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Abstract - Over the past decade, Information Technology (IT) innovations have significantly altered the marketing landscape, 

transitioning from conventional methods to more sophisticated, data-driven techniques. This transformation has been fueled by 

the widespread adoption of social media platforms, which have become central to marketing efforts. This study explored the 

impact of IT-enabled innovations on marketing practices in Iringa Municipal, Tanzania, focusing on how these technologies 

shape customer experiences and drive business strategies. With a sample size of 210 respondents, the research employed 

quantitative and qualitative methods to investigate IT tools' utilization, effectiveness, and challenges in marketing. Key findings 

revealed that social media platforms and customer relationship management (CRM) software were widely adopted, 

significantly improving customer engagement and marketing effectiveness. However, challenges such as high costs, a lack of 

skilled personnel, and data privacy concerns hindered more extensive implementation. The study concluded that while IT-

enabled marketing strategies have substantial potential to enhance business performance, addressing these challenges through 

targeted investments, training, and robust data protection practices is essential for maximizing their benefits. The 

recommendations aim to guide businesses in overcoming these barriers and fully leveraging IT innovations to optimize their 

marketing efforts and customer interactions. 

Keywords - Information Technology (IT), Marketing innovations, Social media marketing, Customer Relationship Management 

(CRM), Customer insights, Data analytics, IT-enabled marketing strategies, Customer engagement. 

1. Introduction 
Over the past decade, Information Technology (IT) 

innovations have significantly altered the marketing 

landscape, transitioning from conventional methods to more 

sophisticated, data-driven techniques. This transformation 

has been fueled by the widespread adoption of social media 

platforms, which have become central to marketing efforts. 

Social media tools have expanded the reach of marketing 

campaigns and provided valuable insights into consumer 

behavior and preferences. The evolution of marketing has 

witnessed a substantial alteration from traditional to 

technology-driven approaches. Traditional marketing relied 

on tangible mediums like print ads and television 

commercials, operating on a broadcast model with limited 

customization [1, 2]. However, digital technologies and the 

internet have transformed marketing strategies, enabling 

personalized engagement, real-time interaction, and 

measurable campaign effectiveness [1, 3]. This transition has 

been driven by increased internet accessibility, data 

analytics, and mobile technology [1]. The rise of artificial 

intelligence and machine learning has further enhanced 

marketing capabilities, allowing for the digitalization of 

consumer behavior and more targeted marketing programs 

[4, 5]. As a result, companies have increasingly adopted 

digital marketing strategies to build better customer 

relationships, achieve global reach, and maintain 

competitiveness in the evolving marketplace [3, 6]. The 

evolution of marketing in Tanzania has seen a significant 

shift from traditional to technology-driven approaches. While 

e-marketing adoption has grown among Tanzanian Small and 

Medium Enterprises (SMEs), it still accounts for only 27% 

of marketing strategies, with security concerns being a major 

challenge [7]. The rise of social media has prompted SMEs 

to explore new marketing avenues, leveraging internet and 

mobile-based applications [8]. The banking sector's market-

driven transformation in Tanzania, part of broader economic 

reforms, has been relatively successful [9]. Mobile marketing 

adoption has been positively influenced by perceived 

usefulness, ease of use, and customer knowledge [10]. 

Decreased mobile phone usage costs have made mobile 

payments a popular marketing approach, accounting for 53% 

of feasible strategies [7]. These developments reflect 

Tanzania's gradual transition towards technology-driven 

marketing approaches. Social media platforms have become 

powerful tools for customer engagement, brand building, and 

market research. Studies showed that social media marketing 
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positively influenced customer engagement and brand loyalty 

[11, 12]. These platforms facilitated direct communication 

between brands and consumers, enabling real-time 

interactions and personalized experiences [13]. Building 

customer engagement through social media involves 

connection, interaction, satisfaction, retention, commitment, 

advocacy, and customer engagement [14]. Social media also 

provides valuable data and analytics, guiding strategic 

decision-making and refining branding strategies [13]. 

However, while one-to-one and firm-to-firm communication 

positively impacted brand trust, the effects of customer-to-

customer communication were less clear [14].  

Overall, leveraging social media effectively allowed 

businesses to reach wider audiences, boost brand visibility, 

and foster stronger customer relationships [11, 13]. Recent 

studies examined the impact of social media on businesses in 

Tanzania. Social media platforms were found to play a 

significant role in promoting organizational brands, 

particularly in the telecommunications sector, by creating 

brand awareness and fostering stakeholder engagement [15]. 

For SMEs, social media usage positively affected 

performance, innovation, and branding [16]. WhatsApp 

emerged as the most preferred platform among micro-

enterprises, followed by Facebook and Instagram, with social 

media use enhancing business performance in terms of 

customer base, sales growth, and brand enhancement [17]. In 

the telecommunications industry, Instagram was identified as 

the most effective platform for increasing sales revenue [18]. 

Despite these benefits, challenges such as information 

security risks and costs were observed as hindrances to social 

media adoption by businesses [17]. 

Data analytics tools have revolutionized how businesses 

understand customer behavior and preferences. These tools 

enable the analysis of large volumes of customer data from 

various sources, including online reviews and website 

interactions [19, 20]. Big data analytics can uncover hidden 

patterns and insights, allowing marketers to make informed 

decisions and tailor strategies to meet customer needs [21]. 

Machine learning techniques are increasingly used to process 

and interpret this data, offering transformative insights for 

businesses [21]. While big data analytics presents significant 

opportunities for improving customer experiences and 

business performance, it raises ethical considerations [22]. 

