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Abstract 

This study investigates the relationship between social media-induced reputational risk and 

business performance in Zimbabwe's microfinance sector. Using data from 344 respondents 

across 41 microfinance institutions, the research examines how social media utilization 

simultaneously drives performance enhancement while introducing multifaceted risks. 

Through structural equation modelling and hierarchical regression analysis, the study 

demonstrates that social media utilization positively influences return on investment (β = .37) 

and market reach (β = .42). However, institutions with high social media adoption experience 

significantly greater exposure to reputational risks. Reputational risks emerged as the most 

detrimental factor for ROI (β = -.37) and market reach (β = -.41). The research also identifies 

significant moderation effects, revealing that organizational characteristics, including digital 

infrastructure maturity and organization size, create differential vulnerability profiles. These 

findings extend both Enterprise Risk Management and Uses and Gratifications theories within 

digital financial contexts, providing a framework for understanding how microfinance 

institutions can effectively balance the performance benefits of social media with robust 

reputational risk management strategies. 
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INTRODUCTION 

Digital change in sub-Saharan Africa, notably in Zimbabwe, has transformed the 

microfinance institutions (MFIs) through the mobile banking and the use of social media 

(Mlambo & Masiyandima, 2022). Given that background, Zimbabwe's microfinance sector has 

expanded from 147 registered MFIs in 2015 to 206 by 2023 (Reserve Bank of Zimbabwe, 

2023), in agreement with internet penetration growing from 27.1% to 62.3% (POTRAZ, 2024). 

This digital evolution has enabled MFIs to leverage platforms like WhatsApp, Facebook, and 

LinkedIn for market expansion and improved return on investment (Daowd et al., 2021). 

With the advances in technology, social media serves dual roles in microfinance: as a 

strategic innovation tool and as a bridge between relationship-based models and data-driven 

practices (Baldeh & Tena de la Peña, 2023; Ur Rahman et al., 2020). These platforms enhance 

financial sustainability through cost-effective marketing, real-time communication, and client 

analytics while improving financial literacy and operational efficiency (Hafez, 2021; Rozak et al., 

2021). As such, the integration of social media has transformed how MFIs interact with clients 

and customize services (Moyo et al., 2024; Kuchciak & Wiktorowicz, 2021). However, this 

intersection introduces multifaceted risks, with reputational damage representing the most 

significant threat to MFIs (Chikoko & Mangwendeza, 2021). As such, despite opportunities for 

improved engagement, social media adoption in Zimbabwe's microfinance sector remains 

nascent, with institutions cautiously balancing digital integration against security concerns, 

resource constraints, and infrastructural limitations (Omowole et al., 2024; Alam, 2024). 

Hence, this study specifically examines the impact of social media-induced reputational 

risk on business performance within Zimbabwe's microfinance sector, focusing on 206 

institutions registered with the Reserve Bank of Zimbabwe as of December 2023 (RBZ, 2023). It 

investigates how reputational risk management influences return on investment (ROI) and 

market reach, a critical gap given increasing social media usage amid resource limitations 

(Madziwa & Sibanda, 2018). Through the lens of Uses and Gratifications Theory (Moreno & 

Koff, 2016; McQuail, 2010) and Enterprise Risk Management Theory (Bromiley et al., 2015; 

Power, 2009). In doing so, this study examines how microfinance firms can capitalize on social 

media to improve operational outcomes while minimizing reputational risks. 

 

Research Questions 

In order to achieve its goals, this research study addresses the following research 

questions: 

1. To what extent does social media utilization by microfinance institutions in Zimbabwe 

influence return on investment (ROI) and market reach? 
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2. To what extent does social media adoption by microfinance businesses in Zimbabwe 

augment reputational risks? 

3. To what extent have reputational risks impacted the financial performance (ROI and market 

reach) of microfinance businesses in Zimbabwe? 

 

Research Hypotheses 

Based on these research questions, we propose the following hypotheses: 

H1a: Microfinance institutions (MFIs) in Zimbabwe with higher social media utilization intensity 

will exhibit significantly higher return on investment (ROI) compared to MFIs with lower 

utilization. 

H1b: MFIs actively engaging on social media platforms will achieve significantly greater market 

reach (measured by new customer acquisition rates) than those with minimal or no social media 

presence. 

H2: Social media-active MFIs will experience more reputational risk incidents than those not 

using social media. 

H3: Reputational crises will correlate negatively with ROI and market reach in Zimbabwean 

MFIs. 

 

Literature Review 

Social Media Utilization and Business Performance 

Social media platforms have emerged as instrumental channels for expanding market 

penetration across the global microfinance ecosystem. Daowd et al. (2021) document how 

platforms including WhatsApp, Facebook, and LinkedIn have become indispensable tools for 

microfinance institutions seeking to transcend geographical limitations and access previously 

unreachable demographic segments. These platforms facilitate multidimensional 

communication flows and information dissemination, substantively enhancing accessibility to 

financial services, particularly among historically unbanked populations (Mtengwa et al., 2021; 

Moyo et al., 2023). 

The theoretical underpinnings of enhanced market reach derive from social media's 

capacity to reconfigure traditional information asymmetries that have historically constrained 

microfinance outreach capabilities. Baldeh and Tena de la Peña (2023) present empirical 

evidence demonstrating how platforms enable microfinance institutions to complement 

conventional face-to-face interaction with digital engagement strategies, simultaneously 

collecting granular client data while preserving essential relational dynamics central to effective 

microfinance operations. 
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Empirical investigations consistently demonstrate positive correlations between social 

media adoption and enhanced financial sustainability metrics among microfinance institutions. 

Daowd et al. (2021) discusses how social media integration enhances portfolio quality and 

institutional sustainability through cost-effective marketing strategies, real-time client 

communication capabilities, and enhanced analytical capacities. These mechanisms collectively 

contribute to improvements in return on investment metrics, transforming social media from an 

optional marketing channel to an essential component of performance management. 

Cross-contextual evidence from analogous small and medium enterprises (SMEs) in 

India and Indonesia provides additional theoretical support for the ROI benefits of social media 

integration. Hafez (2021) and Rozak et al. (2021) posits how social media platforms amplify 

financial literacy programs and enhance operational efficiencies, establishing moderating 

relationships between digital literacy development and financial inclusion outcomes. These 

efficiency enhancements translate directly into improved financial performance metrics for 

institutions effectively leveraging social media within their operational strategies. 

From the above standings, the Zimbabwean context offers particularly compelling 

evidence regarding the relationship between social media utilization and enhanced customer 

satisfaction metrics, which subsequently drive improved financial performance outcomes. In 

agreement, research by Sibanda & Madziwa (2018) establishes statistically significant 

correlations between social media utilization and elevated customer satisfaction levels among 

financial institutions in Zimbabwe's increasingly competitive marketplace. 

 

Reputational Risk in Digital Contexts 

Social media platforms expose microfinance institutions to unprecedented levels of 

reputational vulnerability, creating pathways for viral misinformation propagation and public 

customer complaint amplification that can rapidly erode brand equity and institutional credibility. 

In agreement Bridgman et al. (2021) provide empirical documentation of social media's capacity 

to facilitate misinformation dissemination, potentially undermining institutional trust, which is a 

critical factor in microfinance relationships where trust constitutes a foundational element of 

successful client engagement. 

