Tanzanian Culture

Insight and Language Pack for the Vodacom Round 2 Business

Challenge

"Making Vodacom More Relatable to the Next Generation"

FH Strategy for Vodacom Tanzania - Supporting evidence to the Business

Challenge proposal - September 2026

Corpus harvested 27 August 2026. All view, play and engagement counts are

stamped to that date.

0. About this document

This is not a culture appreciation piece. It is the evidence underneath the insight and audience
chapters of our proposal. It is built from three harvested layers: twenty-six Tanzanian YouTube and
TikTok sources; a direct benchmark of all four Tanzanian telco TikTok accounts including 556
comments harvested from under their posts; and the national top-100 creator rankings for both

platforms. All read alongside published market data.

Every claim carries a tag:

Tag Meaning

[OBSERVED] Taken directly from a harvested corpus. Counts,
quotes and behaviours that can be re-checked at
the link.

[SOURCED] Published third-party data or reporting, with the

link given under Sources.

Three rules were applied. No Swahili was invented. No proverb or idiom appears unless it was

observed in a corpus or sourced. No number was estimated.



1. What the brief actually asks

The Business Challenge closes with a single question:

If young Tanzanians already know Vodacom, what would make them feel that Vodacom

understands them, belongs in their world and enables where they want to go next?

Two constraints shape everything that follows.

The brief forbids the easy answer. In its own words: "This is not simply about using younger faces,
creators, slang, music, social platforms or trends. Those may become part of the answer, but they
are not the answer." A glossary of Bongo slang would therefore fail this brief on its own terms. The

language in Section 9 matters only because of the behaviour it describes.

The brief sets the bar for insight: "Is the thinking grounded in a meaningful human or cultural truth
rather than an observation or stereotype?" and "Have you identified the real problem behind the
problem?"

And it asks a direct product question: whether VYB, the Vodacom Youth Base, should be
strengthened, evolved, repositioned, or whether youth relevance needs to be built beyond the

platform entirely.

2. The corpora

2.1 YouTube, ten sources, 948 comments

Every one downloaded in full: metadata, description, tags, available Swahili and English subtitle
tracks, and comment threads.

# Title Channel Uploaded Length Views Comments
1 Family Tears | Africha 3 Nov 2017 68 min 13,429,056 400+
2B (Wema Movies (harvest
Sepetu, capped at




Steven 400); 47,823
Kanumba) likes
2 Mgeni Sticko 13 Jul 2025 77 min 499,049 71
Mchawi (full | Official /
movie 2025) | Clam Vevo
3 Juma Jicho 6tv kibabe 28 Sep 2023 | 12 min 385,380 171
wa Cheka
Tu, on his ex
4 Bongo Mix Richy Haniel | 26 Jun 2026 | 62 min 244,246 30
2026
(Mbosso,
Harmonize,
Zuchu,
Alikiba, Bien,
Otile)
5 MC Clouds 18 Mar 2026 | 18 min 197,791 160
Mboneke: "I | Media
want to
open a
church"
6 Bravo on his | Seven Media | 10 Aug 2026 | 30 min 69,731 114
life and his
ex
7 Building a Make Your 27 Aug 2023 | 77 min 724 2
Music Own Destiny
Empire: the
10kLeeroy
Saga
8 Focus Group | Numeric 4 Sep 2023 61 min 44 0
on Radio Digital
Stations in
Tanzania
9 Kijiweni TYC tz 12 Aug 2024 | 16 min 35 0
Youth (Tanzania
Podcast, Youth
session 1 ep | Coalition)
1
10 What you Becoming us | 23 Nov 2025 | 13 min 29 0
cando to the podcast

succeed as a




youth in

Tanzania

2.2 TikTok, sixteen sources across fifteen accounts

5,343,429 plays - 5,485 comments - 10,940 shares. Median post: 23,600 plays. [OBSERVED]

Account Followers | Plays Likes Comments | Shares Posted Subject
@sweetba | 37,200 2,200,000 | 46,000 1,247 5,026 20 Jan "why me?"
by_tz 2026
@eddyma | 58,700 1,500,000 | 48,300 2,313 3,699 27 Mar Top 15
sinde09 2025 Tanzanian
gospel
artists
@bongo25 | 138,000 955,800 58,200 514 832 18 Jul Top 10
58 2026 weekly
songs
(Mbosso,
Jux,
Marioo)
@buseboi | 648,200 252,400 18,500 728 731 13 Oct Comedy
3 2025
@bwana_ | 50,700 247,900 14,700 282 418 18 Aug "hapo ni
ukoko 2026 Tanzania"
@jeey_tv 163,600 68,100 4,101 136 33 2 Dec Top 5
2025 ranked list
(see
warning,
6.9)
@bwana_ | 50,700 36,200 3,324 130 68 4 Aug "Bado
ukoko 2026 huna
uhakika na
maisha
yako"
@mshauri. | 11,100 28,200 1,082 59 34 18 May Campus
08 2026 life, Top 5
@whizzyh | 1,826 19,000 266 6 5 17 Oct Top five
ustler 2025 female




