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TOWARDS SOCIAL MEDIA USAGE FOR PROMOTIONAL ACTIVITIES IN 

TANZANIAN PENSION SCHEMES 
A Factor Scores Regression Analysis of Perceived Factors 

 

Juma James Masele1 and Gerald Bernard Magova2 

Abstract 
This study assessed perceived factors for social media usage among pension schemes in Tanzania in their 
endeavour to enhance their promotional activities. Specifically, it sought to assess perception by pension firms 
regarding social media as promotional tools for their activities in the pension firms. The study involved 96 
Social Security Organisations (SSOs) employees from four Pension Schemes (NSSF, GEPF, PSPF and PPF) 
headquarters in Dar es Salaam. Analysis was done using Statistical Package for Social Sciences (SPSS Version 
20) using factor analysis and later regression analysis. Through regression analysis, findings indicated that 
social media usage for promotional activities is predicted by perceived usefulness, ease of use, and 
trustworthiness. This is a result of positive relationship between social media usage and the three independent 
variables. The study urges top management to provide support that would facilitate social media usage through 
adequate budget allocation for training, equipment acquisition and maintenance. In so doing, it will, in turn, 
impart positive organisational culture change and increase understanding on social media usefulness. Also 
SSOs should integrate both traditional media with social media to tap the impact of each to specific target 
markets.  
 
Keywords: Promotion Activities, Pension Schemes, Social Media, Social Media Usage, Social Security 

Organisation, Perceived Factors, Tanzania. 

 

BACKGROUND 
Since the birth of social media in the 2000s, for example, Blogs in 1999 – close to 2000, LinkedIn in 2003, 
Facebook in 2004, YouTube in 2005, Twitter in 2006, WhatsApp in 2009, Pinterest in 2010, Instagram 2010, 
and Google+ in 2011(Stelzner, 2014), social media has changed businesses around the world and will probably 
bring further changes in future (Borders, 2009; Lankshear and Knobel, 2007; Kotler and Keller, 2006). Thus, it 
has kept growing from year to year. According to Bennett (2013), there were 1.41 billion users in 2012, 1.61 
billion users in 2013, 1.82 billion users in 2014, and 1.99 billion users in 2015 worldwide. Country-wide, a 
number of local social media forums are already in boom. For example, in Tanzania, apart from Facebook, 
Twitter, YouTube, LinkedIn, Blogs, WhatsApp and Instagram, local popular social media platforms include 
Jamii Forum, Michuzi blog, Mabadiliko forum, Milard Ayo blog, Mpekuzi blog, Bongo 5, Bongo-Lob and 
others. Other sites with added social media features include newspaper sites such as The Citizen, Daily News, 
Global Publishers and This Day. Other countries, likewise, have their own locally used platforms. Thus, it is an 
opportunity for marketers to communicate their products and services and enjoy wide feedback in enabling them 
meets their needs profitably (Stelzner, 2014). 
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The booming growth of social media is not without important supporting factors that have led to their 
enhancement, including among others, emergence of Internet supported by Web 2.0 and growth of mobile 
phones technology especially smart-phones (Southwood, 2014; Grewal and Levy, 2014). Specifically, in 
Tanzania, heavy infrastructural investment in regard to fibre optic technology has made Internet service highly 
affordable and speedy (Mtweve, 2014; BongoToday, 2014; Tanzaniainvest, 2014). The speed has kept 
improving, from first generation (1G) to the much anticipated fifth generation (5G), come 2020 allowing data 
transfer of up to 1 terabyte per second (BBC, 2015; Fagbohun, 2014). Besides, Tanzania already had seven 
Mobile Service Providers by December 2016 including Airtel, Tigo, Vodacom Tanzania, Zantel, Smart, TTCL, 
and Halotel (TCRA, 2016), serving more than 32 million subscribers with mobile phone usage projected to be 
20 times by 2019 (Ubwani, 2015). These are driving social media use through their competitive data bundle 
packages and affordable smart-phone campaigns to increase sales.  
 

The underlying aspect that makes social media preferable by various users is content, which allows people of 
different age groups and diverse cultures to easily engage in conversations that are open to both negative as well 
as positive comments transparently (Hutchins, 2015; Grewal and Levy, 2014; Nielsen, 2012; Grabner-Krauter, 
2002). Hence, they make everyone gain access and voice out opinions including comments attributed to growth 
of firms (E-Marketer, 2010; Accenture, 2011). Dervojeda et al. (2014) indicate increasing engagement over 
social media among people who trust one another in making purchase decisions. Despite companies having less 
control about information flow, it is an advantage for consumers to trust each other while businesses intervene 
only as observers as well as moderators, and create further engagement by really using comments and feedback 
to improve services/products including ties. Also, they create further trust amongst consumers towards social 
media platforms, which is a prominent factor for their growth (Accenture, 2011).  
 