Adopting these technologies can be challenging for SMEs, 

but cloud-based solutions may provide accessible options for 

leveraging customer analytics [20]. Data analytics tools are 

powerful assets for businesses seeking to enhance customer 

understanding and drive innovation. Research on data 

analytics and customer insights in Tanzania revealed limited 

adoption of big data tools and techniques. Many companies 

were found to be in the early stages of big data 

implementation, facing challenges such as a lack of IT skills 

and infrastructure costs [23]. Similarly, academic libraries in 

Tanzania primarily used social networking sites for 

marketing, with only a few employing advanced analytics 

tools due to insufficient skills [24]. However, some progress 

was observed in m-government services, where web 

analytics tools were used to monitor traffic data and identify 

critical success factors for adoption [25]. Customer behavior 

analysis through web analytics was recognized as a valuable 

tool for understanding customer responses to websites and 

supporting data-driven decision-making [19]. These studies 

highlight the potential for IT-enabled data analytics in 

Tanzania while emphasizing the need for skill development 

and infrastructure improvement. 

Digital marketing has become increasingly important for 

businesses in the modern era, with various channels showing 

different levels of effectiveness. Studies have found that 

social media marketing was particularly effective for 

MSMEs in the NCR region during the "new normal" [26]. 

Search engine marketing and social media marketing 

demonstrated positive relationships with consumer buying 

decisions in Malaysia, while email marketing showed a 

negative relationship [27]. Digital marketing strategies, 

including search engine optimization, content marketing, and 

influencer marketing, were analyzed to determine their 

effectiveness in achieving business goals [28]. The rise of 

digital marketing has led to the evolution of traditional 

marketing methods, incorporating customer feedback and 

two-way interactions between companies and customers [29, 

30]. These findings highlight the importance of businesses 

adapting their digital marketing strategies to leverage the 

most effective channels for reaching and engaging their 

target audiences.  

Digital marketing has been in Tanzania and globally. 

Studies have shown that various digital channels, including 

search engine marketing, email marketing, and social media 

marketing, can positively impact company performance [31]. 

These strategies were cost-effective and had a significant 

commercial impact on businesses [32]. However, security 

concerns remained a significant challenge for e-marketing 

adoption in the country [7]. Digital marketing allows firms to 

attract customers and facilitate brand interaction through 

electronic media [33]. Overall, digital marketing strategies 

improved sales and expanded customer bases for businesses 

in Tanzania and other developing countries. The impact of IT 

on marketing measurement has been important, enabling 

more precise tracking and evaluation of marketing 

performance. Studies showed that IT transformed marketing 

capabilities beyond simple automation, allowing for 

enhanced operational efficiency and innovative product 

development [34, 35]. IT use in marketing was found to 

positively influence individual and firm performance, 

mediated by factors such as perceived usefulness, attitudes 

toward system use, and actual system usage [36]. The ability 

to measure marketing performance, facilitated by IT, 

demonstrated a significant impact on firm performance, 

profitability, and stock returns. Additionally, it improved 
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marketing's stature within organizations, as evidenced by 

increased CEO satisfaction with marketing [37]. However, 

adopting IT in marketing also led to the diffusion of 

customer-oriented activities throughout organizations, 

potentially affecting marketing's traditional role [34]. The 

impact of Information and Communication Technology 

(ICT) on marketing measurement and performance in 

Tanzania has been significant. Studies have shown that ICT 

enhances organizational performance, improves 

communication, and speeds decision-making [38]. In the 

manufacturing sector, SMEs utilizing ICT in marketing 

activities demonstrated better growth performance compared 

to those that did not [39, 40]. ICT has increased market 

access, market share, and promotional strategies for small 

businesses [41]. However, challenges such as lack of ICT 

knowledge, internet crimes, and difficulties accessing ICT 

accessories have been identified [39]. While the importance 

of ICT in marketing is widely recognized, some studies 

suggest that the relationship between ICT application ratings 

and SME performance may not be statistically significant 

[39]. Nevertheless, the overall impact of ICT on marketing 

capabilities and business operations has been transformative 

[41, 42]. Despite the increasing adoption of digital tools and 

platforms, many businesses struggle to integrate these 

technologies into their marketing strategies effectively. The 

proliferation of social media and data analytics tools 

promised enhanced customer engagement and deeper 

insights into consumer behavior. However, businesses often 

face difficulties leveraging these innovations to their full 

potential. Issues such as the complexity of new technologies, 

high costs, and the need for specialized skills created barriers 

to effective implementation.  

Additionally, while IT-enabled tools offered the 

potential for highly personalized marketing and improved 

customer interactions, businesses encountered challenges in 

data management, privacy concerns, and integrating 

disparate systems. This study sought to explore these 

problems by examining how businesses navigated the 

adoption and utilization of IT tools in their marketing efforts, 

assessing the impact on their strategies, and identifying the 

key obstacles that hindered the successful application of 

these innovations. The study's objective was to investigate 

how advancements in information technology have 

transformed marketing practices and customer engagement 

strategies. The study aimed to evaluate how IT tools, such as 

social media platforms and data analytics, have been 

integrated into marketing strategies and assess their 

effectiveness in enhancing customer insights and 

interactions. Additionally, the research sought to identify the 

challenges businesses faced in adopting these technologies 

and explore the impact of IT-enabled innovations on 

marketing performance and consumer behavior. The study's 

main contribution was its comprehensive examination of 

how IT innovations have reshaped marketing practices and 

customer engagement. The study offered a detailed 

understanding of how these technologies have enhanced 

marketing strategies and customer insights by analyzing the 

integration and effectiveness of various IT tools such as 

social media platforms, data analytics, and customer 

relationship management systems. It highlighted the 

transformative effects of IT on marketing performance, 

including improvements in targeting, personalization, and 

customer interaction. Additionally, the study identified key 

challenges businesses face in leveraging these technologies 

and provided actionable recommendations for overcoming 

these barriers. This research not only advanced the 

knowledge of IT's role in marketing but also offered practical 

insights for marketers seeking to optimize their use of 

technology to understand better and engage with their 

customers. The remaining sections of the paper are arranged 

as follows: Section 2 contains the study's methodology, and 

Section 3 covers the results and discussion of the study. At 

the same time, the conclusion and recommendations are 

presented in Section 4. 