dancers
@bongapl | 321,700 11,900 621 5 46 6 Jul 2024 | #jifunzekit
ustv u,
#mwangaz
a, Swahili
teaching
@tingating | 41,600 11,800 691 7 7 27 Aug Magufuli
a_speeche 2026 quotes
s
@chinny_ | 272,200 6,965 341 0 5 19 Nov Couples
kisura 2024
@ms_kido | 30,100 1,746 113 3 1 12 Feb Comedy
tty 2026
@jerrybre | 2,728 1,660 162 42 0 3 Apr 2026 | Trend
ezyb
@bwana_ | 50,700 1,346 115 7 1 26 Aug "nchi iko
ukoko 2026 wapi
kwani"
@bwana_ | 50,700 412 46 6 34 27 Aug "mtoto wa
ukoko 2026 zuchu"

No operator content appears in the creator set. All sixteen carry TikTok's isAd: false flag, and no
telco, mobile-money or VYB brand appears in any caption. [OBSERVED] So the telco benchmark in
Section 5 was built separately, by harvesting the four operator accounts directly. That turned out to

be the more useful comparison anyway.

2.3 The national landscape, both platforms

To check whether the supplied sample is representative rather than idiosyncratic, the national

top-100 creator rankings were harvested for both platforms. [SOURCED]

TikTok, top 100 Tanzanian creators. Combined 275.6 million followers; median account 2.0
million. Led by @zerobrainer0 (19.9M), @ankonzalal (10.6M), @whipatz (7.5M), @kilipaul (7.2M),
@squidboycally_ (5.8M) and @gospelanthems (5.6M).

YouTube, top 100 Tanzanian channels. Combined 117,288,400 subscribers and 34,726,887,466

lifetime views.

The category mix of that YouTube top 100 is the Section 3 finding restated at national scale:



Category Channels in the top 100
People & Blogs 35
Music 24
Entertainment 21
Comedy 5
(uncategorised) 5
News & Politics 4
Sports 2
Education 2
Film & Animation 1
Nonprofits & Activism 1

[SOURCED] Eighty-five of Tanzania's hundred largest YouTube channels are entertainment, music,

blogs or comedy. Education is two. Activism is one.

No telco appears in either top 100. Not Vodacom, not Yas, not Airtel, not Halotel, and no bank or

fintech either. [OBSERVED]

2.4 The supplied sample checks out

Seventeen distinct people, groups or channels surfaced by our twenty-six starting links appear in

the national top 100s, including:

From our starting links

Ranks

MC Mboneke (YouTube link 5)

#10 TikTok, 4.8M followers

Clam Vevo (uploader of Mgeni Mchawi)

#7 TikTok, 5.5M

Ndaro, Steve Mweusi, Txdullah, Cheka Tu (all

named in the Juma Jicho video's tags)

#18, #23, #58, #56 TikTok

Mbosso, Zuchu, Harmonize, Alikiba, J Melody (all in
the Bongo Mix)

#24, #49, #87, #86, #33 TikTok; #10, #9, #8, #18
YouTube

Wasafi Media, Rayvanny (tagged on the Bravo
video)

#84 TikTok; #6, #4 YouTube

Bongo Movies (the genre of links 1 and 2)

#13 YouTube, 6.5M subscribers

[OBSERVED] The sample was not random. It independently surfaced a large share of the people

who actually hold Tanzanian attention, which means the behavioural readings in Sections 4 to 6 rest

on a defensible base.




2.5 What the combined sample still under-represents

Instagram and WhatsApp status are absent, and status is the sharing vector named by a creator in
the corpus (Section 6.3). No VYB-owned content was found on TikTok at all. Comment sections and
captions skew toward the expressive. The top-100 rankings are third-party and follower-based, so
they measure accumulated size rather than current reach, which Section 6.2 shows are different
things. [OBSERVED]

3. The finding: an attention gap of roughly 17,800 to

one

Split the ten YouTube sources by intent.
Six made to entertain. Combined: 14,825,253 views and 946 comments.

Four made to inform, develop or research young Tanzanians. Combined: 832 views and 2

comments.

That is a ratio of roughly 17,800 to one on views. On conversation it is 473 to one, and that
understates it, because the two comments on the development side are one from the interviewee

thanking the host and one complaining about Diamond Platnumz. [OBSERVED]
Read the four quietly:

e Afocus group convened across Dar es Salaam and Zanzibar with DJs and media professionals,

about the future of Tanzanian radio. 44 views.

e A vyouth podcast produced by the Tanzania Youth Coalition, an organisation whose stated
purpose is "making the voices of the youth heard in all policy platforms." 35 views. No

comments.
e "What you can do to succeed as a youth in Tanzania." 29 views. No comments.
None of this is a criticism of those organisations. It is the diagnosis. The register in which

institutions address young Tanzanians is a register almost nobody has ever chosen to listen to.