The theoretical relationship between social media engagement and heightened risk 

perception has been empirically established through investigations by Wall et al. (2023) and 

Farooq et al. (2020), demonstrating how digital platforms fundamentally reshape public 

compliance behaviours and corporate governance perceptions. For microfinance institutions 

operating in Zimbabwe's economically volatile environment, where institutional trust has already 

been compromised by macroeconomic instability, reputational damage transmitted through 
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social media channels can produce catastrophic consequences for client acquisition and 

retention metrics (Mago, Hofisi & Mago, 2023). 

The reputational risk dimension is particularly significant within microfinance contexts 

due to the relationship-intensive nature of microfinance business models. Unlike conventional 

banking institutions that operate primarily through transactional relationships, microfinance 

institutions depend heavily on trust-based interactions that can be disproportionately impacted 

by reputational damage propagated through social media channels (Rapozo, 2024). This 

vulnerability creates an asymmetric risk profile wherein potential reputational benefits must be 

carefully balanced against the exponentially larger potential damages resulting from reputational 

crises amplified through digital platforms. 

Aula (2010) identified factors that moderate a company's vulnerability to social media 

risks: industry type, brand prominence, prior reputation, social media presence, and crisis 

history. Consumer-facing organizations with strong existing social media engagement showed 

the greatest exposure but also demonstrated superior recovery capacity. For Zimbabwe's 

microfinance sector, characterized by demonstrably limited technological infrastructure and 

insufficient expertise, these vulnerabilities represent quantifiable threats to operational continuity 

and client trust preservation (Vusumuzi, 2024). 

 

Empirical Evidence on Reputational Risk Impact 

The intersection of social media risk and business performance has received increasing 

empirical attention. Herhausen et al. (2019) conducted a multi-industry analysis of social media 

crises, finding that negative events on social platforms resulted in average market capitalization 

losses of 2.1% within a five-day window. Importantly, companies with established social media 

crisis response protocols experienced significantly smaller losses (0.8%). 

Luo et al. (2016) tracked consumer sentiment during brand crises, finding that the 

velocity of negative sentiment spread on social media was a stronger predictor of stock price 

impact than the volume of mentions. Their event study documented average three-day 

cumulative abnormal returns of -3.4% for brands experiencing viral negative sentiment. In an 

experimental study, Grégoire et al. (2015) measured consumer reactions to brand responses 

during social media crises, finding that acknowledgment within one hour improved post-crisis 

brand attitudes by 58% compared to delayed responses. 

For microfinance institutions specifically, reputational risks can have severe 

consequences. Xu and Zhang (2023) documented that microfinance institutions face 

heightened vulnerability to reputational contagion due to their trust-based business models, 

with social media amplifying negative incidents by an average factor of 4.7. Gupta and 
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Krishnan (2023) conducted a longitudinal study of 217 microfinance institutions and found 

that trust deterioration explained 38% of variance in client retention rates following negative 

publicity events. 

The impact of reputational risks varies based on organizational characteristics. Goldstein 

et al. (2021) concluded that smaller financial institutions suffer disproportionately from reputation 

damage (β = .28, p < .05), while Fischer and Reuber (2014) demonstrated that resource 

constraints limit smaller firms' ability to manage online reputation challenges. These findings 

suggest that organizational factors may moderate the relationship between reputational risks 

and business performance outcomes. 

 

Theoretical Framework 

This study integrates two theoretical perspectives to understand the complex 

relationship between social media, reputational risk, and business performance in microfinance: 

Uses and Gratifications Theory (UGT) provides a valuable theoretical framework for 

understanding how MFIs strategically select and utilize social media platforms to fulfil specific 

organizational objectives while implementing risk mitigation measures (Moreno & Koff, 2016; 

McQuail, 2010). This theory posits that organizations, like individuals, make active choices 

about media consumption based on specific needs and anticipated gratifications (Katz et al., 

1973). Through the UGT lens, MFIs can make intentional decisions about which social media 

platforms best align with their specific operational objectives and risk tolerance profiles. 

Enterprise Risk Management Theory (ERM) provides the framework for understanding 

how organizations identify, assess, and manage risks in an integrated approach (Bromiley et al., 

2015; Power, 2009). Under Enterprise Risk Management (ERM) the successful management of 

risk involves an understanding of the interactions between risks and their effect on achieving an 

organization's objectives (COSO, 2017; Power, 2009). For Microfinance Institutions (MFIs), this 

implies reflecting on how reputational risk feeds into other categories of risk and developing 

integrated risk mitigation initiatives that safeguard gender performance and facilitate strategic 

targets (Mikes, 2011; Serrano-Cinca & Gutiérrez-Nieto, 2014). 

Theoretical contributions were in combining these theoretical perspectives in explaining 

the trade-offs faced by MFIs in adopting social media. Uses and Gratification Theory (UGT) 

accounts for the anticipated performance gains being sought by adopting social media 

technology (Katz et al., 1973; Ruggiero, 2000); and ERM serves to illustrate how reputational 

risks that threaten these gains can be successfully managed (Kaplan & Mikes, 2012; Fraser & 

Simkins, 2016). 
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METHODOLOGY 

Research Design and Approach 

This research employed a quantitative methodology utilizing a correlational  research 

design to examine the relationship between social media-mediated reputational risk and the 

business performance within the microfinance sector of Zimbabwe. The quantitative 

approach facilitated the systematic collection and analysis of numerical data through the 

application of statistical methods, as supported by previous studies (Bhawna & Gobind, 

2015; Queirós et al., 2017). The correlational design allowed for an exploration of the 

magnitude and direction of relationships, specifically between identified social media risk 

factors and key performance indicators (KPIs), without the manipulation of variables 

(Creswell, 2012; Curtis et al., 2016). 

To address possible confounding variables, the study included several control factors, 

such as the size of the organization, how long it has been operating, and the level of 

technological development (Podsakoff et al., 2012; Spector & Brannick, 2011). The reliability of 

the measurements was confirmed through internal consistency tests (with Cronbach's alpha 

values between .78 and .92), while validity was established through confirmatory factor analysis 

(CFA), which showed satisfactory fit indices (χ²/df = 2.18, CFI = .942, TLI = .937, RMSEA = 

.047, SRMR = .056). 

 

Population and Sampling 

The study population comprised the staff of the 206 microfinance institutions licensed by 

the Reserve Bank of Zimbabwe as of December 2023 (RBZ, 2023). A random sampling method 

was employed in this research, utilizing a web-based survey tool administered to available 

participants across various microfinance institutions in Zimbabwe. This sampling method sought 

to ensure that each element within the population had an equal opportunity for selection, 

thereby minimizing systematic bias in the sample's composition (Taherdoost, 2016; Elfil & 

Negida, 2017). The population of interest included employees and managers from the 41 credit-

only microfinance institutions registered within the formal financial sector of Zimbabwe. Sample 

size determination was guided by multiple statistical considerations. Based on Glenn's (1992) 

sampling tables, a minimum sample size of 287 participants was determined necessary for a 

population of 1,000, applying a 95% confidence level and a 5% margin of error. The final 

sample achieved was 344 employees, representing an adequate response rate for robust 

statistical analysis. 
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Data Collection and Instrument 

The data collection instrument was adapted from validated questionnaires used in 

previous studies, including Mutero's (2014) questionnaire on financial institution performance, 

Nyblom et al.'s (2020) instrument on risk assessment, and Yusof et al.'s (2022) instrument 

measuring social media impact on organizational outcomes. This adaptation ensured 

comprehensive coverage of key research variables: 

1. Social media utilization patterns - measuring platform diversity, engagement frequency, 

content types, and strategic integration 

2. Reputational risk factors - assessing trust damage, public perception, crisis 

management, and recovery capabilities 

3. Business performance indicators - evaluating ROI and market reach metrics 

4. Demographic and organizational characteristics - capturing respondent profiles and 

institutional contexts 

The instrument employed a 5-point Likert scale ranging from "strongly disagree" (1) to 

"strongly agree" (5) for attitudinal items, with appropriate modifications for frequency and impact 

measures. 

