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ABSTRACT
This study investigated the effects of social mediarketing on business growth at
Commercial Banks in Kenya. To achieve this objectof the study, a descriptive study

technique was used.

The target population included the workers in 48oeercial banks. The study used primary
data, which was collected using a semi-structuneelstionnaire. Data was analysed using
descriptive statistics. The study established thastatistically significant relationship

between business growth of commercial banks, theerent variable and use of social
media marketing independent variables. It furtlemerled that taking all other independent
variables at zero, a 1% increase in use social anedirketing leads to improved business

growth of commercial banks.

Finally, the study established that better custosevice, lower cost of customer service,
Improved efficiency of business operations and $uppy product development and
Modification include some of the benefits of usisgcial media marketing in commercial

banks.

The study therefore recommended that commercidddahould benchmark to borrow best
practices, systems and techniques regarding custmfaionship management to cut cost
and improve on other capabilities, for instancetomuatic responses to customer queries
through social media. It also recommended furthtadies to be done on social media

marketing and business growth of commercial banks.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the Study

The advent of social media was pre-empted by tdogial advances especially

involving the evolution of the computer as welllaternet and the telephone. All these
factors lead up to a socio-technical revolutionrabterized by virtual interactions as well
as communications. Kaplan and Haenlein (2010) alltltat social media refers to

interactive web applications that permit the makagd exchange of user produced
content. Social media alludes to the utilizationoafine networking stages to promote
items and services to with the objective of sellitge product or service (Felix,

Rauschnabel & Hinsch, 2016). Business growth rdfethe improvements made by an
organization over a period of time. This can bek&mbat in terms of market share or
number of customers, asset base, increasing resedeereasing operating costs and
increasing profits. Business growth also refersthie actual output of a business as
compared to the aims and objectives. It compribesetdefined areas of firm outcomes

namely financial growth, product market growth ahdreholder return (Delmar, 2007).

This study anchored on the following theories; 8banformation processing theory;
Adaptive structuration theory and the theory ofnpked behavior. Social information
processing theory which explains online interpeas@ommunication without non-verbal
prompts and creates and oversees relationshipsommputer interceded conditions
(Walther, 1992). Adaptive structuration theory glas how social frameworks adjust to

new technologies.



The social perspectives include groups and assmusatthat utilize the information

technology for their work (DeSanctis & Poole, 1998)ibsequently, they establish a
viewpoint about the purpose and use of the teclgicdbinnovation, and ways it can be
connected to their purposes. These viewpoints déer droadly across classes. These
observations impact the way technology is utiliaed consequently mediate its effect on
group results. The theory of planned behavior fiéarithat particular behavior towards
perceived behavioral control and subjective stasslanticipate the behavior of a man's

conduct (Ajzen, 1991).

Social media marketing is an exciting new frontrethe marketing sphere and as such,
multiple books and studies have been publishedoaralsmedia as a marketing tool.
Internationally, Wire (2010) found that 18% of sdanedia users look to social media as
core information discovery tool because they tvusat their friends say and social media
provides the perfect platform. Barnes (2008) suedeijndividuals mostly in the age
group of 25-55 years and found that 70% revealexy ttake part in this pre-buy
conduct—utilizing online networking to find out aldothe client mind offered by an
organization while considering a buy, 84% detaileat they consider the nature of client
care in view of web-based social networking locatéent assessments at any rate now
and again amid their own examination and examinattben settling on a buy choice.
Frost & Sullivan (2011) have written a white paparsocial media customer engagement
on how contact center organizations can integratéakmedia in their operations but
have not analyzed the strategic competitive adgenia customer care using social
media. Rajesh (2009) has also analyzed how so@diarcan be integrated into contact

centers but he does not show how social media @ives strategic advantage.



The adoption of social media marketing by comméitzamks has been on the rise due to
the social media inventions. These inventions waginated at different times but
developed almost concurrently to bring about theeetu connectivity witnessed in the
world today. From the invention of the phone in 118 century to currently when 60%
of the world population owns a mobile phone, ipisjected that by 2019, over 5 billion
people will own a mobile phone. The increase innextivity became the boon for social
media platforms from classmates.com in 1995 todiwent popular networking sites
established in 2002 and onwards like Facebookgetink, Instagram, twitter, YouTube
and many other emerging apps which are gettingbkest@d and still evolving into
aspects of virtual and augmented reality. Theseakonedia websites mostly are
characterized by simple user interfaces with femstusccessed by the user to upload
content as well as receive information. These dgreknts in information technology
have prompted the desire to find out the effecs@tial media marketing on business

growth among commercial banks in Kenya.

1.1.1 Concept of Social Media Marketing

Kaplan and Haenlein (2010) construe social media a®llection of Internet based
functions that depend on the ideas and technoldgWeb 2.0, which allows the
exchange of and creation of user produced conBadial media marketing involves the
active usage of social media platforms as marketirgs to promote a product or a
service. The platforms incorporate data tools, Bmgbtheir clients, who advertise
through them, to establish and gauge the effeatis®f social media use as a marketing
tool. The social media websites enable interactimmd establishment of relationships

online (Felix, Rauschnabel & Hinsch, 2016).



Bratton and Evans (2012) stipulate that expandimghe individual empowerment and
the freedom that the web offers, consumers aretefédy interfacing with each other and
talking about everything, and all the while, reirciag advertising efforts by specifically
sharing their own encounters and thoughts on tlalsaveb. It provides a platform
where buyers interact with adored associations taedthings they offer. Sagacious
publicists are turning online networking and theapunity to exhibit without utilizing
advancements. Innovation associated upgrades)starice, the ascent of successful web
seeking instruments, drove mobile phones publicaigity to accomplish clients over

new touch centers (Shankar et al. 2011).

Companies address a myriad of external groupsebbllers and stakeholders through
social media, including; customers (both currentl gootential), the general public,

shareholders, current and future employees amdmgtThis essentially places social
media marketing at the fore front of providing d@uos to organizations where reaching
their clients (and their clients reaching themaisoncern. It makes it imperative for all

organizations to create and continue to monitor éeklop an online presence which
will provide an avenue to communicate with (adwe}ito their clients as well as receive
real time feedback on the processes, productsicesrand develop a framework through

which client concerns can be addressed and respdode

1.1.2 Business Growth
Business growth involves tracking the performanfca business over a specified period
of time. The areas of interest would include trspecific areas of firm outcomes namely

financial growth, product market growth and shateéoreturn (Delmar, 2007).



The number of possible indicators of business dgnamntlude total revenue are utilized in
empirical analysis; asset/ resource growth is a#tili as growth indicator. However,
measuring growth in assets/resources might be rigky measuring firm size in
businesses where intangible assets are criticah®oprocedure of economic growth and
where firms in the sample have altogether diffecapttal forces.

Business growth is majorly influenced by firm/ puatl life cycle. The growth stage in
the life cycle is part of the corporate existencdife cycle for all businesses. How the
business is managed during the growth stage igalrgince this determines how the
business performs against its competitors withen dbsignated markets and contributes
to business success. For A relatively mature bssee line like Commercial Banks,
continuous and consistent business growth is drasiaan organic center for renewing
business as well as ideas for product improvemdgiermining marketing content as

well as ensuring repeat business and creatiorlaifareships with clients (Zehir, 2012).