The national data says the same thing. Of Tanzania's hundred largest YouTube channels, two are

Education and one is Nonprofits & Activism. Eighty-five are entertainment, music, blogs or comedy



(Section 2.3). [SOURCED] The ten-source finding is not a sampling artefact. It is the shape of the

whole market.

One necessary qualification. The failure is of register and format, not of usefulness. On TikTok,
@bongaplustv teaches Swahili under #jifunzekitu ("learn something") and #mwangaza, and holds
321,700 followers; nationally, @officialcarpoza ("Mwalimu Carpoza", 2.5M) and @headmaster_tz
("Kichwa Kikuu", 2.1M) build large followings on teacher personas. [OBSERVED] [SOURCED]

Instruction is not the problem. An hour of institutional talking-heads is.

Why this is the problem behind the problem

VYB is Vodacom's youth platform for ages 15 to 28. Its public language is empowerment, upskilling,
digital literacy, mentors, life-changing resources, and the line "Your Network is Your Networth."
[SOURCED]

That is the same register as the three videos with 108 views between them.

VYB is opt-in. Vodacom's own platform overview states the routes in: dial *149+01# and select
option 1, register biometrically with a Vodacom SIM, or be invited by a Vyber through option 7.
[SOURCED: VYB Platform Overview, p2] Against a market where SIM penetration runs at 159.8
percent, meaning most people carry more than one SIM, asking a young person to enrol in a
membership from one of the two or three networks in their handset, for a benefit they have not
yet felt, is close to the definition of the problem the brief opens with. [SOURCED]

And VYB has no TikTok presence that could be found. No account resolves under the obvious
handles. [OBSERVED] A youth platform for 15-to-28-year-olds is absent from the platform its

members live on.

Vodacom's own framing is exact: "recognition is not the same as relevance."

4. The central human truth: "Am | here alone?"

This is the most important section of this document.

The most-watched item in the corpus is Family Tears 2B, uploaded in 2017, starring Steven

Kanumba, who died in 2012 aged 28. It has 13.4 million views.



The single most frequent word across all 948 YouTube comments is "kanumba", appearing 163
times. The next is "sana" (very), then "mungu" (God), 62 times. [OBSERVED]

But the top comments are not about the film, and they are not only mourning. Sorted by likes:

"2025 tupo wangapi &": 2025, how many of us are here? (317 likes)

"Wenye tuko hapa tena 2026 kwa raha zetu ® tujuane": Those of us here again in 2026 for

our own pleasure, let us get to know one another. (271)
"2026 tunaoangalia gonga like hapa": Those of us watching in 2026, hit like here. (226)
"2024 nipo peke yangu?": 2024, am | here alone? (221)

"Tunaoicheki 2024; tujuane kwa like zenu hapa": Those of us checking it in 2024, let us know

each other by your likes here. (143)

"2021 tuko na nani? Weka like yako hapo": 2021, who are we here with? Put your like there.
(74)

[OBSERVED]

The most-liked comment on the most-watched piece of content in the corpus is a person asking

how many other people are there. The fourth is a person asking whether they are alone.

There are more than twenty of these, spanning 2020 to August 2026, and they appear on the 2025
movie too. They use four different verbs for the same act: gonga like, piga like, weka like, nipeni

like. The recurring word is tujuane: let us know one another. [OBSERVED]
This is not fandom. It is a roll call.

Young Tanzanians are using a fourteen-year-old film's comment section as a meeting place,
because it is the most reliable one they have. The film is not the point. The film is the excuse to find

out who else is out there tonight.
Three details sharpen it.

It is a place to be counted. One person writes for the future: "Watakao tazama 2050 wakumbuke
kama nilikuwa 2024..2025, brian tokea Kenya": Those who watch in 2050, remember that | was
here in 2024 and 2025. [OBSERVED]

Connection has a price, and people say so out loud. One roll call reads: "wale ambao tunaangalia
hii movie 2025 kwa kutumia Wi-FI TUJUANE": those of us watching this movie in 2025 using Wi-Fi,
let us know each other. The cost of being present is part of the identity being claimed. [OBSERVED]



It reaches across borders. The roll calls come from Nairobi repeatedly, and from Burundi, Congo
and Mozambique. [OBSERVED]

The TikTok corpus corroborates it

The behaviour is not a YouTube artefact. On TikTok, @tingatinga_speeches posts quotes from the
late President John Magufuli, tagged #Magufuli #MagufuliQuotes #TanzaniaTikTok. [OBSERVED]
Magufuli died in March 2021.

Two different platforms, two entirely different dead public figures, the same behaviour: Tanzanians
use digital space to keep people present. A film star and a president, both gone, both still
circulating as living content. [OBSERVED]

Why this is Vodacom's and not anyone else's
The brief asks what role Vodacom can authentically play that competitors cannot easily replicate.