Apart from cheap advertising with huge and better customer outreach as well as product/service choices offered 
by social media, marketers can involve customers in discussions about their offerings so as to capitalise on 
shared information for product/service improvements (Mtweve, 2014). Strategically used, social media support 
businesses to extend customer focus to integrated marketing and relationship marketing (Kotler, 2003; Zeithaml 
et al., 2013). As time lapses, organisations, for profit and non-profit, are greatly using social media in their 
endeavours.   
 
Similar to profit oriented organisations, SSOs across the world use social media to drive their goals. In many 
parts of the world, SSOs are engaged in social media due to, among others, growing membership contributions 
thereby making the industry highly lucrative and investment-prone such that they raise concerns on returns, 
accountability, decision-making processes, profit sharing, stakeholder involvement and transparency (Mangiero, 
2015; Riley, 2012; Social Media Week, 2015). Growing competition among SSOs in Tanzania resulting from 
deregulation (SSRA, 2011) justifies a need for thinking about careful strategic marketing planning, 
implementation and general management. Ideally, SSOs use social media to cheaply have huge outreach and 
offer transparency, in turn, so as to gain customers’ awareness, trust and loyalty, that result to broader 
membership as well as financial bases (Lankshear and Knobel, 2007; Kotler and Keller, 2006). Despite risks in 
social media spheres, it is agreed that rewards from placing views in public domains are higher than entailed 
risks (Riley, 2012).  
 
However, despite continuous social media growth in Tanzania and by the fact that pension schemes in Tanzania 
were present in the social media realm (Facebook, 2014 cited in Mboma, 2014), preliminary investigations 
showed low social media usage in pension scheme marketing activities especially in view of the industry’s 
competitiveness. For example, Table 1 indicates Tanzania Facebook members in the media and 
telecommunications, while social security industries show that SSOs are lagging behind compared to other 
industries, such as Telecommunication and media despite immense competition among their actors. For 
instance, GEPF did not have even a Facebook page, an aspect which sparks greater concerns on why it has not 
followed their counterparts to engage in social media. The study used Facebook because it is the most frequently 
used social media platform in Tanzania (Lwoga, 2014). Page likes are indicators of usage because they signal 
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engagement rate, that is, the level of interaction that page owners have with their respective audiences 
(Dervojeda et al., 2014). The fact that literature showed there are industries reaping merits from social media in 
Tanzania, the study wondered why a pension schemes industry, which has fierce competition due to 
deregulations does not intensively use the tool – social media. The phenomenon raised a lot of curiosity as to 
why social media usage in the social security industry (SSI) was low given the merits it can provide to 
promotion activities in organisations as a whole. The literature is also silent as to what could enhance social 
media usage for promotional activities in SSOs in Tanzania. Although such comparison is done in unrelated 
sectors, it was necessary to have this study assess the perceived factors for social media usage among Pension 
Scheme firms in Tanzania with the view to overturning them to enhance promotional activities in the respective 
pension schemes. It is opined that the more active the SSOs are on social media platforms, the more members 
they will have through engagement so as to reap merits from social media in promotion and other marketing 
activities.  
 
Table 1: Page Likes as an Indicator of Social Media Usage 

Industry Page Likes Total Page Likes Remarks 

S
o

ci
al

 
S

ec
u

ri
ty

 NSSF 272 

24,806 Low Usage 
PSPF 11,697 
LAPF 643 
PPF 12,194 
GEPF 0 

M
ed

ia
 ITV 323,260 

753,926 High Usage 
EATV 367,734 
TV1 45,551 
Clouds TV 17,381 

Te
le

co
m

 

Tigo 467,152 

1,302,607 Very High Usage 
Airtel 336,839 
Vodacom 421,291 
TTCL 77,325 

Source: Modified from Facebook Website by Mboma (2014) 

 

OBJECTIVES OF THE STUDY 

Specifically, this study sought to assess the influence of perceived usefulness on social media as promotional 
tools; assess influence of perceived ease of use on social media as promotional tools; and assess the influence of 
perceived trustworthiness on social media as promotional tools among selected pension schemes in Tanzania.  

 
LITERATURE REVIEW 

Technology Acceptance Model (TAM) 
Technology Acceptance Model (TAM) was introduced by Davis in the 1980s to predict technology acceptance 
by users in an organisation (Sago, 2013). Both perceived ease of use and perceived usefulness are key 
components of the model, which ultimately form a positive attitude in a person towards a certain technological 
product whether within or outside an organisation (Sago, 2013). According to Davis et al. (1989), perceived ease 
of use is “the degree to which the prospective user expects the target system to be free of effort” while, 
perceived usefulness is “the prospective user’s subjective probability that using a specific application system 
will increase his or her job performance within an organisation”.  
 