Business growth is characterized by the activitesfeatures below; Increase in
production (for manufacturers); Increase in salesyease in number of customers;
Increase in promotions; Increase in profits; Addingw products and services; A
dynamic strategic plan to ensure growth increaserebsed competitive advantage;
Increased innovation; Development of corporate en&yeation of market opportunities;
Optimum utilization of available resources; Proddotersification (moving into new

markets) and Mergers, amalgamations and take overs.



1.1.3 Banking Sector in Kenya

According to The Central Bank of Kenya, the monetard fiscal journey in Kenya goes
back to the pre-colonial era. To start with, theaspeading banks focused on financing
global exchange along the Europe-South Africa—Indiaot. However, they soon
broadened operations to tap the opportunities fmfitpble banking made by a
developing cultivating settlers and pioneer mertham the neighborhood economy to
whom they gave deposit and credit facilities. Isvigevitable for banking to spread into
the interior. As time advanced, the changing sadngaving money started to take note
of the passage of completely indigenous banks. &erfirst completely locally owned
commercial bank was the Co-operative Bank of Kemyrach was at first a co-operative
society (CBK, 2016).

According to the CBK (2016) Kenya has 42 commerdahks undertaking their
operations within the country, which makes banlangincreasingly competitive market
necessitating the need for each bank to differentizeir offerings as well as service in
order to not only remain relevant but also maintdieir market share. Licencing and
regulation of commercial banks and mortgage finaaoterprises is done under the
Banking Act, Cap 488. Thereafter, prudential guited are provident. While MFIs
licensing and regulation is done under Microfinada® and Regulation, forex bureaus
are under Central Bank of Kenya Act, Cap 491 andiance offered by Foreign
Exchange Bureau (CBK, 2016).

The president of Kenya assented into law an aiteradf the 2015 Banking Bill on
August 2016. The amendment capped loaning intea¢ss 4% over the base rate set by

the Central Bank of Kenya.



Loan cost spreads in Kenya in the past have bewrrgkit to be for the most part higher
than that of its peers. Kenya’'s financial inclusimnrelatively high, which in turn
encourages formal saving. The banking sector ifdesteloped in geographical coverage
and products. The use of banking accounts is widasp—more than in any peer
country—with almost a quarter of the populationisgvat a financial institution.
Penetration of retail banking has accelerated cent years: the number of deposit
accounts in commercial banks increased from 4.Tiomilin 2007 to 21.1 million in
September 2013. In addition, Kenya’s mobile revotluthas led to the establishment of
mobile saving accounts (M-Shwari), which have rdedra steep increase since their

inception.

1.1.4 Commercial Banks in Kenya

The first commercial bank in Kenya was started ryrihe colonial era. British
commercial bank began its operations in 1890s. & henks later established themselves
in Kenya. These are; The National bank of Indiaapegperations in 1896; In 1910, by
the Standard Bank of South Africa (was later brokdewn to Standard Chartered and
Standard Bank); and The National bank of Southcafrin 1925 The Standard Bank of
South Africa and The National bank of South Africeerged to form Barclays Bank
Dominion Colonial and Overseas which later was megth Barclays Bank (CBK, 2016a).
According CBK (2016a) there are 42 commercial baakd one Mortgage Finance
institutions in Kenya. Commercial Banks are guittgdhe Banking Act and Regulation
and Prudential Guidelines provisions. While 39h# tompanies are commercial banks,

1 is mortgage finance and two are privately owned.



Banks that are regulated by the Kenyan GovernmenB3a25 of the privately-owned
banks and the mortgage are local. To be precisgelblders controlling the banks live

in Kenya, whereas 14 are foreign owned.

1.2 Research Problem

Social media marketing is especially critical ire thanking industry where there is not
much product differentiation post interest ratepsag and also based on the fact that
financial institutions offer a similar smorgasbafdproducts across all sectors, hence the
constant need for a significant differentiatorcdin however, be argued that in the same
line of thought, all banks can also access socaliaplatforms as well as social media
marketing (Felix, Rauschnabel & Hinsch, 2016). i8lomedia marketing falls under the
fourth P which is Promotion as well as tHE @ which is customer communication. In
keeping with a need to constantly revise and maodemmarketing practices, social media
marketing is a crucial and focal area of learniegde the reason for this study (Jain,
2009).

The global banking industry has undergone vast ggmin the last two decades. As a
result many conventional businessmen are facedanitoice to either of being removed
or interruption of their business strategy in orteflourish in future. Simplification of
businesses and operational models by large instigisuch as banks and capital markets
in the past has been useful for both economic m&p@nd minimize complexities in
organizations. The global banking scenario in taffects Kenya’'s banking industry.
Economic liberalization, globalization and increaséhe number of players fighting for

the same customer in the industry.



This has led to stiff competition, as the fight éustomers seems to be never-ending war.
Banks have therefore, ventured on social media etiak strategies to reach prospective
customers.

A number of studies have been done on social madiketing and business growth.
Nambisan and Baron, (2009) researched on the roleomsumer benefits for active
community participation in social media while DHaka et al. (2010) supported the
relevance of functional social benefits in the satpatext. In Kenya, Kimaru (2011)
analyzed social media as marketing tool for tourisrKenya but little has been done on
social media as a customer care tool in Kenya. &vhé focused his study on social
media as a marketing tool, he failed to link marigetand market research to customer
care and the two are intertwined since customer an form of marketing. Customer
care is also an excellent market research toolksinpresents an organization with a
unique opportunity to directly get customer feedband suggestion on a one on one
basis. Similarly, Wakabi (2011) analyzed the pratiility of social media marketing in
small and medium sized enterprises. Ouke (2013)adstudy on significance of social
media in enhancing international business in Kenyaélecommunication industry.
Mwangi (2014) did a study on the impact of sociadml marketing on brand equity at
Safaricom Ltd in Kenya.

However, none of these studies covered the effesb@al media marketing on business
growth among commercial banks in Kenya. Thus, shusly sought to study the effect of

social media marketing on business growth commldsaiaks in Kenya.



This study sought to fill knowledge gap by attemgtto answer the research questions:
What is the effect of social media marketing onitess growth commercial banks in

Kenya? What is the relationship between social metirketing and business growth?

1.3Research Objective
The research objective of this study was to esthtihe effect of social media marketing

on business growth at Commercial Banks in Kenya

1.4 Value of the Study

This is significant to different stakeholders i tield; to the directors and administration
of commercial Banks, the study enlightens them aw bocial media marketing affects
business growth. Through the findings of this stuthe management is capable to
strategize on how to use or implement social mediensuring business growth of the
firm. The research findings in the study are rec@mded for use by financial institutions

leading to business growth.

Policy makers are usually informed by researchifigsl that attempt to explain a
phenomenon or address an existing knowledge gamgé@acies and policy makers this
study conclusion shall be significant in enlightenithe policy conception particularly

with regards to articulating social media marketagjcies.

The empirical evidence obtained from evaluating ¢berelation between social media
marketing and business growth will be of great ingooce to researches and
academicians. The study would give more understgsdon whether the concept of
social media marketing is supported or opposeds Wil lengthen the literature that will

be reviewed in future hence giving a basis of dgwalent of new theories.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This section reviews the theoretical information smtial media and business growth;
first, it reviews Social Information Processing ®heand Adaptive Structuration Theory.
Secondly, an empirical review and knowledge gapsonial media marketing and
business growth and to acknowledge their contmiputowards the existing body of

knowledge, finally a summary of the chapter.

