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This report provides a summary of key issues reported online
on INNOVEX’s #UsichukuliePoaNyumbaNiChoo campaign.



Volume- By Media Types
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SUMMARY: 5,669

❖ Social media platform, Twitter, accounted for the largest 

share of online mentions of this report which can be attested 

to various options offered by the platform such as 

retweeting, sharing as well as using influencers to push for a 

hashtag.

❖ A sample of such blogs included;

▪ https://fastnews.altervista.org/

▪ http://www.binzubeiry.co.tz/

▪ http://francisdande.blogspot.com/

▪ https://hakipensheni.blogspot.com/

https://fastnews.altervista.org/
http://www.binzubeiry.co.tz/
http://francisdande.blogspot.com/
https://hakipensheni.blogspot.com/


Month on Month Publicity Trends
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#UsichukuliePoaNy
umbaNiChoo and 
#TumetokaMbali

campaigns pushed 
the frequency 

coverage in the 
month of May 2019

Tweets by  @MarekaMalili
about the #NyumbaNiChoo
campaign pushed coverage 

during the month

ITV Tanzania’s respective 
social media handles 

pushed coverage during 
the month

Tweets by @Kiganyi_ and 
!ITV accounted for the 

highest online mentions 
during the month



Reach

❑ Twitter platforms attracted more online 

mentions, engagement levels as well as 

potential reach of internet users during the 

three months period.

❑ An increase in online mentions 

during the period under review 

resulted to a subsequent 

increase in estimated potential 

reach of internet users by 

13.8% margin compared to the 

previous quarterly analysis.

23,649



Engagement

❑ Compared to the previous quarterly analysis, engagement levels rose by 60.5% margin which can be attested to an increase in online mentions received.

❑ However, despite an overall online mentions increase, engagement levels dropped from January to March as illustrated in the bar graph above.

❑ January accounted for the highest share of online engagements during the quarter accounting for 46.7% share of the overall conversations monitored.



Top Influencers- Twitter



Top Influencers- Facebook & Instagram

ITV Tanzania was the 
most prominent 
author on both 
Facebook and 

Instagram as shown 
in the illustrations 

attached.



Top Blogs



Thematic Areas of Publicity

❑ The word cloud above is a representation of the topics around which the online publicity revolved around.

❑ The sizes are proportional to the amount of publicity under each topic.



Sentiment Analysis

❑ Positive online coverage accounted for 64% share of the total online mentions on Nyumba ni Choo. This was as a result of pushing for cleanliness 

from landlords as well as tenants.

❑ Social media platform, Twitter, as noted earlier dominated online coverage on Nyumba ni Choo during the quarter under analysis.
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Sample Positive Snapshots



Sample Negative Snapshots



Blog Posts Snapshots

https://fastnews.altervista.org/nyumba-ni-
choo-walivyotua-karume-leo-kuwapa-elimu-
ya-afya-wachezaji-tanzanite-kuelekea-mechi-
na-uganda-jumapili/

http://www.binzubeiry.co.tz/2020/01/nyumba-ni-choo-
walivyotua-karume-leo.html

https://fastnews.altervista.org/nyumba-ni-choo-walivyotua-karume-leo-kuwapa-elimu-ya-afya-wachezaji-tanzanite-kuelekea-mechi-na-uganda-jumapili/
http://www.binzubeiry.co.tz/2020/01/nyumba-ni-choo-walivyotua-karume-leo.html


P R M E T R I C S  - D E F I N I T I O N S

1. Thematic Breakdown: The topics around which the conversations and mentions revolved.

2. Sentiments Analysis: The tone of the message i.e. Positive, Neutral and Negative tones.

3. Volume & Daily trends: The total number of mentions and their daily distribution throughout the period under 

analysis.

4. Influence: The frequency and amount of exposure of various posts, from various authors and websites/blogs.

5. Engagement: The shared experience and activities around different mentions and posts, including Shares(Reposts), 

Likes, and Comments/Replies.

6. Reach: The level of exposure to which the mentions and posts were subjected to. This is drawn from the summation of 

audience numbers, i.e. the individual authors’ followers, and average number of website visits, over a period of time.




