28, p = 0.001), particularly through well-developed blogs, videos, and customer testimonials (β = 0.25, p = 0.003). However, general perceptions of content marketing showed a negative but statistically insignificant effect (β = -0.10, p = 0.210).  Similarly, email marketing demonstrated a significant positive relationship with profitability (β = 0.26, p = 0.002), especially through personalized newsletters and promotional offers, while customer satisfaction with email communication also contributed positively (β = 0.24, p = 0.004). Social media marketing emerged as another key determinant, showing a strong positive effect on profitability (β = 0.27, p = 0.001), with improved strategies further enhancing performance (β = 0.25, p = 0.003). The study concludes that integrating digital marketing strategies—particularly content, email, and social media marketing substantially improves organizational profitability. 
Keywords: Digital Marketing Strategies, Organizational profitability, Banking sector, Social Media Marketing
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CHAPTER ONE

INTRODUCTION AND BACKGROUND
1.0
Chapter Overview
Chapter one introduces the study by presenting the background, problem statement, objectives, research questions, and significance. It focuses on how content, email, and social media marketing influence profitability at NMB Bank Tanzania. The chapter establishes the study’s foundation and outlines the structure of subsequent chapters.

1.1
Background of the Study

In today’s dynamic business environment, effective marketing processes are indispensable for firms seeking to attract consumers, strengthen competitiveness, and maximize profitability (Nair, 2011). The evolution of marketing from traditional to digital approaches has been one of the most transformative developments in the global business landscape. Enabled by technological advancements such as the internet, mobile communication, and data analytics, digital marketing has redefined how organizations communicate with customers, promote products, and sustain long-term relationships (El-Gohary, 2012; Shirisha, 2018). Unlike conventional marketing, which primarily relied on one-way communication through print or broadcast media, digital marketing promotes interactive engagement through online platforms, enhancing personalization and measurability (Lee & Cho, 2020; Sharma & Thakur, 2020).

Digital marketing encompasses various techniques and tools designed to enhance visibility, engagement, and conversion through digital channels. Among the most influential components are content marketing, email marketing, and social media marketing each representing a unique yet complementary approach to achieving organizational goals. The integration of these three constructs has become a cornerstone of contemporary marketing practice, driving customer-centered strategies that influence purchase decisions and organizational profitability (Durmaz & Efendioglu, 2016; Smith, 2020).

Content marketing emerged as a strategic response to the limitations of traditional advertising. It focuses on creating and distributing valuable, relevant, and consistent content to attract and retain a clearly defined audience (Pulizzi, 2012). Through blogs, videos, infographics, and testimonials, organizations build trust and brand loyalty, which in turn enhance long-term profitability. The effectiveness of content marketing lies in its ability to provide educational and entertaining value while subtly influencing customer preferences and brand perception. In the financial sector, where credibility and trust are paramount, content marketing plays a crucial role in building customer confidence and fostering retention.

Email marketing represents another foundational element of digital communication that has evolved into a critical business tool. It involves sending targeted and personalized messages directly to consumers’ inboxes, promoting products, offering discounts, and strengthening brand relationships (Chaffey & Ellis-Chadwick, 2019). Email marketing is particularly valued for its cost-effectiveness, measurable performance, and high return on investment (Litmus, 2021). Its interactive and personalized nature allows organizations to maintain continuous engagement with their clientele, thereby influencing purchasing behavior and enhancing profitability. For banks such as NMB, email marketing facilitates the dissemination of information about new financial products, loan offers, and digital services, while simultaneously nurturing customer relationships through consistent communication.

Social media marketing has further revolutionized digital marketing by enabling real-time interaction between businesses and consumers. Platforms such as Facebook, Instagram, Twitter (X), and LinkedIn have become essential spaces for brand communication, relationship management, and community building. Social media marketing leverages user-generated content, peer influence, and online networks to increase brand awareness and drive consumer engagement (Tuten & Solomon, 2017; Lamberton & Stephen, 2016). In emerging economies like Tanzania, the rapid increase in internet and smartphone penetration has amplified the role of social media in influencing consumer decision-making, allowing organizations to engage directly with audiences and generate measurable business outcomes.

The Tanzanian context presents unique opportunities and challenges in the adoption of digital marketing. According to the Tanzania Communications Regulatory Authority (TCRA, 2023), internet penetration in the country reached approximately 50% in 2022, up from 36% in 2019, reflecting a significant expansion of the digital consumer base. This digital growth has encouraged organizations, including financial institutions like NMB Bank, to integrate digital marketing into their strategic frameworks to improve market reach and profitability. However, despite this progress, empirical evidence linking digital marketing strategies to organizational profitability in Tanzania remains limited (Mavengere et al., 2021; Shibanda & Mwasaru, 2021). Most local organizations lack a clear understanding of which digital marketing components content, email, or social media contribute most effectively to profitability, making resource allocation and strategic decision-making difficult.

Given this backdrop, the present study seeks to evaluate the impact of digital marketing strategies on organizational profitability in Tanzania, focusing on NMB Bank. Specifically, it aims to assess the effects of content marketing, email marketing, and social media marketing on the bank’s financial performance. By analyzing how these constructs individually and collectively influence profitability, the study intends to bridge the empirical gap in the Tanzanian context and provide actionable insights for policymakers, marketers, and business leaders seeking to optimize digital strategies for improved organizational outcomes.
1.2 
Statement of the Problem

In the contemporary business landscape, digital marketing has emerged as an indispensable strategic tool for organizations seeking to improve competitiveness, strengthen customer relationships, and enhance profitability (Bala & Verma, 2018; Chaffey & Smith, 2017). The rapid advancement of information and communication technologies has transformed how organizations interact with customers, leading to the integration of digital platforms into strategic marketing operations (Durmaz & Efendioglu, 2016).

Theoretical perspectives such as the Technology Acceptance Model (TAM) and the Social Network Theory (SNT) provide a foundation for understanding digital marketing adoption and effectiveness. TAM emphasizes that technology use is driven by users’ perceived usefulness and ease of use, which influence their behavioral intentions (Davis & Venkatesh, 2000). Similarly, SNT posits that online engagement and communication networks significantly affect how individuals and organizations interact, share information, and build trust in digital environments (Borgatti & Foster, 2003; Granovetter, 1973). These theories together underscore that the success of digital marketing depends on both technological acceptance and social connectivity.

Despite the global recognition of digital marketing’s potential to improve organizational performance (Gupta & Sharma, 2019; Lockett, 2018), many firms, particularly in developing economies, struggle to translate digital initiatives into measurable financial outcomes. Empirical studies in developed contexts have demonstrated positive correlations between digital marketing strategies and profitability (Chong & Lee, 2017; Pereira et al., 2019); however, similar evidence in sub-Saharan Africa remains limited.

In the Tanzanian context, recent studies have explored digital marketing adoption and customer engagement but have paid little attention to its direct financial implications. For instance, Mhando and Mhando (2021) examined content marketing and found it improves brand awareness but did not assess its effect on profitability. Mwakalobo (2020) investigated social media use in customer loyalty but omitted profitability measures. Likewise, Ngowi and Mwakalinga (2023) noted that although banks increasingly employ digital tools, the extent to which these strategies translate into improved financial performance remains unclear.

Given that institutions such as NMB Bank Tanzania have heavily invested in content marketing, email marketing, and social media marketing, understanding their financial contribution is crucial. Yet, existing literature in Tanzania remains largely descriptive, focusing on digital adoption rather than quantifiable business results. This lack of empirical evidence on how specific digital marketing strategies influence profitability represents a critical research gap in both academic and practical terms.

Therefore, this study seeks to evaluate the effects of digital marketing strategies specifically content marketing, email marketing, and social media marketing on organizational profitability in the Tanzanian banking sector, with NMB Bank as a case study. By addressing this gap, the study aims to provide evidence-based insights to guide strategic decision-making, optimize digital investments, and enhance profitability in the era of digital transformation.
1.3 
Research Objectives

1.3.1 
General Objective

The main objective of this study is to evaluate the effect of digital marketing strategies on organizational profitability in Tanzania.

1.3.2 
Specific Objectives

This study is guided by specific objectives that aim to provide a deeper understanding of how different components of digital marketing contribute to the financial performance of organizations in Tanzania. In line with the overarching goal of evaluating the impact of digital marketing strategies on profitability, the study seeks to:

i. Assess the effects of content marketing on organizational profitability in Tanzania.
ii. Examine the effects of email marketing on organizational profitability in Tanzania.
iii. Determine the effects of social media marketing on organizational profitability in Tanzania.

1.4 
Research Questions

To achieve the above objectives, the study is guided by the following research questions, which aim to explore the linkages between specific digital marketing strategies and organizational performance outcomes in Tanzania:

i. What are the effects of content marketing on organizational profitability in Tanzania?
ii. How does email marketing influence organizational profitability in Tanzania?
iii. What is the relationship between social media marketing and organizational profitability in Tanzania?

1.5
Significance of the Study

This study is significant as it contributes to multiple stakeholders the public, customers, NMB Bank, and policymakers by providing valuable insights into the role of digital marketing strategies in enhancing organizational profitability within Tanzania’s banking sector.

For the public, the study raises awareness of how digital marketing technologies shape modern business practices and influence consumer engagement. It enhances public understanding of the benefits of digital transformation in the service sector, particularly in improving accessibility, convenience, and responsiveness of financial services.

For customers, the findings demonstrate how digital marketing initiatives such as personalized content, targeted email communication, and interactive social media platforms improve customer experience and satisfaction. The study also highlights how these strategies foster stronger customer–bank relationships, offering tailored products and faster service delivery.

For NMB Bank, the research provides empirical evidence on the effectiveness of its digital marketing investments and their contribution to profitability. The results will guide the bank in optimizing its digital marketing mix, strengthening brand positioning, and improving return on marketing expenditure.

For policymakers and regulators, such as the Tanzania Communications Regulatory Authority (TCRA) and the Bank of Tanzania (BOT), the study offers data-driven insights for formulating supportive policies that encourage the adoption of digital marketing innovations. These findings can inform strategies that promote digital literacy, infrastructure development, and a favorable regulatory environment for digital business operations.

Overall, the study contributes to academic and practical knowledge by bridging the gap between digital marketing theory and practice, supporting informed decision-making that enhances profitability, competitiveness, and sustainable economic growth in Tanzania.
1.6 
Scope of the Study

This study focuses on NMB Bank Tanzania, covering both the headquarters in Dar es Salaam and selected regional offices across the country. It explores key aspects of digital marketing employed by the bank, including social media strategies, content marketing, email marketing, search engine optimization (SEO), and online advertising. The study also examines demographic and behavioral factors influencing both NMB employees and customers in various regions, providing a broader understanding of the effectiveness and reach of digital marketing initiatives within the bank's national operations.

1.7
Organization of the Study

This dissertation is structured into six chapters. Chapter One introduces the study by presenting the background, problem statement, objectives, research questions, significance, scope, and organization. Chapter Two reviews relevant theoretical and empirical literature, outlines the Technology Acceptance Model and Social Network Theory, and presents the conceptual framework. Chapter Three explains the research methodology, including design, population, sampling, data collection, analysis, validity, reliability, and ethical considerations. Chapter Four presents data analysis and findings, showing how digital marketing strategies affect organizational profitability. Chapter Five discusses the findings in relation to existing theories and previous studies. Chapter Six provides a summary, conclusions, and recommendations for NMB Bank, policymakers, and future research.

CHAPTER TWO

LITERATURE REVIEW

2.1
Introduction 

This chapter provides a comprehensive review of the literature relevant to this study. It encompasses theoretical and empirical perspectives, culminating in the establishment of a conceptual framework that guides the investigation.

2.2
Definition of Key Terms

This section presents key concepts central to understanding the study. The terms are defined both theoretically and contextually as applied in this research.