2.2 Theoretical Review
This study adopted two theories to supports théabhas, social media marketing and
business growth. In particular, these theoriesSoeial Information Processing Theory

and Adaptive Structuration Theory will be utilized.

2.2.1 Social Information Processing Theory (SIP)

Social information processing theory was authomedl992 by Joseph Walther. This
model explains the nature of online interactiorvhawunication without non-verbal cues
found on internet based communication (Walther,2)9%s indicated by this theory,
individuals are propelled to think of interpersonahnections regardless of the medium
and will create techniques for overcoming the obsi@absence of nonverbal prompts
ordinarily found in computer mediated conditionbisltheory contrasts different models
that recommend that PC interceded correspondencesipp depersonalization.
Connections made through online correspondence praypt associations that would

not have happened up close and personal becaasenpbnents.

11



The theory is applicable in business setting byesgtigating the relational impact forms
that are urgent in viral marketing in light of tfaet that it considers social network as an

essential source of data and prompts for conduthativity for person.

Critics of the Social Information Processing theoontend that the anonymity of online
correspondence drives individuals to depersondiiath themselves as well as other
people. Any individual who has seen can verify vy this can and happens. Some
examination likewise shows that individuals dordtunally shape connections on the
web, however that their disposition decide the ll@ferelationship framed. Tokunaga

(2009) contends that the degree of online relatipnis formed by social qualities.

2.2.2 Adaptive Structuration Theory

Adaptive Structuration Theory was inspired Antongld&ns’ structuration theory. The
theory was developed by Scott Poole by lookinghatlinear models of communication
and determined that group dynamics are too coniplicdo be reduced to a few
predictable chain of events (Poole, Seibold& McRHE85). Associations and groups
make observations about the utility and role oftdehnology and how it can be applied
to the exercises of the association. These disatsmimpact the manner technology is
utilized and its effect on gathering or associatiesult. These perceptions created vary
widely across individuals, groups and organizatio8sructures in technology and

structure in actions are inter-related since th@ytiouously shape each other.

According to Pavlou and Majchrzak (2002) the theisryoverly deterministic when a

group uses technology on business to business eeme.

12



The authors of adaptive structuration theory lookbdyond technology into
organizational structure and practice in which thegcluded that technology should be
aligned and compatible with the usual structurehaf organization and market. This
theory has however, faced criticism from variousatars. The theory has limitation; it is
considered deterministic since groups follow a mtattle chain of events, the theory
assumes that the rules and guidelines are constardhged by the group and it is also
value laden. Based on the above limitations, fioisclear how groups can be divided into
smaller group for studying and can also be diffitalunderstand when there are so many

parts (Stones, 2005).

2.2.3 The Theory of Planned Behavior

The theory of Planned Behavior originated from Iégken (1988, 1991), he came up
with the theory to help explain changes in humamal®r. The behavior of people could
be predicted by including perceived behavioral mmntt is also a model that has been
successful in explaining and predicting attitudeshavior and beliefs in various fields
such as advertising campaigns, public relationgediding and healthcare. Management
of small businesses make decisions such as creatipgesence on the internet is a
function of subjective norm, perceived value anttuate. Behavioral intention will
ultimately lead to behavioral control action. Sulide norm is the level of perceived
social pressure towards adopting a technology (A&®river, 1992).

However, the theory of planned behavior is limitedcognitive processing. The theory
does not clearly state that attitudes are conslgidoisned or emotions does not influence

beliefs.

13



Critics further claim that theory excludes emotiam&ny course of action. Emotions are
considered relevant since they can influence. Ttheng emotions are considered to

influence beliefs and other constructs (Snieh@@89).

2.3 Social Media Marketing

As indicated by Cohen (2009) social media is defiae a strategy and a broadcasting
outlet, while Social Networking is a mechanicaleamsbly and a utility for connecting
with others. Bratton and Evans (2012) contend thdine networking is basically a
structure, a correspondence channel; it is notree Zbat you visit. Long range casual
correspondence is in this way a sort of social way- correspondence, where dialogs are
at the middle, and through which associations aaglen Kaplan and Haenlein (2010)
portray web based systems administration as "a@rdative event of Internet build that
work with respect to ideas and mechanical foundatiof Web 2.0, and allow the
creation and exchange of customer delivered cant@itline person to person
communication suggests programming instrumentsrtiakte customer delivered content

that can permit web correspondence.

Social media can be classified into six differemtegories (Haenlein, 2010).They
include: (1) Collaborative tools which can take tfm of wikis (for example;

Wikipedia) or social bookmarking applications. Ragming projects for example.
Github. They enable joint and simultaneous creatiocontent by many users; (2) Blogs
which are online journals by individuals, corporateganizations. (3) Content
communities which enable users to share media sbmigh each other for example.

YouTube which is a sharing videos, Reddit for nawd Flickr for sharing of photos;
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(4) Social networking sites which are tools and sitels that enable users to create their
own personal profiles, add friends and colleagaged, then stay in close interaction with
each other by sharing information, for example.ebaok and Twitter ;( 5) Virtual game

for example Zynga and (6) Virtual social worlds.

It is essential for vendors and press agents tikthbout the components that influence
purchaser demeanors and goals since clients agFegsively making content around
brands, something already controlled only by grongmbers (Heinonen, 2011). In this
way, contemporary analysis has inspected whicls mdrinternet systems administration
destinations impact purchaser mindsets and pointgsewr. Chu (2011) broke down the
affiliation between Facebook mark related gathepagicipation, publicizing responses,
and the mental factors of self-presentation andspgmmtives among people and
nonmembers of Facebook gatherings. The audit fabatl customers who are people
from gatherings on Facebook will most likely uncotieeir own data than nonmembers
are. Chu (2011) explains intrigue and responsjbilith online advertisements requires a
more hoisted measure of individual data since @iebviously uncover their association
with Facebook social events and drive brands aigghivhen they pass on progressions to
their mates. Facebook packs give channels thatormests consider gainful when
scanning for self-status in a thing class, as g@assing on viral substance about brands
to their social contact.

Chu (2011) discovered that clients who are Facebuekbers of a group keep up a
more positive mindset toward internet organizing advancing. Clients who have all the
more inspiring mindsets toward publicizing will midikely join a vendor’'s Facebook

gathering to get constrained time messages.
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In perspective of this result, Chu (2011) suggékts an association exists between
buyers' use of and engagement in gathering furstiom electronic informal

communication goals. The association between pserthause of and engagement with
get-together applications impacts the rate and angsk of publicizing by means of
online systems administration media, particulargcébook. Generally, as Chu (2011)
notes, Facebook's developed customers portray ébeviewpoint toward online long

range interpersonal communication advancing andh&rgreatest creating measurement,
which prescribes that electronic person to perssnngunication goals are a possibly rich
stage for web publicizing endeavors, especiallydoster with a more energetic target

feature.