2. Methodology 
The study's methodology involved a comprehensive 

approach to understanding how IT innovations impact 

marketing practices in Iringa Municipal. With a sample size 

of 210 participants, the study employed a mixed-methods 

approach, combining quantitative and qualitative research 

methods to gather robust data. 

2.1. Quantitative Data Collection 

A structured questionnaire was designed to capture 

quantitative data on various IT-enabled marketing 

innovations. The survey included questions on using social 

media platforms, data analytics tools, and Customer 

Relationship Management (CRM) systems. It also assessed 

the effectiveness of these tools in enhancing marketing 

strategies and customer insights. The questionnaire was 

distributed to 210 respondents online and face-to-face, 

ensuring a diverse representation of marketing professionals 

and business owners in Iringa Municipal. 

2.2. Qualitative Data Collection  

In-depth interviews were conducted with a subset of 30 

participants drawn from the initial sample to gain deeper 

insights into their experiences and perceptions regarding IT 

innovations in marketing. These interviews aimed to explore 

the practical challenges and successes associated with 

implementing IT tools and understand the nuances of how 

these technologies influence customer engagement and 

business performance. The qualitative data provided 

contextual understanding that complemented the quantitative 

findings. 

2.3. Data Analysis 

Quantitative data were analyzed using statistical 

techniques to identify trends, correlations, and patterns 

related to the use and effectiveness of IT tools in marketing. 



Lusekelo Kibona / IJRES, 11(6), 108-121, 2024 

 

111 

Descriptive statistics, such as percentages, were used to 

summarize the data. The qualitative data from interviews 

were analyzed thematically to extract key themes and 

insights, providing a richer understanding of the respondents' 

experiences. 

2.4. Sampling and Data Collection Process 

The study used a stratified random sampling technique 

to ensure representation across business sectors and 

professional roles. This approach helped capture a 

comprehensive view of IT-enabled marketing innovations 

across various contexts. Data collection was conducted over 

a period of three months, during which respondents were 

given ample time to complete the questionnaires and 

participate in interviews. In general, this methodology 

provided a well-rounded perspective on how IT innovations 

are transforming marketing practices in Iringa Municipal, 

combining empirical evidence with in-depth personal 

insights to deliver a thorough analysis of the subject. 

3. Results and Discussion  
This section digs into the findings, examining the extent 

of IT tool integration, their perceived effectiveness, and the 

challenges encountered, thereby offering a comprehensive 

understanding of the current state and implications of IT-

enabled marketing innovations in the region. 

3.1. Demographic Information 

The demographic information of the study provided a 

detailed profile of the participants, which was essential for 

understanding the context and scope of the findings. With a 

sample size of 210 respondents from Iringa Municipal, the 

demographic data encompassed a range of characteristics, 

including age, gender, education level, and occupation. This 

demographic breakdown offered valuable insights into the 

diverse backgrounds of the participants. It helped 

contextualize their perspectives on IT-enabled marketing 

innovations, thereby enriching the analysis of how these 

technologies impact different population segments. 

3.1.1. Age of the Respondents 

In the study, the age distribution of participants, 

according to Table 1, revealed a varied demographic profile. 

Most respondents fell within the 25-34 age bracket, with 85 

individuals representing 40.5% of the sample. This group 

was notably engaged with information technology and digital 

marketing innovations, reflecting a high level of comfort 

with new technologies and a strong propensity to adopt them 

in their professional and personal lives. The next largest 

segment, aged 15-24 years, included 40 respondents, 

accounting for 19% of the sample. While smaller in number, 

this younger group was pivotal in understanding emerging 

trends and the initial reception of new technological tools. 

The 35-44 age group comprised 50 participants or 23.8% of 

the sample. This demographic was characterized by a 

balance of experience and adaptability, often demonstrating a 

pragmatic approach to integrating IT into marketing 

strategies. Lastly, individuals aged 44 and above made up 

35% of the respondents, highlighting a significant proportion 

of seasoned professionals. This group faced unique 

challenges and opportunities in adapting to IT-enabled 

marketing innovations, often reflecting a more cautious or 

selective approach based on their extensive experience. 

Overall, the diverse age distribution provided a 

comprehensive view of how different age groups interacted 

with and were impacted by IT-enabled marketing practices. 

3.1.2. Gender of the Respondents 

In the study, the gender distribution of respondents, as 

per table 1, offered valuable insights into the varied 

observations on IT-enabled innovations in marketing. The 

sample included 120 male participants, constituting 

approximately 57.1% of the total, and 90 female participants, 

making up 42.9%.  

This distribution reflected a balanced representation, 

although males were slightly more predominant. The more 

male respondents indicated a potentially greater engagement 

or representation in roles directly related to IT and marketing 

technologies within the study's context. The male 

participants, who comprised the majority, often reported 

extensive experience with various IT tools and platforms.  