According to the model, if people encounter a new or existing technology or even process for that matter, 
perceived usefulness and ease of use can determine their adoption including its frequency of use (Davis et al., 
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1989). In this case, if social media platforms are perceived useful and easy to use by the SSO users, they are 
more likely to be adopted and frequently used.  
 
TAM was chosen and considered more relevant to this study than other competing models or theories because it 
is considered highly interactive, engaging particularly with regards to communicating with customers and 
suppliers (Porter and Dunthu, 2006; Rogers, 1995; Wamba and Carter, 2013) and it is less complex than other 
web-based applications such as graphics (Wamba and Carter, 2013). Besides, TAM remains the dominant model 
(Bagozzi, 2007; Lee et al., 2003; Venkatesh, Davis and Moris, 2007) compared to other adoption theories 
(Rogers, 2010; Agrwal and Prasad, 1998; Moore and Benbasat, 1991). The parsimonious characteristics of 
TAM combined with its consistent predictive power makes it easy to apply to the broadest range of contexts in 
different situations by a substantial proportion of variance in technology usage (Bagozzi, 2007; Venakatesh and 
Davis, 2000; Venkatesh et al., 2007; Venkatesh, 2010; Nistor, 2013). Thus, TAM has been applied in multiple 
technology contexts e.g., e-mail, voice mail, word processing, graphics, online shopping etc..  
 
Despite the advantages of TAM, some limitations have been identified; these include, among others, its failure 
to help understand and explain acceptance in ways that guide development beyond suggesting that system 
characteristics impact ease of use. Thus, this study goes beyond confines of TAM, which has been criticised by 
Benbasat and Barki (2007) and Bagozzi (2007 cited in Siamagka, 2015) by including perceived trust as an 
additional postulated determinant of social media adoption. According to Rauniar et al. (2010), the issue of 
trustworthiness of social media sites is an important construct to TAM for social media. The authors assert that 
social media is about gathering information about users’ physical and social context. Trusting the social media 
site to keep information confidential and not to abuse it is an aspect of trustworthiness for its users (Rauniar et 
al., 2014).   
 
Social Media Usefulness and Ease of Use 
Studies (such as by Kotler, 2003; Zeithaml et al., 2013) acknowledge that in areas where Internet use and its 
facilitation tools such as mobile phones are high, social media has already shown great effectiveness in 
marketing to organisations. Social media has broken borders and increased scope through global interactions via 
the Internet. In so doing it allows people to communicate, exchange knowledge, conduct businesses, interact 
socially and collaborate in general global level and thus, they embody a tremendous potential for mass outreach 
including market penetration to on-line populations (Nielsen, 2012; Sago, 2013; Grewal and Levy, 2014; 
Accenture, 2011; Cross, 2014). As a result, it has created a world of highly informed consumers who can easily 
inquire on other people’s experiences on products before purchasing, check out other product offers and even 
get involved in various purchasing options in order to save costs. Foux (2006) notes that consumers perceive 
social media as more trustworthy than any other information sponsored by organisations and consequently, they 
are increasingly turning to social media to get information about products and services.  
 
Due to opportunity for engagement, marketers cheaply advertise their brands, products and services to 
consumers through social networking sites (Grewal and Levy, 2014; Accenture, 2011), while making necessary 
changes from feedback information (Mangold and Faulds, 2009; Turner and Shah, 2011; Nielsen, 2012; 
Dervojeda et al., 2014; Lazaro, 2015). Social media does not demand such significant initial investment like it is 
the case with other technologies and their platforms; is it neither owned by companies nor is it within the control 
of companies (Christodoulides, 2009). Besides, its contents are usually jointly generated by organisations and 
external stakeholders such as prospective as well as existing customers (Sing and Sonnenburg, 2012). Thus, 
social media offers possibilities for fast and easy collaboration or knowledge generation about both geographical 
and physical markets that firm(s) may be interested in exploiting (Ferneley et al., 2000; Prah, 2011). According 
to Zarella (2010), social media consists of effective online tools for customers’ word of mouth communication 
and building a community between individuals and entities. Typically, this media is highly accessible (easy to 
get to) and scalable (can be used to reach large numbers). A person in Facebook, for example, has an average of 
245 friends, implying that business can lose or gain a lot of customers and business in the modern business 
environment due to outreach of the social media (Coles, 2015). 
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Industry reports by Nielsen (2012) show the manner in which social media is effective and crucial in promotion 
together with overall organisational activities to attain goals. Stelzner’s (2014) report from a survey of more than 
2,800 marketers which had sought to find out the manner these marketers would change their social media use 
in the not so distant future. The results showed that in the most popular platforms, blogs, YouTube, Twitter, 
LinkedIn and Facebook, marketers plan to increase utilisation by more than 60% (ibid.). Besides, according to 
Dervojeda et al. (2014) as well as Lazaro (2015), prominence and increased utilisation of social media by 
marketers are also triggered by emerging markets and growing users in developing regions such as Asia-Pacific, 
Middle East, and Africa.  
 
