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Abstract 

The study investigated the use of social media analytics tools by tourism SMEs in Tanzania. The study deployed 
quantitative methodology, where questionnaires were distributed among tourism SMEs to gather data for the 
study. The study collected 71 filled-out questionnaires, which were distributed using a Google survey. The 
collected questionnaires were analysed using the Python 3.8 statistical package. The findings of the study show 
the majority of tourism SMEs are not using social media analytics tools in their business operations. The findings 
of the study also revealed that tourism SMEs in Tanzania encountered technological challenges, such as the 
volume of data, variety of data, and analytical skills. Organisational challenges such as a lack of guidelines and, 
finally, environmental problems such as inadequate infrastructure and knowledge of social media platforms were 
identified. The study recommends that stakeholders in tourism SMEs provide training about SMA to tourism 
SMEs as well as improve ICT infrastructure. 
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______________________________________________________________________________ 

 

1. Introduction: 

Social media analytics (SMA) became the basic technology for understanding and getting insights into social 
media data. In Tanzania, tourism SMEs are among the sectors that contribute much to the gross domestic product 
of the economy and are the source of many jobs. The sector is performed primarily by small and medium-sized 
enterprises, of which the majority uses social media in their business activities. Tourism is considered one of the 
world's largest industries (Melovic, 2022). It is the greatest source of employment and wealth (UNWTO, 2020). 
In Tanzania, tourism is a crucial sector that generates foreign exchange and creates many jobs (Kara & Mkwizu, 
2020). Tourism provided more than 25% of the country's total exports, 60% of service receipts, and 12% of 
employment in 2017 (Charles, 2018). Most of the tourism service operators are small and medium-sized 
enterprises (SMEs) (David & Musabila, 2021).Tourism SMEs include all small businesses that provide services 
to tourism, such as hotels, tour operators, travel agencies, and airline operators (Wardati & Mahendrawathi, 2019). 
Tourism SMEs are using different social media platforms in their business activities (Ndekwa & Katunzi, 2016). 
These social media platforms produce data that comes from diverse sources, such as chats, forums, media sharing, 
and mixture applications, which generate massive amounts of noisy, distributed, structured, and unstructured 
dynamic data that are difficult to understand (Madila et al., 2022).  

 



Journal of Tourism Quarterly                                                                     Research Note Article 
ISSN 2689-2294 (Online)                     2024, 6 (1-2), 24-31  
 
  

25 
 

Social media analytics (SMA) is concerned with the usage of analytical frameworks and tools to collect, 
summarise, analyse, and interpret social media data to extract patterns and insights from it (Xiang et al., 2016). 
Social media analytics is applied in different fields, including politics, business, tourism, and hospitality (Madila 
et al., 2021). Several studies have reported on the usage of SMA in the tourism and hospitality fields. In 2017, 
Chang et al. carried out research on SMA in hotels and restaurants. The study put forth a strategy for using trip 
advisor customer evaluations to conduct sentiment analysis. According to Xiang et al. (2016), social media 
analytics can be used to gather market information for hotels. The study used data from Twitter's social media to 
do sentiment analysis to gain insight into market intelligence. Another study by Park et al. (2016) uses sentiment 
analysis on the Twitter social media platform to use SMA to study the emotions of restaurant patrons in Asia. 
Berezina et al. (2015) use sentiment analysis to identify satisfied and dissatisfied customers of the hotel using 
hotel reviews from social media platforms and identify the areas where they are satisfied or not satisfied. Adopting 
and using SMA tools and technologies shows a positive benefit to tourism SMEs (Madila, 2022). However, SMEs 
are facing several challenges during the use of this technology. This study aims to find out the challenges that 
tourism SMEs are facing in Tanzania with the use of SMA tools. 
 