A network operator is the only kind of brand in Tanzania whose actual product is the answer to "am
| here alone?" Not a benefit, not a bundle, not a discount. The literal function of the business is

putting people in the same place at the same time.

The evidence says young Tanzanians are already performing that ritual, badly, in a rented space, on

someone else's video, with a like button as the only instrument. Nobody built them anything better.

That is a considerably stronger foundation than "empower the youth", and it satisfies the brief's

own test.

5. The telco benchmark: what every operator is
getting on TikTok

Harvested directly, 27 August 2026: the four Tanzanian operator accounts and their ten to eleven
most recent posts each. This is the "where does Vodacom currently fit" question answered with

numbers.

5.1 The accounts



Account Verified Followers Lifetime likes
@vodacomtz Yes 44,800 245,700
@yas_tanzania Yes 42,000 137,900
@halotel_tanzania No 16,200 96,200
@airtel_tanzania No 620 2,929

Vodacom leads the category on TikTok following. [OBSERVED]

5.2 Recent post performance

Account Posts sampled Total plays Median Best post
@vodacomtz 10 24,974 1,062 10,400
@yas_tanzania 10 23,459 1,540 6,220
@airtel_tanzania 10 9,118 167 5,850
@halotel_tanzania | 11 920,095 4,582 859,000

All four operators combined: 977,646 plays. Excluding Halotel's single outlier: 118,646.
[OBSERVED]

Against the sixteen ordinary creator posts in Section 2.2: 5,343,429 plays.

e Creator set out-reaches the entire recent telco output by 5.5 times, or 45 times once Halotel's

one outlier is set aside.

e One post by @sweetbaby_tz, an account with 37,200 followers, drew 2,200,000 plays. That
is 88 times Vodacom's last ten posts combined, and its 46,000 likes are nineteen percent of
Vodacom's entire lifetime TikTok likes. [OBSERVED]

5.3 This is not neglect

Vodacom posted ten times between 15 and 27 August 2026. It is publishing at pace, in Swahili, with
a coherent platform. Its hashtags are #zaidiyamtandao #mtandaosupa #pamojatunaweza, and it is
running a #ZaidiYaMdundo challenge rotated by zone: North, then South, then Dar and Pwani, then
Kanda ya Kati. [OBSERVED]

That regional rotation is exactly right for this market. The idea is sound. The posts drew 2,095, then
1,399, then 951 plays. [OBSERVED]



The finding is therefore not about the work. It is this: Vodacom is executing a well-conceived,
regionalised, participation-led campaign, and the platform is not distributing it. That is a far more

solvable problem.

5.4 What actually worked, and what it cost
Halotel's 859,000-play post is the whole competitive lesson in one asset. Its caption in full:

| "Let's see who gets the call first... #Halotel #Halotel 5G #challenge #fyp #fy"

[OBSERVED] No Swahili copy. No proposition. No product explanation. A game with a rule, stated in
eight words, that a viewer can play by watching. It took 306 shares. Halotel is the smallest of the

four operators at 16.4 percent market share [SOURCED] with the second-smallest following.

By contrast Vodacom's highest-reaching post asks in the caption: "Tafadhali tupatie majibu kwenye
comments": please give us your answers in the comments. It earned 193 comments on 10,400
plays, a very high comment rate, because it asked for them. But asking for participation is not the

same as designing something people want to do.

5.5 International Youth Day, three ways

Vodacom, Yas and Airtel all posted International Youth Day content in August 2026. Airtel's was a
photograph of a signboard at head office (514 plays). Yas ran "Vijana wanasema kama ni rahisi
fanya wewe &": the youth say, if it is so easy, you do it (6,220 plays). [OBSERVED] Calendar-led

youth marketing, run by three operators in the same week, did not break through for any of them.

5.6 The comment sections: 556 comments harvested from under the

operators' posts

Reach is only half the question. This is what the conversation actually looks like.

Account Comments Single digit only Four words or more
@vodacomtz 356 279 (78.4%) 30 (8.4%)
@halotel_tanzania 167 0 95 (56.9%)
@yas_tanzania 22 0 15 (68.2%)
@airtel_tanzania 11 0 7 (63.6%)

[OBSERVED]




Vodacom has the largest comment volume in the category, and most of it answers a quiz rather
than starting a conversation. Its top post asked viewers to pick an option, and 279 of its 356
comments are the answer: "3", "namba 2", "22222222222", "N2 2 For Sure", "m-wekeza ipo namba
3". [OBSERVED]

This is the measurement trap in one asset. The dashboard reports 193 comments on 10,400 plays,
an engagement rate most brands would celebrate. What actually happened is that a few hundred

people typed a digit.
One comment in that thread is worth the whole exercise. Unprompted, under a Vodacom post:

"kama unatumia mtandao wa vodacom gonga like za kutosha": if you use the Vodacom

network, hit enough likes.

[OBSERVED] That is the Section 4 roll call, appearing spontaneously on Vodacom's own channel.