Despite surveys done in various countries, results of high prominence are from developed nations, with those 
from developing countries remaining scanty. It is from this unfilled gap that this study embarked on, for it is 
believed that social media can enhance promotion activities in Tanzania, particularly in the SSOs. Although 
literature (such as Accenture, 2011) has shown that other countries highly support social media adoption and 
massive usage in the Social Security Industry (SSI), such literature on social media in the SSI is limited in 
Tanzania. Accenture (2011) asserts that in countries in which SSI has been adopted and social media used, 
evidence indicates that there has also been numerous advantages including  fostering transparency and genuine 
connections with people the media serves at low cost; joining member conversations; answering members as 
well as non-members quickly; and pointing to sources for additional information (ibid.). Accenture (2011) adds 
that social media enables feedback for service and product improvement and even introduction, doing service 
comparisons between competitors to determine company strengths better and so much more. This study holds 
that social security entities in Tanzania have a great opportunity to enjoy fruits (in terms of its usefulness and 
ease to use) from social media if such media is given a chance.  
 
Trustworthiness and Social Media Usage 
Trust is defined by some researchers as a somewhat negatively biased situation where individuals act against 
their rationale when they are willing to become vulnerable to the actions of their counterparts (Bandura, 1986; 
Baier, 1986; Coleman, 1998; Mishra, 1996 cited in Kivijärvi et al., 2013). In the organisational context, trust 
can decrease the need for control and improve cooperation, and can be defined as “the willingness of a party to 
be vulnerable to the actions of another party based on the expectation that the other will perform a particular 
action important to the trust or, irrespective of the ability to monitor or control that other part (Mayer, 1995). 
Least perceived, trust is considered an important facet in information exchange especially when the action does 
not involve face-to-face contacts (Grabner-Krauter, 2003; Phonthanukitithaworn et al., 2015; Tan and 
Kaitawarn, 2015; Alsheikh and Bojei, 2014; Hallikainenen, 2015).  
 
Although Culman and Amstrong (1999) posited that various levels of security features could be employed to 
reduce a user’s privacy concerns and build trust, given the end user perspective, such measures may still hold 
subjective beliefs and concerns regarding how users feel that their information shared on social media site 
would be handled. Postings and social media related activities of a user demonstrate online behaviour of the user 
to fully and freely participate in a social media and whether the user should be free from worries related to 
privacy or safety concerns (Rauniar et al., 2014).   
 
Already, several studies have established a link between trust and direct acceptance of social media. According 
to Hallikainenen (2015), trust has been proven to be important in both social interaction between people and as a 
factor affecting consideration to adopt/use a social media platform. While Rauniar et al. (2014) found that 
improving trustworthiness seemed to enhance acceptance and usage of social media, Hallikainen (2015) 
established that trust affects directly continued use of a social media platform. This study assumes that the more 
the social media is perceived by the pension schemes as credible, the more it builds a trustworthy relationship 
with the users, and it is more likely that it will be adopted and used.  
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Conceptual Framework 
Although existing literature has shown that social media has the potential for enhancing promotional activities 
and that there is low social media usage among SSOs under study, literature has remained silent about aspects to 
enhance social media usage in SSOs in Tanzania. In Tanzania, social media embodies a new phenomenon and 
there is inadequate literature that has given specific highlights on its usage as a promotional tool for promotional 
activities in the Pension Scheme Organisations. Therefore, this study sought to investigate the use of social 
media by SSOs and people’s general perception. The study conceptualises (see Figure 1) that if social media is 
perceived useful, easy to use and trustworthy, it will influence the use of social media in promotional activities 
among SSOs. Thus, the study had the following three hypotheses:  

i) H1:  Perceived usefulness of social media significantly influences social media usage for promotional 
activities.  

ii)  H2: Perceived ease of use of social media significantly influences social media usage for promotional 
activities.  

iii)  H3: Perceived trustworthiness of social media significantly influences social media usage for 
promotional activities.  

Figure 1 provides a summary of the formulated hunches. 
 