2.  Literature Review 

2.1 Social media analytics 

The increase in social media usage has led to the generation of massive amounts of social media data, which are 
in different formats, including text, images, and voices (Wardati & Mahendrawathi, 2019). Social media analytics 
is the approach to assembling social media data from different social media platforms and evaluating and 
analysing it to get insight (Hayat et al., 2019). The process of gathering and evaluating data from social media 
platforms to assist decision-makers in tackling certain issues is known as social media analytics. Among others, 
social scientists, business managers, and medical professionals use them (Lee, 2017). Analysing social media data 
is advantageous for the organisation to manage business activities like public relations, customer relations, and 
business intelligence (Stieglitz, 2014). These SMA tools are used in different fields, including politics, health, 
agriculture, and natural disasters. (Holsapple, 2014) identified different techniques that are applied for SMA; 
these techniques include sentiment analysis, opinion mining, topic modelling, trend analysis, and visual analytics. 
In the tourism sector, SMA is applied by SMEs like hotels and restaurants, tour guide operators, and airline 
operators. Lee (2017) affirms that compared to traditional media analysis, which frequently involves human data 
collection and labour-intensive analysis, automated social media analytics is less expensive and faster. 

2.2. Uses of Social Media Analytics in Tourism Sector 

Tourism SMEs such as hotels, restaurants, tour guide operators, and other tourism industry companies use social 
media analytics to assist them in making business decisions and managing their social media campaigns. Several 
studies describe the use of SMA in tourism SMEs. According to Kordzadeh and Young (2020), businesses can 
utilise analytics frameworks to find out what users are saying about them and their competitors. Park et al. (2018) 
investigated the use of SMA tourist communication amid emergencies. During crises, social media managers 
watch community members remarks and respond to their customers. Park et al. (2016), He et al. (2017), and 
Berezina et al. (2015) employed the sentiment analysis social media technique. Park et al. (2016) examined the 
emotions of restaurant patrons in Asia using SMA. The study used sentiment analysis on the social media platform 
Twitter. He et al. (2017) demonstrated SMA in the execution of tourism comments from various hotels using 
sentiment analysis for trip advisors. Berezina et al. (2015) used sentiment analysis to distinguish satisfied and 
dissatisfied hotel customers via hotel social media platforms, as well as the precise areas in which they are satisfied 
or not. Flores-Ruiz et al. (2021) use sentiment analysis of Twitter data to identify tourists during the COVID-19 
epidemic. Geetha et al. (2017) employ the linear regression method to generate changes in hotel customer 
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evaluations. The study also makes predictions based on sentiment polarity. Another study, Gao et al. (2018), uses 
SMA to undertake competitive analysis, identifying rivals through text mining and sentiment analysis. According 
to surveys, tourism SMEs are among those who employ this technology in their commercial operations.  

According to Tam and Jeong-Nam (2019), one of the challenges in utilising SMA is that social media platforms 
like Facebook, Instagram, and Twitter are progressively limiting access to their data by third parties. Additionally, 
these systems are unable to reliably collect and interpret visual data, including images and videos. SMA is 
responsible for creating and evaluating frameworks and informatics tools that gather, track, analyse, summarise, 
and report (visualise) the particular social media data of a customer or target audience. The difficulty, therefore, 
lies in analysing the vast amount of data and user-generated material and determining the audience-user 
correlation in order to extract relevant information from user opinions, attitudes, trends, and challenges (Ayodeji 
& Kumar, 2019). 

 

3. Technology, Organization and Environment Model 

The TOE framework is applied to explain the factors that influence an organisation's decision to adopt an ICT 
innovation. The TOE factors are the technology, the organisational, and the environment factors (Masana & 
Muriithi, 2018). Technology factors refer to the agility of an organisation, which depends on the availability of 
resources to explore the potential of desired ICT innovation. These include ICT infrastructure, technological 
skills, and compatibility. Organisational factors are those related to how internal resources are used. These include 
the size of an organisation, the organisation structure, and support from organisation executives. The 
environmental factors are those that surround the environment within which an organisation operates; these 
factors are related to market forces, pressure from competitors, and regulation from the government (Raed et al., 
2021). Several researchers use the TOE framework to determine the challenges of adopting ICT innovation in 
developing countries. Awa et al. (2015) and Nazir et al. (2022) use the TOE framework to find out the challenges 
of e-commerce adoption. The TOE framework was also used by Amoah et al. (2023) to find out factors affecting 
the adoption of social media by SMEs in Ghana. Hence, based on those applications of TOE, the study finds that 
it is appropriate to use TOE to find the challenges of using social media analytics tools among tourism SMEs in 
Tanzania. 
 