The instinct to gather around Vodacom is already there. It is waiting for somewhere to happen.

Halotel's thread is the control condition. Under the 859,000-play post, zero digits and 57 percent

substantive. People argue about the outcome, project themselves into it, and place bets:
"don't disturb your scrolling there's no English comment" (68 likes)

"who watched the video till the end, update who did he call first" (54)

"one day | will become a good boss" (9)

"My boss will start calling because | am his Personal Assistant &

"@Hazel | was betting on you, ona sasa nimeliwa pesa": see now, | have lost money

[OBSERVED] And critically, the entertainment content pulled inbound product questions: "jaman
kwan halopesa wana kopaje" (how does Halopesa lending work), "tunaomba mtuwekee visa card
kwenye app" (please put a Visa card in the app), "kwani kutengeneza visa card kupitia halopesa app
unafanyaje". [OBSERVED] A game about a boss making a phone call produced commercial intent

that a product post did not.

Yas and Airtel run complaint desks. 31.8 percent of Yas comments and 45.5 percent of Airtel
comments are complaint-coded, against 2.5 percent for Vodacom and 1.2 percent for Halotel.
[OBSERVED]

Airtel: "Mngekua mnatatua matatizo ya wateja hivi pia": If only you solved customers'

problems with this same energy.

Airtel: "Mtandao wa wezi": network of thieves.



Yas: "Mmeniudhi, nimeunga bando la buku ndani ya dakika 15 ety nimetumia 75%": You have
annoyed me. | bought a thousand-shilling bundle and within fifteen minutes it says | have used

75 percent.

[OBSERVED] Vodacom's low complaint rate is a genuine strength. It also means the comment field

is currently doing less work for the brand than it could.

One participation signal worth noting. A Yas customer writes: "hivi hamwezi kunichukua mimi
nikawatangazia mana na wapenda yasi": can you not take me on to advertise for you, because |
love Yas. [OBSERVED] People are volunteering to be creators for these brands. Nobody has built the

door.

5.7 What the competitor is building

Yas runs #ZingatiaMtandaoWaViwango and an explicit named franchise, "Gen Yas Talk," including
a business edition with its chief commercial officer and a tax specialist. [OBSERVED] It is a young
brand, born November 2024 [SOURCED], building a Gen Z editorial property. It is not yet working
either, at 1,875 plays. But it is the right shape, and it should be assumed to improve.

6. Eleven tensions

Written as tensions, not themes. Each is what is true, against what contradicts it.

6.1 They are addressed constantly and gathered almost never

Institutions produce a great deal of content for young Tanzanians. Almost none is watched.
Meanwhile young Tanzanians build their own gathering rituals inside content never designed to
host them. The brand opportunity is hosting, not messaging. [OBSERVED]

6.2 Followers are not reach, and the category is still buying followers

Across the sixteen creator posts, the correlation between an account's follower count and the plays
its post earned is r = -0.089. Statistically, none. [OBSERVED]



The natural experiment is inside a single account. @bwana_ukoko, 50,700 followers, posted four
times in August 2026 and drew 412, 1,346, 36,200 and 247,900 plays. Same creator, same

audience, same month, a spread of more than six hundred to one. [OBSERVED]

Meanwhile @buseboi3 has 648,200 followers and drew 252,400 plays, while @sweetbaby_tz has
37,200 and drew 2,200,000.

The national data makes the same point from the other end. Across Tanzania's top 100 TikTok
accounts, median engagement is 0.90 percent and 53 of the 100 sit below 1 percent. [SOURCED]

@whipatz holds 7.5 million followers at 0.4 percent. @fraverofficial holds 2.2 million at 0.1 percent.

Any creator plan priced on follower counts is buying the wrong thing. Reach on Tanzanian TikTok
is allocated per post, by the algorithm, on the strength of the post. This is the evidence base for

treating creators as co-authors rather than as media inventory. [OBSERVED]

6.3 Fame arrives by accident, but only Dar makes it real

MC Mboneke describes his own rise in the corpus, in his own words. He filmed a clip on his phone
while running and posted it as a status. It did nothing at first. Then people began asking for it, a
politician's spokesperson requested it, and it spread. His line "una akili?" ("do you even have
sense?") became a catchphrase. Then, in his words, "Dar es Salaam ikanileta": Dar es Salaam

brought me.

He had no bus fare. His mashikaji (crew) contributed it: "washikaji walivyoona kuna watu
wananihitaji... wakanichangia." He travelled overnight to Dar, where other passengers discussed
him without recognising him among them. [OBSERVED]

Three things matter commercially. The vector was a status post, not a platform feed. The funding
was kuchanga, the crew chipping in. And the journey to Dar still converts local attention into a
career. [OBSERVED]

6.4 The kijiwe is real, and it has no digital equivalent

A kijiwe is the street-corner hangout: literally "small stone", the informal spot where young men
gather to talk, wait, find work and build reputation. Vendors, boda boda riders, electricians and
contractors hold position at a kijiwe partly for the line of sight onto customers. [SOURCED] It is
load-bearing enough that a Dar production company named itself Kijiweni after operating from
one, and that a youth podcast in this corpus is called Kijiweni. [SOURCED]

The tension: the kijiwe is where reputation and work actually happen, and its digital version does

not exist. What exists is a comment section under a film from 2017.