Cox (2010) moreover, researched on the correlatietween age and attitude and
concluded that informal organization user attittm&ard web based promoting positions
(that is. brand channel, websites and video) valwesome extent over age groups. She
stated that customers within the 18-28 age bradkatisdecided inspirational states of
mind towards video, websites and brand channelradement designs. This was based
on clients' observation that these advertisememangements to be attractive,
educational, and entertaining. The 35-54 age btdakered promotion designs on brand
channels and video since they considered it maracéive, useful, and would be advised
to position inside the online page format. Gengrajpeaking, web based publicizing
groups with good traits are invited by customers;any case, promotions that are
meddlesome with online person to person commuwicakercises, for example, fly up,
expandable, or skimming arranged broadcast werestet by system clients (Cox,

2010).
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As per Chu (2011), customers see promoting divemsaling on the social network,
which recommends customer's desires for online lorgnge interpersonal
communication, may assume an imperative part imadbarizing buyer's reactions to
web-based social networking advertising. Harris Bednis (2011), in any case, utilized
TAM as a free structure that joined trust and @egdres related with TAM (that is. seen
happiness, convenience). The TAM affirmed that@ustrs hold levels of leadership of
trust when utilizing web based systems administmatifor instance, Facebook.
Understudy's trust "veritable" friends, then Facdbmates, trailed by ace online diaries
and free overview districts lastly enormous nanres exretailer goals (Harris & Dennis

2011).

2.4 Measures of Business Growth

Growth measurement is an imperative part of businesercises. The reason for
measuring growth is not exclusively to know howusibess is performing additionally
to empower that business performs better. It erdgtite growth of an association with
the goal that it might better serve its clientgresentatives, proprietors and partners.
Growth measurement fills in as a wellspring of d#taut monetary results and the inside
operations appeared in an association. Viable dpwsnt estimation is entering in
guaranteeing that an association's methodologifastively actualized. As indicated by
Kaplan (2004) one of the best strategies for méagufirms' development is the
utilization the balanced scorecard model. The lzadrscorecard (BSC) was presented in
1992, and it has increased far reaching acknowledgyyras a nuanced apparatus for
measuring performance and key administration inltbeefit area (Kaplan & Norton,

1992; 1996, 2001; Yee-Chin, 2004).
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The balanced scorecard model was created as a avaterfding to both the strategy
development process and keeping observing procegiccemplishment and execution
estimation. It separate measures into four divdystyeen related viewpoints: Financial,
Internal Business Processes, Customer and Innovatid Learning. Applying measures on
these four points of view moves the assessmeffitofar being a control component towards
an apparatus for placing system energetically @&@gl Norton, 2001).

By incorporating goals, targets, measures andigesivof each of the four points of view to
bolster the general vision and methodology, the BS©Gws its incentive as a key
administration instrument that goes past insigaiftanoney related markers by underscoring
the significance of non-budgetary viewpoints, forample, consumer loyalty, inward
business procedures and learning and development.

The business world has verifiably measured monetaggution and deals volume. Measures
of money related execution, deals volume, and coasloyalty are not wrong, they are just
lacking. Numerous associations neglect to see heset pointers fit inside the extensive
estimation system that is required to adequatealyage forms (Tenner & DeToro, 1996). In
any case, while both process' definition and estimare critical, in themselves they are not
adequate to guarantee execution change. Today®bsisondition could be perceived in the
expanding significance and quality of differenttpar gatherings. Organizations understood
the significance of a multidimensional and adjusgtgdcution estimation framework as an
apparatus that would empower them to drive the mzgton forward. It is presently
generally acknowledged that the utilization of iy characterized measures can guarantee
the key arrangement of the association and comelgmae of the procedure all through the

business (Najmi, Rigas, & Fan, 2005).
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According to Wiley and Sons (2005) using the bataswore card model explored Short-term
growth indicators that underlie historical perfonoa. These growth indicators are classified
into three categories: Sales productivity growttlicators explore the trends in revenue
growth and market share growth. Operating-cost yctvdty growth indicators explore
the growth in efficiency ratios over time. Capifabductivity growth indicators show
how well a company uses its working capital usiremd analysis on return on equity.
Medium-term growth indicators include Commerciaklie indicating regardless of
whether an organization can maintain or enhancenideme growth. Cost structure
wellbeing development pointers gauge an organiaaticapacity, as contrasted and that

of its rivals, to deal with its expenses after samme.

Dobbs and Koller (2014) expressed that Asset grgudimters indicate how well an
organization keeps up and builds up its benefitew@ pointers of long term strategic
wellbeing demonstrate the capacity of a venturmémage its working exercises and to
distinguish and abuse new regions of developmehe [Bst stride in surveying an
organization's execution is analyzing its stockueaexecution. In a perfect world, we
would require just to inspect an organization'susées exchange execution to perceive
how well it was doing. The most well-known way teall with measuring the stock
exchange execution of an organization is to figitee aggregate comes back to
shareholders (TRS), characterized as share valiefginess in addition to profit yield,
after some time. For reasons for this review thdgyand Sons (2005) and (Dobbs and

Koller, 2014) model of growth measurement will igized.
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2.5 Social Media Marketing and Business Growth

Askarany and Yazdifar (2012), did a research ondiffeision of six proposed online

marketing tool of the previous couple of decadesuph the viewpoint of marketing

theory, analyzed the relationship between the aolopbf these strategies and
organizational performance in both assembling amd-producing associations in New
Zealand. The discoveries recommend a huge rel&ijpmetween the dispersion of these

generally new online marketing tool and organizaigerformance.

Gichunge (2007) analyzed the impact of social ntargestrategies on organization
performance of medium estimated producing enteggpriis Nairobi, Kenya. He examined
the degree to which social marketing system is aodst by medium measured
manufacturing enterprises in Kenya and researchied impact of different

regulatory/legitimate variables on the degree tactvhsocial marketing strategy is
adopted. It also established the association betwasoptions of social marketing
strategy organizational performance. Results shahatdadoption of any formal strategy
enhanced organizational performance and that Qzghons with social marketing
strategy perform better than those without strategg study involving 139 companies

from Fortune 500 firms.

Rhyne (2005) in his study found that firms whiclopigd social media marketing were
found to exhibit superior long-term business grgvadith relative to their industry and in

absolute terms.
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He concluded that social media resulted in supeperformance, increase profit,

increasing market share, customer base and incesast based According to (Rhyne,
2005) firm response to changes in their external iaternal environments should be
undertaken using marketing strategies as thoseractor choices of inaction, continually
have performance implications in the organizatiorsocial media marketing help

organization in reaching customers virtually adiiects the attention and actions of an
organization. Thus, the assessment of social mediketing becomes very crucial for

firms seeking to improve their performance (Salanzi®?2).

With regards to Nigeria, the review titled impact social media marketing on

organizational performance. The fundamental redsonhis review was to investigate

the connections between social media marketing rganizational performance. The
methodology of this review a survey research degigs embraced. The review revealed
that issues management is indeed an authoritatinetibn as in the appropriation of
issues showecasing systems can enhance the execamidnrelative remaining of

association that are with various societal andtipali issues (Lawal, Elizabeth, and
Oludayo, 2012).

Another review done by Oludayo (2012) in Nigeritdet the effects of strategic

marketing on business growth in university educatian investigation of Babcock

University. The principle goal of this review was discover the impact of strategic
marketing on business development utilizing BabcOdkversity as the case study and
how this has affected on the administration preficly and viability as vital showcasing

on business development.
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The exploration configuration embraced for thigiees was the overview outline. The

example size was 283 and poll was utilized as mé&iion gathering device. The

discoveries of this review, it has been set up goaterful vital showcasing to be sure
positively affects execution and growth.