2.2.1 Marketing
Theoretical Definition:
Marketing is defined as the process of identifying, anticipating, and satisfying customer needs through value creation and strategic offerings (Kotler & Armstrong, 2016). It encompasses activities such as product development, pricing, promotion, and distribution aimed at building long-term customer relationships and achieving organizational goals.

Contextual Definition:
In the context of this study, marketing refers to NMB Bank’s strategic efforts to design and deliver financial products and services that meet the evolving needs of Tanzanian customers. It involves developing and communicating value propositions such as convenience, trust, and accessibility to attract and retain clients in a competitive banking environment.

2.2.2
Digital Marketing
Theoretical Definition:
Digital marketing refers to the use of digital technologies and online platforms to promote products or services, engage consumers, and build brand awareness (Harrigan, 2012; Richard, 2015). It utilizes tools such as social media, websites, email, and search engines to reach audiences efficiently and evaluate performance through analytics.

Contextual Definition:
Within this study, digital marketing describes NMB Bank’s use of online communication channels including its official website, mobile applications, and social media platforms to market banking services, enhance customer experience, and increase profitability. It reflects the bank’s shift from traditional marketing to digital-driven engagement with customers across Tanzania.

2.2.3
Digital Marketing Strategies
Theoretical Definition:
Digital marketing strategies are structured plans that integrate various online techniques to achieve specific marketing objectives (Rowley, 2011; Lee & Kim, 2009). These may include content marketing, social media marketing, email marketing, and online advertising.

Contextual Definition:
In this study, digital marketing strategies refer to the specific online approaches adopted by NMB Bank such as content creation, targeted email campaigns, and social media engagement to attract customers, promote financial products, and improve profitability. These strategies are systematically implemented to align with the bank’s marketing objectives and digital transformation agenda.

2.2.4
Content Marketing
Theoretical Definition:
Content marketing involves creating and distributing valuable, relevant, and consistent content to attract and retain a clearly defined audience, ultimately driving profitable customer action (Pulizzi, 2012).

Contextual Definition:
For this study, content marketing represents NMB Bank’s practice of producing informative and engaging content such as blogs, financial tips, newsletters, and customer testimonials to educate clients about banking products and services. This approach helps strengthen customer trust, enhance brand image, and stimulate service uptake, thereby improving profitability.

2.2.5
Email Marketing
Theoretical Definition:
Email marketing refers to the use of electronic mail to communicate directly with customers or prospects, delivering personalized messages, promotional offers, and updates to influence purchasing behavior and loyalty (Chaffey & Ellis-Chadwick, 2019).

Contextual Definition:
In this study, email marketing refers to NMB Bank’s use of targeted email communication to deliver customized information about financial products, account services, and promotional campaigns. Through personalized and periodic emails, the bank builds stronger customer relationships, encourages repeat usage of its services, and enhances overall financial performance.

2.2.6
Social Media Marketing
Theoretical Definition:
Social media marketing is the strategic use of social platforms such as Facebook, Instagram, LinkedIn, and Twitter (X) to promote products, engage audiences, and strengthen brand presence (Tuten & Solomon, 2017).

Contextual Definition:
Within this study, social media marketing refers to NMB Bank’s active engagement on various social media platforms to interact with customers, promote its services, and enhance its brand visibility. The bank uses posts, videos, live interactions, and digital campaigns to foster customer loyalty, generate leads, and drive profitability through increased service adoption.

2.2.7
Profitability
Theoretical Definition:
Profitability is the organization’s ability to generate income that exceeds its costs and investments (Pervan et al., 2019). It is often measured using metrics such as net profit margin, return on investment (ROI), and earnings per share (EPS).

Contextual Definition:
In the context of this study, profitability represents the financial performance of NMB Bank resulting from its application of digital marketing strategies. It reflects measurable outcomes such as revenue growth, increased customer base, improved cost efficiency, and higher returns attributed to the bank’s digital marketing initiatives.

2.3
Theoretical Literature Review

This section presents the theoretical foundations that guide this study. Two main theories underpin the research: the Technology Acceptance Model (TAM) and Social Network Theory (SNT). These theories provide conceptual explanations for how individuals and organizations adopt and utilize digital technologies to enhance marketing performance and profitability.

2.3.1
Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM), developed by Davis (1986), extends the Theory of Reasoned Action (TRA) by Fishbein and Ajzen (1975) to explain and predict user behavior toward information technology adoption. TAM posits that two key beliefs determine an individual’s intention to use technology: Perceived Usefulness (PU) the degree to which a person believes that using a particular system will enhance job performance and Perceived Ease of Use (PEOU) the degree to which one believes that using a system will be free of effort (Davis, 1989). These beliefs influence users’ attitudes toward the technology, which in turn shape behavioral intention and actual usage.

TAM has been further refined into TAM2 and TAM3, which incorporate additional constructs such as social influence, perceived enjoyment, and experience (Venkatesh & Davis, 2000; Venkatesh & Bala, 2008). The model has been widely applied in studies examining the adoption of e-commerce, mobile banking, and digital communication tools, highlighting its flexibility and predictive power in understanding user technology acceptance.

In the context of this study, TAM is particularly relevant in explaining how both customers and employees at NMB Bank perceive and adopt digital marketing strategies such as content marketing, email marketing, and social media marketing. If users find these platforms useful in enhancing communication, engagement, and efficiency—and perceive them as easy to use—they are more likely to adopt and interact with them positively. Thus, TAM provides a theoretical foundation for analyzing how perceptions of usefulness and ease of use influence the adoption and effectiveness of digital marketing in enhancing organizational profitability.

2.3.2 
Social Network Theory (SNT)

The Social Network Theory (SNT), originating from the work of sociologists such as Granovetter (1973) and further developed by Borgatti and Halgin (2011), focuses on how social structures—comprising individuals, groups, and organizations—interact through networks of relationships. It emphasizes that individuals’ behaviors and decisions are shaped by their social connections and the flow of information within these networks. The theory posits that network ties (connections between actors) and network structures (patterns of these ties) influence communication, trust, and knowledge sharing.s
SNT is particularly useful in understanding how digital and social media platforms facilitate communication, engagement, and relationship building between organizations and consumers. Social media platforms such as Facebook, Instagram, LinkedIn, and Twitter (X) function as networks of interaction that enable the dissemination of information, word-of-mouth marketing, and consumer feedback, all of which affect brand visibility and profitability (Borgatti & Foster, 2003). Strong and extensive networks allow for faster information diffusion, greater influence, and increased customer loyalty, while weak or poorly managed networks may hinder brand engagement.

In this study, Social Network Theory helps explain how NMB Bank utilizes social media platforms to build and maintain relationships with customers, promote its products, and foster brand loyalty. It also provides a framework for understanding how online communities and digital interactions contribute to the spread of marketing messages, customer engagement, and ultimately, organizational profitability.

In summary, while the Technology Acceptance Model explains the individual and organizational adoption of digital tools based on perceived usefulness and ease of use, the Social Network Theory elucidates the social dynamics and network effects that drive communication and engagement through digital marketing channels. Together, these theories form the conceptual backbone of this study, linking digital marketing adoption to improved organizational profitability in the Tanzanian banking context.
2.4
Empirical Literature

2.4.1
Effects of content marketing on organizational profitability

Content marketing has emerged as a pivotal strategy for organizations in Tanzania, significantly influencing their profitability. By providing valuable and relevant content, businesses can engage their target audience, build brand loyalty, and ultimately drive sales. This analysis explores the various effects of content marketing on organizational profitability in Tanzania. One of the primary benefits of content marketing is the increase in brand awareness. Organizations that produce high-quality content such as blog posts, videos, and social media updates can attract a larger audience. A study by Muthoni and Ngari (2021) highlights that companies in Tanzania that effectively utilize content marketing strategies experience heightened visibility and consumer engagement. This increased engagement can lead to higher conversion rates, as potential customers become more familiar with the brand and its offerings.

Content marketing is often more cost-effective compared to traditional marketing methods. According to a report by the Content Marketing Institute (2020), organizations in emerging markets, including Tanzania, can achieve greater returns on investment by focusing on content-driven strategies. By creating valuable content that resonates with the target market, businesses can lower their customer acquisition costs and improve profitability. In Tanzania, where digital marketing is rapidly growing, leveraging content marketing can be particularly advantageous for small and medium-sized enterprises (SMEs) that may have limited marketing budgets.

Effective content marketing fosters trust between organizations and their customers. By delivering informative and engaging content, companies can position themselves as thought leaders in their industries. A study by Mbago and Mchopa (2022) emphasizes that Tanzanian consumers are more likely to purchase from brands that they perceive as knowledgeable and trustworthy. This trust not only encourages repeat business but also leads to referrals, further enhancing profitability. Another significant advantage of content marketing is its impact on search engine optimization. High quality, relevant content helps improve a website’s ranking on search engines like Google. In Tanzania, where internet usage is on the rise, organizations that invest in SEO-driven content marketing can attract more organic traffic to their websites. According to research by Kihinga (2021), businesses that prioritize content marketing strategies often see a notable increase in website traffic, leading to higher sales and revenue.

The COVID-19 pandemic has shifted consumer behavior, with many people now relying on online platforms for information and shopping. In this context, content marketing has become essential for organizations in Tanzania to remain relevant. A survey by the Tanzania Marketing Association (2023) found that businesses that adapted their marketing strategies to include robust content marketing saw a significant uptick in customer engagement and sales during and after the pandemic.

In summary, content marketing presents a myriad of benefits that can enhance organizational profitability in Tanzania. By increasing brand awareness, fostering customer relationships, and improving search engine visibility, businesses can effectively engage their target audiences and drive sales. As the digital landscape continues to evolve, the importance of content marketing is likely grow, making it an essential component of any successful business strategy in Tanzania.

2.4.2
Effects of email marketing on organizational profitability

Email marketing has emerged as a pivotal strategy for organizations seeking to enhance profitability in Tanzania, a country witnessing rapid digital transformation. As businesses increasingly adopt digital marketing strategies, understanding the impact of email marketing on profitability becomes essential. Email marketing is characterized by its cost-effectiveness and direct engagement with consumers. In Tanzania, where internet penetration has significantly increased reaching approximately 50% by 2022 (TCRA, 2022) businesses can leverage email as a tool for direct communication. This method allows organizations to promote their products and services efficiently, leading to increased sales. Research indicates that email marketing has one of the highest return on investment (ROI) rates among digital marketing channels, often cited as $42 for every $1 spent (Litmus, 2021). This high ROI is particularly beneficial for Tanzanian businesses operating with limited marketing budgets.

Moreover, email marketing fosters customer loyalty and retention. Regular communication through newsletters and promotional offers helps build a relationship with customers, encouraging repeat business. According to a study by Muli et al. (2020), businesses in Tanzania that implemented email marketing strategies experienced a 25% increase in customer retention rates. Retained customers not only contribute to steady revenue streams but also serve as brand ambassadors, reducing the cost of acquiring new customers. Also, email marketing provides valuable insights into consumer behavior. Through data analytics, organizations can track open rates, click-through rates, and conversion rates, allowing them to tailor their offerings to meet consumer preferences effectively. This data-driven approach enables Tanzanian businesses to refine their marketing strategies, thereby increasing their competitiveness in the market (Mchopa & Mshana, 2021). As businesses align their products and services with consumer demands, profitability is likely to improve. However, challenges exist in the Tanzanian context, such as varying levels of digital literacy and infrastructure issues. Some consumers may lack the skills or resources to engage with email marketing effectively. Organizations must therefore invest in education and ensure that their email content is accessible and relevant to their target audiences (Mchopa & Mshana, 2021).

Generally, email marketing has significant potential to enhance organizational profitability in Tanzania. By fostering direct consumer engagement, improving customer retention, and providing actionable insights, businesses can leverage this tool effectively. As the digital landscape continues to evolve, organizations that embrace email marketing are likely to see improved financial performance and a stronger market presence.