Their responses revealed a strong familiarity with 

advanced technologies and an inclination towards leveraging 

these innovations for marketing purposes. They frequently 

highlighted the benefits of IT-enabled tools, such as 

enhanced analytics capabilities and greater efficiency in 

campaign management. Conversely, the female respondents, 

while fewer in number, provided equally significant insights 

into the integration of IT in marketing. Their response 

underlined varied experiences and often focused on the 

practical applications and user-friendly aspects of IT tools. 

Female participants highlighted the importance of intuitive 

design and accessibility in marketing technologies, reflecting 

a wider perception of how these tools are utilized and 

perceived across different gender demographics. 

3.1.3. Education Level of the Respondents 

The Educational background of respondents, as shown 

in table 1, in the study, revealed a diverse range of 

qualifications, reflecting various levels of expertise and 

experience related to IT-enabled innovations in marketing. 

Among the 210 participants, 30 had completed Secondary 

School or below education. This group represented 

approximately 14.3% of the sample, and their responses 

often reflected a more basic understanding of IT tools and 

their applications in marketing. Their response highlighted 

the need for more foundational training and simpler 

interfaces to engage with advanced marketing technologies 

effectively. A significant portion of the respondents, 60 

individuals or 28.6%, held diplomas or certificates.  
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Table 1. Demographic information 

Demographic Variable Category Frequency Percentage 

Age 

15-24 years 40 19.05% 

25-34 years 85 40.48% 

35-44 years 50 23.81% 

44+ years 35 16.67% 

Gender 
Male 120 57.14% 

Female 90 42.86% 

Education Level 

Secondary School or Below 30 14.29% 

Diploma/Certificate 60 28.57% 

Bachelor’s Degree 80 38.10% 

Postgraduate Degree 40 19.05% 

Occupation 

Business Owner 70 33.33% 

Marketing Officer 50 23.81% 

IT Professional 45 21.43% 

Sales Officer 30 14.29% 

Other 15 7.14% 

Type of Industry/Business 

Retail 60 28.57% 

Manufacturing 50 23.81% 

Healthcare 40 19.05% 

IT and Technology 30 14.29% 

Finance 20 9.52% 

Other 10 4.76% 

 

These participants generally demonstrated a practical 

knowledge of IT tools, often discussing how these 

certifications had equipped them with specific skills relevant 

to marketing innovations. Their insights frequently centered 

on the practical applications of IT tools and how these could 

be optimized to enhance marketing strategies.The largest 

segment of respondents, numbering 80 or 38.1%, had 

attained a Bachelor's Degree.  

This group provided in-depth analysis and feedback on 

integrating IT into marketing practices, often drawing from 

their academic and professional experiences. Their responses 

highlighted a sophisticated understanding of how IT 

innovations could be leveraged to drive marketing 

effectiveness, reflecting a deeper engagement with both 

strategic and technical aspects of marketing technologies. 

Finally, 40 respondents, constituting 19%, had 

completed postgraduate degrees. This highly educated group 

contributed valuable insights into IT-enabled marketing 

innovations' advanced applications and theoretical 

underpinnings. Their responses frequently involved complex 

discussions on data analytics, customer insights, and strategic 

implementation, showcasing a high level of expertise in 

utilizing IT tools to shape marketing strategies and customer 

experiences. The varying educational levels among 

respondents enriched the study by providing a broad 

spectrum of perspectives, from foundational knowledge to 

advanced understanding, thus offering a comprehensive view 

of how different educational backgrounds influence the 

perception and utilization of IT in marketing. 

 

3.1.4. The Occupation of the Respondents 

The occupation distribution among respondents, as per 

Table 1, provided a detailed perspective on the impact and 

utilization of IT-enabled innovations in marketing. Among 

the 210 participants, 70 were business owners, representing 

about 33.3% of the sample. These respondents often shared 

insights into how IT innovations affected their overall 

business operations and strategic decision-making. They 

discussed the benefits and challenges of integrating IT tools 

into their marketing strategies, emphasizing how 

technologies such as CRM systems and data analytics have 

reshaped their approach to managing customer relationships 

and driving business growth. Business owners highlighted 

how these tools provided valuable data-driven insights, 

which enabled them to make more informed decisions and 

tailor their marketing efforts more precisely.Marketing 

officers, numbering 50 or 23.8% of the sample, contributed 

detailed observations on the practical applications of IT tools 

in crafting and executing marketing campaigns. Their 

opinion frequently addressed the effectiveness of various 

marketing platforms and software tools, such as email 

marketing systems and social media analytics, in achieving 

marketing objectives. They reflected on how IT innovations 

had streamlined their processes, enhanced their ability to 

measure campaign performance, and facilitated more 

targeted and personalized marketing approaches. Their 

experiences underlined the transformative role of technology 

in modern marketing practices and provided practical 

examples of how these tools had been employed to optimize 

marketing strategies. The responses from 45 IT 

professionals, making up 21.4% of the sample, provided a 
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technical perspective on the implementation and impact of IT 

tools in marketing. These individuals shared their expertise 

on the technical aspects of integrating IT solutions into 

marketing systems, including the challenges of ensuring 

seamless integration with existing infrastructure and 

maintaining data security. They offered insights into the 

latest technological advancements and their implications for 

marketing practices. They reflected on how emerging 

technologies such as artificial intelligence and machine 

learning were beginning to influence marketing strategies 

and customer interactions. 