Another review Muogbo (2013) in Nigeria titled thepact of social media on

organizational growth and development (a study eléeded manufacturing firms in

Anambra state). The objective of this review waeesearch the effect of social media on
organizational growth and development of selectethufacturing firms in Anambra

State. The methodology of this review was Survegkloto utilized as a part of this

review. The size of the sample was 63 respondeziested from 21 fabricating firms

over the three senatorial zones of Anambra State tested (3 from each firm). The
review along these lines reasoned that as muclag metworking is not yet a typical

business hone among assembling firms in Anambr#&e,Sth was distinguished as

veritable device for enhancing the aggressivenesgcution levels, and auxiliary

improvement of assembling firms in Anambra Statec#jrally and Nigeria as a rule

(Muogbo , 2013).
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction
This chapter explores research methodology by dgog research design, population of
the study, and the methodology the researcherusél to collect, analyze, present and

discuss the findings of the study, data collectimtruments to be used and data.

3.2 Research Design

Research design refers to the set of method usexptain how, when and where data are
to be collected and analyze measures variableeafetbearch variable. This study adopted
a descriptive research design and utilizes prirdatg. The study is a descriptive study in
an attempt to ascertain; first, whether commerbiahks in Kenya use social media
marketing and to determine if it contributes to Business growth of commercial banks
in Kenya.

Descriptive study technique is appropriate as voiwes a careful in-depth study and
analysis on the use and contribution of social medarketing in the banking sector in
terms of service delivery, cost management, achiemt of objective, security and
interactions among others. Descriptive researathysteeks to find out the state of affairs
as it exists at present. A descriptive study aimdind out ‘what and how is’, so

observational and survey methods are frequentlg teseollect descriptive research data.

3.3 Population of the Study
Mugenda and Mugenda (1999), explain a target ptipulaas one that the researcher
wants to generalize the study results. The targpulation of the study comprised of

licensed commercial banks in Kenya, and in opema®at December, 2016.
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The total number of commercial banks operating @nya during the same period were
43 (CBK, 2016b) appendix 1. The researcher willartake a census study due to the
small number of respondents in the target populatibose responses are important in

this study.

3.4 Data Collection

The main research instrument was research queatresnsince they are reliable in
collecting information about the same questionshensubject from different respondents
and also in view of the fact that the targeted oesents have tight schedules especially
within a relatively short period of time. The quesnhaire has both open ended and close
ended questions so as to follow for further probimgiew of getting in-depth responses
and structured answers.

The researcher targeted the head of sales, cussanace, marketing or public relations
of each company to get perfect information on domiadia marketing and business
growth of commercial banks. This is due to the fhat these are the departments that are
directly involved with the use of social media imyaorganization. The primary data on
social media marketing and business growth of eachmercial bank was be obtained

through questionnaires. The primary data was obtbfrom top level management.

3.5 Data Analysis

Considering the kind of data intended as per thestpnnaire the researcher used
descriptive statistics to analyze the data: Peagsd, graphical presentations, frequencies
and tables that describe the phenomena under igatsh will be used. Regression

analysis was used to test relationship betweendhables over time.
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Coefficient of correlation and coefficient of detenation will be used to understand the
relationship between the variables of the study

A pilot study was undertaken to establish the bdity and validity of the research
instruments before the actual study, in order ttemi@ne the adequacy of the items in
relation to the information the researcher expedtedbtain. The analyst gauged the
unwavering quality of the questionnaire to decideconsistency in testing what they are
expected to quantify. The test re-test procedure wtitized to evaluate the dependability
of the instruments. This included managing a sint#st twice to a similar gathering of

respondents who have been distinguished for thsore
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CHAPTER FOUR
DATA ANALYSIS, INTERPRETATION AND PRESENTATION

4.1 Introduction

This chapter discusses the presentation and ietatpn of the study findings. The

purpose of the study was to establish the effetsooial media marketing on business
growth at Commercial Banks in Kenya. Primary dataswollected using structured

guestionnaires from the respondents. The data haedfter analyzed based on the
objective of the study and the findings were presgras per the different classes

underlined below.

4.2 Response Rate

The study targeted a sample size of 43 commer@aks in Kenya from which the
researcher was able to fill in and return 39 qoestaires making a response rate of
90.69%. This response rate was satisfactory to makelusions for the study as it acted
as a representative. According to Mugenda and Mieéh999), a response rate of 50%
is adequate for analysis and reporting; a rate08 & good and a response rate of 70%

and over is excellent. Based on the assertiomeg@onse rate was excellent.

4.2 Demographic Characteristics
The study sought to establish the background inddion of the respondents and the

companies including respondents ‘gender, age agitekt level of education.
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4.2.1 Gender distribution

The study sought to establish the gender categotlyeorespondents. This was done in
view of ensuring fair engagement of respondentgeims of their gender. Results are
show in table 4.1

Table 4. 1: Gender Distribution

Gender Frequency Percentage
Male 28 71.8
Female 11 28.2
Total 39 100

From the results, the studies found that majorftjhe respondents as shown by 71.8%
were males whereas 28.2% were females. This shmatshe respondents of this study

were mainly dominated by male gender.

4.2.2 Level of Education
The study sought to establish to what level thg@ardents were educated. The study
requested the respondent to indicate the highest & education attained. Results are

analyzed in table 4.2

Table 4.1: Level of Education

Level of Education Frequency Percentage
Diploma 6 154
Degree 18 46.2
Master 10 25.6
PHD 5 12.8
Total 39 100

27



On respondents’ level of education attained, thedystrevealed that most of the
respondents as shown by 46.2 % had attained amgradaate degree or whereas 25.6 %
of the respondents had attained master’'s degr@e®%olof the respondents had attained
PHD and 15.4% of the respondents had attained dlipboma. This implies that
respondents were well educated and basing in theffat individual level of education is
highly associated with problem solving ability ampproach to challenges, they were in

position to respond to the research questions @dtie and give efficient information.

4.2.3 Duration of Service
The researcher sought to determine the years ohtipe of the banks. The Table 4.3

below summarizes the responses.

Table 4. 3: Duration of Service

Duration of Service Frequency Percentage
Less than a year 2 5.1
Between 1 and 3 years 4 10.4
Between 3 and 5 years 10 25.6
More than 5 years 23 58.9
Total 39 100

The study sought to establish the duration, whirgh respondents had served for in the
institutions. From the research findings, the studyealed that majority of the
respondents as shown by 58.9% had served theutrtitfor more than 5 years whereas
25.6% of the respondents had served the institdtbom period of 3 to 5 years, 10.4%
had served the institution for 1 to 3 years and/ &1% of the respondents had served

the institution for a period of less than a year.
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This implies that majority of the respondents badved the institution for a considerable
period of time and thus they were in a positiogite credible information rating to this

research.