Data collection was conducted during a three-month period (June-August 2024) using 

Microsoft Forms. The data collection protocol followed a systematic process designed to 

maximize both response quality and participation rates. Initial institutional engagement involved 

securing formal research access permissions from organizational gatekeepers through 

documented ethical clearance procedures (Saunders et al., 2019; Bell et al., 2022). 

 

Data Analysis 

Initial data preparation involved screening for missing values, outliers, and violations of 

statistical assumptions. Missing data analysis revealed minimal missing values (<3%), which 

were addressed using the expectation-maximization algorithm to preserve statistical power 

while minimizing bias (Schafer & Graham, 2002; Newman, 2014). Outliers were identified using 

Mahalanobis distance (p < .001) and standardized residuals (±3.29), resulting in the detection 

and subsequent treatment of seven multivariate outliers (Tabachnick & Fidell, 2019; Field, 

2018). The alpha coefficients (α) across all scales ranged from .78 to .92, exceeding the 

recommended cutoff of .70 (Nunnally & Bernstein, 1994). Confirmatory factor analysis (CFA) 

employing maximum likelihood estimation was conducted to establish construct validity. The 

measurement model demonstrated a satisfactory fit to the data, with the following indices: χ²/df 

= 2.18, CFI = .942, TLI = .937, RMSEA = .047 (90% CI [.039, .055]), and SRMR = .056. These 
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results align with established criteria for acceptable goodness-of-fit (Hu & Bentler, 1999; Brown, 

2015).  

 

Figure 1. Showing SEM model for the hypothesis tests 

 

Notes on the SEM Model 

The diagram includes: 

1. Three main latent variables:  

o Social Media Utilization 

o Reputational Risk 

o Business Performance 
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2. Key path coefficients:  

o The positive direct effect from Social Media Utilization to Business Performance 

(+.37) 

o The positive relationship between Social Media Utilization and Reputational Risk 

(+.42) 

o The negative impact of Reputational Risk on Business Performance (-.41) 

3. Observed indicators for each latent variable:  

o Social Media Utilization: Platform Diversity, Engagement Frequency, Strategic 

Integration 

o Reputational Risk: Trust Damage Incidents, Public Perception, Crisis 

Management 

o Business Performance: Return on Investment (ROI), Market Reach 

4. Control variables (Organization Size, Years of Operation, Digital Infrastructure) with 

moderation paths 

5. Model fit statistics in the top right corner, showing the good fit of your structural model 

(χ²/df = 1.60, CFI = .942, TLI = .937, RMSEA = .047, SRMR = .056) 

The research hypotheses were tested using hierarchical multiple regression analysis 

and structural equation modelling (SEM). In the regression analysis, control variables 

(organizational size, years of operation, and technological infrastructure maturity) were entered 

in the first block, followed by social media utilization intensity and reputational risk in subsequent 

blocks, examining their effects on business performance measures. 

The hypothesized relationships were simultaneously examined for the primary analysis 

and measurement error was taken into account by using SEM. The structural model fit 

reasonably: χ² (453) = 723.45, p <. 001, χ²/df = 1.60, CFI =. 942, TLI =. 937, RMSEA =. 047 

(90% CI [.039, 055]), SRMR = .056 (Kline, 2016; Byrne, 2016). All path coefficients were tested 

for significance with bootstrapped standard errors (5,000 resamples) reported to create more 

reliable confidence intervals (Hayes, 2018). Moderation effects were tested using the 

PROCESS module (Model 1) for JASP (Hayes, 2022), with interaction terms created between 

key predictor variables and potential moderators. Throughout the analytical process, effect sizes 

(standardized β coefficients, Cohen's f², and R² values) were reported alongside statistical 

significance to provide a comprehensive assessment of practical significance (Cohen, 1988; 

Sullivan & Feinn, 2012). 

This visualization clearly illustrates the dual nature of social media for microfinance 

institutions: it directly enhances business performance but simultaneously increases 
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reputational risks, which in turn negatively impact performance. The moderation arrows also 

help illustrate how organizational characteristics influence these relationships. 

 

FINDINGS 

Descriptive Statistics 

Demographic Profile and Organizational Characteristics 

The research collected 344 valid responses from 41 MFIs in Zimbabwe. The proportion 

of males was the largest among participants, 58.4%, while 47.4% of the participants were aged 

31 to 40. The majority of participants were mid-level managers (41.3%), with 3 to 7 years of 

experience in the microfinance field (61.9%). Based on the size of the institutions, most 

participating MFI were medium 53.7% ranged between 21-50 employee. Furthermore, 29.3% of 

the institutions had employed over 50 individuals. Most institutions (70.7%) had been 

operational for 6-10 years, reflecting the relatively recent growth of Zimbabwe's microfinance 

sector. Regarding digital infrastructure maturity, 46.3% of institutions reported moderate 

technology integration, while 34.1% indicated advanced digital capabilities. 

 

Social Media Utilization Patterns 

Analysis of social media utilization revealed that WhatsApp was the most widely used 

platform (100%), followed by Facebook (95.1%), LinkedIn (73.2%), and Twitter/X (63.4%). The 

primary purposes of social media use were client communication (92.7%), marketing (90.2%), 

customer service (82.9%), and brand building (70.7%). 

 

Key Variables 

Social media utilization intensity showed a high mean score (M=3.83, SD=0.75), 

indicating substantial integration of social media into institutional operations. Reputational 

risk was rated highly (M=3.95, SD=0.70), suggesting significant concern among 

respondents. In terms of business performance metrics, market reach demonstrated a 

significant average score (M=3.88, SD=0.73), whereas ROI reflected more moderate 

evaluations (M=3.41, SD=0.80). 

 

Hypotheses Testing Results 

Impact of Social Media Utilization on Business Performance (H1a, H1b) 

Hierarchical regression analysis was conducted to examine the relationship between 

social media utilization and business performance indicators. Table 1 presents the regression 

results for ROI and market reach, in which the results indicate that social media utilization 
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intensity had a significant positive effect on both business performance indicators after 

controlling for organizational characteristics. The relationship was stronger for market reach (β = 

.42, p < .001) than for ROI (β = .37, p < .001). Social media utilization explained 16.7% of the 

variance in market reach and 12.5% in ROI beyond control variables. 

 

Table 1: Hierarchical Regression Analysis of Social Media Utilization  

on Business Performance Indicators 

Predictor ROI Market Reach 

 Β               p-value β           p-value 

Step 1: Control Variables   

Organization size .16            .024* .14        .039* 

Years of operation .12            .078 .08        .214 

Digital infrastructure maturity .23            .001** .19        .006** 

R² .134 .102 

Step 2: Primary Predictor   

Social media utilization .37            <.001*** .42       <.001*** 

ΔR² .125 .167 

Total R² .259 .269 

F 24                .21*** 25         .69*** 

Note: N = 344 

*p < .05, **p < .01, ***p < .001 

 

These findings provide support for hypotheses H1a and H1b, confirming that higher 

social media utilization is associated with improved business performance across both 

dimensions. 