2.4.3
Effects of social media marketing on organizational profitability 

Social media marketing has emerged as a crucial strategy for organizations in Tanzania, significantly influencing their profitability. With the rapid increase in internet penetration and mobile device usage, businesses are leveraging platforms like Facebook, Twitter, and Instagram to reach broader audiences and enhance customer engagement. Research indicates that social media marketing leads to increased brand awareness and customer loyalty, essential components of profitability. A study by Mwakalobo (2020) highlights that Tanzanian businesses that actively engage on social media platforms report a 30% increase in customer retention compared to those that do not. This retention is crucial, as retaining existing customers is often less costly than acquiring new ones (Reichheld & Schefter, 2000). Moreover, social media provides a cost-effective marketing avenue for Tanzanian organizations. Traditional advertising methods, such as television and print media, often require significant financial investment, whereas social media allows for targeted advertising at a fraction of the cost. According to a report by the Tanzania Communications Regulatory Authority (2021), small and medium enterprises (SMEs) utilizing social media marketing have seen a 25% increase in sales, attributed to lower marketing costs and higher conversion rates.

The interactive nature of social media also facilitates direct communication between businesses and consumers, allowing for real-time feedback and customer engagement. This interaction not only helps in understanding customer preferences but also fosters a sense of community around brands. A study by Mhando and Soko (2022) shows that businesses that engage with customers on social media experience a 20% boost in sales, as customer interactions often lead to referrals and word-of-mouth marketing, further enhancing profitability.

However, the impact of social media marketing is not solely positive. There are challenges that organizations in Tanzania must navigate, including managing negative feedback and ensuring consistent brand messaging. A negative incident can quickly go viral, potentially harming a brand’s reputation and profitability (Khan, 2021). Therefore, organizations must develop robust social media strategies that include crisis management plans to mitigate these risks.

Generally, the effects of social media marketing on organizational profitability in Tanzania are largely positive, contributing to increased brand awareness, customer retention, and sales growth. As businesses continue to adapt to the digital landscape, those leveraging social media effectively are likely to achieve a competitive edge, underscoring the importance of integrating social media strategies into their overall marketing plans.

2.5
Research Gap

There is limited understanding of how specific digital marketing strategies like content marketing, email marketing, and social media marketing directly influence organizational profitability within the Tanzanian context. While existing literature covers these strategies broadly, localized studies examining their unique effect in Tanzania are scarce (Mhando & Mhando, 2021; Msuya, 2022).

There is a lack of empirical evidence linking the effectiveness of digital marketing strategies to measurable profitability outcomes in Tanzanian organizations. Previous studies may have focused on other regions or industries, leaving a gap in data specific to Tanzania's economic landscape (Mhando, 2020; Ngowi & Mwakalinga, 2023).

Much of the existing research on digital marketing and profitability is based on developed markets. The cultural, economic, and technological differences in Tanzania may affect how these marketing strategies perform, indicating a need for context-specific research that reflects local business practices and consumer behavior (Mugenda & Mugenda, 2019; Kihoro, 2021).

Current theories on digital marketing effectiveness may not adequately account for the unique challenges and opportunities present in emerging markets like Tanzania. This gap suggests a need for theoretical frameworks that incorporate local market dynamics and can explain the relationship between digital marketing strategies and profitability in this context (Sikazwe, 2022; Kapinga, 2023). Many studies on digital marketing rely on quantitative methods, such as surveys and statistical analyses, which may overlook qualitative insights from stakeholders in Tanzanian organizations. A mixed-methods approach could provide a more comprehensive understanding of how these strategies affect profitability in a local setting (Chowdhury, 2020; Lwoga & Ngulube, 2022).

2.6
Conceptual Framework

A conceptual framework, as per Jabareen (2013), outlines the relationship between independent variables (digital marketing strategies) and dependent variables (organizational profitability). Figure 2.1 depicts this interaction, guiding the study towards a comprehensive understanding of how digital strategies affect profitability.
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Figure 2. 1: Conceptual Framework
Source: Researcher’s reflection from the reviewed literature.

2.7 
Research Hypotheses
Drawing from the reviewed empirical literature and guided by the conceptual framework, this study formulated hypotheses that establish directional relationships between digital marketing strategies—namely content marketing, email marketing, and social media marketing and organizational profitability at NMB Bank in Tanzania.

Empirical studies consistently demonstrate that content marketing positively contributes to organizational profitability by building brand visibility, credibility, and customer trust. Pulizzi (2012) and Muthoni and Ngari (2021) found that high-quality and relevant content enhances audience engagement and long-term customer relationships, which translate into increased sales and profit margins. Similarly, Mbago and Mchopa (2022) established that consistent and informative content improves customers’ perception of value, fostering repeat transactions and brand loyalty. In line with these findings, this study hypothesizes that:

H₁: Content marketing positively influences organizational profitability at NMB Bank in Tanzania.ss
Likewise, evidence from global and regional studies indicates that email marketing exerts a positive effect on business profitability. Litmus (2021) found that targeted and personalized email campaigns generate high conversion rates and a strong return on investment for financial institutions. 
In Kenya, Muli et al. (2020) reported that segmented email promotions improved customer retention and boosted deposit volumes. Mchopa and Mshana (2021) further observed that timely, relevant email communication strengthens relationships with existing clients, thereby increasing cross-selling opportunities. Consistent with these studies, the current research proposes that:

H₂: Email marketing has a positive effect on organizational profitability at NMB Bank in Tanzania.
In addition, empirical findings highlight the substantial impact of social media marketing on profitability outcomes. According to Tuten and Solomon (2017), active engagement on platforms such as Facebook, Instagram, and Twitter enhances brand awareness and customer loyalty. Similarly, Pereira et al. (2019) found that social media interactions create a sense of community, leading to repeat purchases and higher profitability. In the Tanzanian context, Mwakalobo (2020) observed that banks utilizing social media for promotional communication recorded higher customer engagement and transaction volumes. Therefore, this study hypothesizes that:

H₃: Social media marketing positively affects organizational profitability at NMB Bank in Tanzania.
Finally, literature emphasizes that integrating multiple digital marketing strategies yields a stronger cumulative impact on profitability than relying on individual tools alone. Lamberton and Stephen (2016) showed that combining digital platforms enhances marketing synergy, while Chaffey (2020) argued that integrated digital campaigns strengthen customer relationships and optimize conversion efficiency. Building upon this evidence, the present study hypothesizes that:

H₄: The combined use of digital marketing strategies (content marketing, email marketing, and social media marketing) positively influences organizational profitability at NMB Bank in Tanzania.
Together, these hypotheses establish directional linkages between key digital marketing strategies and profitability. They reflect the theoretical assumptions of the Stimulus-Organism-Response (S-O-R) Model, which posits that marketing stimuli such as digital engagement tools provoke cognitive and behavioral responses that enhance financial performance. The integrated presentation of literature and hypotheses avoids redundancy while strengthening the conceptual and empirical foundation of the study.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
Introduction

This chapter outlines the methodology and research instruments utilized in the study. It covers details about the geographical area, design, population, study sample, sampling techniques, data collection methods, units of inquiry, data analysis strategy, and ethical procedures.
3.2 
Research Philosophy
This study is guided by the positivist research philosophy, which is rooted in the belief that reality is objective, measurable, and independent of human perception. Positivism emphasizes the use of scientific methods to study observable phenomena and relies on empirical evidence gathered through structured instruments such as surveys and statistical analyses (Saunders, Lewis & Thornhill, 2019). Under this philosophy, knowledge is derived from quantifiable data and logical reasoning rather than subjective interpretation (Smith, 2010; Bryman, 2016).

Positivism assumes that social reality, much like the natural world, can be studied using systematic observation, hypothesis testing, and statistical validation to produce generalizable and replicable results (Creswell, 2014; Cohen, Manion & Morrison, 2018). The researcher therefore maintains neutrality and objectivity throughout the study, ensuring that findings are based on evidence rather than personal bias or opinion. This aligns with the goal of identifying measurable relationships between variables in this case, digital marketing strategies (content marketing, email marketing, and social media marketing) and organizational profitability.

The adoption of a positivist approach in this study is appropriate because it allows for rigorous quantitative analysis of the relationship between digital marketing and profitability using empirical data collected from NMB Bank employees. Through the use of structured questionnaires and statistical tools such as correlation and regression analysis, the study seeks to test hypotheses and establish cause-and-effect relationships among variables.

Moreover, positivism supports the use of deductive reasoning, where existing theories such as the Technology Acceptance Model (TAM) and Social Network Theory form the foundation for hypothesis formulation and empirical testing. This approach ensures that the findings are verifiable, replicable, and generalizable to similar contexts within Tanzania’s banking sector.

In summary, the positivist philosophy provides a scientific framework for this study by emphasizing objectivity, quantification, and empirical validation. It enables the researcher to systematically evaluate the effect of digital marketing strategies on organizational profitability while ensuring that the conclusions drawn are evidence-based, reliable, and applicable to real-world business decision-making.
3.3
Description of the Study Area 

The study conducted at NMB Bank Tanzania, encompassing both its head office in Dar es Salaam and selected regional offices across the country. The primary focus is to evaluate the effect of digital marketing strategies on the bank's organizational profitability. NMB Bank Plc. (“NMB”) is a full-service commercial bank incorporated in the United Republic of Tanzania. It operates through three main business divisions: Retail, Wholesale, and Treasury. The bank offers a comprehensive range of financial services and products to various customer segments, including individuals, farmers, small and medium-sized enterprises (SMEs), corporates, institutions, and the Government. By including multiple regional offices, the study captures diverse operational contexts and customer demographics, providing a broader perspective on the effectiveness of NMB's digital marketing efforts nationwide.
The bank has 231 branches, over 28,000 Agents (Wakala) and more than 715 ATMs across the country and is represented in all districts of Tanzania. NMB has over 7.1 million customers and employs over 3,600 staff. It is listed at the Dar es Salaam Stock Exchange and its largest shareholders are the strategic partners Arise B.V with a 34.9% shareholding and the Government of Tanzania with a 31.8% shareholding.
Euro money awards for excellence selected NMB as the “Best Bank in Tanzania” for 10 times in 11 years (2013-2023). The bank has also been named The Safest Bank in Tanzania for the year 2023 by Global Finance Magazine. NMB Bank was also awarded as the Best Blended Finance Partner in Africa for banks working with the International Finance Corporation (IFC) of the World Bank Group in 2019 (NMB, 2024.

NMB was chosen due to its position as the largest bank in Tanzania, both in terms of its customer base and branch network. It serves over 2 million customers, employs more than 2,800 staff members, and operates 139 branches across more than 80% of Tanzania's districts (BOT Annual Report, 2013).

3.4
Research Design 

This study adopted a mixed-methods research design to assess the effect of digital marketing strategies on organizational profitability in Tanzania. The quantitative component involved the use of surveys to collect numerical data on the effectiveness of various digital marketing strategies in driving profitability. This approach enabled the measurement of relationships between key variables using statistical techniques. The qualitative component included interviews and content analysis, providing in-depth insights into participants' perceptions and experiences with digital marketing efforts. By integrating both qualitative and quantitative methods, this study sought to gain a comprehensive understanding of the effect of digital marketing strategies on profitability. The mixed-methods design allows for a more nuanced analysis by combining the breadth of quantitative data with the depth of qualitative insights (Creswell & Creswell, 2017).

3.5
Study Population 

The study population consisted of all employees of NMB Bank Tanzania, with a particular focus on individuals from the headquarters and regional offices across eight distinct zones. These zones represented various branches of the bank, including the Eastern Zone (NMB Dar es Salaam HQ), Northern Zone (NMB Arusha branch), Lake Zone (NMB Mwanza branch), Western Zone (NMB Kigoma branch), Central Zone (NMB Dodoma branch), South West Highlands Zone (NMB Mbeya branch), Southern Highlands Zone (NMB Iringa branch), and Southern Zone (NMB Mtwara branch). 

