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ABSTRACT 

The study aimed at examining the contribution of Facebook as a tool of corporate 

communication and is a case study of the Church of Uganda (Namirembe, Kampala 

and Mukono dioceses). The study was guided by objectives which included: 

investigating how the Church of Uganda uses Facebook for corporate communication, 

establishing the effectiveness of Facebook as a corporate communication tool for the 

Church of Uganda, examining the opportunities related to the use of Facebook in 

corporate communication and examining challenges related to the use of Facebook in 

corporate communication in the Church of Uganda. 

The study was carried out using a case study research design where qualitative 

research approach was used. Data was collected using interviews and focus group 

discussions and during the data collection, purposive sampling methods was used as 

the sample size of 28 staff from Namirembe, Mukono and Kampala Dioceses of the 

Church of Uganda was used. 

The findings of the study indicate that to a large extent, the use of Facebook in the 

three dioceses has been effective in corporate communication because of the positive 

feedback received from the users and followers of the Facebook pages of these 

dioceses. Finally, it can be concluded that there are several opportunities related to 

the use of Facebook for corporate communication like enabling the dioceses to form 

alliances with prospective partners locally and abroad and allowing a two-way 

communication between the institution and its stakeholders. The study revealed that 

challenges related to the use of Facebook for corporate communication include 

limited time and resources to create these pages and running them constantly, 

limited skills in creating and running the Facebook pages effectively, negative 

feedback as well as trust, privacy and security issues involved in the use of Facebook. 

Finally, the study recommended that institutions like the Church of Uganda need to 

invest heavily in terms of time and resources when it comes to setting up and running 

these Facebook pages. The study also recommends the need to offer training to the 

staff members tasked with handling these Facebook pages to ensure that they have 

the right skills of doing so. 
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CHAPTER ONE 

INTRODUCTION 

1.0 Introduction 

This study was about the contribution of Facebook as a tool of corporate 

communication and is a case study of the Church of Uganda (Namirembe, Kampala 

and Mukono dioceses). The Church of Uganda was chosen for this study because it has 

used social media platforms specifically Facebook as a tool for corporate 

communication since 2004. This implies that valid and reliable data was gotten from 

reliable sources concerning the topic under study. This chapter presents the 

background of the study, problem statement, purpose of the study, objectives, and 

research questions, significance of the study, justification, and theoretical 

framework. 

1.1 Background of the study 

Argenti (2016) writes that corporate communication has become a new and important 

governmental function due to the availability of the internet. Argenti argues that, in a 

changing business environment, companies must pursue a „strategic approach to 

communication. In companies the concept „corporate communication‟ is used to 

describe four different aspects of communication: 1) a function, e.g., marketing, 2) a 

communication channel, 3) a communication process, 4) an attitude or set of beliefs 

(Argenti, 2016). 

Argenti (2011) emphasizes that the development of Facebook and the possibilities of 

social communication are widening. However, he points out that due to this, the 

control over corporate communication shifts from the company‟s management to the 

relevant stakeholders. In this context, the author mentions that because of social 

media, corporate communication undergoes changes. Facebook encourages the shift 

from the push to pull strategy, as well as help to turn stakeholders into company 

evangelists (Argenti and Barnes, 2019). 
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Facebook is increasingly having a great impact on public discourse and communication 

in today's society. More currently Facebook is believed to have the potential to 

transform communication in different aspects of life. Inevitably just as Facebook 

affects other aspects of human life it has also become an important aspect of 

religious life. Many religious organizations use Facebook very actively as part of their 

communication both with their members and beyond (Briones et al., 2018). 

Social media is a complex term with multi-layered meaning and therefore there is no 

single definition that can best explain the term social media (Rouse 2016). Van Dijck 

argues that social networks can also be looked at as online facilitators or enhancers of 

human network. He derives his meaning from the participatory culture model, which 

suggests that the word “social” as associated with “media” implies that platforms are 

user-centered and they facilitate communal activities, just as the word participatory 

emphasizes human collaboration (Van Dijck, 2019). 