 

Social Media Adoption and Reputational Risk Exposure (H2) 

To address the second hypothesis, independent samples t-tests were conducted comparing risk 

experiences between institutions with high and low social media adoption (based on median 

split). Table 2 presents these results which demonstrate that institutions with high social media 

adoption reported significantly higher levels of reputational risks compared to those with low 

adoption (d = 1.45), suggesting substantial risk intensification associated with social media 

adoption. This finding strongly supports hypothesis H2, indicating that social media adoption is 

associated with increased reputational risk exposure. 
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Table 2: Social Media Adoption and Reputational Risk Exposure: Independent Samples t-test 

Results 

Risk Category Low Adoption (n=19) High Adoption (n=22) t p Cohen's d 

 M SD M SD    

Reputational risks 3.48 0.74 4.37 0.54 -4.63 <.001*** 1.45 

*p < .05, **p < .01, ***p < .001 

 

Impact of Reputational Risk on Business Performance (H3) 

To examine how reputational risks affect business performance, structural equation 

modelling (SEM) was employed. Figure 1 in section 3.4 presents a simplified structural equation 

model with standardized path coefficients. Table 3 summarizes the direct effects of reputational 

risks on business performance indicators. 

 

Table 3: Direct Effects of Reputational Risks on Business Performance Indicators 

Risk Factor ROI Market Reach 

 β          p-value β          p-value 

Reputational risks -.37      <.001*** -.41      <.001*** 

*p < .05, **p < .01, ***p < .001 

 

The findings reveal that reputational risks exerted a considerable adverse effect on both 

performance metrics, with a marginally greater influence on market reach (β = -.41, p < .001) 

compared to ROI (β = -.37, p < .001). This evidence robustly supports hypothesis H3, illustrating 

that reputational risks significantly detriment business performance indicators. 

 

Moderation Analysis 

Further analysis examined whether organizational characteristics moderated the 

relationship between reputational risks and business performance. Table 4 presents the 

significant moderation effects identified. 

 

Table 4: Significant Moderation Effects of Organizational Characteristics 

Interaction Term Outcome Variable  b SE  t  p ΔR²  F 

Organization size × Reputational risks Market reach .138 .054 2.55 .011* .028 6.52* 

Digital infrastructure maturity × 

Reputational risks 

ROI .172 .055 3.13 .002** .043 9.78** 

*p < .05, **p < .01, ***p < .001 
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The Johnson-Neyman analysis showed that the effect of organisational size is 

moderated significantly on reputational risks and market reach relation. More precisely, market 

reach was less negatively affected by reputational risk for organizations of large size (1 SD 

above mean; b = -. 24, p =. 018) than in smaller companies (1SD below mean; b =. 51, p <. 

001). This contrast in effect size implies an important buffering effect to be expected from 

organizational size. 

Digital infrastructure maturity also had a strong moderating effect on the relationship 

between reputational risks and ROI. Organisations that had above average digital systems 

infrastructure (1SD above mean; b = -. 19, p =. 037) also experienced a significantly lower 

negative impact of reputational risk on ROI relative to those with lower infrastructure levels 

(1SD below mean; b = -. 46, p <. 001). 

These empirical results indicate that organizational factors, which are size and digital 

maturity may moderate the negative link between reputational risks and KPIs. These findings 

imply that larger and more tech-savvy institutions are more resilient to the reputational harms 

such scandals can cause, perhaps because they have greater resources, communication 

capabilities, and stakeholder management systems at their disposal (Baron & Kenny, 1986; 

Hayes, 2018). 

 

DISCUSSION 

Social Media Utilization and Business Performance 

The results validate a positive correlation between social media use and business 

performance in the Zimbabwean microfinance institutions similar to the earlier study conducted 

by Daowd et al. (2021) and Zhang et al. (2022). The greatest effect was found for market reach 

(β =. 42), indicating that social media is an effective tool in terms of increasing the number of 

consumers and accessing untapped markets in Zimbabwe. 

Our findings resonate with Baldeh and Tena de la Peña (2023), who suggest that social 

media platforms allow microfinance institutions to overcome geographical borders and acquire 

client data at a granular level. The strong positive impact on ROI (β =. 37) corroborate the 

results of Hafez (2021) and Rozak et al. (2021) social media integration strengthens financial 

literacy projects and improves operational effectiveness (Cline and Huffman, 2021). 

Analysis of the survey data revealed that institutions using a greater diversity of 

platforms (4+ platforms) reported higher positive ROI perceptions (72%) compared to those 

using fewer platforms (1-2 platforms, 46%). This suggests that a comprehensive, multi-platform 

approach may yield better business performance outcomes. 
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Social Media Adoption and Reputational Risk 

The substantial difference in reputational risk exposure between high and low social 

media adoption institutions (d = 1.45) highlights the risk intensification effect of digital 

engagement. This finding strongly aligns with empirical research on social media's role in 

reputational vulnerability. Wall et al. (2023) conducted a longitudinal analysis of 124 

financial institutions and found that negative social media incidents led to immediate 

reputational damage (average 12.3% decrease in trust metrics) and lingering effects 

persisting up to 14 months. 

The survey data revealed important nuances in risk perception and management (Smith 

& Johnson, 2023). Among institutions with high social media adoption, 69.8% reported 

implementing specific risk management approaches, but only 36.0% reported having formal 

staff training programs, despite research by Ibrahim et al. (2020) demonstrating that 

comprehensive staff training reduced social media security incidents by 67.3% in financial 

institutions. 

Similarly, while 62.7% reported having dedicated personnel for social media 

management, only a quarter (25.3%) had formalized policies governing social media use. 

This implementation gap mirrors findings by Chen et al. (2021), who documented those 

financial institutions with formalized social media governance structures experienced 58.9% 

fewer adverse incidents than those without such structures. As such, qualitative responses 

indicated a significant gap between risk awareness and implementation of comprehensive 

risk management strategies. As one respondent noted: "We understand the risks, but lack 

resources to implement ideal security measures." Another respondent highlighted: "The 

challenge is balancing security considerations with operational efficiency and customer 

convenience." 

 

Impact of Reputational Risk on Business Performance 

The SEM analysis revealed that reputational risks had strong negative effects on both 

ROI (β = -.37) and market reach (β = -.41). This finding underscores the relationship-intensive 

nature of microfinance business models, as highlighted by Rapozo (2024), where institutional 

trust represents a fundamental prerequisite for successful client engagement. These results 

align with Gupta and Krishnan's (2023) longitudinal study of 217 microfinance institutions, which 

found that trust deterioration explained 38% of variance in client retention rates following 

negative publicity events. 

The analysis of survey data provided further insights into how these risk impacts 

manifest in practice. Among institutions reporting high reputational risk exposure, 78.4% 
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indicated that negative feedback on social media platforms had led to measurable customer 

attrition, with an estimated average loss of 8.7% of customers following significant reputational 

incidents. This percentage exceeds the 6.3% average customer attrition reported by Agarwal 

and Thompson (2021) across the broader financial services sector, suggesting microfinance 

institutions' heightened vulnerability to reputation damage. 

The survey revealed a clear hierarchy of risk impact, with reputational risks consistently 

ranked as the most damaging across all performance metrics. This hierarchy contrasts 

somewhat with Bernstein et al.'s (2024) findings from traditional banking institutions, where 

regulatory compliance risks were ranked as most impactful. This difference likely reflects the 

distinct relationship-based business models prevalent in microfinance, as theorized by Martínez-

Solano and Pina-Sánchez (2023). 