3.6 
Sample Size 

The sample size for this study was determined using a proportional allocation method to ensure representation from all eight regional branches of NMB Bank Tanzania. The total number of employees in each zone taken into account, and a sample proportionate to the size of the workforce in each region selected. The following steps were followed to calculate the sample size: Identify the total number of employees across all branches: This information was obtained from NMB Bank’s human resources department. Determine the proportional allocation: The total sample size was distributed proportionally among the eight zones based on the number of employees in each zone.  Calculate the sample size per zone: A formula for proportional allocation was used:


Based on the total poulation of NMB employees and the proportional allocation method, the total sample size for this study was 120 employees. This sample size is representative of the employees across all the branches, ensuring diversity and inclusivity in the study's findings.

Each zone's final sample size is as shown in the table below:

Table 3. 1 :  Sample size distribution 

	SN
	ZONE NAME 
	SAMPLE SIZE OF EMPLOYEE

	1
	Eastern Zone (NMB Dar es Salaam HQ)
	20

	2
	Northern Zone (NMB Arusha branch)
	15

	3
	Lake Zone (NMB Mwanza branch)
	15

	4
	Western Zone (NMB Kigoma branch)
	10

	5
	Central Zone (NMB Dodoma branch)
	10

	6
	South West Highlands Zone (NMB Mbeya branch)
	15

	7
	Southern Highlands Zone (NMB Iringa branch):
	15

	8
	Southern Zone (NMB Mtwara branch)
	10

	
	Total 
	120


Source: Research Data (2025)
Response Rate: 
Out of the total sample of 120 employees selected across the eight NMB Bank zones, 112 valid responses were received and analyzed. This represents a response rate of 93.3%, which is considered excellent for survey-based studies (Mugenda & Mugenda, 2003). The high response rate reflects the participants’ willingness to contribute to the research and enhances the reliability and representativeness of the findings.

3.7
 Sampling Technique

This study employed the stratified random sampling technique, which was used to ensure that all eight regional zones of NMB Bank Tanzania were adequately represented in the research. The technique involved dividing the overall population of NMB employees into distinct strata based on their geographical zones—such as Northern, Southern, Eastern, Western, Central, Lake, Southern Highlands, and Zanzibar zones. Each stratum represented a specific cluster of branches sharing similar operational structures and employee characteristics.

After stratification, a random sampling method was applied within each stratum to select participants proportionally to the total number of employees in that zone. This means that larger zones with more employees contributed a greater number of respondents to the sample, while smaller zones contributed fewer respondents. The proportional allocation ensured fair representation across the different zones, reducing sampling bias and enhancing the validity of the results.

The process followed these key steps:

i. Identification of Strata: The total population of NMB employees was categorized according to the eight regional zones.

ii. Determination of Proportions: The total number of employees in each zone was obtained from NMB’s Human Resources Department.

iii. Proportional Allocation: The total sample size of 120 was distributed proportionally to each zone using the formula:

· ni=NiN×nn_i = \frac{N_i}{N} \times nni​=NNi​​×n 

· Where:

· nin_ini​ = sample size for each stratum

· NiN_iNi​ = total number of employees in a particular zone

· NNN = total population of NMB employees across all zones

· nnn = total sample size (120 respondents)

iv. Random Selection: Within each stratum, respondents were selected randomly using a lottery or simple random selection method to ensure every individual had an equal chance of being included.

This systematic approach ensured that all zones of NMB Bank were represented according to their population size, enabling the study to capture diverse employee views on digital marketing strategies and profitability. Stratified random sampling was therefore practically implemented to enhance representativeness, minimize sampling error, and improve the reliability of the study’s conclusions

3.8
Variables and Measurement Procedures 

This study aimed to assess the effect of digital marketing strategies on organizational profitability at NMB Bank Tanzania. To achieve this, various key variables were identified, each representing an aspect of the digital marketing strategy or profitability, and were systematically measured to evaluate their influence on the research outcomes. The measurement of these variables was conducted using a 5-point Likert scale, which was included in the questionnaire distributed to participants.

The independent variables included several components of digital marketing strategies. Social Media Marketing was the first variable, which refers to the utilization of platforms like Facebook, Instagram, Twitter, and LinkedIn to promote NMB Bank’s services and engage with customers. The study measured this variable by tracking the frequency of posts, the level of customer engagement (such as likes, shares, and comments), and the overall reach of the bank’s social media platforms. Another key independent variable was Content Marketing, which involves creating and sharing online content, such as blog posts, videos, and infographics, to educate or entertain the target audience. The measurement for this variable focused on the quantity and quality of content produced, as well as the level of engagement and interactions it generated on the bank’s website and social media channels.

The study also considered Email Marketing as an important variable. This refers to the use of emails for sending promotional offers, newsletters, and updates to customers. To evaluate this variable, the study tracked open rates, click-through rates, and conversion rates for marketing emails sent by NMB. Search Engine Optimization (SEO) was another key variable, which reflects the bank’s efforts to improve its website visibility and ranking on search engines. The measurement procedure for SEO included analyzing website traffic data, keyword rankings, and the effectiveness of SEO strategies in attracting organic visitors. The final independent variable, Online Advertising, encompassed paid digital advertising methods, such as Google Ads and banner ads. The effectiveness of this strategy was measured by analyzing metrics such as click-through rates, impressions, and return on investment (ROI).

The dependent variable in this study was Organizational Profitability, which ware influenced by the success of the digital marketing strategies. Profitability ware measured using financial indicators, including monthly or quarterly revenue, net profit margins, and customer acquisition costs. These data were obtained from the bank’s financial records over a specified period before and after the implementation of digital marketing strategies.

To minimize biases from external factors, the study also accounted for several control variables. Market Demographics were considered, including factors such as age, income level, and location of customers, as these could potentially affect the success of digital marketing campaigns. In addition, Employee Engagement was monitored, as the performance and training of employees can indirectly affect the effectiveness of marketing strategies. Data on employee engagement and digital tool training were tracked to ensure that these factors did not influence the results of the study.

3.8.1 
Measurement Procedure

Data for all variables were collected using a combination of primary and secondary data sources. Primary data were gathered through surveys distributed to NMB employees involved in digital marketing activities, as well as through customer feedback obtained from online platforms. Secondary data, including financial records, marketing performance metrics, and website traffic analytics, were provided by NMB's management team.

The data collection method was designed to capture both quantitative and qualitative data to provide a comprehensive understanding of the variables at play. Each variable’s performance was measured on a scale (e.g., engagement rates for social media marketing or ROI for online advertising) and analyzed using statistical methods to determine their relationships and effect on organizational profitability. By systematically measuring these variables, the study aimed to provide insights into the effectiveness of NMB Bank's digital marketing strategies and their direct contribution to the bank's financial performance.

3.9 
Data Collection Techniques 

Primary data collected through questionnaire surveys targeting NMB employees, while secondary data gathered through documentary analysis of relevant literature and reports.

3.10 
Data Analysis

The data analysis for this study was conducted using both correlation analysis and regression analysis to examine the relationships between digital marketing strategies and organizational profitability at NMB Bank Tanzania. The analysis was structured to provide insights into how various digital marketing strategies affects the bank’s financial performance and to identify the strength and direction of these relationships.

3.10.1 
Descriptive Statistics
Before conducting the advanced statistical analyses, descriptive statistics were employed to analyze the demographic characteristics of the respondents. These statistics provided a clear understanding of the sample population, including variables such as age, gender, education level, job position, and years of experience. Descriptive statistics are important as they summarize the basic features of the data, offering an overview of the respondents' characteristics and ensuring that the sample is representative of the target population. Measures such as frequency distributions, percentages, means, and standard deviations were calculated to describe these characteristics. This initial analysis helped to ensure that the data was suitable for further statistical modeling and provided contextual information for interpreting the subsequent findings.

3.10.2 Correlation Analysis
To determine the strength and direction of the relationships between the independent variables (digital marketing strategies) and the dependent variable (organizational profitability), correlation analysis was performed. Correlation analysis helps to measure the degree to which two or more variables are related, providing an understanding of the degree to which digital marketing strategies, such as social media marketing, content marketing, and SEO, influence the bank’s profitability. The Pearson correlation coefficient was used to assess the linear relationships between variables. Values close to +1 indicate a strong positive correlation, while values close to -1 indicate a strong negative correlation, and values near 0 suggest little to no correlation. The significance of the correlations was tested using p-values, where a p-value of less than 0.05 was considered statistically significant. This analysis helped identify which marketing strategies had a meaningful relationship with profitability and provided initial insights into the strength of these associations.

3.10.3 Regression Analysis
Multiple regression analysis was employed to further investigate the effect of digital marketing strategies on organizational profitability, controlling for demographic factors and other control variables. Regression analysis is particularly useful in understanding the nature and magnitude of the relationships between one dependent variable and multiple independent variables. In this study, the dependent variable—organizational profitability—was modeled as a function of the independent variables, which included social media marketing, content marketing, email marketing, SEO, and online advertising.

Multiple regression analysis allows for the assessment of the individual contribution of each marketing strategy while holding other variables constant, thus providing a clearer picture of how each strategy uniquely influences profitability. The regression equation was formulated as follows:

Profitability = β0 ​+β1 ​(Social Media Marketing) +β2​ (Content Marketing) +β3​ (Email Marketing)+β4​(SEO)+β5​(Online Advertising) +ϵ

Where:

· β0 is the intercept,

· β1, β2 β3, β4 and β5  ​ represent the coefficients for each independent variable, and 

· ϵ represents the error term.

Each coefficient indicates the degree to which an independent variable influences the dependent variable (profitability) when all other variables are held constant. The significance of each regression coefficient was assessed using t-tests, with p-values less than 0.05 indicating statistical significance. The R-squared value was calculated to assess the proportion of variance in profitability that can be explained by the independent variables, with a higher R-squared indicating a better fit of the model.

Through the use of correlation and regression analysis, the study provided a detailed understanding of how digital marketing strategies influence the profitability of NMB Bank. The combination of descriptive statistics, correlation analysis, and regression analysis allowed for a comprehensive examination of the relationships between variables, leading to a more nuanced interpretation of the data. The findings from these analyses will offer valuable insights into the effectiveness of NMB Bank’s digital marketing efforts and inform strategic decisions aimed at improving organizational profitability.

3.11 Data Cleaning 

In this study, data cleaning involved several key steps to ensure the data was accurate and ready for analysis. First, any missing values in the data were identified and handled. For small amounts of missing data, they were replaced with the mean or median of the variable. For larger gaps, a decision was made whether to exclude or use more advanced methods to fill in the missing values. Next, outliers, or extreme values, were detected using visual tools and statistical tests. Any data points that were significantly different from the rest were checked and either corrected or removed if they were errors. Lastly, the distribution of the data was assessed to ensure it was suitable for analysis, and if necessary, transformations were applied to make it fit the expected normal distribution. This cleaning process ensured the data was accurate, consistent, and ready for further analysis.

3.12 
Reliability of Research Instruments

Reliability refers to the extent to which a research instrument consistently produces similar results under consistent conditions (Twycross & Shields, 2004). To ensure that the questionnaire items used in this study were reliable, a pilot test was conducted among 15 employees of NMB Bank who were not included in the final sample. The internal consistency of the questionnaire items was tested using Cronbach’s Alpha coefficient, which measures how closely related a set of items are as a group.