 

 

                                                                               H1 

                                                                     H2        

      H3 

                                                                                                               

 

 

Table 2: Constructs of the Model, Definitions, Item Indicators and Citations 

Construct Definition Items Citation 
Perceived 
Usefulness  

…sensational 
merits 
towards social 
media  

1. Belief  in getting customised content through usage trackers 
2. Belief  in the ability to reach masses of people at once 
3. Belief in getting fast and instant news and information from 

social media platforms 
4. Belief in helping people stay in touch 
5. Worldwide engaging users on a particular topic at the same 

time by giving out their views and opinions 
6. Belief in reducing advertising costs 

Davis et al., 
(1989); 
Johnston et al., 
(2013); 
Stelzner 
(2014); 
Nielsen (2012) 

Perceived 
Ease of 
Use 

... the degree 
to which the 
prospective 
user expects 
the target 
system to be 
free from 
effort 

1. Easy access to social media platforms even with portable 
devices 

2. Belief that learning how to use social media applications is 
easy 

3. Belief in easy access to software and hardware for social 
media applications 

4. Belief that it will be easy to become skilful in using social 
media 

5. Belief that social media/applications are easy to use 

Davis et al., 
(1989); 
Johnston et al., 
(2013); 
Stelzner 
(2014); 
Nielsen (2012) 

Perceived measurement 1. Belief that posted content is true Hutchins 

Source: Own Conceptualisation from Literature 

Figure 1: Research Model  

Perceived 
Usefulness  

Perceived 
Trustworthiness 

Social Media Usage for 
Promotional Activities 

Perceived Ease of 
Use 
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Trustwort
hiness 

of confidence 
that entities 
will behave in 
manners 
expected 

2. Belief that people can freely express their opinions, 
comments 

3. Belief that recommendations are trustworthy 
4. Belief that people can give both negative and positive 

comments on posted content 
5. No biasness by content moderators 

(2015); 
Sherchan et al. 
(2013) 

Social 
Media 
Usage 

… the extent 
to which 
social media 
platforms are 
used for 
various 
activities 

1. Rate of uploading different types of content on social media 
platforms like texts, audio, video, or picture files etc.  

2. Members engagement and reaction to uploaded social media 
content by commenting, liking, sharing, following, blocking, 
reporting, updating status, etc.  

3. Membership base in various social media platform pages, 
channels, etc. 

4. Rate or number of times people access and use social media 
platforms for various activities 

Lalmas 
(2013); 
Nielsen 
(2012); Cohen 
(2015) 

 

 

METHODOLOGY 

The study involved four Pension Schemes (NSSF, GEPF, PSPF and PPF) headquarters in Dar es Salaam where 
the organisation marketing strategies and goals of these organisations are laid out before being disseminated to 
their branches across the country. A five point Likert Scale questionnaire from “1 = strongly agree” to “5 = 
strongly disagree” was used to assess respondents’ perception on social media as a tool in promotion. In every 
organisation, the study reached two (2) top managers, one of them the marketing manager to explore issues 
related to promotional tools and respective perceptions. A convenient sampling technique was used to pick 
respondents at operational level from various departments of the pensions. Respondents from the top 
management, including marketing managers, were purposively selected because they had authority over 
marketing strategies executed by organisations (see also Saunders et al., 2009); thus, they had better insight 
about why social media usage was low. A total of 96 respondents were targeted. SPSS Version 20 was used to 
import data from Google on-line, saved Microsoft Excel 2013 forms, and executed calculations and analysis to 
unveil the findings. However, the study managed to get 63 respondents and thus, made a response rate of 65.6%.  
 
Reliability of the scale was ensured through Cronbach’s Alpha test. Hair et al. (2006) argue that Cronbach Alpha 
values of 0.7 or above prove that the instrument was reliable (also see Table 3). In addition, the questionnaire 
was developed with the aid of professionals in Management Information System and Marketing. Also each 
respondent received a preamble sample describing objectives of the study and its implications.  The responses 
were verified for correctness as well as reasonability and unclear questions were revised to make them 
understood to all respondents.  

Table 3: Cronbach’s Alpha Coefficients 

Construct Number of 
Items 

Cronbach’s 
Alpha Value 

Social media perceived usefulness  6 0.915 
Social media perceived ease of use 6 0.890 
Social media perceived trustworthiness  5 0.903 
Social media usage 7 0.850 
Source: Field Data (2016) 
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FINDINGS 

Demographic Information 

As far as the response rate was concerned, 63 questionnaires (66%) out of 96 responses from SSO employees 
were returned. Table 4 indicates that from all respondents (NSSF, GEPF, PSPF and PPF officers), just over two-
thirds (63.5%) were females, while 36.5% were males. The Chi-Square Test, X2 = 1.667, showed however that 
there was no significant difference between the number of females and males, although the former contributed 
more (60%) than their male counterparts (40%)(Table 4). In terms of age, 55% of the employees ranged 
between 41 and 50 years old, followed by 25% aged between 31 and 40 years old, while those aged between 18 
and 30 as well as those over 50 years old accounted for 10% each in SSO employees. This implies that the 
majority of respondents were in middle old age.  