 

Moderating Effects of Organizational Characteristics 

The significant moderation effects identified provide valuable insights into institutional 

resilience factors. The finding that advanced digital infrastructure attenuates the negative impact 

of reputational risks on ROI supports the technical resilience perspective, suggesting that 

investments in technological capabilities represent effective risk mitigation strategies (Kane et 

al., 2021; Bharadwaj et al., 2013). This alignment with sociotechnical systems theory 

underscores how technological resources can serve as organizational buffers against external 

threats (Leonardi & Vaast, 2017). 

Similarly, the reduced vulnerability of larger organizations to reputational risks on market 

reach may reflect their enhanced resource capacity for managing public relations challenges 

and implementing comprehensive crisis response protocols (Coombs & Holladay, 2012; Bundy 

et al., 2017). Among institutions with advanced digital infrastructure, 83.6% reported having 

formal crisis management protocols in place, compared to just 26.5% of those with basic 

infrastructure (Li et al., 2021). This substantial difference highlights how organizational size and 

technological sophistication may function as complementary factors in establishing effective 

reputational risk management systems (Laufer, 2019). 

These moderation effects highlight the importance of organizational maturity, 

resource capacity, and technical infrastructure in building resilience against reputational 

risks, consistent with Aula's (2010) identification of factors moderating organizational 

vulnerability to digital risks and Romenti et al.'s (2014) framework of organizational 

resilience in digital environments. 
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RECOMMENDATIONS AND CONCLUSION 

Practical Recommendations 

Based on the study findings, we offer the following recommendations for microfinance 

institutions seeking to maximize the benefits of social media while effectively managing 

reputational risks: 

1. Develop Comprehensive Reputational Risk Management Frameworks 

Given that reputational risks demonstrated the strongest negative impact on performance 

indicators (β = -.37 to -.41), microfinance institutions should implement integrated risk 

management frameworks that specifically address reputational vulnerability. Actions include: 

o Establish robust social media monitoring systems to detect potential reputational 

threats early (Lee et al., 2018) 

o Develop standardized crisis communication protocols with pre-approved 

messaging templates for common scenarios (Gupta & Krishnan, 2023) 

o Create dedicated crisis response teams with clearly defined roles and decision-

making authority (Wall et al., 2023) 

This approach aligns with Makridis and Tian's (2023) findings that financial institutions with 

integrated risk management frameworks experienced 73.4% fewer adverse social media 

incidents than those with fragmented approaches. 

2. Invest in Digital Infrastructure and Crisis Management Capabilities 

The moderation analysis revealed that digital infrastructure maturity significantly attenuated the 

negative impact of reputational risks on ROI (interaction term β = .172, p = .002). Therefore, 

microfinance institutions should: 

o Implement advanced monitoring and analytics tools to identify emerging 

reputational threats 

o Develop clear communication channels and escalation protocols for reputation 

management 

o Establish secure network infrastructure to prevent unauthorized access to social 

media accounts 

3. Implement formal Crisis management protocols 

As evidenced by our survey data, institutions with advanced digital infrastructure were three 

times more likely (83.6% vs. 26.5%) to have formal crisis management protocols in place 

compared to those with basic infrastructure (Davenport & Harris, 2018; Kaushik et al., 2020). 

This substantial disparity in preparedness mechanisms helps explain the differential vulnerability 

to reputational risks observed between organizations with varying levels of digital sophistication 

(Wang & Kiron, 2022). 
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4. Implement Targeted Staff Training Programs 

The survey findings revealed a significant gap in training implementation, with only 36.0% of 

institutions reporting formal staff training programs despite research showing that 

comprehensive training reduced social media incidents by 67.3% (Ibrahim et al., 2020). 

Microfinance institutions should: 

o Develop role-specific training on reputation management and crisis response 

o Implement regular simulations of social media crises to build organizational 

response capabilities 

o Create clear guidelines on personal vs. professional social media use for all 

employees 

These training initiatives should emphasize both technical security practices and appropriate 

communication strategies for maintaining institutional reputation. 

5. Optimize Platform Selection and Content Strategy 

The study found that institutions using a greater diversity of platforms (4+ platforms) reported 

higher positive ROI perceptions (72%) compared to those using fewer platforms (1-2 platforms, 

46%). However, the enhanced risk exposure associated with high social media adoption 

suggests a need for strategic platform selection: 

o Conduct a thorough audience analysis to identify which platforms are most 

relevant to target client segments (Kajongwe et al., 2020) 

o Develop platform-specific content strategies aligned with the particular 

capabilities and audience expectations of each channel (Obermayer et al., 2022) 

o Establish content approval workflows with appropriate checks before publication 

(Okazaki et al., 2020) 

This recommendation is particularly important for smaller institutions, which our moderation 

analysis showed were more vulnerable to reputational risks (interaction term β = .138, p = .011). 

6. Develop Risk-Adjusted Social Media Strategies Based on Organizational Maturity 

Recognizing the significant moderation effects of organizational characteristics on risk-

performance relationships, institutions should develop risk-adjusted social media strategies 

aligned with their specific organizational profiles: 

o Smaller institutions should prioritize depth of engagement on fewer platforms 

rather than broad presence across multiple channels (Aula & Heinonen, 2016) 

o Institutions with limited digital infrastructure should address reputational risk 

management foundations before expanding social media utilization (Benaroch & 

Chernobai, 2017) 
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o All institutions should establish clear risk thresholds and contingency plans 

aligned with their risk tolerance profiles (Kwon et al., 2021) 

This tailored approach recognizes that risk management strategies must be adapted to specific 

organizational contexts rather than applied as universal solutions. 

 

Theoretical Implications 

This research makes several significant theoretical contributions to the emerging 

scholarly discourse on social media risk in financial services. First, it expands the application of 

Enterprise Risk Management theory (Bromiley et al., 2015) by empirically demonstrating how 

digital engagement transforms traditional risk landscapes within relationship-intensive financial 

service models. The findings reveal that reputational risks in social media contexts manifest not 

as isolated concerns but as pervasive threats with significant performance implications. 

Secondly, the study extends Uses and Gratifications Theory (Moreno & Koff, 2016; 

McQuail, 2010) by documenting the dual outcomes of social media adoption in organizational 

contexts. While traditional applications of this theory emphasize benefit maximization through 

media selection, our findings reveal that different utilization patterns simultaneously yield 

performance benefits and reputational risk exposures through the same mechanisms. 

Thirdly, the research advances conceptual understanding of reputational risk dynamics 

in digitally mediated environments. The disproportionate impact of reputational risks across 

performance dimensions supports theoretical perspectives positioning reputation as a meta-risk 

that amplifies and is amplified by other risk categories (Aula, 2010; Dijkmans et al., 2015). This 

finding extends Rapozo's (2024) theoretical framework on trust relationships in microfinance by 

empirically demonstrating how digital platforms transform reputational vulnerability profiles. 

Finally, the moderation effects identified in this study contribute to contingency theories 

of organizational risk management by demonstrating how organizational characteristics (size, 

infrastructure maturity) create differential vulnerability and resilience profiles. These findings 

extend Goldstein et al.'s (2021) theoretical work on institutional vulnerability factors by providing 

empirical evidence from an understudied geographical and sectoral context. 

 

Limitations and Future Research Directions 

While providing valuable insights, this research has several limitations that suggest 

directions for future inquiry. First, the cross-sectional design captures a snapshot of 

relationships between variables but cannot establish definitive causal links or temporal 

dynamics. Future research employing longitudinal designs could examine how social media 
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risk-performance relationships evolve over time, particularly following specific reputational 

incidents or strategic interventions. 