4.2.4 Department within the Organization
The study also sought to establish the differepadenents where the respondents were
working within the organization. The study requdstke respondent to indicate their

department within the organization. Results ardyaed in table 4.4

Table 4. 4: Department within the Organization

Department Frequency Percentage
Customer care 5 12.8
Finance 15 38.5
Operations 9 23.1
HR 5 12.8
Other 2 5.1
Total 39 100

From the findings in the table above, majority 838) of the respondents indicated that
they worked in the finance department, 23.1% Opmratdepartment, 12.8% worked in
Customer care and HR departments while 7.7% wonkdtle Engineering department
and 5.1% in other departments. This implies thastnod the banks had well-established
departments with clear guideline and working praced and techniques and thus was

suitable to provide the information that the stsdught.
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4.2.5 Position Held in the Organization (head of $as, customer service, marketing

or public relations

The study sought to establish position held byrdspondents in the organization. The
study requested the respondent to whether they hese of sales, head of customer

service, head of marketing, and head of publidimria. Results are analyzed in table 4.2

Table 4. 2 : Position Held in the Organization

Level of Education Frequency Percentage
Head of Sales 3 7.7
Head of Customer Service 5 12.8
Head of Marketing 9 23.1
Head of Public Relations 22 56.4
Total 39 100

As depicted in the table above about respondeptstipn held in organization, the study
revealed that most of the respondents as shown62® were employees, whereas
23.1% of the respondents were supervisors, 12.8tteafespondents were managers and
7.7% were senior managers. This implies that bamkd well-structured channels
enhancing good flow of authority and informationglebation of duties and
understanding of area of work, therefore they wengosition to respond to the research

guestions with ease.

4.3 Social Media Marketing

The study sought to establish whether the bankshdumtaced social media marketing in
their operations, how frequent they used it, whethey had personnel specifically for
the marketing, the areas it was being used anddftegtive it was. The information is

analyzed below.
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4.3.1 Company Social Media Usage

The study sought to establish whether the banksehdztaced social media marketing in
their operations. The respondents from the companere asked to indicate Yes or No
and if yes to indicate which ones they were usiftge information is analyzed in table

4.6 below.

Table 4. 6: Company Social Media Usage

Usage Frequency Percentage
Yes 37 94.9

No 2 51

Total 39 100

From the results in the table above, it is evidéiat almost all the commercial banks
used the social media marketing to enhance thewtyr depicting 94.9% usage while
only 5.1% had not yet embrace social media marggefilne 94.9% indicated that use of
social media platforms such as Wikipedia, Blogs, biteo applications, Content
communities, for instance, YouTube, Social netwagksites e.g. Facebook, WhatsApp,
Twitter, Televisions, radio and other social medgikatforms gave them a good
opportunity to market themselves and pass infoonatio their customers which
enhanced their growth tremendously. This studyifine with Askarany and Yazdifar
(2012), studies who found out that online marketows proved to be the most efficient

way of marketing that has enhance growth of congsaim a couple of decades.
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4.3.2 There is Designated Position/Personnel for 8al Marketing

The study sought to establish whether the banke hadesignated position/a person that
handles social media issues. The respondents fierndmpanies were asked to indicate
Yes or No. The information is analyzed in table defow.

Table 4. 7: There is Designated Position/Personnigr Social Marketing

Designated Position/Personnel Frequency Percentage
Yes 35 89.7
No 4 10.3
Total 39 100

From the finding, majority of the commercial bankad designated position and
personnel specifically for handling social media rketing issues. These were
represented by 89.7% while only 10.3% didn’t havevell designated position for
handling social media marketing. This therefore liegp that for the social media
marketing to be effective the company has to ggial team to enhance its management
and formation of strategies and their executiordéal with issues surrounding social
marketing. This finding is in line with (Lawal, Ekbeth, and Oludayo, 2012) studies
who established that social media marketing issoemnagement is indeed an
authoritative function as in the in any organizatfor it associated with customers and
various societal and political issues and thuseth®ia need for setting apart a dedicated

team to achieve it.

4.3.3 Frequency of Social Media Usage
The study sought to find out how frequent the comypased social media in doing

business.
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The respondents from the companies were askedlicaie whether it was several times
a day, once day, 2-3 times per week, weekly or hipnThe information is analyzed in
table 4.8 below.

Table 4.8: Frequency of Social Media Usage

Media Usage Frequency Percentage
Several times a day 20 51.3
Once daily 10 25.6
2-3 times per week 4 10.3
Weekly 4 10.3
Monthly 1 25
Total 39 100

From the findings, majority of the commercial bank&d social media marketing several
times a day showing a 51.3%, once daily at 25.6%tithes per week at 10.3%, 10.3%
weekly and only 2.5% monthly. This clearly impligst there need to post and access
company'’s social networking platforms severally ajiny customers on best deals and
new products and brands as well as to respondstommiers’ needs and understand their
requirements. The finding is in line with Chu (2p2dho established that customers see
promoting diversely relying on the social netwaosliich recommends customer’s desires
for online long range interpersonal communicatioay assume an imperative part in

characterizing buyer's reactions to web-based lsoetavorking advertising.

4.3.4 Company’s Areas of frequent Social Media Use

The study sought to determine some of the freques# of social media in an

organization.
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The respondents from the companies were askeddtocate how frequently Customer

service, Public relations, Marketing and sellingetaction used social media using a
scale of 1 to 4, where 1l-never, 2-rare, 3- frequéntery frequent. The information is

analyzed in table 4.9 below.

Table 4.8: Company’s Areas of frequent Social Medi&Jse

Area Mean Std. deviation
Customer service 4.20 0.74

Public relations 4.15 0.84
Marketing and selling 4.01 0.75
Interaction 3.87 0.69

From the finding most of the respondents agreetldhstomer service frequently used
social media (M=4.20, S=0.74), Public relationsoalssed social media depicting
(M=4.15, S=0.84), Marketing and selling frequentsed social media showing (M=4.01,
S=0.75) and Interaction (M-3.87, S=0.69). This ifirgd agrees with Gichunge (2007)
who established that social media marketing requiggery functional team of the
organization to participate in the set strategegarding social networking so as to

enhance business growth.

4.3.5 Effectiveness of Social Media Use
The study also sought to find out how effective tiee social media in handling
Customer service, Public relations, marketing agiting Interaction in an organization

was. The results are analyzed in table 4.9 below.
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Table 4. 9: Effectiveness of Social Media Use

Extend Frequency Percentage
Strongly agree 21 53.8
Agree 11 28.2
Neither agree nor disagree 5 12.8
| don't agree 2 5.2
Total 39 100

The findings from the table 4.9 above indicate thajority of the respondents strongly
agreed that, social media marketing was very e¥iean handling Customer service,
Public relations, Marketing and selling Interactionan organization depicting 53.8%,
28.2% agreed, 12.8% of the respondents were nadetbdor they neither agreed nor
disagreed and 5.2% disagreed. This implies thabtisecial media marketing was very
effective in handling the above issues. This figdagrees with Bratton and Evans (2012)
who in their studies determined that online netwuagkis effective to ensure faster and
efficient communication, collaborations and creatiof structures and channels for

dealing with customers, internal and external, fanghromotions.

4.3.6 Frequency of Social Media Use by OrganizatigrClients
The study sought how frequent does the clientshef drganization direct questions,

mentions and concerns through social media. Thétsegre analyzed in table 4.9 below.
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Table 4. 10: Frequency of Social Media Use by Orgarations Clients

Usage Frequency Percentage
Very frequent 18 46.1
Frequently 12 30.8
Less frequent 6 15.4
Never 3 7.7

Total 39 100

Table 4.10 above shows that majority of the respatglconquered with the fact that the
clients of the organization very frequently engagedirect questions, mentions and
concerns through social media with a percentagé6df %, a 30.8% asked frequently,
15.4% of the respondents engaging less frequently & 7.7% never engaged in
guestions through social media. This confirms tmaist clients in organizations use
social media to ask questions, mentions and coacé&ire finding is in line with Kaplan

(2010) who established that social online netwayknffers a good administration and
foundations allowing creation and exchange of custoideas, contents and questions

and person to person communication with immediegellbacks.