 

Table 4: Respondents’ Demographic Characteristics 

Item  Frequency Percentage (%) 

Pension Scheme    
NSSF 16 25.4 
PPF 14 22.2 
GEPF 15 23.8 
PSPF 18 28.6 

Respondent’s Gender    
 Male 23 36.5 

Female 40 63.5 
Respondent’s Age     
 18 – 30 6 10.0 

31 – 40 16 25.0 
41 – 50 35 55.0 
50 and above 6 10.0 

Source: Field Data (2016) 

 
Results on Firms’ Perception on Social Media as Promotional Tools 

To determine the perception of social media usage for promotional activities in pension firms in Tanzania, three 
variables were used as mentioned earlier, as factors influencing social media usage for promotional activities. 
Before any analysis was done, factor analyses were employed for the purpose of computing factor scores that 
could be used for regression analysis (see Tabachnick and Fidell, 2001). However, before a factor analysis 
output is interpreted and used for subsequent analysis, literature suggests that Kaiser-Meyer-Olkin (KMO) and 
Bartlett’s test have to be scrutinised to confirm whether or not it was appropriate to use the factor analysis 
procedure. The findings in Table 5 confirm that it is appropriate to interpret and use factor analysis because the 

KMO sample was adequate and the correlation matrix is not an identity matrix.   

Table 5: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.565 

Bartlett's Test of Sphericity 
Approx. Chi-Square 1389.108 
Df 276 
Sig. 0.0001 

Source: Field Data (2016) 
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As a result of factor analyses, both perceived usefulness and perceived ease of use were each measured by six 
(6) items, while perceived trustworthiness was measured by using five (5) items. Social media usage, which was 
the dependent variable in this study was measured by using four (4) items. Furthermore, factor scores generated 
from SPSS Version 20 for the variables of interest were regressed. The dependent variable was regressed against 
three independent variables: perceived usefulness, perceived ease of use, and perceived trustworthiness. Table 6 
presents results from correlation analysis of variables used for the first regression model. The findings in the 
Table 6 indicate that variables are correlated and correlation coefficients are not above 0.7 (which is good) and 
therefore, all variables were retained for subsequent analysis. 

 

Table 6: Correlations 

  Perceived 
Usefulness 

Perceived Ease of Use 
Perceived 
Trustworthiness 

Social Media 
Usage 

 
 
 

Pearson 
Correlation 

Perceived 
Usefulness 

1.000 
   

Perceived Ease of 
Use 

0.660**  1.000 
  

Perceived 
Trustworthiness 

0.639**  0.611**  1.000 
 

Social Media 
Usage 

0.618**  0.533**  0.548**  1.000 

**. Correlation is significant at the 0.01 level (2-tailed). 

Furthermore, collinearity diagnostic was checked to examine presence of multicollinearity. Hence, Tolerance 
and Variance Inflation Factor (VIF) were examined. Both indicated that there was a multicollinearity problem 
but it was not strong, and given the purpose of the study that sought to assess the relationship among variables, 
presence of multicollinearity may not have been a big problem (see Gujarati, 2006). 

Table7: Regression Coefficients and Collinearity Statistics 
 Unstandardised 

Coefficients 
Standardised 
Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

 

(Constant) 1.450E-016 0.047  0.0001 1.000   
Perceived 
Usefulness 

1.136 0.329 1.136 3.454 0.001 0.021 15.855 

Perceived Ease of 
Use 

0.540 0.169 0.540 3.197 0.002 0.019 12.632 

Perceived 
Trustworthiness 

0.874 0.208 0.874 4.212 0.0001 0.024 14.087 

a. Dependent Variable: Social Media Usage 
Note: Multicollinearity exists when there is a tolerance value of less than .10, or a VIF value of above 10 is 
obtained 
 
 
Table 8: Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 0.931a 0.867 0.860 0.37417362 
a. Predictors: (Constant), Perceived Trustworthiness, Perceived Ease of Use, Perceived Usefulness 
b. Dependent Variable: Social Media Usage 
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Table 9: ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 
Regression 53.740 3 17.913 127.946 0.000b 
Residual 8.260 59 0.140   
Total 62.000 62    

a. Dependent Variable: Social Media Usage 
b. Predictors: (Constant), Perceived Trustworthiness, Perceived Ease of Use, Perceived Usefulness 

Further, a normality test was carried out to establish whether or not properties of the best linear unbiased 
estimators were to be achieved. Thus, the normal P-P plot was generated as shown in Figure 2. The P-P plot 
demonstrates that points of independent variables lie in a reasonably straight line (Figure 2). This implies that 

data has no major deviations from normality, a pattern, which is a major statistical assumption to be fulfilled .  

 

Figure 2: The P-P Plot of Data 
Again, evaluation of independent variables was conducted. Using standardised beta column, the coefficient for 
the perceived usefulness of the social media is 1.136. Thus, there is a positive relationship between perceived 
usefulness and social media usage. The coefficient of perceived ease of use was 0.540 and therefore, there is a 
positive relationship between perceived ease of use and social media usage. The coefficient of perceived 
trustworthiness is 0.874 and therefore the study concludes that there is a positive relationship between perceived 
trustworthiness of social media and social media usage. Since findings in Table 7 indicate that significant values 
are all less than 0.05, variables made statistically significant contribution to the predictor variable, social media 
usage.  
 