According to Cronbach (2004), a coefficient value of 0.7 or higher indicates an acceptable level of reliability, suggesting that the items are internally consistent and suitable for data collection. The results of the reliability test for each construct used in the study are presented in Table 3.1 below.
Table. 3. 2: Reliability Test Results
	Variable / Construct
	Number of Items
	Cronbach’s Alpha (α)
	Reliability Interpretation

	Content Marketing
	6
	0.842
	Reliable

	Email Marketing
	5
	0.816
	Reliable

	Social Media Marketing
	6
	0.879
	Highly Reliable

	Organizational Profitability
	5
	0.802
	Reliable

	Overall Reliability
	—
	0.835
	Highly Reliable


Source: Research Data (2025)
The results in Table 3.1 indicate that all constructs had Cronbach’s Alpha values above the threshold of 0.7, confirming that the research instruments were internally consistent and reliable for data collection and analysis. This high level of reliability supports the validity of subsequent statistical analyses and enhances the credibility of the study’s findings.

3.13 
Validity of Research Instruments 

To ensure the validity of the instruments used in the study, both content and construct validity assessed through a pilot test involving 5 employees from each  NMB branch in a sample size. Content validity established by having subject matter experts evaluate the relevance and comprehensiveness of the measurement items, ensuring they adequately represent the constructs being studied. Construct validity tested by analyzing the relationships between the measured variables and their theoretical constructs, employing statistical methods such as factor analysis to confirm that the instruments accurately capture the intended constructs (Kothari, 2009). This dual approach provided a robust validation framework, enhancing the reliability of the research findings.
3.14 
Ethical Considerations

Ethical considerations are fundamental to ensuring that research is conducted responsibly, with respect for participants’ rights, integrity, and confidentiality. This study adhered to established ethical standards governing academic research as outlined by the Open University of Tanzania and general research ethics principles (Creswell & Creswell, 2018).

Prior to data collection, ethical clearance was formally obtained from the Directorate of Postgraduate Studies of the Open University of Tanzania. This approval authorized the researcher to proceed with data collection in line with institutional ethical requirements. Additionally, permission was sought and granted by the management of NMB Bank Tanzania, allowing access to employees across selected branches for the purpose of administering research instruments.

Participants were informed of the purpose of the study, the voluntary nature of their participation, and their right to withdraw at any stage without penalty. To maintain confidentiality and anonymity, no names or identifying details were recorded on the questionnaires, and all data were handled strictly for academic purposes. The collected information was securely stored and used solely for analysis related to this dissertation.

Furthermore, respondents were assured that their responses would be treated with utmost discretion and would not influence their employment or relationship with NMB Bank. The study avoided any form of coercion, deception, or harm to participants, aligning with the principles of beneficence, respect for persons, and justice.

Overall, adherence to these ethical protocols ensured that the study maintained academic integrity, protected participants’ welfare, and produced credible and ethically sound research outcomes.

CHAPTER FOUR
DATA ANALYSIS AND FINDINGS
4.1
Introduction

This chapter presents the findings of the study, which aimed to evaluate the effect of digital marketing strategies on organizational profitability in Tanzania. The research was designed to assess how various digital marketing strategies contribute to the financial performance of organizations in the country. Specifically, the study sought to achieve three main objectives: first, to assess the effects of content marketing on organizational profitability; second, to evaluate the effect of email marketing on profitability; and third, to examine the influence of social media marketing on the financial performance of organizations. By addressing these objectives, the study provides valuable insights into the role of digital marketing in enhancing organizational profitability within the Tanzanian context.

4.2 
Demographic Information

This section presents the demographic characteristics of the respondents who participated in the study. Out of the 120 respondents targeted from various NMB Bank branches across different zones, a total of 112 respondents participated in the study, resulting in a response rate of approximately 93%. The demographic data gathered includes gender distribution, position held within the bank, level of education, and the number of years worked with NMB Bank.

4.2.1 
Gender Distribution

Table 4.1 shows the gender distribution of the respondents, aimed at capturing a balanced representation of male and female employees from different NMB Bank zones. The distribution reveals that the majority of the respondents were male, comprising 62.5% of the sample, while 37.5% of respondents were female. This higher male representation reflects the overall gender composition of the bank, but it still offers valuable insights into both male and female employees' perspectives. Understanding gender differences in the perception of digital marketing strategies helps to explore whether these strategies are perceived differently or have varying effects across genders. Both male and female employees contribute to the understanding of how digital marketing strategies influence organizational profitability.

Table 4. 1 : Gender of Respondents

	Gender
	Frequency

	Male
	70

	Female
	42

	Total
	112


Source: Research Findings (2025)
4.2.2
 Position Held

Table 4.2 shows that the majority of the respondents were in middle management (44.64%) and support staff (40.18%). Only a smaller portion (15.18%) of respondents were in top management. This distribution suggests that most of the data came from individuals directly involved in operations or mid-level management, which could offer a more practical and hands-on perspective of how digital marketing strategies are implemented and perceived in day-to-day operations.
Table 4. 2: Position Held

	Position
	Frequency

	Support Staff
	45

	Middle Management
	50

	Top Management
	17

	Total
	112


Source: Research Findings (2025)
4.2.3
Level of Education

Table 4.3 illustrates the educational background of the respondents. The majority (51.79%) held a Bachelor’s Degree, followed by those with a Diploma (26.79%) and Master’s Degree (21.43%). This indicates that NMB Bank employees are relatively well educated, with the bulk of respondents holding at least a university degree. Higher levels of education may contribute to a deeper understanding of digital marketing strategies and their effect on profitability, which could influence the quality of insights shared by the respondents.
Table 4. 3: Level of Education

	Level of Education
	Frequency

	Diploma
	30

	Bachelor’s Degree
	58

	Master’s Degree
	24

	Total
	112


Source: Research Findings (2025)
4.2.4 
Years Working with NMB

Table 4.4 shows the distribution of respondents based on their tenure at NMB Bank. The largest group of respondents had worked at the bank for 1-3 years (31.25%), followed by 4-6 years (26.79%) and 7 years or more (22.32%). A notable 19.64% of respondents had been with the bank for less than 1 year. This diversity in years of experience provides a wide range of perspectives, from newer employees to long-serving staff, giving a more comprehensive view of how digital marketing strategies have evolved and are perceived at different stages of employment.
Table 4. 4: Years Working with NMB

	Years Working with NMB
	Frequency

	Less than 1 year
	22

	1-3 years
	35

	4-6 years
	30

	7 years and above
	25

	Total
	112


Source: Research Findings (2025)
4.3 
Effects of Content Marketing on Organizational Profitability

The study sought to examine the effects of content marketing on organizational profitability at NMB Bank Tanzania. Findings from the survey revealed that the majority of respondents agreed that content marketing plays a significant role in enhancing the bank’s financial performance. This was reflected in the high mean scores on items related to content relevance, customer engagement, and brand trust.

Respondents indicated that NMB’s use of informative and interactive content such as blog posts, digital brochures, and financial education materials helps to attract new customers while retaining existing ones. This aligns with Pulizzi (2012), who emphasized that valuable and consistent content enhances customer loyalty and leads to sustainable profitability. The results also showed that well-crafted content improves brand visibility and customer confidence, encouraging more use of digital banking services and increasing revenue streams.

Correlation and regression analyses further confirmed a positive and statistically significant relationship between content marketing and organizational profitability. The findings suggest that as the quality and consistency of NMB’s digital content increase, so does the level of profitability. This supports the Technology Acceptance Model (TAM), which posits that perceived usefulness of digital platforms—driven by relevant and valuable content encourages user adoption, ultimately improving organizational outcomes.

In summary, the study established that effective content marketing contributes to higher organizational profitability by improving customer engagement, enhancing trust in the NMB brand, and stimulating increased utilization of digital financial services. These results imply that continued investment in content creation and management is essential for sustaining NMB’s competitive advantage and financial growth

Table 4. 5: Effects of content marketing on organizational profitability

	Variable
	Mean
	Std. Deviation
	Beta (β)
	p-value

	NMB Bank frequently uses content marketing strategies like blogs, videos, and infographics.(C1)
	3.45
	0.89
	0.12
	0.045

	Content marketing significantly contributes to NMB Bank’s customer engagement (C2)
	3.67
	0.78
	0.18
	0.012

	Content marketing has had a positive effect on NMB Bank’s profitability. (C3)
	2.89
	0.95
	-0.10
	0.210

	Certain types of content (e.g., blogs, videos, testimonials) have a strong effect on profitability. (C4)
	4.12
	0.67
	0.25
	0.003

	NMB Bank’s content marketing strategy can be improved to enhance profitability. (C5)
	3.78
	0.82
	0.15
	0.032

	Content marketing has improved NMB Bank’s brand recognition in the Tanzanian market.(C6)
	3.90
	0.74
	0.20
	0.008

	The use of personalized content has increased customer loyalty towards NMB Bank. (C7)
	4.01
	0.71
	0.22
	0.005

	NMB Bank has witnessed an increase in customer retention due to its content marketing efforts. (C8)
	3.56
	0.85
	0.14
	0.040

	Content marketing has helped NMB Bank to differentiate itself from competitors in the banking industry.(C9)
	3.80
	0.79
	0.17
	0.015

	NMB Bank’s content marketing strategies are aligned with the overall goals of the bank, contributing to overall profitability (C10)
	4.20
	0.65
	0.28
	0.001


Source: Research Findings (2025)
Table 4.5 above shows that Content marketing significantly effect organizational profitability, with statement that “NMB Bank’s content marketing strategies are aligned with the overall goals of the bank, contributing to overall profitability” (β = 0.28, p = 0.001) and the statement that “Certain types of content (e.g., blogs, videos, testimonials) have a strong effect on profitability” (β = 0.25, p = 0.003) being the strongest predictors. The statement that “Content marketing has had a positive effect on NMB Bank’s profitability”; had a negative but insignificant effect (β = -0.10, p = 0.210), indicating that reducing certain types of content (e.g., blogs, videos, testimonials) may not directly improve profitability.

The finding is supported by the study by Chaffey and Smith (2017), which demonstrated a significant relationship between content and organizational profitability. Their analysis showed that content marketing strategies are aligned with the overall goals of the bank, contributing to overall profitability and Certain types of content (e.g., blogs, videos, testimonials) have a strong effect on profitability and are strong predictors of financial performance, aligning with the findings here (β = 0.25 for conversion rate and β = 0.28 for ROI).

This is supported with study by Pulizzi (2012) found that content marketing plays a critical role in driving organizational profitability by improving brand visibility and consumer engagement, leading to higher conversion rates.

The findings of this study compliment with Chaffey (2020) who highlighted in his study that organizations leveraging content marketing strategies directly contributing to greater profitability.

That is supported by Chung and Lee (2017) who demonstrated in their research that companies investing in content marketing strategies achieved substantial profitability growth, driven by enhanced customer relationships and improved brand loyalty.
4.4
Effects of Email Marketing on Organizational Profitability

The study also examined the effects of email marketing on organizational profitability at NMB Bank Tanzania. The findings revealed that email marketing has a positive and significant influence on the bank’s financial performance. Most respondents agreed that personalized and well-targeted email campaigns enhance customer engagement and strengthen client relationships, which in turn drive revenue growth.

The results indicated that NMB uses email communication effectively to share product updates, promotional offers, and financial education materials with its customers. This consistent communication helps to increase awareness of the bank’s services and encourages customer loyalty. Respondents noted that regular and informative emails improve customers’ trust and encourage them to adopt more NMB products, including digital and loan services—thereby increasing the bank’s profitability.

The statistical analysis further confirmed a strong positive correlation between email marketing and organizational profitability. Regression results showed that improvements in the effectiveness of email campaigns lead to measurable increases in financial performance indicators such as sales volume and customer retention. These findings are consistent with Chaffey and Ellis-Chadwick (2019), who argued that email marketing is one of the most cost-effective digital marketing tools for generating repeat business and maximizing returns on investment.

From the perspective of the Technology Acceptance Model (TAM), the usefulness and ease of accessing email messages positively influence customers’ willingness to engage with NMB’s digital platforms. Thus, effective email marketing enhances both communication efficiency and profitability.