Numbering 30 or 14.3%, sales officers shared their 

experiences using IT tools in supporting sales activities and 

customer relationship management. Their feedback focused 

on how IT innovations had enhanced their ability to track 

sales performance, manage customer interactions, and 

streamline sales processes. They discussed how technology 

facilitated better communication with clients and provided 

tools for analyzing sales data to identify trends and 

opportunities for improvement.Lastly, 15 respondents, 

categorized as "Other," represented a variety of additional 

roles within the organizations, contributing diverse 

viewpoints on the impact of IT on marketing. This group 

included roles such as customer service representatives and 

data analysts, who offered unique perspectives on how IT 

tools influenced their specific functions and interactions with 

marketing strategies. Their input provided a broader 

understanding of how IT innovations impacted various facets 

of organizational operations beyond the primary marketing 

and IT functions.The diverse occupational backgrounds of 

the respondents enriched the study by offering a multifaceted 

view of how IT-enabled innovations in marketing were 

perceived and utilized across different roles within 

organizations. This varied input highlighted the broad impact 

of IT tools on business practices and marketing strategies, 

reflecting how technology had been integrated into and 

influenced various professional functions. 

3.1.5. Type of Industry/Business 

The distribution of respondents across various industries, 

as shown in Table 1, provided a comprehensive view of how 

IT-enabled innovations in marketing impacted different 

sectors. In the retail industry, which had the largest 

representation with 60 respondents, insights were focused on 

how technology had transformed customer interactions and 

sales processes. Retailers reported that IT tools, such as 

Customer Relationship Management (CRM) systems and 

Point-of-Sale (POS) technologies, had significantly enhanced 

their ability to track consumer behavior, manage inventory, 

and execute targeted marketing campaigns. Integrating data 

analytics and social media platforms enabled them to 

understand customer preferences better, optimize 

promotional strategies, and drive sales through personalized 

offers and recommendations. Retailers highlighted that these 

technological advancements had been crucial in maintaining 

competitiveness in an increasingly digital marketplace.With 

50 respondents, manufacturing showcased how IT 

innovations were leveraged to streamline operations and 

improve marketing strategies. The focus was on using IT to 

manage supply chains, optimize production processes, and 

integrate marketing efforts with production data. Participants 

from this sector noted that technologies such as Enterprise 

Resource Planning (ERP) systems and data visualization 

tools had been instrumental in aligning marketing campaigns 

with manufacturing capabilities and customer demand. These 

tools allowed manufacturers to forecast demand better, 

manage product inventories, and tailor marketing messages 

based on real-time data, ultimately improving operational 

efficiency and market responsiveness.The healthcare sector, 

represented by 40 respondents, offered perspectives on the 

role of IT in enhancing patient engagement and managing 

healthcare marketing. Healthcare professionals discussed the 

implementation of IT tools such as Electronic Health 

Records (EHR) and telemedicine platforms, which facilitated 

improved patient communication and engagement.  

They noted that data-driven marketing strategies had 

effectively targeted health promotions and educational 

content to specific patient demographics. Integrating IT into 

marketing efforts enabled healthcare providers to address 

patient needs better, promote health services, and build 

stronger patient relationships through personalized outreach 

and targeted health campaigns.In the IT and technology 

sector, comprising 30 respondents, the discussion centered 

on how technology was utilized to drive marketing 

innovations. Respondents shared how advancements in 

Artificial Intelligence (AI), machine learning, and big data 

analytics were harnessed to create sophisticated marketing 

solutions. They emphasized the role of IT tools in developing 

predictive analytics models, automating marketing tasks, and 

personalizing customer experiences. The sector's expertise in 

IT tools and their applications provided valuable insights into 

cutting-edge marketing strategies and the impact of 

technology on shaping customer interactions and 

engagement. With 20 respondents, the finance sector 

highlighted the use of IT tools in managing financial 

services, marketing and customer relations. Financial 

institutions reported that IT innovations, such as online 

banking platforms and automated customer service systems, 

had enhanced their ability to offer personalized financial 

products and services. They observed that data analytics and 

customer insights were crucial in targeting marketing efforts 

and improving client acquisition and retention strategies. 

Lastly, the "Other" category, which included 10 

respondents from various industries not specified above, 

contributed diverse perspectives on applying IT tools in 

marketing. This group provided insights into niche 

applications of technology and how different sectors were 

adapting IT innovations to meet their specific marketing 

needs and challenges.  
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Fig. 1  Social media marketing impact 

The range of industries represented in the study 

underscored the widespread impact of IT-enabled marketing 

innovations across various sectors. Each industry leveraged 

technology in distinct ways to enhance marketing 

effectiveness, streamline operations, and improve customer 

engagement, reflecting the versatile role of IT in modern 

business practices. 

3.2. Social Media Marketing Impact 

In the study on the impact of IT-enabled innovations in 

marketing within Iringa Municipal, the Social Media 

Marketing Impact indicator was examined through several 

key sub-indicators. The research focused on the extent to 

which businesses utilized social media for marketing 

purposes, assessing both the frequency and depth of use. 

Additionally, the study explored the perceived effectiveness 

of social media marketing efforts, gathering insights from 

respondents on how these platforms influenced their overall 

marketing success. Finally, the integration of customer 

insights and data analytics within social media strategies was 

analyzed, highlighting how businesses leveraged data to 

enhance their understanding of customer behaviors and 

preferences. 

3.2.1. Utilization of Social Media for Marketing 

In the study, respondents were interviewed to understand 

how social media was utilized for marketing purposes within 

their businesses. As indicated in Figure 1, a significant 

portion of the respondents, 90 in total, reported high 

utilization of social media platforms, highlighting their 

importance in reaching a broad audience and fostering 

customer engagement. These respondents emphasized the 

versatility and cost-effectiveness of social media marketing. 

One respondent noted that: 

"…social media became an indispensable tool for our 

business, allowing us to connect with customers in real-time, 

promote our products, and build brand awareness with 

minimal investment..."  