Nowadays the Internet and new technologies are playing a powerful role in informing, 

educating, and connecting people around the world. Through the use of social media, 

companies can spread news and messages quickly and inexpensively compared to 

what they were able to accomplish with the traditional media (Hall, Kearney & Xing, 

2018). More than using Facebook for disseminating information, the power of 

Facebook lies in its principles of collaboration, sharing, participation, and 

empowerment, among others. Facebook has changed how enterprises communicate 

with stakeholders; therefore, companies must learn how to take advantage of this 

new media, especially for communication purposes. Facebook provides tremendous 

opportunities for organizations to engage stakeholders in dialogic communication 

(Rybalko & Seltzer, 2020). 

In Uganda, Facebook is a phenomenon that gained prominence in 2005 (Kanyoro, 

2015). According to Internet World Stats an online research engine, Uganda has at 

least 18, 502,166-internet useses.  Facebook has 2,872,200 subscribers as at January 

2022. Statistics show that Facebook is among the most popular social media sites with 

market share in Uganda 6.0% users (https://www.internetworldstats.com/stats1.htm, 

2022). Today more and more organizations in Uganda including religious organizations 
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have adopted the use of Facebook as a platform for corporate communication. 

Facebook usage is an option to look at especially for organizations that want to ensure 

effectiveness and efficiency in corporate communication (Elite, 2017).  

The statistics give clear evidence that a good proportion of Ugandans are Facebook 

subscribers. This also implies that Christians and ministers of the gospel in Uganda 

should not under-estimate the power of social media but rather consider it among the 

tools for evangelism and one of the means to participate in the Missio Dei (Mission of 

God). It should be noted that social media contents are user-generated and empower 

users to exercise some independence in the access and dissemination of information 

(Kietzmann et al. 2011). 

The Provincial Communication policy Article 5 section 3 subsection 1 states that “the 

recognized channels of external communication shall include (but not be limited to) 

the official provincial website; digital platforms like Facebook, twitter and intranet…” 

This shows how they recognize social media as a medium through which official 

communication can be channeled to reach the intended audience.  

1.2 Problem statement 

Angheluta et al. (2010) says that the churches must advertise to remain relevant for 

modern day individuals, and must create value for their consumers to retain them and 

grow. This has been made possible by the advent of the internet that totally changed 

the way of doing business particularly with social media platforms like Facebook. With 

the emergence of Facebook, the way organizations communicate through the internet 

has changed and Facebook has become a central tool for organizations‟ 

communication (Kim et al, 2020). Communicating corporate messages and issues 

through Facebook is important and necessary to improve and promote conversations 

between companies and stakeholders. However, this has not often been the case 

especially in organizations found in developing countries (Briones et al, 2011).  

Additionally, this has not been the case with church of Uganda, where they have not 

fully utilized the usage of Facebook to advertise, communicate and promote their 

agenda. The importance of Facebook in cooperate communication to an institution 
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are enormous according to various authors and they include ability to amplify the 

word of mouth, market research, idea generation and new product development, co-

innovation, customer service, public relations, employee communications and 

reputation management as well to increase product and brand awareness, web 

traffic, customer loyalty, to improve the company‟s Search Engine Optimization and 

to increase the success of new product launches (Celine, 2012; Neti, 2011; Ramsaran-

Fowdar and Fowdar, 2013). In summary, Facebook uses unconventional methods to 

achieve conventional goals using creativity, community and relationships and saves on 

huge budgets to accomplish communication objectives (Celine, 2012). In view of this, 

it is imperative that organizations harness it to drive their communication goals for 

growth without hesitation (Celine, 2012; Neti, 2011).It was noted that none of the 

studies had addressed the issue of the corporate communication using Facebook in 

Church of Uganda particularly for Namirembe, Kampala and Mukono Dioceses.  

 In view of this gap, the study was chosen to examine the contribution of Facebook as 

a tool of corporate communication in Church of Uganda. The study sought to address 

how churches are making use of Facebook for ministerial activities, keeping up with 

the latest trends to improve the brands image with a key focus on Namirembe, 

Kampala and Mukono Dioceses. The result of the study sought to fulfill the mandate 

for which they exist; which is to spread the gospel to the whole world.  

1.3 Purpose of the study 

The purpose of the study was to examine the contribution of Facebook as a tool of 

corporate communication in Church of Uganda.  

1.4 Objectives of the study 

i. To investigate how the Church of Uganda uses Facebook for corporate 

communication. 

ii. To establish the effectiveness of Facebook as a corporate communication tool 

for the Church of Uganda. 

iii. To examine the opportunities related to the use of Facebook in corporate 

communication. 
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iv. To examine challenges related to the use of Facebook in corporate 

communication in the Church of Uganda. 