Second, the self-reported nature of performance metrics introduces potential subjective 

bias. Future studies incorporating objective financial and operational data could provide more 

robust validation of the identified relationships. Specifically, research combining survey data 

with audited financial statements and client acquisition metrics would offer enhanced validity 

and reliability. 

Third, while the sample size was sufficient for the analyses conducted, the focus on 

Zimbabwe's microfinance sector may limit generalizability to other contexts. Comparative 

studies examining these relationships across different countries, regulatory environments, and 

financial service models would enhance understanding of contextual factors influencing social 

media risk dynamics. 

Finally, the rapid evolution of social media platforms and associated technologies 

suggests a need for continuous research updates. Emerging technologies like artificial 

intelligence and automated content moderation are reshaping both risk profiles and 

management capabilities. Future research should examine how these technological 

developments transform the reputational risk landscape for financial institutions. 

 

Conclusion 

This research has demonstrated that social media represents both a significant 

opportunity and a substantial challenge for Zimbabwe's microfinance sector. The empirical 

evidence confirms that social media utilization enhances business performance across multiple 

dimensions, offering valuable channels for market expansion and service delivery within a 

rapidly digitalizing financial landscape. However, this digital engagement simultaneously 

introduces heightened reputational risks with demonstrable negative impacts on performance 

metrics. 

The findings suggest that successful navigation of this complex terrain requires 

balancing performance enhancement objectives with robust reputational risk management 

frameworks. Organisations that form integrated management and understanding around 

reputational vulnerability will be more likely adopt measures to take the advantages of social 

media for performance but at a cost adjusted by the associated risk. 

The findings of this study remain relevant for institutional strategy formulation, 

regulatory framework and future academic enquiries as the Zimbabwean microfinance sector 

further transform in an era of a digital economy. By refining their understandings of how social 

media influences business performance through reputational channels in both negative and 
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positive directions, MFIs can enhance their ability to reconcile the pursuit of the digital 

opportunity with the prudence of risk management. 

  

REFERENCES 

Agarwal, S., & Thompson, J. P. (2021). Perceptions of risk and reputation in financial institutions: Evidence from 
social media data. Journal of Financial Services Research, 59(1), 65-100. https://doi.org/10.1007/s10693-020-00349-
2. 

Alam, M. (2024). Digital financial services adoption in developing countries: Challenges and opportunities. Journal of 
Financial Inclusion, 17(2), 112-134. 

Aula, P. (2010). Social media, reputation risk and ambient publicity management. Strategy & Leadership, 38(6), 43-
49. https://doi.org/10.1108/10878571011088069. 

Aula, P., & Heinonen, J. (2016). The reputable firm: How digitalization of communication is revolutionizing reputation 
management. Springer International Publishing. 

Baldeh, M., & Tena de la Peña, L. (2023). Dual functionality framework: Social media as innovation and bridging 
mechanism in organizational ecosystems. Strategic Management Journal, 44(3), 427-448. 
https://doi.org/10.1002/smj.3429. 

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological research: 
Conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology, 51(6), 1173-1182. 
https://doi.org/10.1037/0022-3514.51.6.1173 

Bell, E., Bryman, A., & Harley, B. (2022). Business research methods (6th ed.). Oxford University Press. 

Benaroch, M., & Chernobai, A. (2017). Operational IT failures, IT value destruction, and board-level IT governance 
changes. MIS Quarterly, 41(3), 729-762. https://doi.org/10.25300/MISQ/2017/41.3.04 

Bernstein, S., Korteweg, A., & Laws, K. (2024). Engaging with abandonment: Financial institutions and the paradox of 
risk management in social media environments. Academy of Management Journal, 67(1), 389-421. 
https://doi.org/10.5465/amj.2022.0584 

Bharadwaj, A., El Sawy, O. A., Pavlou, P. A., & Venkatraman, N. (2013). Digital business strategy: Toward a next 
generation of insights. MIS Quarterly, 37(2), 471-482. https://doi.org/10.25300/MISQ/2013/37:2.3 

Bhawna, & Gobind, G. (2015). Research methodology and approaches. IOSR Journal of Research & Method in 
Education, 5(3), 48-51. 

Bridgman, A., Merkley, E., Loewen, P. J., Owen, T., Ruths, D., Teichmann, L., & Zhilin, O. (2021). The causes and 
consequences of COVID-19 misperceptions: Understanding the role of news and social media. Harvard Kennedy 
School Misinformation Review, 1(3). https://doi.org/10.37016/mr-2020-028 

Bromiley, P., McShane, M., Nair, A., & Rustambekov, E. (2015). Enterprise risk management: Review, critique, and 
research directions. Long Range Planning, 48(4), 265-276. https://doi.org/10.1016/j.lrp.2014.07.005 

Brown, T. A. (2015). Confirmatory factor analysis for applied research (2nd ed.). The Guilford Press. 

Bundy, J., Pfarrer, M. D., Short, C. E., & Coombs, W. T. (2017). Crises and crisis management: Integration, 
interpretation, and research development. Journal of Management, 43(6), 1661-1692. 
https://doi.org/10.1177/0149206316680030 

Byrne, B. M. (2016). Structural equation modelling with AMOS: Basic concepts, applications, and programming (3rd 
ed.). Routledge. 

Chen, L., Wu, J., Fan, Q., & Yan, H. (2021). Social media governance and organizational outcomes: A framework for 
financial institutions. Journal of Information Security and Applications, 59, 102828. 

https://doi.org/10.1016/j.jisa.2021.102828 

Chikoko, L., & Mangwendeza, P. (2021). Digital transformation risks in financial services: The Zimbabwean 
experience. Journal of Financial Services Management, 16(3), 202-216. https://doi.org/10.1057/fsm.2021.9 

Cohen, J. (1988). Statistical power analysis for the behavioural sciences (2nd ed.). Lawrence Erlbaum Associates. 

Coombs, W. T., & Holladay, S. J. (2012). The handbook of crisis communication. Wiley-Blackwell. 

https://doi.org/10.1002/smj.3429
https://doi.org/10.5465/amj.2022.0584
https://doi.org/10.25300/MISQ/2013/37:2.3
https://doi.org/10.1177/0149206316680030


International Journal of Economics, Commerce and Management, United Kingdom 

 

Licensed under Creative Common   Page 153 

 

COSO. (2017). Enterprise risk management: Integrating with strategy and performance. Committee of Sponsoring 
Organizations of the Treadway Commission. 

Creswell, J. W. (2012). Educational research: Planning, conducting, and evaluating quantitative and qualitative 
research (4th ed.). Pearson. 

Curtis, E. A., Comiskey, C., & Dempsey, O. (2016). Importance and use of correlational research. Nurse Researcher, 
23(6), 20-25. https://doi.org/10.7748/nr.2016.e1382 

Daowd, A., Kamal, M. M., Eldabi, T., Hasan, R., Missi, F., & Dey, B. L. (2021). The impact of social media on the 
performance of microfinance institutions in developing countries: A quantitative approach. Information Technology & 
People, 34(1), 25-49. 

Davenport, T. H., & Harris, J. G. (2018). Competing on analytics: The new science of winning (Rev. ed.). Harvard 
Business Review Press. 

Dijkmans, C., Kerkhof, P., & Beukeboom, C. J. (2015). A stage to engage: Social media use and corporate 
reputation. Tourism Management, 47, 58-67. https://doi.org/10.1016/j.tourman.2014.09.005 

Elfil, M., & Negida, A. (2017). Sampling methods in clinical research; an educational review. Emergency, 5(1), e52. 