This emotion was echoed by many who found that 

platforms like Facebook, Instagram, and Twitter offered 

unparalleled opportunities for direct communication with 

their target market.Meanwhile, 70 respondents indicated 

moderate utilization of social media for marketing. These 

businesses used social media selectively, often integrating it 

with other traditional marketing methods. While they 

recognized the value of social media, they cited constraints 

such as limited resources or expertise in social media 

management. One business owner mentioned: 

"…while we understand the potential of social media, we 

have not fully capitalized on it due to our small team and 

lack of social media skills…"  
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This group often used social media for specific 

campaigns or announcements rather than as a central 

component of their marketing strategy. On the other hand, 30 

respondents reported low utilization of social media, 

reflecting a cautious approach towards these platforms. 

These businesses were either skeptical about the return on 

investment from social media marketing or faced challenges 

in creating content that resonated with their audience. One 

respondent shared: 

"…we tried using social media, but the results were not 

as impactful as we hoped. We struggled to create content 

that would engage our customers, so we focused more on 

other marketing channels…"  

This group often viewed social media as supplementary 

rather than essential to their overall marketing efforts. 

Finally, 20 respondents admitted not utilising social media 

for marketing, primarily due to a lack of familiarity with the 

platforms or a belief that their target customers were not 

active on social media. These businesses often relied on more 

traditional marketing methods, such as word-of-mouth or 

local advertising, which they felt were more effective for 

their specific market. One respondent remarked: 

"…our customers are mostly older and inactive on 

social media, so we have not seen the need to invest in it. We 

prefer to stick with the methods that have always worked for 

us..." 

The study revealed a diverse range of approaches to 

social media marketing, with businesses at different stages of 

adoption and varying levels of success. The insights gathered 

from respondents highlighted the challenges and 

opportunities associated with integrating social media into 

marketing strategies, reflecting the evolving nature of digital 

marketing in Iringa Municipal. 

3.2.2. Effectiveness of Social Media Marketing 

In the study, according to Figure 1, respondents 

provided varied perspectives on the effectiveness of social 

media marketing within their businesses, reflecting different 

levels of success and satisfaction. Out of the 210 participants, 

75 indicated that social media marketing had been highly 

effective for their businesses. These respondents shared 

experiences of substantial growth in brand visibility, 

customer engagement, and sales directly attributable to their 

social media efforts. One business owner remarked: 

"…social media transformed the way we reach our 

customers. Our posts regularly generate high engagement, 

and we have seen a noticeable increase in both online and 

in-store sales as a result. It has become an indispensable 

part of our marketing strategy…" 

Another 80 respondents found social media marketing to 

be moderately effective. These businesses experienced 

benefits from their social media presence but did not achieve 

the same impact as those who reported it as highly effective. 

They often cited challenges such as inconsistent engagement, 

difficulties targeting the right audience, or limited expertise 

in leveraging the platforms to their full potential. One 

marketing officer noted: 

"…social media has helped us maintain a presence and 

keep our customers informed, but we are still figuring out 

how to turn that engagement into real, measurable growth. It 

works, but not as powerfully as we hoped…" 

For 40 respondents, social media marketing was only 

slightly effective. These businesses struggled to see 

significant returns on their investment in social media, often 

due to limited resources or a lack of clear strategy. They 

typically used social media sporadically without fully 

understanding how to optimize their efforts. A sales officer 

explained: 

"…we post occasionally, but it has not really driven 

sales or brought in new customers. It feels like we are just 

going through the motions without seeing much in return. We 

are unsure what we are doing wrong, but it has not been as 

beneficial as we would like..." 

Lastly, 15 respondents considered social media 

marketing to be not effective at all for their businesses. These 

participants often expressed frustration, noting that their 

attempts to use social media had not translated into 

meaningful business outcomes. Some cited the nature of their 

products or services, which they believed did not lend 

themselves well to social media promotion. One respondent 

stated: 

"…we tried using social media, but it did not resonate 

with our customers. It felt like a waste of time and resources, 

so we have decided to focus on other marketing channels 

that align better with our business needs..." 

In short, the study revealed that while many businesses 

in Iringa Municipal have found social media marketing to be 

effective, its success varied significantly depending on the 

approach, resources, and alignment with business objectives. 

The effectiveness of social media marketing was closely tied 

to the level of investment in understanding and utilizing 

these platforms strategically, highlighting the need for 

tailored strategies that fit the unique needs of each business. 

3.2.3. Customer Insights and Data Analytics 

The study utilised customer insights and data analytics 

to understand how businesses in Iringa Municipal leveraged 

these tools to enhance their marketing strategies. As per 

Figure 1, the findings highlighted a range of approaches to 

using customer data, reflecting differing levels of integration 
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and impact on business operations. Among the 210 

respondents, 50 reported extensive use of customer data, 

indicating that these businesses had fully embraced data-

driven decision-making. They utilized advanced analytics to 

gain deep insights into customer behavior, preferences, and 

trends, significantly informing their marketing strategies. 

One respondent, a business owner, elaborated on their 

experience:  

"…we have integrated sophisticated data analytics tools 

into our operations. By analyzing customer purchase 

patterns and engagement metrics, we can precisely tailor our 

marketing campaigns to target segments of our customer 

base. This approach has greatly enhanced our ability to 

forecast trends and personalize our promotions, increasing 

customer satisfaction and loyalty…" 

In contrast, 70 respondents engaged in moderate use of 

customer data. These businesses collected and analyzed data 

but did not fully leverage it for strategic decision-making. 