1.5 Research questions 

i. How does the Church of Uganda use Facebook for corporate communication? 

ii. How effective is Facebook in corporate communication in the Church of 

Uganda? 

iii. What are the opportunities related to the use of Facebook in corporate 

communication in the Church of Uganda? 

iv. What are the challenges related to the use of Facebook in corporate 

communication in the Church of Uganda? 

1.6 Scope of the study 

The geographical, content and time scope of this study are discussed in detail below.  

1.6.1 Geographical Scope 

This study was carried out in the Church of Uganda dioceses of Namirembe, Kampala, 

and Mukono. These Dioceses are located in the business district of Kampala thus 

giving them an upper hand in internet usage based on the levels of literacy of the 

Christians that attend these churches and proximity to the major influencers of 

power like the media.    

1.6.2 Content Scope 

The study specifically focused on how the Church of Uganda uses Facebook for 

corporate communication, the effectiveness of Facebook in corporate communication 

and the opportunities and challenges related to the use of Facebook in corporate 

communication as well as the possible solutions to these challenges.   

1.6.3 Time Scope 

The study covered a period from 2015 to 2020 since this is the period when the 

Church of Uganda put rigorous efforts and policies concerning the use of Facebook in 

their operations.  
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1.7 Justification 

Stelzner (2019) and McCorkindal (2020) noted a need for availing information on the 

contribution of Facebook as tools of corporate communication in the Church of 

Uganda.  

(Rice, 2012) asserts that the power and control Facebook places on users create too 

many choices and links for the user to maintain.  However, Facebook and its feature 

of enabling extensive connections among people from different backgrounds, cultures 

and faiths can serve as a platform for the manipulation of users who use Facebook for 

religious edification (Perkins 2012). This extensive network of people from diverse 

backgrounds exposes users to new habits, which can have negative consequences on 

their behaviour (Rice 2012). On the other hand, the use of inappropriate images, 

sexual innuendoes and identity theft on Facebook brings about harassment of users 

and this challenging situation has made some Christian leaders to avoid Facebook 

(Brachear 2011; Reyes-Chow 2009; Brinton 2010; Badmos 2014). With the above 

concerns on the abuse of social media, it is very important that Christians approach 

social media in a discerning manner. It is therefore essential to understand the 

impact our status, photos, comments or blog posts may have now and in the future.  

Despite previous research done on the contribution of social media as tools of 

corporate communication (Kim et al, 2010; Briones et al, 2011), there is a great need 

to carry out further investigation into how Facebook has contributed to corporate 

communication especially in religious sector.  These researchers, however, 

concentrated on the adoption and impact of social media in general. Other scholars 

have not come across any in-depth research work on the use of Facebook as a tool of 

cooperate communication. 

This study helped give a clear insight on how best Facebook can be used to improve 

corporate communications in the Church of Uganda and other faith-based institutions 

in Uganda and beyond. 
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1.8 Significance of the study 

Since there is little evidence available to substantiate how Facebook usage 

contributes to corporate communication especially in religious organizations like the 

Church of Uganda, the study findings will be of great importance to the Church of 

Uganda since it will provide them with strategies on how best Facebook can be 

incorporated into the institutions‟ corporate communications strategy going forward. 

The study will also form a basis on which the Province can establish a strong 

communication office using Facebook to enhance corporate communication. The 

study will act as a source of literature for further research regarding the contribution 

of Facebook as tools of corporate communication. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

The main focus of this chapter is to review previous research studies that are relevant 

to this topic and to situate the study in a theoretical framework. This review 

examined the history of social media and the use of Facebook in advancing corporate 

communications in the Church of Uganda. The review identified emerging gaps that 

needed to be addressed.  

2.1 Concept of Facebook and Corporate Communication 

The use of Facebook worldwide has promoted new forms of communication, exchange 

of information and cultural production. Today, this social networking site represents 

not just a technological phenomenon, but also a social, cultural and communication 

paradigm. Due to its wide use and technological capacity to create connections, 

Facebook represents a fertile ground for researchers whose interest is to study the 

possibilities offered by social networks to society. 