6.5 Making people laugh is work, and people are angry it is not paid

like work

"lla kuchekesha sio kazi ndogo, wachekeshaji waheshimiwe": making people laugh is no small job,
comedians should be respected (27 likes). And on the Kanumba film: "movies za Kanumba
zinaongoza views, sasa kwanini msiwe mnampa mama yake mzazi ela": Kanumba's movies lead on

views, so why do you not give his mother money? (44 likes). [OBSERVED]

That second comment is a fully formed creator-economy critique: views are revenue, and the value
is not reaching the person who created it. Any creator strategy that reads as renting reach will be
seen for what it is. Read alongside 6.2, this is both a moral and a commercial argument for the

same model.

6.6 Reinvention is a genre, watched with affectionate scepticism

Mboneke announces he is no longer an MC but an Apostle, opening a church, and also a lawyer.
The comment section does not moralise. It reads the business model: "Mboneke ameona fursa ya
kupiga hela kanisani... Ukitaka kutafuta pesa fungua kanisa": Mboneke has spotted the opportunity

to make money at church. If you want to find money, open a church. [OBSERVED]

Young Tanzanians are neither cynical nor naive about the hustle. They find it funny, respect the
ambition, and can see the mechanism. Sincerity that refuses to acknowledge the hustle will read
as false.

6.7 Faith is not a segment, it is the grammar

Mungu is the third most common word in the YouTube corpus, ahead of every slang term.
[OBSERVED] It appears inside comedy threads, not only in mourning: "Mungu akuweke sana bro,
tunacheka na tunaenjoy comedy zako." Proverbs arrive unprompted: "wahenga walisema chema
hakidumu" (64 likes) and "Kwa Mungu yote yanawezekana, subira ina malipo" (29 likes).
[OBSERVED]

TikTok confirms the scale rather than softening it: "Top 15 Tanzanians Gospel Artists" drew
1,500,000 plays and 48,300 likes, the second-highest performer in the entire TikTok corpus.
[OBSERVED]

Youth marketing reflexively codes young as secular and irreverent. In this evidence, gospel is a

chart format with a million and a half plays.



6.8 Long form is alive, and possession beats streaming

Three of the ten YouTube sources run over an hour, and the two highest performers are a 68-
minute and a 77-minute film. [OBSERVED]

But look at what the audience asks for. The top comment on the 62-minute Bongo Mix is a
download link, posted by the DJ. Beneath it: "Link plz mkuu" and "Asante kwa kutuekea download

link kila wakati": thank you for always putting the download link up for us. [OBSERVED]

Where roughly 246 MB costs 500 TZS [SOURCED], a 62-minute stream is a purchase decision. Young
Tanzanians optimise for possession, not access. A strategy built on streaming assumptions, or on
the 11.2 percent of the population holding a social media identity [SOURCED], misreads a country

where one film has drawn 13.4 million views.

6.9 The ranked list is the dominant native format, and some of it is

toxic

Six of the sixteen TikToks are ranked lists: top 10 weekly songs, top 15 gospel artists, top five
dancers, top 5 campus. Between them they account for the majority of plays in the set.
[OBSERVED] The list is Tanzanian TikTok's most reliable engine, because it invites the only two

responses the platform rewards: agreement and argument.

A necessary warning. One list in the set, @jeey_tv at 68,100 plays, ranks the jobs that supposedly
produce the most prostitutes in Tanzania. [OBSERVED] The same format that carries gospel charts
also carries misogyny. If Vodacom adopts the ranked-list format, it inherits a neighbourhood, and

brand-safety adjacency needs to be planned rather than discovered.

6.10 Volume is not the same as presence

Tanzania's largest media houses publish at industrial scale and are paid in fractions. Global TV
Online has posted 143,615 videos for an average of 15,317 views each. Millard Ayo has posted
77,543 at 33,996 each. Wasafi Media, 61,488 at 25,642. [SOURCED]

At the other end, Yess jamal has posted 678 videos for 2.98 billion views, an average of 4.4 million
each, and is the number one channel in the country. Young Tubers has posted 44 videos for 403.8

million views: 9.18 million per video. [SOURCED]

The read across to Vodacom is direct. Section 5.3 shows ten posts in twelve days earning 24,974
plays between them. Posting more is the strategy that the biggest media houses in Tanzania

already run, and it earns them fifteen thousand views a video. Cadence is not the lever.