Their use of data was often limited to basic demographic 

information or periodic reviews, which provided useful but 

less actionable insights. A marketing officer shared their 

experience:  

"…we use customer data to inform our marketing 

decisions, but our approach is relatively basic. We track 

sales and customer interactions but have not yet 

implemented more advanced analytics techniques. It has 

been helpful, but we know we could do more to capitalize on 

the data we have fully…" 

Another 60 respondents reported minimal use of 

customer data, indicating that it was often fragmented or not 

systematically analyzed while data collection occurred.  

These businesses faced challenges such as inadequate 

tools, lack of expertise, or insufficient data integration into 

their marketing practices. One IT professional noted: 

"…we collect customer data, but it is not always 

analyzed in depth. We struggle with integrating the data 

from different sources and lack the tools to make 

comprehensive sense of it. As a result, our marketing 

strategies are not as informed as they could be..." 

Finally, 30 respondents indicated they did not use 

customer data in their marketing efforts. These businesses 

often relied on traditional marketing methods and did not 

incorporate data-driven insights into their decision-making 

processes. A sales officer commented: 

"… we have never really used customer data in our 

marketing. Our strategies are based more on intuition and 

past experiences rather than data. While we see some 

success, we know that we might be missing out on more 

targeted and effective approaches by not leveraging the data 

available to us…" 

Generally, the study demonstrated a range of 

engagement with customer insights and data analytics among 

businesses in Iringa Municipal. The extensive use of data 

was associated with more strategic and personalized 

marketing efforts, while minimal or no use of data indicated 

a reliance on less informed decision-making. This variance 

accentuated the potential benefits of deeply integrating data 

analytics into marketing practices to drive more effective and 

responsive business strategies. 

3.3. Impact of IT-Enabled Marketing on Customer 

Engagement 

In the study on the impact of IT-enabled marketing on 

customer engagement, a range of effects was observed, 

reflecting how different approaches to leveraging 

information technology influenced customer interactions. As 

illustrated in Figure 2, the results highlighted significant 

variations in engagement levels among businesses in Iringa 

Municipal, Tanzania, providing a nuanced view of IT's role 

in enhancing customer relationships. A substantial number of 

respondents, specifically 80, reported a significant increase 

in customer engagement due to IT-enabled marketing 

strategies. These businesses employed advanced digital tools 

and platforms, leading to more interactive and responsive 

customer experiences. One respondent, a marketing manager 

for a retail chain, shared their success story:  

"…our investment in IT-enabled marketing tools, such 

as targeted social media ads and personalized email 

campaigns, has transformed our customer interactions. We 

have seen a remarkable increase in engagement levels. 

Customers now respond more actively to our promotions, 

and we have been able to build more meaningful 

relationships through tailored content and timely 

responses..." 

Another 60 respondents experienced a moderate increase 

in customer engagement. These businesses integrated IT 

solutions into their marketing efforts but perhaps not as 

extensively or innovatively as those with significant gains. A 

business owner described their experience:  

"…we implemented several IT tools, like Customer 

Relationship Management (CRM) systems and social media 

platforms, which did improve our engagement. However, the 

increase was not as dramatic as we had hoped. Our 

campaigns are better targeted, and we see more interactions, 

but there is still room for growth in fully harnessing the 

potential of these technologies…" 

Fifty respondents noted only a slight increase in 

customer engagement, indicating that while IT-enabled 

marketing efforts had some impact, the results were modest.  
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Fig. 2  The impact of IT enabled marketing on the customer engagement 

These businesses might have faced challenges such as 

insufficient technology integration or limited use of 

advanced analytics. One respondent, an IT professional, 

explained:  

"… we have adopted some IT tools for marketing, like 

basic email automation and social media management 

software. While we do see some improvement in customer 

interactions, it has not been substantial. We must delve 

deeper into data analytics and explore more sophisticated 

tools to drive higher engagement…" 

Lastly, 20 respondents reported no change in customer 

engagement despite using IT-enabled marketing strategies. 

These businesses often struggle with issues such as 

ineffective technology implementation or lack of alignment 

between their marketing efforts and customer needs. A sales 

officer commented:  

"… we have tried using various IT tools, but we have not 

seen any noticeable change in customer engagement. It feels 

like we are missing something in our approach, perhaps in 

how we use the data or integrate these tools into our overall 

strategy..." 

Overall, the study revealed a spectrum of impacts from 

IT-enabled marketing on customer engagement. While many 

businesses saw significant or moderate improvements, others 

experienced only slight changes or no noticeable impact. 

These findings highlighted the importance of adopting IT 

tools and effectively integrating and utilizing them to realize 

their potential in enhancing customer engagement. 

3.4. IT-Enabled Marketing Strategies and Challenges 

This study focused on examining the adoption of IT-

enabled marketing strategies and the associated challenges 

businesses encounter. Analyzing the adoption rates of IT-

enabled marketing strategies and the challenges reported, a 

comprehensive understanding of how businesses in Iringa 

Municipal navigated the complexities of integrating 

technology into their marketing efforts was achieved.  

The data collected provided insights into which 

strategies were embraced and the obstacles that hindered 

their optimal utilization shedding light on the broader impact 

of IT innovations on marketing practices. 

3.4.1. Adoption of IT-Enabled Marketing Strategies 

In the study on IT-enabled marketing strategies, 

respondents provided detailed insights into how businesses in 

Iringa Municipal adopted these modern approaches.  