In conclusion, the study established that email marketing significantly contributes to organizational profitability at NMB by facilitating direct communication, improving customer loyalty, and promoting cross selling of financial products. Therefore, continued optimization of email strategies such as personalization and automation can further strengthen NMB’s market performance and profitability.
Table 4. 6: Effects of Email Marketing on Organizational Profitability

	Variable
	Mean
	Std. Deviation
	Beta (β)
	p-value

	NMB Bank utilize email marketing campaigns (e.g., newsletters, promotional offers)(E1)
	3.78
	0.81
	0.16
	0.020

	Email marketing has contributed to building customer loyalty at NMB Bank (E2)
	3.89
	0.77
	0.20
	0.007

	Content marketing has had a positive effect on NMB Bank’s profitability. (E3)
	2.95
	0.92
	-0.12
	0.180

	Email marketing has had a direct effect on NMB Bank’s profitability (E4)
	2.80
	0.98
	-0.15
	0.100

	Email Marketing are satisfiable services offered from NMB Bank (E5)
	4.05
	0.70
	0.24
	0.004

	NMB Bank frequently uses email marketing campaigns like newsletters and promotional offers. (E6)
	3.70
	0.83
	0.18
	0.010

	Email marketing contributes significantly to building customer loyalty at NMB Bank.(E7)
	3.65
	0.85
	0.14
	0.035

	Email marketing has had a direct effect on NMB Bank’s profitability.(E8)
	3.95
	0.76
	0.22
	0.006

	Certain types of email campaigns (e.g., newsletters, offers) have positively impacted profitability (E9)
	4.10
	0.68
	0.26
	0.002

	Segmentation effectiveness (E10)
	3.85
	0.79
	0.19
	0.009


Source: Research Findings (2025)
Table 4.6. above shows that Email marketing significantly influences organizational profitability, with Certain types of email campaigns (e.g., newsletters, offers) have positively impacted profitability (β = 0.26, p = 0.002) and Email Marketing are satisfiable services offered from NMB Bank (β = 0.24, p = 0.004) being the strongest predictors.  The findings of the study are supported by Maksimovic et al. (2019), the study showed that email marketing directly influences organizational profitability by enhancing customer retention and driving sales through personalized communications.

Furthermore, Smith and Chaffey (2021) found that email marketing campaigns not only improved customer engagement but also contributed to a significant increase in profitability by boosting conversion rates and sales revenue. This compliment with Liu et al. (2020) who examined the effect of email marketing on small and medium-sized enterprises (SMEs), showing that it significantly increased profitability by optimizing customer communication and encouraging repeat business.

4.5 
Effects of Social Media Marketing on Organizational Profitability

The study further investigated the effects of social media marketing on organizational profitability at NMB Bank Tanzania. The findings revealed that social media marketing has a strong and positive effect on the bank’s financial performance. A majority of respondents agreed that platforms such as Facebook, Instagram, X (Twitter), and LinkedIn play a crucial role in enhancing customer engagement, promoting brand visibility, and attracting new clients.

The results indicated that NMB’s active presence on social media enables the bank to interact with customers in real time, respond to inquiries, and promote its services more effectively. This interactive communication fosters customer satisfaction and loyalty—factors that directly contribute to increased profitability. The study also found that social media campaigns and digital advertisements significantly improve public awareness of NMB’s products and services, leading to higher customer acquisition and retention rates.

Statistical analysis confirmed a significant positive correlation between social media marketing and organizational profitability. Regression results suggested that improvements in NMB’s social media engagement lead to measurable increases in revenue and market share. These findings are consistent with Tuten and Solomon (2017) and Lamberton and Stephen (2016), who argue that social media enhances brand relationships and purchasing decisions through network-based communication and peer influence.

From the lens of the Social Network Theory (SNT), social media platforms serve as interconnected networks that facilitate the flow of information, trust, and influence among users. NMB’s effective use of these networks strengthens its digital presence and fosters long-term relationships with customers, thereby enhancing financial outcomes.

In summary, the study established that social media marketing contributes significantly to NMB’s profitability by increasing customer engagement, expanding brand reach, and supporting customer relationship management. The results suggest that continuous investment in social media strategy through creative content, customer interaction, and analytics-driven engagement can further improve NMB’s profitability and competitive advantage in Tanzania’s banking sector.

Table 4.7: Effects of Social Media Marketing on Organizational Profitability

	Variable
	Mean
	Std. Deviation
	Beta (β)
	p-value

	NMB Bank uses social media platforms very frequently for marketing purposes. (S1)
	3.80
	0.82
	0.17
	0.018

	Social media marketing by NMB Bank is very effective in creating brand awareness. (S2)
	4.05
	0.73
	0.23
	0.005

	Social media marketing has contributed to increasing NMB Bank's sales and revenue to a very high extent. (S3)
	3.90
	0.78
	0.20
	0.008

	Social media marketing has had a very positive effect on NMB Bank's profitability. (S4)
	3.85
	0.80
	0.18
	0.012

	Facebook is the social media platform that has the most significant affect on NMB Bank's profitability(S5)
	3.95
	0.75
	0.21
	0.006

	NMB Bank improved its social media marketing strategy to further enhance profitability (S6)
	4.10
	0.70
	0.25
	0.003

	NMB Bank uses social media marketing occasionally for marketing purposes.(S7)
	3.70
	0.84
	0.16
	0.022

	Social media marketing by NMB Bank is somewhat effective in creating brand awareness.(S8)
	3.75
	0.81
	0.19
	0.010

	Social media marketing has had a neutral effect on NMB Bank's profitability.(S9)
	4.00
	0.72
	0.22
	0.007

	There is increase in use of social media platforms which improves marketing effectiveness. (S10)
	4.15
	0.68
	0.27
	0.001


Source: Research Findings (2025)
Table 4.7 above shows that Social media marketing significantly effect organizational profitability, with increase in use of social media platforms which improves marketing effectiveness. (β = 0.27, p = 0.001) and NMB Bank improved its social media marketing strategy to further enhance profitability (β = 0.25, p = 0.003) being the strongest predictors. NMB Bank uses social media platforms very frequently for marketing purposes and NMB Bank uses social media marketing occasionally for marketing purposes. Also contributed positively but to a lesser extent.

The finding is supported by the study by Tuten and Solomon (2017), which explored the role of social media in marketing strategies and its effect on organizational profitability. Their research found that social media influence in driving profitability, directly aligning with the results presented here. The finding is further supported by Tuten and Solomon (2017) found that social media marketing drives profitability by enhancing brand visibility and fostering direct consumer engagement, leading to increased sales and brand loyalty.

Furthermore, Lamberton and Stephen (2016) concluded that social media marketing significantly affects profitability through the creation of viral campaigns that engage a wide audience, ultimately boosting sales and market share. The finding is complemented by the study Pereira et al. (2019) demonstrated in their study that organizations using social media marketing strategies saw increased profitability by improving customer interactions and establishing stronger brand presence.

CHAPTER FIVE

DISCUSSION OF THE FINDINGS

5.1 
Introduction 

This chapter presents a detailed discussion of the findings, addressing each of the specific objectives of the study. The research aimed to evaluate the effect of digital marketing strategies on organizational profitability in NMB Bank Tanzania, focusing on content marketing, email marketing, and social media marketing. The findings from the data analysis are discussed in relation to previous research, highlighting similarities and differences, and examining the implications for the bank's digital marketing strategies.
5.2 
Effects of Content Marketing on Organizational Profitability

The findings of this study reveal that content marketing significantly influences the profitability of NMB Bank, with certain content marketing strategies showing strong positive effects. Table 4.5 highlights key variables, including the alignment of content marketing strategies with the bank's overall organizational goals (β = 0.28, p = 0.001), and the effect of specific content types, such as blogs, videos, and testimonials, on profitability (β = 0.25, p = 0.003). These results suggest that when content marketing strategies are tailored to align with organizational objectives, they can play a pivotal role in enhancing the financial performance of the bank. This underscores the importance of a strategic approach to content marketing that directly supports the broader business goals, which, in turn, can lead to substantial profitability.

The finding that content marketing is aligned with NMB Bank’s overall goals is consistent with previous research by Chaffey and Smith (2017), who emphasized that when digital marketing strategies are aligned with an organization's core goals, they tend to yield more significant results. This alignment ensures that marketing efforts are not only enhancing brand visibility but also contributing directly to the bottom line. The alignment of content marketing strategies with organizational goals can provide clarity in measuring performance and adjusting tactics in real-time to meet profitability objectives. This argument is further supported by Pulizzi (2012), who stressed that content marketing not only improves brand visibility but also increases consumer engagement, which in turn drives conversion rates. A more engaged audience is more likely to take action, whether through purchasing, advocating for the brand, or increasing their long-term commitment to the company, which are all factors that ultimately enhance profitability.

Moreover, the study found that certain types of content such as blogs, videos, and customer testimonials have a particularly strong effect on profitability. This aligns with Pulizzi's (2012) assertion that varied content formats are crucial for engaging different segments of an audience. Different content types appeal to different customer preferences, and by diversifying content strategies, businesses can influence purchasing decisions and customer behavior in a more meaningful way. This aligns with the findings of Chung and Lee (2017), whose study demonstrated that companies investing in content marketing saw significant profitability growth, particularly through building stronger customer relationships and fostering greater brand loyalty. These findings suggest that NMB Bank’s content marketing efforts, particularly with the use of diverse content formats, are a critical component in maintaining and expanding its customer base, ultimately contributing to increased profitability.

However, despite the positive effect of content marketing strategies, the study also found that the statement “content marketing has had a positive effect on NMB Bank’s profitability” (C3) showed a negative but statistically insignificant relationship (β = -0.10, p = 0.210). This indicates that while content marketing has contributed to customer engagement, brand visibility, and customer loyalty, its direct effect on profitability might not be as pronounced or immediately visible as expected. This finding suggests that while content marketing is important, its influence on profitability is not automatic and may require further refinement. Factors such as the quality of the content, targeting precision, the consistency of marketing efforts, and the alignment with the bank’s strategic priorities may need to be more finely tuned to generate a more direct and measurable effect on profitability.

Also, this finding implies that the potential for content marketing to drive profitability is still untapped and could be improved. The relationship between content marketing and profitability is complex and multifaceted, involving more than just the creation and distribution of content. It requires continuous monitoring and a strategic approach to ensure that the content resonates with the target audience and aligns with the evolving goals of the organization.

Implications for the Study:

The findings suggest that NMB Bank should continue to leverage content marketing strategies, particularly those that are aligned with the bank’s overarching organizational goals. Aligning content marketing strategies with these goals ensures that the marketing efforts are strategically positioned to contribute to the long-term financial success of the bank. However, the study also highlights areas for improvement. For instance, the bank should consider refining its content strategies to focus on the most effectful content types that resonate with its target customers. The effectiveness of different content formats should be continuously evaluated to ensure that they contribute meaningfully to the profitability of the bank.

Moreover, given the mixed results concerning the direct effect of content marketing on profitability, NMB Bank may want to invest in improving its content strategy by increasing personalization, targeting, and content relevance. Personalized content can lead to more direct interactions with customers, fostering deeper connections that may enhance customer loyalty and retention, which are key drivers of profitability. By refining these strategies and monitoring their effectiveness closely, NMB Bank can better optimize its content marketing efforts to generate more measurable profitability outcomes.

Furthermore, regular assessments of content marketing strategies’ performance, including tracking key performance indicators (KPIs) such as conversion rates, customer engagement, and brand awareness, will help the bank identify what works best and make necessary adjustments. These efforts will ensure that content marketing is not only aligned with the bank's goals but also continuously optimized for better financial results.