Additionally, evaluation of the model summary presented in Table 8 indicates that coefficient of determination 
(R –Square) is 86.7%, meaning that 86.7% of variability of the dependent variable (social media usage) is 
accounted for by the three independent variables, while the remaining 13.3% of variability of the dependent 
variable is accounted for by other factors not considered in the model.  
 
Furthermore, evaluation of Analysis of Variance (ANOVA) was carried out as presented in Table 9. The 
analysis provides that the model is very significant in predicting response social media usage as the actual 
significant value is less than the hypothesised significant value of 0.05. In this case, perceived usefulness of 
social media, perceived ease of use of social media and perceived trustworthiness of social media make a unique 
contribution to the dependent variable. Thus, findings support hypotheses H1, H2 and H3 as presented in Table 
10.   
The regression model of social media usage against the three independent variables is presented below. 
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                                              Where 
                                      SMU = Social Media Usage 

   PU    = Perceived Usefulness 
 

 PEU = Perceived Ease of Use 
   PT    = Perceived Trustworthiness 
   E      = Error term 
 

 

Table 10: Summary of Hypotheses 

Hypothesis ß P-value Remarks 

H1:  PU→SMU 1.136 0.001 Supported 
H2:  PEU→SMU 0.540 0.002 Supported 
H3:  PT→SMU 0.874 0.0001 Supported 
Supported at 0.05 level of significance 

Discussion of Findings 

Pension Scheme Organisations in Tanzania including NSSF, PPF, GEPF, PSPF, LAPF and ZSSF are now 
tirelessly competing for the same customers by using different strategies to ‘poach’ and communicate their 
products and services. Such level of competition requires proper promotion strategies and management. It was 
opined that social media usage would assist pension scheme firms to easily promote their services in the 
emerging competition. Again, it was postulated that social media usage depends on users’ perception of 
usefulness, user perceived ease of use and perceived trust of the social media in question. Objectives of this 
study aimed at not only assessing the reasons for low social media usage, but also aimed at assessing the 
viability of adoption by the industry, through assessment of firms’ perception and trustworthiness among the 
pension schemes under study.  

Findings as presented before indicate that the coefficient of determination (R –Square) is 0.867, meaning that 
86.7% of variability of the dependent variable usage is accounted for by the three independent variables: 
perceived usefulness, perceived ease of use and perceived trustworthiness. The remaining 13.3% (patterns of 
variability of the dependent variable) is accounted for by other factors not considered in the model.  
 
The study has demonstrated that where social media is perceived useful, easy to use and trustworthy towards 
social media among users, there would be positive influence on its usage. The findings are consistent with 
TAM, which postulates that both perceived usefulness and perceived ease of use of technology influence 
technology usage. Also, they are consistent with Xin et al. (2015) who assert that trust related characteristics of 
technology influence usage of that technology because they reduce the level of transaction specific uncertainties 
a consumer may perceive towards new technologies. The findings indicated that most of those who gave their 
views believed social media has tremendous value in business due to its mass outreach, user engagement and 
immediate feedback abilities at relatively efficient ways. Hence, they foster efficient and effective ways in 
communication between an organisation and its audiences. Also they give customers a range of opportunities to 
learn about pension scheme firms’ products/services more than other available means such as broadcast media, 
television, radio, and print media. Some claimed that the world has changed and it is high time businesses 
conformed to changes by adjusting their structures including operations to keep pace with development. 
Respondents showed positive attitude towards social media tools. The study revealed that users could rely on 
information provided in social media due to its perceived trustworthiness, validity and transparency of contents.  
 
Hence, users were ready to share views and opinions concerning certain contents related to products and 
services provided by the firms. Respondents had positive perceptions that social media would improve security 

SMU = 1.136PU +0.540PEU + 0.874PT + E 
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on user data against hackers. They were comfortable uploading and sharing company information in social 
media platforms. They trusted contents and replies uploaded, shared as well as commented by users in social 
media platforms. Such disclosures had been reported before by Accenture (2011) who argued that through 
engagement, social media creates transparency, trust and loyalty from customers. Transparency is felt through 
activities happening in the open, including new laws and policies that can affect a member’s benefits.  Since 
organisations are not always perfect, in case a dissatisfied customer emerges, Grewal and Levy (2014) suggest 
that organisations should provide customer service representatives (on-line, in a store, company office, on the 
phone) to handle complaints.  
 