4. Method and Materials 

This study used quantitative methodology to examine the challenges of using SMA tools among tourism SMEs 
in Tanzania, using the Kilimanjaro and Arusha regions as the case studies. The two regions were chosen because 
of the high number of tourism SMEs compared to other regions of Northern Tanzania. Questionnaires were 
distributed to the managers and owners of tourism-related SMEs using a Google survey because this study was 
conducted during the outbreak of COVID-19. A total of 71 tourism SMEs were selected for the study, and 
questionnaires were distributed to be filled out. The complete distribution of the collected questionnaires was 1 
airline operator, 23 tour guide operators, 26 travel agents, and 21 hotels and restaurants. The collected 
questionnaires were analysed using the Python statistical analysis tool. Data were presented in the form of tables, 
frequencies, and percentages. 
 
5. Results 

The study employs the TOE framework to examine the use of SMA by tourism SMEs'. The findings of the study 
are presented in the next sub-sections. 
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The findings of the study revealed that the majority of tourism SMEs were not using SMA analytics in their 
business operations; this was indicated by 52 (73%) of the respondents, while minority tourism SMEs 19 (27%) 
reported that they were using SMA tools in their business operations, as shown in Table 1. 
  

 

Usage of SMA 

 

Number of respondents 

 

Percentage 

Yes 19 27% 

No 52 73% 

Total 71 100 

 
 
(i) Technological factors 

The following technological factors were assessed among tourism SMEs: volume of data, variety of data, velocity 
of data, and analytical challenges. The respondents selected multiple factors of challenges that affect their 
adoption and usage of SMA tools by tourism SMEs. The findings reveal that 83% of respondents selected volume 
of data as a challenge for their adoption and use of the SMA tool, 66% selected variety of data, 59% selected 
velocity of data, and the remaining 84% selected analytical challenges as the obstacle to using the social media 
analytics tool. 

   Table 2: Technological factors 

 

Technological factors 

 

Number of respondents 

 

Percentage 

Volume of data 59 83% 

Variety of data  47 66% 

Velocity of data 42 59% 

Analytical challenges  60 84% 

 

 

 

(ii) Organisation factors 

The study examined the organisational factors that affect tourism SMEs usage of social media analytics tools. 
organisational factors such as lack of resources, organisation culture, and lack of guidelines The findings revealed 
that 70% of the respondents mentioned lack of resources as the challenge for adoption and usage of social media 
analytics tools, and 80% mentioned organisational culture as their challenge in adopting and using social media 
analytics. Lastly, 78% said that the lack of guidelines for using social media analytics tool was the challenge for 
them. 

Table 3: Organizational factors 
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Organizational factors Number of respondents Percentage 

Lack of resources 50 70% 

Organizational culture 57 80% 

Lack of guidelines 56 78% 

 

(iii) Environmental factors 

Table 4: Environmental factors 

Environmental factors Number of respondents  Percentage 

Infrastructure failure 61 86% 

Knowledge of the social media platforms 25 35% 

Platform acceptance 21 29% 

 

The environmental factors that affect the adoption of SMA were identified in this study. The findings revealed 
that 86% of the respondents are facing challenges in adopting SMA applications due to infrastructure failure, 35% 
of the respondents are having challenges due to their knowledge of social media platforms, and 29% of the 
respondents mentioned that platform acceptance is a challenge for tourism SMEs to use SMA in their activities. 