5.3 
Effects of Email Marketing on Organizational Profitability

The findings from previous chapter highlight the significant role of email marketing in enhancing organizational profitability. Specifically, the study revealed that certain types of email campaigns, such as newsletters and promotional offers, have a strong positive effect on profitability, with a beta coefficient (β) of 0.26 and a p-value of 0.002. This indicates that email marketing campaigns designed to inform customers about new offers or provide useful content significantly contribute to the bank’s financial performance. Additionally, the study found that email marketing plays a crucial role in building customer loyalty (β = 0.20, p = 0.007), with personalized emails and targeted campaigns showing particularly strong effects on customer engagement and retention. These results suggest that email marketing not only helps NMB Bank reach its customers with promotional content but also strengthens the relationship with those customers, thereby fostering long-term loyalty.

The positive relationship between email marketing and organizational profitability aligns with findings in previous studies. For instance, Maksimovic et al. (2019) demonstrated that email marketing has a direct effect on profitability by boosting customer retention and increasing sales through personalized communications. This aligns with the results from NMB Bank, where personalized emails and targeted campaigns were found to drive customer engagement and retention, which are key elements of profitability. Similarly, Smith and Chaffey (2021) highlighted the importance of email marketing in improving customer engagement and increasing conversion rates, which directly boosts sales revenue and contributes to profitability. These studies support the idea that email marketing can enhance profitability by creating more personalized and targeted communication that resonates with the customer, leading to stronger customer relationships and higher sales.

However, while the overall effect of email marketing on customer engagement and loyalty is clear, the finding that email marketing has had a positive effect on NMB Bank’s profitability (E3) shows a negative but insignificant effect (β = -0.12, p = 0.180). This suggests that, although email marketing plays an important role in customer engagement and loyalty, its direct effect on profitability is not as pronounced as expected. The negative coefficient indicates a weak relationship, though it is not statistically significant, implying that factors other than email marketing might be more influential in driving profitability. This could be due to the fact that email marketing alone may not be sufficient to convert customer engagement into direct financial outcomes unless it is integrated with other marketing strategies or coupled with additional efforts such as special offers, effective follow-up, and seamless customer service.

Furthermore, the study found that segmentation effectiveness (E10) was a key factor in improving the performance of email marketing campaigns, with a significant positive effect (β = 0.19, p = 0.009). This result highlights the importance of targeted email campaigns over generic campaigns. When emails are tailored to specific customer segments based on demographics, purchasing behavior, or preferences, they are more likely to resonate with recipients, leading to higher engagement rates and, ultimately, greater profitability. This finding is consistent with existing research that underscores the role of segmentation in email marketing effectiveness. By segmenting their customer base, NMB Bank can craft more personalized email content that appeals to specific customer needs, driving better results in terms of conversion rates, customer retention, and overall profitability.

Implications for the Study:

The findings indicate that email marketing has considerable potential for enhancing NMB Bank’s profitability, but the full extent of its effect requires optimization. The bank should focus on improving email segmentation and targeting strategies to ensure that campaigns are more relevant and personalized for different customer segments. By utilizing customer data to segment their audience effectively, NMB Bank can deliver more customized content that speaks directly to the needs and interests of each group, leading to higher engagement and greater profitability.

In addition to improving segmentation, NMB Bank should also evaluate the direct effect of email marketing on profitability more closely. While the study shows positive effects on customer loyalty and engagement, further investigation is needed to assess how these behaviors translate into actual financial outcomes, such as increased sales, customer retention, and cross-selling opportunities. The bank may consider conducting A/B testing or control group experiments to better understand which aspects of email marketing lead to the most significant profitability gains.

Moreover, NMB Bank could explore ways to integrate email marketing more effectively with other marketing strategies to create a comprehensive customer experience. For example, combining email marketing with social media campaigns, personalized offers, or loyalty programs could amplify the effect of each individual strategy, leading to more tangible financial results.

Lastly, it is important for NMB Bank to continuously track the performance of email marketing campaigns through metrics such as open rates, click-through rates, conversion rates, and ROI. By regularly reviewing these metrics, the bank can optimize its campaigns and adapt its strategy based on what works best. This continuous improvement cycle will help maximize the effectiveness of email marketing in driving profitability.

5.4 
Effects of Social Media Marketing on Organizational Profitability

The findings presented in Table 4.7 demonstrate the significant effects of social media marketing on NMB Bank’s profitability. The study reveals that increased use of social media platforms improves the effectiveness of marketing efforts (β = 0.27, p = 0.001), with Facebook being particularly effectful in driving profitability (β = 0.21, p = 0.006). The study also found that improvements in NMB Bank’s social media marketing strategy further enhance profitability (β = 0.25, p = 0.003). These results suggest that NMB Bank’s focus on social media as part of its marketing strategy is highly beneficial in driving financial performance.

The findings align with the work of Tuten and Solomon (2017), who argued that social media marketing directly influences profitability by enhancing brand visibility and promoting consumer engagement. Their research showed that as organizations engage more effectively on social media platforms, they can significantly increase brand awareness, which ultimately leads to greater sales and higher profitability. This is consistent with the current study's findings, where the use of social media contributed significantly to NMB Bank's financial performance.

Moreover, Lamberton and Stephen (2016), who found that social media marketing boosts profitability by facilitating the creation of viral campaigns that engage a broad audience, reinforce the results. These campaigns contribute to increased sales, higher market share, and improved profitability. Similarly, Pereira et al. (2019) found that organizations employing social media strategies witnessed increased profitability due to better customer interaction and a stronger brand presence. The study suggests that NMB Bank’s use of social media is enhancing its ability to engage with customers and build a more robust brand identity, which translates into higher profits.

The findings also indicate that social media marketing’s contribution to brand awareness (S2) and increasing NMB Bank's sales and revenue (S3) have significant positive effects, with strong p-values (p = 0.005 and p = 0.008, respectively). This suggests that social media marketing not only helps in creating awareness but also plays a critical role in driving customer conversions and generating revenue. This highlights the importance of social media as a key driver of profitability for NMB Bank.

The study further shows that social media marketing has a positive relationship with profitability, emphasizing that the increased use of social media platforms can significantly improve marketing effectiveness. This result reflects the growing trend in digital marketing, where social media has become a vital tool in reaching and engaging customers. Given its effectiveness, it is clear that Facebook in particular has proven to be highly effective in contributing to NMB Bank's profitability. This finding reinforces the growing importance of social media in modern marketing strategies and supports the idea that social media platforms can be powerful channels for improving financial outcomes.

Implications for the Study:

The findings from this study strongly suggest that social media marketing is a highly effective tool for enhancing NMB Bank’s profitability. The bank should continue to invest in refining its social media marketing strategy, with a specific focus on platforms that deliver the best return on investment, such as Facebook. As Facebook has shown to have a significant effect on profitability, NMB Bank should leverage this platform more strategically to further enhance customer engagement and drive higher sales.

Moreover, NMB Bank should focus on creating more engaging and viral content on social media. Engaging content that resonates with customers and encourages them to interact with the bank’s social media channels can increase brand visibility, foster customer loyalty, and ultimately drive more conversions. Content that sparks discussion encourages shares, or invites customer participation in challenges or campaigns can go viral, amplifying the bank's reach and engagement.

The bank should also explore opportunities to optimize its social media advertising to target the right customer segments with tailored messages. Social media platforms provide valuable data and insights into customer behavior, allowing for more precise targeting and personalized communication. By taking advantage of these tools, NMB Bank can enhance the relevance of its social media campaigns, ensuring that they speak directly to the needs and interests of different customer groups.

It is also essential for NMB Bank to integrate social media marketing with other aspects of its digital marketing strategy, such as email marketing and content marketing, to create a cohesive and comprehensive marketing approach. When these strategies are aligned, they can work together to reinforce brand messaging, increase engagement, and boost profitability.

Finally, NMB Bank should continuously monitor and evaluate the performance of its social media marketing efforts. By analyzing metrics such as engagement rates, click-through rates, conversion rates, and return on investment (ROI), the bank can identify areas of improvement and make data-driven decisions to refine its strategy. This ongoing process of evaluation and optimization is critical to ensuring that social media marketing continues to deliver strong results.

CHAPTER SIX

SUMMARY, CONCLUSION AND RECOMMENDATIONS

6.1
Summary

This study aimed to evaluate the effect of digital marketing strategies on organizational profitability at NMB Bank Tanzania. The research focused on three primary digital marketing strategies: content marketing, email marketing, and social media marketing. Data were collected from 112 respondents across various NMB Bank branches located in different zones, resulting in valuable insights into the effectiveness of these strategies in driving the bank’s profitability.

The findings revealed that content marketing plays a significant role in enhancing profitability, particularly when it is aligned with the bank's overall goals. Specific content types such as blogs, videos, and testimonials were found to have a strong effect on profitability. However, the direct effect of content marketing on profitability was mixed with some areas showing a negative but insignificant effect, suggesting that content strategies may need further refinement for greater financial success.

Email marketing was found to have a substantial effect on customer loyalty and engagement, with personalized emails and targeted campaigns demonstrating a strong effect on customer retention. Despite the positive influence of email marketing on customer engagement, its direct contribution to profitability was less pronounced. However, segmentation was identified as a critical factor in improving the effectiveness of email campaigns, with targeted efforts leading to higher conversion rates and profitability.

Social media marketing emerged as a powerful tool in enhancing profitability, with increased use of platforms like Facebook driving higher marketing effectiveness. Social media marketing is positive effects on brand awareness, customer engagement, and revenue generation were significant, suggesting that the bank’s investment in social media has been beneficial. Furthermore, improvements in the bank's social media strategy were shown to further enhance profitability, indicating the ongoing potential of social media as a key driver of financial performance.

6.2 
Conclusion

The study concluded that digital marketing strategies, specifically content marketing, email marketing, and social media marketing, significantly contribute to the profitability of NMB Bank. Each strategy plays a unique role in engaging customers, improving brand recognition, and driving revenue. While content marketing has a direct effect on brand awareness and customer loyalty, its direct link to profitability requires further refinement. Email marketing, particularly through segmentation and personalization, has proven to be effective in building customer loyalty, although its direct effect on profitability could be optimized. Social media marketing, particularly on platforms like Facebook, has shown the most significant positive effect on NMB Bank’s profitability, making it a vital component of the bank’s overall digital marketing strategy.

The findings suggest that NMB Bank’s digital marketing strategies are aligned with broader business goals and have been successful in fostering customer relationships and improving profitability. However, there is room for further enhancement in all three strategies to ensure more measurable and sustainable financial outcomes.

6.3 
Recommendations

Based on the findings, the following recommendations are made to NMB Bank to enhance the effectiveness of its digital marketing strategies and further improve organizational profitability:

Refine Content Marketing Strategies: While content marketing has had a positive effect on customer engagement and brand recognition, its direct effect on profitability could be improved. NMB Bank should focus on refining its content strategy by prioritizing high-effect content formats such as blogs, videos, and testimonials. The bank should also ensure that content is aligned with specific business objectives and is regularly assessed to measure its contribution to profitability. Continuous optimization and adaptation to customer feedback and market trends will enhance the overall effectiveness of content marketing efforts.

Optimize Email Marketing Campaigns:  NMB Bank should invest in advanced segmentation techniques to improve the targeting of email campaigns. By using customer data to segment audiences based on demographics, purchase behavior, and preferences, the bank can deliver more personalized and relevant content to its customers. This will not only increase customer engagement but also drive higher conversion rates, leading to greater profitability. Furthermore, the bank should conduct regular performance reviews of email campaigns to assess their direct effect on profitability and make data-driven adjustments to optimize results.

Leverage Social Media Marketing for Greater Profitability:  Social media marketing has proven to be a powerful driver of profitability at NMB Bank, especially through platforms like Facebook. The bank should continue to invest in its social media strategy, focusing on high-performing platforms and creating engaging, shareable content that encourages customer interaction. Viral marketing and user-generated content could be particularly effective in reaching a wider audience and increasing customer loyalty. NMB Bank should also explore paid social media advertising to target specific customer segments and maximize return on investment.

