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T a b l e  o f  C o n t e n t s
i. Volume

ii. Reach

iii. Engagement

iv. Influence

v. Thematic A reas

vi. Sentiment A nalys is

vii. C onclus ions  & Obs ervations

This report provides a summary of key issues reported
online on INNO V E X ’s #NyumbaNiChoo campaign.



Volume & Month on Month Trends
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#NyumbaNiC hoo and 
#TumetokaMbali

campaigns pushed the 
frequency coverage in the 

month of May 2019

Tweets by  @ M arekaMalili
about the 

#NyumbaNiC hoo
campaign pushed 

coverage during the month



Engagement



❑ Twitter platform continued pushing the largest chunk of the online publicity, mainly due to the R etweet functionality on the platform.

❑ Twitter’s ease of use allowed for quick content sharing(retweets), liking and commenting/replying.

Reach



Top Influencers - Twitter

@ M arekaM alili was 
the most influential 

author during the three 
months under review, 
despite having fewer 

tweets than 
@ NyumbaNiC hoo



Top Influencers - Facebook

ITV  Tanzania was the 
most prominent author 
on both Facebook and 

Instagram



Top Webs ites



Thematic A reas  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 A nalys is

❑ The whopping 92% Positive share of publicity was largely driven by Nyumba Ni Choo’s own content, and subsequent 
replies and retweets which somewhat meant endorsements.

❑ The mobilization from influencers with informative posts also contributed to the above occurrence; one of the indicators 
of the campaign’s success.
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Y ouTube [1]

Instagram [3]

F orums [5]

F acebook [5]

O nline News [9]

Blogs [36]

Twitter [2,282]

Total [2,341]

Neutral P ositive



Sample Pos itive Snaps hots



Blog Posts  Snaps hots
http://mtanzania.co.tz/kaya-22540-hazina-vyoo-
mara/

https://hakipensheni.blogspot.com/2019/07/mkuu-wa-mkoa-wa-mara-
azindua-kampeni-ya.html

https://classicstz100.wordpress.com/2019/07/25
/wanaume-wasio-na-vyoo-hawastahili-kujiita-
wanaume-mashine-rc-zambi/

https://classicstz100.wordpress.com/2019/07/25/wanaume-wasio-na-vyoo-hawastahili-kujiita-wanaume-mashine-rc-zambi/


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 A nalys is : 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(R eposts), Likes, and C omments/R eplies.

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.