6. Discussion 

The findings of the study demonstrated that Tanzanian SMEs engaged in tourism did not use the SMA tool very 
often. The SMA tool was only used by a few tourism SMEs, and it was mainly used for client communication 
and marketing. Madila et al. (2022) found similar results, indicating that tourism SMEs used the SMA tool to get 
feedback from clients and to brand, advertise, and promote their businesses in addition to keeping and acquiring 
new customers. According to the study's findings, managers of tourism-related SMEs may delay making well-
informed decisions if they don't use the SMA tool because such analytics tools can speed up the analysis compared 
to manual techniques of analysing data. This indicates that using and adopting the SMA tool is necessary for 
Tanzania's tourist SMEs to stay competitive. There are still obstacles preventing SMEs from using the SMA tool, 
although it has many advantages for the development of tourist SMEs and the Tanzanian tourism industry. Three 
categories apply to these challenges: organisational, environmental, and technical. The study found that on 
technological aspects, most of the tourism SMEs are facing challenges associated with analytical skills, large 
volumes of data, and a variety of data. This implies that the large amount of data that tourism SMEs are receiving 
for SMA from different social media, such as pictures, voice, and text, has caused challenges for tourism SMEs 
to conduct analysis in order to get insight from social media data because of their inadequate analytical skills. 
These findings are in line with the study conducted by Stieglitz et al. (2018), which found that the volume of data 
and variety of those data are the main technological challenges for using the SMA tool. The findings of the study 
suggest that for tourism SMEs in Tanzania to remain sustainable in their business, they should harness the use of 
technology, such as the use of SMA tools, which may help them perform proper analysis, which may in turn 
enable business managers to make the right decisions. This can only be achieved by employing competent ICT 
personnel capable of using social media analytics tools to analyse a variety of data generated from social media 
platforms such as Twitter, Facebook, Instagram, Wikis, and many others that are in use.  
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The organisational challenge was also investigated, and the findings show that the majority of the respondents' 
claimed that organisational culture was among the challenges to adopting SMA in their social media campaigns. 
This implies that although SMA tools are used by a small number of tourism SMEs in Tanzania, a lack of 
organisational culture for using such analytics tools in analysing data is a major challenge because some tourism 
SMEs in Tanzania are still relying on manual techniques for analysing data generated from social media, which 
takes more time to generate reports than the use of SMA tools. The study also identified the lack of guidelines as 
a challenge in using the SMA for tourism SMEs. Similar findings were observed in a study by Madila et al. 
(2022), which found that the majority of tourism SMEs don’t have any guidelines in place to manage SMA tool 
usage. The use of SMA tools needs to be guided by policies, procedures, and guidelines, which should clearly 
stipulate the standards and procedures for SMA tool usage. Hence, the absence of a guiding tool has impacted the 
use of the SMA tool among tourism SMEs in Tanzania. 

The findings of the study further established that, due to environmental challenges, there was inadequate 
infrastructure that affected the use of the SMA tool by tourism SMEs in Tanzania. The use of social media 
analytics requires adequate ICT facilities, such as data analysis software, tools for data analysis, and the 
availability of reliable internet connectivity. The absence of the required facilities has affected the use of SMA 
tools in analysing data generated from social media. This implies that the ICT infrastructure of many tourism 
SMEs is not appropriate to use the SMA tool. The findings of the study also established that lack of awareness of 
various social media platforms where data can be generated is another challenge affecting the use of SMA tools 
by tourism SMEs in Tanzania. The findings deduced from this study are that for tourism SMEs to use SMA tools, 
there is a need for employees to understand various social media platforms that are currently in use and their 
appropriate data analytics tools and software. 

Conclusion  

The findings of the study revealed that there was low usage of the SMA tool by tourism SMEs in Tanzania. 
Although the use of such analytics tools is limited to a small number of tourism SMEs in Tanzania, they have 
proven to be useful in facilitating communications with current and prospective customers. The use of SMA has 
also enabled managers to make decisions based on the information that was generated from the data that was 
received from various social media sites. The findings of the study also noted various technological, 
organisational, and environmental challenges encountered by tourism SMEs in Tanzania. Technological factors 
that affect the usage of SMA by tourism SMEs are caused by volume and variety of data, and the most challenges 
were caused by analytical challenges. Organisational challenges in the use of SMA tools included a lack of 
organisational culture for using SMA tools and the absence of guidelines and procedures to guide the use of SMA 
tools. The study established various environmental challenges, such as inadequate infrastructure and a lack of 
awareness of various social media platforms that are currently in use by customers. 
  
The study has contributed to providing current technology, organisation, and environmental factors affecting the 
usage of SMA tools by tourism SMEs in Tanzania. The study concluded that the usage of SMA tools has positive 
benefits for tourism SMEs, including enabling business managers to make informed decisions to ensure the 
sustainability of the business, regardless of the challenges from technology, organisation, and environment. The 
study recommends that stakeholders in tourism SMEs, such as the government, NGO, and other organisations, 
provide knowledge about SMA to tourism SMEs as well as improve ICT infrastructure to improve the application 
of ICT services to tourism SMEs. 
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