4.4 Social Media Marketing and Business Growth.
The study sought to determine how the banks thaten@braced social media marketing

in their operations lead to exhibited business ¢ginowhe information is analyzed below.

4.4.1 Organizations Response to Clients Queries thugh Social Media
The study wanted to find out how the organizatiesponded to the mentions, comments

and questions directed through the social media.
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The respondents were asked to indicate whetheasttiwvough television, radio stations,
social media or whether they never responded throsmrial media. The data was
analyzed as shown in the table 4.11 below.

Table 4. 11: Organizations Response to Clients Ques through Social Media

Media Channel Frequency Percentage
Through television 16 41.0
Through radio stations 12 30.8
Through social media 10 25.6
Never respond to social media 1 2.6
Total 39 100

The findings in Table 4.11 above show that the wigion responded to direct
guestions, mentions and concerns through socialiamgulough television with the
respondents indicating a percentage of 41.0 %, 8/@@hrough radio stations, 25.6% of
the respondents indicating through social media ari6% never responded through
social media. This affirms that the use of all abanedia platforms by most of
organizations to respond to questions, mentionscanderns asked by clients is almost
evenly distributed among all the social media depenon the issue to be addressed and
the targeted group. The finding agrees with Haeni@010) who classified social media
in to different categories and found out that eeategory served a special purpose to
target customers and individuals enhancing respatieffective communication between

the parties.

4.4.2 Achievement of Objectives through Social MediUsage
The study also desired to determine to what extetearms of percentages the company

did/has achieved its objectives in the use of $oceia.

37



The respondents were asked to indicate in the sgaen starting from below 50% to

100%. The information is represented in the takil@ éelow.

Table 4.12: Achievement of Objectives through Sodi#edia Usage

Achievement Extend Frequency Percentage
Below 50% 3 7.7
50%-60% 6 15.4
60%-70% 8 20.5
80%-90% 11 28.2
90%-100% 11 28.2
Total 39 100

A percentage of 28.2 % of the respondents showatdctimpanies achieved its objectives
in the use of social media to an extent of 90%-%0P8.2% had achieved between 80%-
90%, 20.5% of the respondents indicating an ext#n60%-70%, 15.4% showing

achievement by 50%-60% and only 7.7% below 50%s Thplies therefore that, use of
social media marketing by organizations contribtdeachievement of organizations

objective with a very large extend as depictedhim table 4.12 above. The finding is in
line with Yee-Chin, 2004 who established that Sogiadia apparatus are very crucial

and benefit in ensuring business goals and obgstive achieved.

4.4.3 Social Media Usage in New Product/ Service stopment
The study sought to establish whether organizati@me able to introduce a new
product/service due to the use of social media etemy. Table 4.13 shows the

representation of the information got from the ceggents.
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Table 4. 13: Social Media Usage in New Product/ Sace Development

Statement Frequency Percentage
Yes 28 71.8

No 11 28.2
TOTAL

From the finding in the table 4.13 above, 71.8%tlo¢ respondents agreed that
organization were able to introduce a new prodaotise due to the use of social media
marketing and only 28.2% disagreed. This implied tise of social media marketing in

organizations contributes to development and intcidn of new products/ services in

an organization. The findings here conquer withtdigr2001 studies that established that
social media marketing lead to financial, inteimaginess, customer, learning and innovation
achievements. The studies added that by use @l soedia there is creation of new ideas
through learning and innovation that leads to ariéatand hence new product development

to serve the customer requirements.

4.4.4 Benefits of Social Media Usage

The respondents were asked to indicate whetherapesed or disagreed with the given
statements with respect to social media marketergefits using a scale of 1-5 where, 1.
Strongly agree 2. Agree 3. Neutral 4. Disagreetfmngly disagree. The information was

analyzed in the table 4.14 below.
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Table 4.14: Benefits of Social Media Usage

Statement Mean Std. deviation
Helps in serving customers better 411 0.71
Leads to lower cost of customer service 3.96 0.76
Improves efficiency of business operations 4.32 80.8
Support product development and Modification. 4.00 0.80

From the finding most of the respondents agreedusa of social media helps in serving
customers better (M=4.11, S=0.71), Leads to lovest of customer service (M=3.96,
S=0.76), Improves efficiency of business operatiffs4.32, S=0.88) and Support
product development and Modification (M-4.00, S€).8his finding agrees with Wiley

and Sons (2005) studies that use of social medsaahgreat impact on organizations
growth in finance, sales, operating cost, proditgtivevenue growth, market share,

customer service, innovations and new product dgveént among others.

4.4.5 Negative Effects of Social Media Usage
The study sought to determine the negative effadftsusing social media. The
respondents were asked to indicate whether thensgaits given were among the effects.

The information was analyzed in the table 4.15Wwelo
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Table 4.15: Negative Effects of Social Media Usage

Statement Frequency Percentage
High system maintenance Cost 16 41.0
Layoffs as fewer employees are 14 35.9
needed.

Disruption of customer service 7 17.9
Bad reputation 1 2.6
None of the above 1 2.6
Total 39 100

From the finding most of the respondents agreed tisa social media marketing in
organizations lead to High system maintenance @egicting 41.0% by the respondents,
Layoffs as fewer employees are needed by 35.9%uptisn of customer service by
17.9%, 2.6% Bad reputation and 2.6% of the respuisdedicating none of the above.
This clearly indicates that use of social mediatkating also has got negative effects to
an organization. The studies are supported by TelameToro, 1996 who found out that
to implement and use social monitoring an orgaimzafaces the challenge of systems

upgrades, customer layoffs, and bad image to thiic,among others.

4.4.6 Recommending Social Media Usage to Management

The study sought to establish whether organizatiath embraced use of social media
marketing and if not whether the respondents woetdmmend the use of social media
marketing to the management. Table 4.16 showsgjiresentation of the information got

from the respondents.
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Table 4. 16: Recommending Social Media Usage to Magement

Recommend Social Media Usage Frequency Percentage
Yes 32 82.1
No 7 17.9
TOTAL 39 100

From the finding in the table 4.16 above, 82.1%heaf respondents agreed that if their
organization were not using social media, they woatommend/suggest its use to the
Management and only 17.9% disagreed. This impliest tmajority of people are
impressed by use of social media marketing in aegdions and it's their desire that
every organization embraces it. The findings agvite Najmi, Rigas, & Fan, 2005 studies
that many people in the recent decade are turmomg bld ways of doing business and

engaged in online networking for doing businesses.

4.4.7 Effectiveness of Social Media Performance
The study also sought to find out the effectiverafssocial media towards performance

of certain operations in an organization. The tssarle analyzed in table 4.17 below.

Table 4. 17:; Effectiveness of Social Media Perfornmae

Performance Frequency Percentage
Very effective 12 30.8
Effective 17 43.6

Not sure 8 20.5

Not effective 2 5.1
Total 39 100
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The findings from the table 4.17 above indicatd thajority of the respondents highly
rated the effectiveness of social media towardéopaance of certain operations to be
effective represented by 43.6%, 30.8% being vefgcéle, 20.5% of the respondents
were not decided for they were not sure and 5.1&gdra as not effective. This implies
that there was effectiveness of social media tosvgetformance of certain operations.
This finding agrees with Bratton and Evans (2018pvn their studies determined that
online networking is effective to ensure faster aefficient communication,

collaborations and creation of structures and celsrfior dealing with customers, internal

and external, and for promotions.