The data presented in Figure 3 revealed that a significant 

portion of businesses had fully adopted IT-enabled marketing 

strategies, with 60 respondents indicating comprehensive 

integration of these tools into their operations. These 

businesses reported a range of positive outcomes from their 

full adoption. One respondent noted: 

"…our company has embraced a full spectrum of IT-

enabled marketing strategies, from advanced CRM systems 

to extensive social media campaigns. This comprehensive 

approach has allowed us to streamline our marketing efforts 

and significantly improve our outreach and customer 

interactions…" 
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Conversely, 80 respondents indicated that their adoption 

of IT-enabled marketing strategies was partial. These 

businesses implemented some, but not all, aspects of IT-

enabled marketing, often due to resource constraints or a lack 

of expertise. A business owner explained: 

"…while we have integrated several IT tools into our 

marketing mix, such as email marketing platforms and basic 

analytics, we have not yet fully exploited the potential of 

social media analytics or advanced customer segmentation 

tools. Our partial adoption is mainly due to budget 

limitations and the learning curve associated with these 

technologies…" 

The study also highlighted that 50 respondents had 

minimally adopted IT-enabled marketing strategies. These 

businesses used only a few of the available tools, which often 

resulted in limited improvements in their marketing 

effectiveness. One respondent shared: 

"…we started using a basic CRM system and dabbling in 

social media, but our efforts have been minimal compared to 

other companies. The lack of a cohesive strategy and 

technical support has hindered us from leveraging IT tools 

more effectively…" 

Finally, 20 respondents reported not adopting IT-enabled 

marketing strategies at all. These businesses continued to 

rely on traditional marketing methods, either due to a lack of 

awareness or resistance to change. A respondent from one of 

these businesses commented: 

"…our marketing practices remain largely traditional. 

We have not yet ventured into IT-enabled strategies because 

we are unsure of their benefits and prefer to stick with what 

we know. The transition to modern tools seems daunting, and 

we do not have the resources to explore these options." 

These varying levels of adoption illustrate the varied 

ways businesses approached IT-enabled marketing and 

underline the challenges and successes encountered across 

different levels of integration. 

3.4.2. Challenges in IT-Enabled Marketing 

The study on IT-enabled marketing, as per Figure 3, 

revealed several significant challenges businesses in Iringa 

Municipal faced. One of the primary obstacles highlighted 

was the high costs associated with IT tools.  

With 80 respondents identifying this issue, it became 

clear that financial constraints were a major barrier to 

adopting advanced marketing technologies. A respondent 

from a medium-sized enterprise expressed the difficulty 

faced: 

"…the cost of implementing sophisticated IT tools is 

substantial. While we recognize the potential benefits, the 

initial investment required for advanced CRM systems and 

data analytics platforms has been prohibitive. We have had 

to prioritize our expenditures, which, unfortunately, some of 

the more expensive IT solutions remain out of reach for 

us…"  

Another prominent challenge was the lack of skilled 

personnel, which 70 respondents noted. The need for 

specialized knowledge and expertise to effectively utilize IT 

tools was a significant obstacle for many businesses. One 

interviewee detailed their experience:  

"… we have invested in various IT tools, but without the 

right expertise, it has been challenging to leverage these 

technologies fully. Our team lacks the necessary skills to 

operate advanced marketing software and interpret the data 

effectively. We have tried to train our staff, but the learning 

curve has been steep, and progress has been slower than 

expected…" 
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Data privacy concerns also emerged as a challenge, 

affecting 40 respondents. Protecting customer data while 

complying with regulations was a significant concern. A 

business owner commented on this issue:  

"…as we integrated more IT tools into our marketing 

strategies, we became increasingly aware of data privacy 

issues. Ensuring compliance with privacy laws and 

safeguarding customer information has been a major 

concern. We had to invest additional resources into securing 

our data and understanding legal requirements, which 

diverted attention from other important aspects of our 

marketing efforts…" 

Finally, 20 respondents mentioned other challenges, 

including system integration difficulties and resistance to 

change within the organization. One respondent summarized 

these additional issues:  

"…apart from the high costs and data privacy concerns, 

we have faced challenges with integrating new IT systems 

with our existing processes. There has also been some 

resistance from employees accustomed to traditional 

methods. Overcoming these obstacles has required 

significant effort and adaptation..." 

These challenges underline the complexity of 

implementing IT-enabled marketing strategies and highlight 

the need for businesses to fully address financial, technical, 

and regulatory issues to capitalize on modern marketing 

technologies' benefits. 

4. Conclusion and Recommendations 
The study on IT-enabled innovations in marketing has 

highlighted both the transformative potential and the 

significant challenges associated with integrating advanced 

technologies into marketing strategies. It was found that 

while businesses in Iringa Municipal have made considerable 

strides in adopting IT tools such as CRM software and social 

media analytics, the extent of adoption varies widely. The 

data indicated that high utilization of these technologies was 

linked to improved customer engagement and more effective 

marketing campaigns. However, the study also revealed 

substantial barriers, including high costs of IT tools, a 

shortage of skilled personnel, and concerns over data 

privacy, which have impeded more widespread and effective 

use of these technologies.  

In conclusion, the findings underline the critical need for 

businesses to address these challenges to leverage IT-enabled 

marketing more effectively and strategically. 

Recommendations include investing in affordable and 

scalable IT solutions, enhancing training programs to build 

internal expertise, and implementing robust data privacy 

measures to protect customer information. By overcoming 

these obstacles, businesses can better harness the power of IT 

to drive customer engagement, optimize marketing strategies, 

and ultimately gain a competitive edge in the market. The 

study’s insights provide valuable guidance for businesses 

seeking to navigate the complexities of IT-enabled marketing 

and capitalize on the opportunities presented by 

technological advancements. 
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