Integrate Digital Marketing Strategies for Cohesive Customer Experience:
NMB Bank should work towards integrating its content marketing, email marketing, and social media marketing strategies to create a seamless and cohesive customer experience. By ensuring consistency across all digital touchpoints, the bank can reinforce its brand message and improve overall customer engagement. Integrated campaigns can help strengthen customer relationships and drive higher conversion rates, leading to greater profitability.

Monitor and Evaluate Marketing Performance: Continuous monitoring and evaluation of digital marketing efforts are essential for improving effectiveness. NMB Bank should implement comprehensive performance tracking systems to assess the success of its marketing campaigns across all platforms. Key performance indicators (KPIs) such as engagement rates, click-through rates, conversion rates, and ROI should be regularly reviewed to ensure that digital marketing strategies are delivering measurable results. Regular optimization of marketing tactics based on these metrics will help the bank stay competitive and responsive to customer needs.

Invest in Staff Training and Development: To fully leverage the potential of digital marketing, NMB Bank should invest in the training and development of its marketing team. Providing employees with advanced training in digital marketing tools and techniques will ensure that the bank’s marketing strategies are innovative and effective. This will also empower staff to make data-driven decisions, optimize campaigns, and stay ahead of emerging trends in digital marketing.

6.4 
Suggestions for Future Research

Future research should consider expanding the scope of the study to include other banks or financial institutions in Tanzania or the broader East African region. This would allow for a more comprehensive understanding of the effect of digital marketing on profitability across the banking sector. Longitudinal studies could also provide deeper insights into the long-term effects of digital marketing strategies on profitability. 

Furthermore, examining the effect of specific digital marketing tools or platforms on customer behavior and profitability could help organizations identify which tools are most effective in different contexts. Lastly, incorporating more advanced statistical techniques, such as structural equation modeling, could provide a deeper understanding of the relationships between digital marketing strategies and profitability.

6.5 
Limitations of the Study

Although this study provides valuable insights into the effect of digital marketing strategies on organizational profitability in Tanzania’s banking sector, several limitations were encountered that should be acknowledged.

Limited Scope of the Study: The study was confined to NMB Bank Tanzania, which may limit the generalizability of the findings to other banks or industries. Different financial institutions may apply digital marketing strategies differently depending on their size, resources, and market focus.

Reliance on Self-Reported Data: Data were collected using structured questionnaires, relying on the respondents’ perceptions and experiences. This approach may introduce response bias, as participants could provide socially desirable answers or overestimate the effectiveness of digital marketing practices.

Cross-Sectional Design:  The study employed a cross-sectional research design, which captures data at one point in time. As a result, the findings reflect associations rather than causal relationships. A longitudinal approach could provide a more dynamic understanding of how digital marketing strategies influence profitability over time.

Limited Variables Considered:  The research focused specifically on three digital marketing constructs content marketing, email marketing, and social media marketing. Other potentially influential factors, such as search engine optimization (SEO), mobile marketing, or influencer marketing, were not included, which may limit the comprehensiveness of the analysis.

Geographic and Cultural Constraints:  The study was conducted across selected NMB branches in Tanzania. Differences in regional digital literacy, internet accessibility, and cultural attitudes toward digital media may have influenced the responses, thereby affecting the representativeness of the results.

Time and Resource Constraints: Due to limited time and resources, the sample size, though adequate, was relatively small compared to the total population of NMB employees nationwide. This may slightly affect the robustness of the statistical inferences.

In summary, while these limitations do not undermine the overall validity of the study, they highlight areas for improvement and further research. Future studies could adopt a longitudinal or comparative approach involving multiple banks or sectors, integrate additional digital marketing dimensions, and employ mixed methods to obtain a more comprehensive and nuanced understanding of digital marketing’s effect on organizational profitability.
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APPENDICES:

APPENDIX 1: QUESTIONNAIRE FOR EMPLOYEES

Dear respondent,

This questionnaire is designed to gather data for academic research aimed at assessing the influence of digital marketing strategies on organizational profitability in Tanzania. You have been selected as one of the participants for this study. We kindly ask you to provide honest and comprehensive responses when completing the questionnaire. Please be aware that the information provided will be used solely for research purposes.

Instruction:  Please tick next to the answer you feel is appropriate
SECTION A: Demographic Information

1. Gender:
· Male

· Female

2. What is your level of education?
· High school or below

· Diploma

· Bachelor’s degree

· Master’s degree

· Doctorate

3. Position at NMB Bank:
· Senior Management

· Middle Management

· Junior Staff

· Other (please specify)

4. How long have you been working with NMB Bank?
· Less than 1 year

· 1-3 years

· 4-6 years

· 7 years and above

SECTION B: GENERAL INFORMATION

PART I:  Effects of content marketing on organizational profitability

Please indicate your level of agreement or disagreement by ticking once against each statement regarding the effects of content marketing on organizational profitability in Tanzania. On a 5 Likert point scale 1 (Strongly disagree) 2 (Disagree) 3 (Agree) 4 (Strongly agree), 5. (Neutral / Undecided).

	ITEMS


	Rating

	
	1
	2
	3
	4
	5

	C1
	NMB Bank frequently uses content marketing strategies like blogs, videos, and infographics.
	
	
	
	
	

	C2
	Content marketing significantly contributes to NMB Bank’s customer engagement.
	
	
	
	
	

	C3
	Content marketing has had a positive effect on NMB Bank’s profitability.
	
	
	
	
	

	C4
	Certain types of content (e.g., blogs, videos, testimonials) have a strong effect on profitability.
	
	
	
	
	

	C5
	NMB Bank’s content marketing strategy can be improved to enhance profitability.
	
	
	
	
	

	C6
	Content marketing has improved NMB Bank’s brand recognition in the Tanzanian market.
	
	
	
	
	

	C7
	The use of personalized content has increased customer loyalty towards NMB Bank.
	
	
	
	
	

	C8
	NMB Bank has witnessed an increase in customer retention due to its content marketing efforts.
	
	
	
	
	

	C9
	Content marketing has helped NMB Bank to differentiate itself from competitors in the banking industry.
	
	
	
	
	

	C10
	NMB Bank’s content marketing strategies are aligned with the overall goals of the bank, contributing to overall profitability.
	
	
	
	
	


PART II: The effects of email marketing on organizational profitability please indicate your level of agreement or disagreement by ticking once against each statement regarding the effects of email marketing on organizational profitability in Tanzania. On a 5 Likert point scale 1 (Strongly disagree) 2 (Disagree) 3 (Agree) 4 (Strongly agree), 5. (Neutral / Undecided).

	ITEMS
	Rating

	
	1
	2
	3
	4
	5

	E1
	NMB Bank utilize email marketing campaigns (e.g., newsletters, promotional offers)
	
	
	
	
	

	E2
	Email marketing has contributed to building customer loyalty at NMB Bank
	
	
	
	
	

	E3
	Content marketing has had a positive effect on NMB Bank’s profitability.
	
	
	
	
	

	E4
	Email marketing has had a direct effect on NMB Bank’s profitability
	
	
	
	
	

	E5
	Email Marketing are satisfiable services offered from NMB Bank
	
	
	
	
	

	E6
	NMB Bank frequently uses email marketing campaigns like newsletters and promotional offers.
	
	
	
	
	

	E7
	Email marketing contributes significantly to building customer loyalty at NMB Bank.
	
	
	
	
	

	E8
	Email marketing has had a direct effect on NMB Bank’s profitability.
	
	
	
	
	

	E9
	Certain types of email campaigns (e.g., newsletters, offers) have positively affected profitability.
	
	
	
	
	

	E10
	NMB Bank’s email marketing strategy can be improved to enhance profitability.
	
	
	
	
	


PART III: The effects of social media marketing on organizational profitability Please indicate your level of agreement or disagreement by ticking once against each statement regarding the effects of social media marketing on organizational profitability in Tanzania. On a 5 Likert point scale 1 (Strongly disagree) 2 (Disagree) 3 (Agree) 4 (Strongly agree), 5. (Neutral / Undecided).

	ITEMS


	Rating

	
	1
	2
	3
	4
	5

	S1
	NMB Bank uses social media platforms very frequently for marketing purposes.
	
	
	
	
	

	S2
	Social media marketing by NMB Bank is very effective in creating brand awareness.
	
	
	
	
	

	S3
	Social media marketing has contributed to increasing NMB Bank's sales and revenue to a very high extent.
	
	
	
	
	

	S4
	Social media marketing has had a very positive effect on NMB Bank's profitability.
	
	
	
	
	

	S5
	Facebook is the social media platform that has the most significant effect on NMB Bank's profitability.
	
	
	
	
	

	S6
	NMB Bank can improve its social media marketing strategy to further enhance profitability.
	
	
	
	
	

	S7
	NMB Bank uses social media marketing occasionally for marketing purposes.
	
	
	
	
	

	S8
	Social media marketing by NMB Bank is somewhat effective in creating brand awareness.
	
	
	
	
	

	S9
	Social media marketing has had a neutral effect on NMB Bank's profitability.
	
	
	
	
	

	S10
	NMB Bank should increase its use of social media platforms to improve its marketing effectiveness.
	
	
	
	
	


Thanks for your cooperation

SCHEDULE PLANNED ACTIVITIES

	Activity
	MONTH 1
	MONTH 2
	MONTH 3
	MONTH 4
	MONTH 5
	MONTH

6

	Proposal Enhancement and Presentation
	
	
	
	
	
	
	
	
	
	
	
	

	Designing Data Collection Tools
	
	
	
	
	
	
	
	
	
	
	
	

	Preliminary Testing of Instruments (Pilot Study)
	
	
	
	
	
	
	
	
	
	
	
	

	Fine-Tuning Data Collection Tools
	
	
	
	
	
	
	
	
	
	
	
	

	Fieldwork Implementation (Data Collection)
	
	
	
	
	
	
	
	
	
	
	
	

	Data Analysis and Dissertation Composition
	
	
	
	
	
	
	
	
	
	
	
	

	Submission of Initial Report Draft
	
	
	
	
	
	
	
	
	
	
	
	

	Enhancing the Initial Report Draft
	
	
	
	
	
	
	
	
	
	
	
	

	Submission of Revised Report Draft
	
	
	
	
	
	
	
	
	
	
	
	

	Further Refinement of the Report Draft
	
	
	
	
	
	
	
	
	
	
	
	

	Submission of Updated Report Draft
	
	
	
	
	
	
	
	
	
	
	
	

	Reviewing and Editing Process
	
	
	
	
	
	
	
	
	
	
	
	

	Presentation of the Dissertation
	
	
	
	
	
	
	
	
	
	
	
	


PROPOSED BUDGET 
	No
	Item
	Cost per Item in Tanzania Shillings
	Total in Tanzania Shillings

	1
	Transportation for a duration of ten days for two individuals
	10,000
	200,000

	2
	Provision of meals for two people over a period of ten days
	10,000
	200,000

	3
	Purchasing 60 pens
	500
	30,000

	4
	Printing of one hundred questionnaires
	500
	70, 000

	5
	Purchase of ten marker pens
	500
	5000

	6
	Purchasing fifty pencils
	300
	15,000

	7
	Purchasing ten notebooks
	2,000
	20,000

	8
	Purchasing one Scientific Calculator
	100,000
	100,000

	9
	Payment for the assistant researcher's services over a span of ten days
	20,000
	200,000

	10
	Miscellaneous expenses
	100,000
	100,000

	TOTAL
	243,000
	940,000


APPENDIX II: Research Clearance Letter



Independent Variables				 		Dependent Variable





Content marketing 








Organizational profitability





Email marketing 








Social media marketing
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Sample Size for Zone      = __________________________          x   Total Sample Size
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