6.11 Vodacom has twenty-five years in a category where the challenger

has just been born

Vodacom leads at 33.0 percent of subscriptions, Yas is second at 28.6 percent. [SOURCED] But Yas

only came into existence in November 2024, when Tigo rebranded under Axian. [SOURCED]

That is the asymmetry inside the brief's phrase "established, but never distant." Vodacom's
competitor does not have to work at feeling new. It is new. Vodacom cannot win youth relevance
by acting younger than a brand born eighteen months ago. It has to win on something a new brand

cannot have: twenty-five years of being the thing that was already there.

7. Recurring themes

Theme Evidence

Presence and counting Twenty-plus roll-call comments, 2020 to 2026. The

most-liked comment in the corpus.

Memory and legacy 163 mentions of Kanumba; Magufuli quotes as a
live TikTok format. "Huwezi kuishi milele ila

unaweza fanya cha kukumbukwa milele" (54 likes).

Money as constant background "mawazo ndio mengi tukiwaza pesa" (32 likes): the
thoughts are many, we are thinking about money.
Set inside a joke.

Anxiety about one's own trajectory @bwana_ukoko's caption "Bado huna uhakika na
maisha yako": you still have no certainty about your
life. 36,200 plays.

The crew mashikaji / washikaji, kuchanga, jamaa, tujuane.

Migration to Dar Mboneke's arrival story; a comment tracing the

route through Morogoro from Dodoma.

National identity as a joke "hapo ni Tanzania", "nchi iko wapi kwani". Pride
expressed through comedy, not declaration.

Regional identity and teasing Mwanza, Mbeya, Dodoma as characters. Vodacom's
own #ZaidiYaMdundo already plays this correctly.

Serialisation "Part two please", "Muendelezo tafazali", and a
viewer who followed the character Bi Kauye from
television to YouTube.




Craft criticism

"Sauti ya waigizaji mbn ndo alafu ya muziki kubwa":
a complaint that actors sit low in the mix. Audiences
critique production.

East African belonging

Kenya, Burundi, Congo and Mozambique in the roll
calls; #tiktokeastafrica====E{EEZ 5n(

#kenyantiktok® in the captions.

Faith at national scale

@gospelanthems is the sixth-largest TikTok account
in Tanzania at 5.6M followers and 2.1%

engagement, above the national median.

Narrated story as a format

Simulizi Na Sauti, 1.6M subscribers and 42,718
uploads of voiced storytelling, is the seventeenth-

largest channel in the country.

8. How Tanzanian TikTok is tagged

The hashtag stack is remarkably consistent across the sixteen: #tanzaniatiktok - #tiktoktanzania -

#swahilitiktok - #fyp - #foryou - #trendingvideo - #viral - #bongofuntiktokers - #tiktokeastafrica -

#kenyantiktok®==. [OBSERVED]

Two are strategically interesting.

#icreatorsearchinsights appears twice on @bwana_ukoko. [OBSERVED] That is TikTok's own tool

telling creators what people are searching for. Tanzanian creators are optimising for search, not

only for feed. Any content plan should treat TikTok as a search surface with query intent, not as a

broadcast channel.

#jifunzekitu ("learn something") and #mwangaza ("light") carry @bongaplustv's 321,700-follower

Swahili teaching account. [OBSERVED] The instructional register that fails on YouTube has a working

home on TikTok.

9. Phrase bank, observed only




Every entry was observed in one of the two corpora. Nothing imported from a slang listicle.

Presence and gathering

Phrase

Meaning

Register

Tujuane

Let us get to know one another

Youth, mass-safe

Tupo wangapi?

How many of us are here?

Youth, mass-safe

Mko wapi? Where are you all? Youth
Nipo peke yangu? Am | here alone? Youth
Gonga like / piga like / weka like | Hit like Youth

Tusonge / tukisonga

Let us move on / as we move

Mass-safe. Note the product
collision with Songesha.

Approval

Phrase Meaning Register

Imeenda shule Literally "it has gone to school": Youth
properly done, top tier

Hii imeenda This one has gone, meaning it Youth
landed

Noma / wenoma / noma sana Wild, serious, excellent Youth

lko poa / uko sawa / uko vizuri

It is cool / you are on point

Mass-safe informal

Mkali Sharp, skilled Youth
Ni munyama Literally "he is an animal": heisa | Youth only
beast at this
Umeuwa masii You killed it Youth only
Kazi nzuri / kazi kubwa Good work. The default Mass-safe
respectful praise across the
corpus.
Fureshi / freshi Fresh Youth
Moto ¢ / wazimu Fire / madness, as praise Youth
People and crew
Phrase Meaning Register




Mashikaji / washikaji

The crew, close friends

Youth

Jamaa The guy, bro Youth, informal mass
Mkuu Chief, boss. Used to address the Mass-safe
uploader with respect.
Dogo Young guy Youth
Msani Artist, from sanaa Youth, mass-safe

Kuchanga / wakanichangia

To chip in / they contributed for
me

Mass-safe %

Vijana

Youth. The word every telco uses,
including Yas and Airtel.