Given its potential as a propagator of content and as a source of information about all 

audiences, most organizations have carried out actions of organizational 

communication through the creation of corporate profiles on Facebook  that help 

them connect with people.  

Historical studies reveal that in ancient times, people used to communicate by using 

smoke signals during the day and lighting beacon fires at night in China, Egypt, 

Greece and Sub-Saharan Africa. Drums were also used in many ancient societies to 

extend the range of the human voice. The seeds of social media were sown during 550 

BC when the regular postal system was established in Iran where horse riders and 

horse-drawn wagons carried mail. 

The 18th and 19th centuries were significant in the development of communications 

technologies with the inventions of telegraphs, telephones and radios. This meant 

that for once in history people were able to send and receive messages over long 
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distances. The 20th century is highlighted by the advent and development of the 

internet. The advent of the internet completely changed the communications 

landscape because people were now able to exchange messages from one person to 

another through the web or digitally. 

The internet also provided an array of social networking sites including, LiveJournal, 

Blogger, Six Degrees, Napster, Lister and Internet relay chat. The 21st century 

experienced a significant growth of social networking sites following the launch of 

Facebook, Twitter, Photobucket, Orkut, Youtube, Friendstar, Fotolog, Google plus, 

Digg, Netlog, Ning and Myspace among others. Social media has become a convention 

of the online landscape and major social networks and social media websites make 

changes and improvements on a regular basis (Baruah, 2012). 

Facebook is categorized under Social Networking Sites (SNS) which provide web based 

platforms for building social networks or social relations amongst people who for 

example share interests or activities. According to David Houghton, Andrew Pressey, 

Doga Istanbulluoglu (2020).  

The fact that social networks allow a user to create profiles or personal homepages 

online and set up a social network, they enable users to articulate and make visible 

their social networks (Ellison &Boyd, 2010).  

2.1.1 Facebook 

 Scholars have attempted to determine whether the use of social media for 

communication and sharing information brings users closer (Jamal, 2012; Harris & 

Charles, 2011; Gonzalez, 2010; Kevin, Graham & Temple, 2011), or perhaps makes 

people more distant from one another (Di Pietro & Pantano, 2012). 

The use of Facebook, unlike the traditional media campaigns, provides innovative 

opportunities to establish and interject public concern messaging into daily online 

conversations in Uganda (Muzee & Enaifoghe, 2020: 87). Embracing social media as 

tools for corporate communication by leading public organizations such as churches 

reflects that these tools are increasingly necessary to reach demographics that are 

abandoning traditional broadcast technologies. The traditional broadcast technologies 
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such as television, for the teens, or a substantial share of the public are speedily 

transforming the method in which they interact with authorities. Facebook has 

become an important part of reaching the world and is a great place to start a virtual 

ministry due to the pandemic situation around the world now.  

Today, Facebook as means of corporate communication has transformed the way 

people interact with one another in modern society (Edmondson, 2017). Therefore, 

Facebook has become a source of information around the world (Ireton & Posetti, 

2018). Appel et al. (2020), argued that social media platforms like Facebook provide 

churches with an opportunity that helps them reach more audiences and construct 

deeper, more meaningful and expressive connections with many individuals in the 

pew. 

Facebook provides churches with a significant opportunity to reach more people and 

create deeper, more meaningful connections with people in the pew. Even after the 

service, it is likely that even those who attended physically have an opportunity to re-

watch the service on Facebook page. However, when you combine the various ways 

churches can use it and challenges around what to post, many churches are still either 

hesitant to use Facebook or are using it poorly and not seeing any positive results 

(Appel et al., 2020; Chu, 2011) 

One of the ways organizations like the Church of Uganda can influence Facebook is by 

sharing positive news. Kihl (2018) believes that the announcement that Apple 

(electronic gadget company) is now a trillion-dollar company was shared via social 

media platforms like Facebook. Sharing positive news as such, even in the church, can 

help impact the culture of the church by building a bigger brand and showcasing a 

better outlook of the organization as a way to effectively use Facebook as corporate 

communication tool.  

A survey in Africa by Wyche (2008) on the use of ICT in churches revealed that most 

Christian churches were using ICT to support their faith practices with notable use in 

the protestant churches as well as tremendous adoption in the mega churches which 

was a replica of churches in the USA and the world (Wyche, 2008).  