There were a few factors that were thought to hinder the use of social media for example culture, inadequate 
budget allocation and tools/equipment, unfavourable marketing strategies and policies - all linking to the top 
management at corporate level. Although it has been noted that broadcast and print media accounted for more 
than 80%, they have price tags, with some being expensive and consuming immense organisational financial 
resources. Although social media had a low percentage share in SSOs in reaching customers compared to other 
channels, there is very little cost involved; yet it produces the desired results in terms of outreach (Coles, 2015). 
It is way less expensive or free to use and its application can bring efficiency and proper utilisation of resources, 
given the fact that media purchases are expensive in Tanzania. 
 
PPF Tanzania, a SSO that intensively uses social media platforms, according to field data, seemed slack in the 
wake of 2015. It needs improvement if it wants to enjoy the benefits of social media. Engagement is a really 
important aspect in social media; it is through engagement that people really feel close and trusting towards the 
company. Engagement can lead to cost reduction and more exposure to people who will daily or frequently 
check for page updates, share their experiences including news they get on their updates (word of mouth 
promotion) and provide useful information to help serve customers better. In engaging with customers through 
social media, organisations should first of all listen to what these customers have to say through engagement, 
analyse the information and even use social media generated reports to better understand customers and finally, 
implement plans through making informed decision (see Grewal and Levy, 2014). 
 
The pension schemes that were studied need to solve unveiled setbacks in the field by inducing change in the 
top level management where corporate strategies that determine an organisation’s paths could be formulated. 
This is important because it is at the corporate level that an organisation focuses on long-term and expansive 
objectives, in particular, about business activities to venture in, where and how to penetrate, about aspects to do 
with the ventured business and scope for the business (Coulter, 2005). Pearce II and Robinson Jr (2005) add that 
the corporate level also focuses and is accountable for a business’ financial performance and even non-financial 
such as corporate image to the public as well as social duties.  
 
The authors are of opinion that if the importance of social media is realised in pension schemes’ marketing 
activities by top managers (e.g. board of directors, chief executive officer(s) and administrative officers), it can 
be easily enforced to make the tools adopted as well as used to facilitate attainment of goals. All four 
organisations had the same top-down management structure where what was planned was sent down for 
implementation. Integrated marketing was also encouraged if SSOs want to adapt and enjoy the benefits of 
social media through cultural changes that might not take effect from top level strategic planning. When an 
organisation’s functional unit works together to meet customers’ requirements, it is called Integrated Marketing 
(Kotler, 2003). The organisation has to ensure that departmental goals such as cost minimisation and resource 
control are aligned to meeting customers’ interests. Such scenario was evident in GEPF where a regional 
manager of Marketing and Operations, who is part of the corporate level, according to GEPF’s organisational 
structure, admitted that their organisational culture did not embrace intensive social media use. In such 
companies where even top level managers believe that social media is helpful, if it is not used intensively, 
integrated marketing becomes one of the key strategies to enforce it.  
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Without having integrated marketing, even if the marketer believes such a strategy would increase their flight 
traffic, its implementation might face challenges from other departments. If all departments plan and operate in 
view of serving customers’ interests, such strategies would easily be accepted and would receive full support. 
According to Kotler (2003), Integrated Marketing would do surveyed pension schemes a great deal to ensure 
that departments are working together towards a common goal. Such strategies transform organisational culture 
to make people highly interactive and corporative.  
 
It is suggested that pension schemes can quickly and easily change their marketing strategies to foster increased 
social media use since their workers already have positive attitude towards the said media. Combined with 
management support for adequate budget allocation, adequately equipped, most definitely can strive through 
social media use. According to Kotter (1995), SSOs can make adjustments and changes step-by-step to obtain 
successful and powerful organisational changes to make them keep pace with environmental changes.  

 

CONCLUSION AND RECOMMENDATIONS 

Conclusion 

Social media can greatly benefit SSOs in Tanzania, especially the organisations that will choose to intensively 
and smartly use the media on cost minimisation, outreach and exposure as well as engagement that clearly opens 
up doors to many opportunities. Top management is required to provide support that would facilitate social 
media usage by making it easy to use. Such undertakings might include training, equipment acquisition and 
maintenance. Besides, the firms should strive to institute all security and privacy precautions to make social 
media trustworthy. Such measure will, in turn, impart positive organisational culture change as well as increase 
understanding of social media usefulness and hence, its usage in their various promotional activities. In so 
doing, firms will be able to keep their customers close, loyal and less likely to outflow. 

Recommendations 

Since social media usage is still growing in Tanzania, traditional media such as television and radio should work 
in tandem with social media among the SSOs, for each channel has impact on specific target markets especially 
with the case of Tanzania where SSOs’ targets are meant for every citizen that does not have social security 
protection. In addition, SSOs should not just place social media tags on websites, fliers, brochures and on any 
other promotional material; instead, they should be active on their social media platforms to encourage 
engagement.  
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