Mass-safe, institutional

Judgement and humour

Phrase

Meaning

Register

Dish limeyumba / ilo dish

Literally "the dish is shaky", a
satellite-dish metaphor for
someone not thinking straight.
Observed independently in two
separate videos.

Youth only %

Chizi / mwehu

Crazy

Youth. Used affectionately here,
but mental-health adjacent.
Handle with care.

Una akili?

Do you even have sense?

Youth. This is MC Mboneke's
property, not free vocabulary.

Kula chuma hicho Roughly "take that", observed in Youth
Airtel's own copy

Kumbe So it turns out that... Mass-safe

Dah / daah Exclamation of surprise or grief Mass-safe

Faith and farewell

Phrase Meaning Register

Mungu akulaze mahali pema May God lay you in a good place Mass-safe %

peponi in paradise

Mungu akuweke / Mungu May God keep you / bless you Mass-safe Y

akubariki




Subira ina malipo Patience has its reward Mass-safe &

Wahenga walisema chema The ancestors said what is good Mass-safe %
hakidumu does not last

Texting forms observed
vzr (vizuri), sn (sana), hvyo (hivyo), flm (filamu), jmn / jaman (jamani), mbn.

Brand-use warning. Items marked "Youth only" belong in comment replies, creator briefs and
community voice. They do not belong in a Vodacom master-brand line. The brief is explicit that
slang is not the answer, and over-slangy mass copy reads as trying too hard against the prestige

of Kiswahili sanifu.

10. What this means for the proposal

Against the five interrogation questions on page 2 of the Business Challenge.
What makes a brand culturally relevant to young Tanzanians today?

Hosting, not speaking. The evidence shows a generation that builds its own gathering rituals and
gives its attention to whoever provides the occasion. Relevance is being the place people find each

other, not the voice addressing them.
What matters to them beyond price, bundles and functional connectivity?

Being counted. Being remembered. Being paid properly for creative work. Belonging to a crew that

chips in. Faith, at scale. And a route out of local obscurity that still runs through a bus to Dar.
Where does Vodacom currently fit, and where does it not?

It fits as infrastructure and as M-Pesa, which holds 40.6 percent of mobile money [SOURCED] and
sits directly on top of kuchanga, the chipping-in behaviour observed in the corpus. It is not yet at
home in the feed: Vodacom leads the category in TikTok followers, and its posts are not yet being

distributed to match, while VYB has no presence on the platform.

What are the tensions limiting affinity?



An opt-in membership asks for commitment before any value has been felt, which in a multi-SIM
market is a high bar: 99.3 per cent of the audience VYB defines has been asked and has not joined.
The competitor is a brand born in November 2024 and effortlessly new. The category speaks in the
language of development while young people speak to each other in the language of presence. And

the distribution problem is real: good work is being made and not seen.
What would make Vodacom feel like a brand that understands them?
Answering "am | here alone?" with something better than a like button.
And: what role can Vodacom authentically play that competitors cannot?

Vodacom is the only brand in the category whose product is literally the answer to that question,
and the only one with twenty-five years of already having been there. Yas cannot claim that. Airtel

and Halotel cannot buy it.

On the VYB question. The evidence argues that VYB does not need better benefits. It needs to stop
being a benefits programme that people must join before anything is theirs, and become something
that rewards an action first and asks for commitment afterwards. It is also, today, invisible on the
platform its own age band lives on. Our recommendation, set out in the VYB chapter of the

proposal, is to reposition VYB from a membership into a reward layer.

A distribution point. Section 5.3 shows Vodacom already running a well-conceived regional
challenge that nobody sees. Any answer to this brief that is only a new idea will fail the same way.
The answer has to include how the work gets distributed: creators as co-authors rather than rented
reach (6.2 and 6.5), formats built to be played rather than watched (5.4), TikTok treated as a search

surface (Section 8), and cadence explicitly rejected as the lever (6.10).

And a measurement point. Section 5.6 shows Vodacom generating the largest comment volume in
the category, 78 percent of which is a single digit. Any KPI framework we propose has to be able to
tell the difference between a comment and a keystroke, or it will report this as success. That is why

the proposal's measurement chapter reports comment quality, not comment count.

11. Limitations

¢ Instagram and WhatsApp status are unmeasured. Status is the sharing vector a creator

names in the corpus (Section 6.3).



e The creator sample skews male. Ten of the fifteen TikTok accounts and all four YouTube

interview subjects are men.

The focus-group video (YouTube source 8) was harvested with auto-captions too corrupted to
quote, so nothing is quoted from it. The Family Tears comment harvest was capped at 400 by the
collection settings, so its true total is higher than reported. TikTok comment text could not be
harvested; only counts. The telco benchmark samples the ten to eleven most recent posts per
account, which favours recency and cannot describe a full year. Comment sections and captions

skew toward the expressive. All figures are stamped 27 August 2026.
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