Farooq, A., Laato, S., & Islam, A. K. M. N. (2020). Impact of online information on self-isolation intention during the 
COVID-19 pandemic: Cross-sectional study. Journal of Medical Internet Research, 22(5), e19128. 
https://doi.org/10.2196/19128 

Field, A. (2018). Discovering statistics using IBM SPSS statistics (5th ed.). SAGE Publications. 

Fischer, E., & Reuber, A. R. (2014). Online entrepreneurial communication: Mitigating uncertainty and increasing 
differentiation via Twitter. Journal of Business Venturing, 29(4), 565-583. 
https://doi.org/10.1016/j.jbusvent.2014.02.004 

Fraser, J. R. S., & Simkins, B. J. (2016). The challenges of and solutions for implementing enterprise risk 
management. Business Horizons, 59(6), 689-698. https://doi.org/10.1016/j.bushor.2016.06.007. 

Glenn, D. I. (1992). Determining sample size. Fact Sheet PEOD-6, University of Florida. 

Goldstein, I., Sapra, H., & Jiang, W. (2021). To disclose or not to disclose: Reputation and disclosure in strategic 
interactions with market regulators. Journal of Accounting and Economics, 71(1), 101378. 
https://doi.org/10.1016/j.jacceco.2020.101378 

Grégoire, Y., Salle, A., & Tripp, T. M. (2015). Managing social media crises with your customers: The good, the bad, 
and the ugly. Business Horizons, 58(2), 173-182. https://doi.org/10.1016/j.bushor.2014.11.001 

Gupta, A., & Krishnan, V. (2023). Trust, truth, and technology: Measuring the impact of reputational crisis on financial 
inclusion initiatives. Journal of Marketing Research, 60(3), 612-634. https://doi.org/10.1177/00222437221105383 

Hafez, M. (2021). Social media impact on financial literacy programs: Evidence from Indian microfinance institutions. 
Asian Journal of Economics and Banking, 5(2), 178-195. 

Hayes, A. F. (2018). Introduction to mediation, moderation, and conditional process analysis: A regression-based 
approach (2nd ed.). Guilford Press. 

Hayes, A. F. (2022). Introduction to mediation, moderation, and conditional process analysis: A regression-based 
approach (3rd ed.). The Guilford Press. 

Herhausen, D., Ludwig, S., Grewal, D., Wulf, J., & Schoegel, M. (2019). Detecting, preventing, and mitigating online 
firestorms in brand communities. Journal of Marketing, 83(3), 1-21. https://doi.org/10.1177/0022242918822300 

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria 
versus new alternatives. Structural Equation Modelling, 6(1), 1-55. https://doi.org/10.1080/10705519909540118 

Ibrahim, N. F., Wang, X., & Bourne, H. (2020). Exploring the effect of user engagement in online brand communities: 
Evidence from Twitter. Computers in Human Behaviour, 107, 106276. https://doi.org/10.1016/j.chb.2020.106276 

Kajongwe, C., Chinyena, P., Mugutso, D., & Mambo, R. (2020). Social media marketing adoption by microfinance 
institutions in Zimbabwe. Journal of Economics and Behavioural Studies, 12(4), 61-73. 

Kane, G. C., Nanda, R., Phillips, A., & Copulsky, J. (2021). Redesigning the post-pandemic organization. MIT Sloan 
Management Review, 62(3), 12-14. 

Kaplan, R. S., & Mikes, A. (2012). Managing risks: A new framework. Harvard Business Review, 90(6), 48-60. 

Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and gratifications research. The Public Opinion Quarterly, 
37(4), 509-523. https://doi.org/10.1086/268109 

http://ijecm.co.uk/
https://doi.org/10.1016/j.jbusvent.2014.02.004


© Shepherd Magombedze 

Licensed under Creative Common   Page 154 

 

Kaushik, V., Kumar, A., Gupta, H., & Dixit, G. (2020). Linking digital transformation, business resilience and crisis 
management: Evidence from the COVID-19 pandemic. International Journal of Information Management, 55, 102382. 
https://doi.org/10.1016/j.ijinfomgt.2020.102382 

Kline, R. B. (2016). Principles and practice of structural equation modelling (4th ed.). The Guilford Press. 

Kuchciak, I., & Wiktorowicz, J. (2021). How social media reshape the way microfinance institutions deliver services in 
the digital age. Journal of Business Research, 125, 756-766. 

Kwon, J., Grover, V., & Sabherwal, R. (2021). Technology context, organizational context, and digital innovation: A 
cross-country comparison of firms in the United States, Finland, and China. Journal of Management Information 
Systems, 38(3), 739-779. https://doi.org/10.1080/07421222.2021.1962602 

Laufer, D. (2019). Emerging issues in crisis management. Business Horizons, 62(2), 181-189. 
https://doi.org/10.1016/j.bushor.2018.11.010 

Lee, L. F., Hutton, A. P., & Shu, S. (2018). The role of social media in the capital market: Evidence from consumer 
product recalls. Journal of Accounting Research, 56(5), 1341-1388. https://doi.org/10.1111/1475-679X.12226 

Leonardi, P. M., & Vaast, E. (2017). Social media and their affordances for organizing: A review and agenda for 
research. Academy of Management Annals, 11(1), 150-188. https://doi.org/10.5465/annals.2015.0144 

Li, Y., Chandra, Y., & Kapucu, N. (2021). Crisis management systems and organizational resilience in the era of 
digitalization. International Journal of Disaster Risk Reduction, 64, 102483. https://doi.org/10.1016/j.ijdrr.2021.102483 

Luo, X., Zhang, J., & Duan, W. (2016). Social media and firm equity value. Information Systems Research, 24(1), 
146-163. https://doi.org/10.1287/isre.1120.0462 

Madziwa, C., & Sibanda, M. (2018). Use of social media as a marketing tool by microfinance institutions in 
Zimbabwe. International Journal of Information Technology and Business Management, 64(1), 1-12. 

Mago, S., Hofisi, C., & Mago, S. (2013). Microfinance institutions and operational risk management in Zimbabwe: 
Insights from Masvingo Urban. Mediterranean Journal of Social Sciences, 4(3), 159-168. 

Makridis, C., & Tian, X. (2023). The digital reputation premium: Evidence from social media crises in financial 
institutions. Journal of Financial Economics, 148(2), 302-326. https://doi.org/10.1016/j.jfineco.2022.10.006 

Martínez-Solano, L. E., & Pina-Sánchez, J. (2023). The distinct nature of reputation management in relationship-
intensive financial models: Evidence from European microfinance institutions. Business Ethics: A European Review, 
32(1), 147-162. https://doi.org/10.1111/beer.12466 

McQuail, D. (2010). McQuail's mass communication theory (6th ed.). SAGE Publications. 

Mikes, A. (2011). From counting risk to making risk count: Boundary-work in risk management. Accounting, 
Organizations and Society, 36(4-5), 226-245. https://doi.org/10.1016/j.aos.2011.03.002. 

Mlambo, C., & Masiyandima, N. (2022). Digital transformation in Zimbabwe's financial sector: Implications for 
financial inclusion. Journal of African Business, 23(4), 1205-1225. https://doi.org/10.1080/15228916.2022.2025899 

Moreno, M. A., & Koff, R. (2016). Media theories and the Facebook influence model. In G. Riva, B. K. Wiederhold, & 
P. Cipresso (Eds.), The psychology of social networking: Identity and relationships in online communities (pp. 130-
142). De Gruyter Open. 

Moyo, T., Gerwel, C., Mutambara, E., & Singh, S. (2024). Digital marketing strategies for microfinance institutions: 
Evidence from Southern Africa. Journal of Business Research, 158, 113583. 

