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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: 3,038 ❖ Twitter was the top platform during the period under survey, 

an observation which could be attributed to the ease of use 

of the platform by use of hashtags and retweets.

❖ Blogs and Online News  mentions pushed the most 

conversations away from social media platforms.

❖ A sample of such blogs included;

✓ mtanzania.co.tz

✓ muungwana.co.tz

✓ altervista.org

✓ altervista.org

http://mtanzania.co.tz/
http://www.muungwana.co.tz/
http://fastnews.altervista.org/
http://fastnews.altervista.org/


Month on Month Publicity Trends
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#UsichukuliePoaN
yumbaNiChoo

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



Reach

❑ Twitter platform continued pushing the 

largest chunk of the online publicity, which 

also led to averaging the highest reach per 

mention for the period.

❑ Facebook however had the highest 

engagement during the quarter, an 

attribute that could be linked to reactions 

to various pages.

❑ The potential reach figure indicates a 

summation of the reach of a particular 

author/ website.

❑ The figure could be high based on 

duplication of certain authors.



Engagement

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

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



Top Influencers- Twitter

@MarekaMalili was the 
most influential author 

during the three months 
under review, despite 
having fewer tweets 

than @bajabiri



Top Influencers- Facebook & Instagram

ITV Tanzania was the most 
prominent author on both 
Facebook and Instagram



Top Websites



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

❑ The 80% Positive share of publicity was largely driven by ITV Tanzania’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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Basis: 3,038 Summaries
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Magazine [1]

YouTube [5]

Online News [20]

Instagram [27]

Blogs [48]

Facebook [52]

Twitter [2,885]

Total [3,038]

Neutral Positive



✓ Benki gani ina huduma ya vyoo kwa wateja hapa nchini? Usichukulie Poa. Nyumba ni Choo

✓ Bwana bwana bwanaaa Musoma kumenogaaaa Kinamama wamesema iwe kwa jembe, kwa sururu au kwa mafagio, vyoo bora 

vitajengwa tu! #NyumbaN iChoo Usichukulie Poa. Nyumba ni Choo

✓ "Kuna vitu vingine vimepitwa na wakati, eti kweli unajenga nyumba alafu huna choo. Unaishi vipi?" Mhe Adam Malima, Mkuu wa

Mkoa Mara #NyumbaNiChoo #tumetokambali nyumbanichoo

✓ Unawaza nini ukiwaona dereva bodaboda?#NyumbaN iChoo Usichukulie Poa. Nyumba ni Choo

✓ Bwana bwana bwanaaa Musoma kumenogaaaa Kinamama wamesema iwe kwa jembe, kwa sururu au kwa mafagio, vyoo bora 

vitajengwa tu! #NyumbaN iChoo nyumbanichoo

✓ Eti mabaharia, akituma ule ujumbe kwamba “Nimeanza kuja” uwa unaanza Kufanya Usafi sehemu gani? Sebuleni, au Chumbani

au Chooni? #NyumbaNiChoo #TumetokaMbali

✓ Ukiwa katika sehemu za starehe, unapendelea choo cha kukaa au cha kuchuchumaa? Nyumbanichoo

✓ Ulishawahi kushiriki kazi ya grupu iwe ni shuleni au Kazini? Tuoe uzoefu kwenye ugumu na faida zake. #NyumbaNiChoo

#tumetokambali #Mara Usichukulie Poa. Nyumba ni Choo

Sentiment Analysis

https://twitter.com/#!/search?q=%23NyumbaNiChoo
https://twitter.com/#!/search?q=%23TumetokaMbali


Sample Positive Snapshots



Blog Posts Snapshots
https://www.3blmedia.com/News/LIXIL-Marks-Year-
Partnership-UNICEF-Working-Together-Kenya-
Ethiopia-Tanzania

https://www.ippmedia.com/sw/node/68462

http://mtanzania.co.tz/kaya-
22540-hazina-vyoo-mara/

https://nsolo14stif.wordpress.com/2
019/09/05/nyumba-ni-choo/

https://fastnews.altervista.org/mila-
potofuza-kutochangia-vyoo-na-
elimu-juu-ya-matumizi-yake-
vimetajwa-kusababisha-kaya-zaidi-
elfu-saba-kutojenga-vyoo-
shinyanga/

http://mtanzania.co.tz/kaya-22540-hazina-vyoo-mara/


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.