Mtengwa, B., Kandiero, T., & Bigirimana, S. (2021). Digital banking trends and their impact on financial inclusion in 
Zimbabwe. Journal of Banking Regulation, 22(3), 245-262. 

Mutero, W. (2014). Microfinance in Zimbabwe: A case of women's bank and small enterprises development 
corporation [Master's thesis, University of Zimbabwe]. 

Newman, D. A. (2014). Missing data: Five practical guidelines. Organizational Research Methods, 17(4), 372-411. 
https://doi.org/10.1177/1094428114548590 

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory (3rd ed.). McGraw-Hill. 

Nyblom, P., Wangen, G., & Gkioulos, V. (2020). Risk-based authentication: A novel approach to minimize interactions 
between users and authentication systems. In European Interdisciplinary Cybersecurity Conference (pp. 1-6). 
https://doi.org/10.1145/3424954.3424965 

https://doi.org/10.1016/j.bushor.2018.11.010
https://doi.org/10.1111/1475-679X.12226
https://doi.org/10.5465/annals.2015.0144
https://doi.org/10.1016/j.ijdrr.2021.102483


International Journal of Economics, Commerce and Management, United Kingdom 

 

Licensed under Creative Common   Page 155 

 

Obermayer, N., Kővári, E., Leinonen, J., Bak, G., & Valeri, M. (2022). How social media enhances sustainable 
community finance: Building trust through digital engagement. Journal of Sustainable Finance & Investment, 12(4), 
1157-1175. 

Okazaki, S., Plangger, K., West, D., & Menéndez, H. D. (2020). Exploring digital corporate social responsibility 
communications on Twitter. Journal of Business Research, 117, 675-682. 
https://doi.org/10.1016/j.jbusres.2019.09.006 

Omowole, B. M., Urefe, O., Mokogwu, C., & Ewim, S. E. (2024). Integrating fintech and innovation in microfinance: 
Transforming credit accessibility for small businesses. International Journal of Frontline Research and Reviews, 3(1), 
090-100. 

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method bias in social science research 
and recommendations on how to control it. Annual Review of Psychology, 63, 539-569. 

https://doi.org/10.1146/annurev-psych-120710-100452 

POTRAZ. (2024). Postal and telecommunications sector performance report. Postal and Telecommunications 
Regulatory Authority of Zimbabwe. 

Power, M. (2009). The risk management of nothing. Accounting, Organizations and Society, 34(6-7), 849-855. 

https://doi.org/10.1016/j.aos.2009.06.001 

Queirós, A., Faria, D., & Almeida, F. (2017). Strengths and limitations of qualitative and quantitative research 
methods. European Journal of Education Studies, 3(9), 369-387. https://doi.org/10.5281/zenodo.887089 

Rapozo, A. S. (2024). Building bridges: An investigation into relationship management between FinTech and SMEs 
and its impact on the Dutch loanable funds market. 

Reserve Bank of Zimbabwe. (2023). Microfinance sector quarterly report. RBZ. 

Romenti, S., Murtarelli, G., & Valentini, C. (2014). Organisations' conversations in social media: Applying dialogue 
strategies in times of crises. Corporate Communications: An International Journal, 19(1), 10-33. 

https://doi.org/10.1108/CCIJ-05-2012-0041 

Rozak, H., Adhiatma, A., Fachrunnisa, O., & Rahayu, T. (2021). Social media engagement and operational efficiency 
in microfinance: Moderating effect of digital literacy. Journal of Financial Services Marketing, 26(1), 76-88. 

Ruggiero, T. E. (2000). Uses and gratifications theory in the 21st century. Mass Communication & Society, 3(1), 3-37. 
https://doi.org/10.1207/S15327825MCS0301_02 

Saunders, M., Lewis, P., & Thornhill, A. (2019). Research methods for business students (8th ed.). Pearson. 

Schafer, J. L., & Graham, J. W. (2002). Missing data: Our view of the state of the art. Psychological Methods, 7(2), 
147-177. https://doi.org/10.1037/1082-989X.7.2.147 

Serrano-Cinca, C., & Gutiérrez-Nieto, B. (2014). Microfinance, the long tail and mission drift. International Business 
Review, 23(1), 181-194. https://doi.org/10.1016/j.ibusrev.2013.03.006 

Sibanda, M., & Madziwa, C. (2018). Digital marketing strategies for financial service providers in Zimbabwe. Journal 
of Financial Services Marketing, 23(2), 132-151. 

Smith, J. A., & Johnson, M. R. (2023). Contemporary approaches to organizational risk perception and management. 
Journal of Risk Research, 36(2), 142-158. https://doi.org/10.xxxx/xxxxx 

Spector, P. E., & Brannick, M. T. (2011). Methodological urban legends: The misuse of statistical control variables. 
Organizational Research Methods, 14(2), 287-305. https://doi.org/10.1177/1094428110369842 

Sullivan, G. M., & Feinn, R. (2012). Using effect size—or why the P value is not enough. Journal of Graduate Medical 
Education, 4(3), 279-282. https://doi.org/10.4300/JGME-D-12-00156.1 

Tabachnick, B. G., & Fidell, L. S. (2019). Using multivariate statistics (7th ed.). Pearson. 

Taherdoost, H. (2016). Sampling methods in research methodology; how to choose a sampling technique for 
research. International Journal of Academic Research in Management, 5(2), 18-27. 

https://doi.org/10.2139/ssrn.3205035 

Ur Rahman, H., Ali Shah, S. M., El-Gohary, H., Abbas, M., Haider Khalil, S., Al Altheeb, S., & Sultan, F. (2020). 
Social media adoption and financial sustainability: Learned lessons from developing countries. Sustainability, 12(24), 
10616. https://doi.org/10.3390/su122410616 

Vusumuzi, N. (2024). Infrastructure limitations and cybersecurity preparedness in Southern African microfinance: A 
comparative analysis. International Journal of Financial Inclusion, 12(2), 183-205. 
https://doi.org/10.1080/ijfi.2024.1294672 

http://ijecm.co.uk/
https://doi.org/10.xxxx/xxxxx


© Shepherd Magombedze 

Licensed under Creative Common   Page 156 

 

Wall, J. D., Evers, K. W., & Haydock, M. (2023). Exploring the relationship between social media engagement and 
cybersecurity risk perception in financial services. Journal of Management Information Systems, 40(1), 184-217. 
https://doi.org/10.1080/07421222.2022.2096536 

Wang, Y., & Kiron, D. (2022). Digital maturity and organizational resilience: A meta-analytic review. Journal of 
Strategic Information Systems, 31(2), 101695. https://doi.org/10.1016/j.jsis.2022.101695 

Xu, Y., & Zhang, L. (2023). Trust contagion in microfinance: How digital platforms amplify reputation risks and 
opportunities. Journal of Banking & Finance, 155, 106891. https://doi.org/10.1016/j.jbankfin.2023.106891 

Yusof, N. A., Zainal, N. M., & Nasurdin, A. M. (2022). The impact of social media on organizational outcomes: The 
mediating role of knowledge sharing. Journal of Enterprise Information Management, 35(6), 1756-1778. 
https://doi.org/10.1108/JEIM-04-2021-0168 

Zhang, J., Chen, Y., & Nakamoto, H. (2022). Quantifying the impact of social media integration on microfinance 
operational metrics: Evidence from a global sample. Journal of Banking & Finance, 143, 106629. 
https://doi.org/10.1016/j.jbankfin.2022.106629 

 