4.5 Regression Analysis

A simple regression analysis was conducted to tigege the impact of social media
marketing on the business growth of commercial baniKenya. Table 4.18 below
shows the results of the model summary showing mowh of the variation in business
growth (dependent variable) was accounted for lojabmedia marketing (independent

variable).

Table 4.18 Model Summary

Model | R R Adjusted R Std. Error of the Estimate
1 0.856 0.780 0.710 0.000

As shown above, the correlation coefficidRtwas 0.856 indicating that there is a strong
association between social media marketing andnbssigrowth of commercial banks.
Additionally, the coefficient of determinatio®?, was found to be 0.78 implying that
78% of variation in the dependent variable (busmg®wth of commercial banks could
be explained by the independent variable (sociadianenarketing) and that the other
factors account for only 22%. Additionally, tH& shows that the model is fit for

explaining the relationship between the two vagabl
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In order to test whether the regression modeldfiitethe data was significant or valid, an
ANOVA test was generated. According to the restits,regression model was found to
be statistically significant as evidenced I5y,(2, 34) = 133.49p < .05. Table 4.19
displays the ANOVA results.

Table 4.19. ANOVA Results

Model Sum of SquaresDf Mean Square F Sig.
1 Regression| 240.81 2 120.41 133.49 | .001
Residual | 30.67 34 0.902
Total 241.48 36

Table 4.20 displays the regression coefficientsegged from the model Base on the
coefficients produced, the regression model carsuramarized as followsy= 0.34+
0.12X1.This means that devoid of all factors that affacsibess growth of commercial
banks, the growth level would stand at 4%. Alseegithe condition that all other factors
are constant, a unit increase in the use of sonslia marketing strategies would result
to an increase in the business growth of commetugalks in Kenya by 12%. The
regression coefficient for the independent variabkes also found to be statistically
significant, that ist (36) =8.57p < .05.

Table 4.20. Coefficients

Coefficients
Model Unstandardized |Standardizt Sig.
Coefficients ed
Coefficien
ts
B Std. Error | Beta
(Constant) .34 .09 3.78 |.001
1 |Leadership 12 |.014 234 25.42 |.002
a. Dependent Variable: Business Growth
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4.6 Discussion of the finding

The study determined that commercial banks hasasedruse of social media platforms
such as Wikipedia, Blogs, mobile applications, @ohtcommunities, for instance,
YouTube, Social networking sites e.g. Facebook, ¥A@p, Twitter, Televisions, radio
and other social media platforms gives them a gmmubrtunity to market themselves
and pass information to their customers which eoddrheir growth tremendously. This
study is in line with Askarany and Yazdifar (2018)udies who found out that online
marketing tools proved to be the most efficient whynarketing that has enhance growth

of companies in a couple of decades.

Further, for social media marketing to be effectiye study found out that the company
has to set a good team to enhance its managemeribrmnation of strategies and their
execution to deal with issues surrounding socialketang. This finding is in line with
(Lawal, Elizabeth, and Oludayo, 2012) studies wistaldished that social media
marketing issues management is indeed an autleeitéinction as in the in any
organization for it associated with customers aadous societal and political issues and

thus there is a need for setting apart a dedideted to achieve it.

In addition, the study found out that commerciahksaengaged so frequently in social
media while doing business operations to updatecangmunicate with customers and
clients as well as getting feedback. The findingirisline with Chu (2011), who

established that customers see promoting diversging on the social network, which
recommends customer’s desires for online long ramgepersonal communication, may
assume an imperative part in characterizing buyesactions to web-based social

networking advertising.
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Further, the study determined that areas to do @itktomer service, Public relations,
marketing and selling Interaction in the commerbmhks very frequently used the social
media marketing. This finding agrees with Gichuifg@07) who established that social
media marketing required every functional teamhef drganization to participate in the
set strategies regarding social networking so ant@nce business growth. It was also
confirmed that it was very effective on the aboventioned issues, a finding supported
by Bratton and Evans (2012) who in their studietemheined that online networking is
effective to ensure faster and efficient commuimecgt collaborations and creation of
structures and channels for dealing with customergrnal and external, and for

promotions.

The study also confirmed that most clients in oiz@tions use social media to ask
guestions, mentions and concerns. The finding idina with Kaplan (2010) who
established that social online networking offergomd administration and foundations
allowing creation and exchange of customer ideastents and questions and person to
person communication with immediate feedbacks aatlthe organization responded to
them through television, radio stations, social meatepending on target customer and
requirement and was supported by Haenlein, (201@) wlassified social media in to
different categories and found out that each cayegerved a special purpose to target
customers and individuals enhancing respect arettefé communication between the
parties.

Moreover, the study established that company aeliég objectives in the use of social

media at a very high extend.
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The finding was in line with Yee-Chin, 2004 studieko established that social media
apparatus are very crucial in ensuring businests goal objectives performance. Again,
it was established that organizations were ablattoduce a new product/service due to
the use of social media marketing a finding thas wapported by Norton, 2001 studies
that established that social media marketing leafinancial, internal business, customer,
learning and innovation achievements which trigd@@w products developments.

The study determined that use of social media rniatgkéad great benefits ranging from
better serving customers, lower cost of custometice® Improved efficiency of business
operations and Supporting product development andifiation that was in line with
Wiley and Sons (2005) studies that use of socialianeas a great impact on organizations
growth in finance, sales, operating cost, proditgtivevenue growth, market share,
customer service, innovations and new product d@veént among others. It was also
found out that the use social media marketing bstegative effects which were High
system maintenance Cost, Layoffs as fewer employes needed, Disruption of
customer service and Bad reputation to the orgtaizathis was agreed up on by Tenner
& DeToro, 1996 who found out that to implement aséd social monitoring an organization
faces the challenge of systems upgrades, custayeffd, bad image to the public among
others.

Finally, the study found out that majority of thegple are impressed by use of social
media marketing in organizations and it’s theirigdethat every organization embraces it.
The findings agree with Najmi, Rigas, & Fan, 20@&l&s that many people in the recent
decade are turning from old ways of doing busirzegs engaged in online networking for

doing businesses.
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It was established that there was effectivenessoofal media towards performance of
certain operations in an organization, findingseagrg with Bratton and Evans (2012)
who in their studies determined that online netwaykis effective to ensure faster and
efficient communication, collaborations and creatiof structures and channels for

dealing with customers, internal and external, fanghromotions.
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CHAPTER FIVE

SUMMARY OF FINDINGS CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter presents the summary of the datanigsdon the effect of social media
marketing on business growth at Commercial BanksKanya, conclusions and
recommendations are drawn there to. The chaptrustured into summary of findings,

conclusions, recommendations, limitation of thelgtand areas of further studies.

5.2 Summary of findings

This section presents the key findings as consileneler the objective of the study. The
findings on the demographic information of the wggents greatly enhanced the
reliability of the research findings. The studydimgs indicate that majority of the

respondents had bachelors and master’'s degree,onttes commercial banks had well

established departments with workers who had wotkede for quite a good period of

years and these enhanced the reliability of thermétion provided.

The study established that most commercial banksemabraced use of social media
platforms such as Wikipedia, Blogs, mobile applma$, Content communities, for

instance, YouTube, Social networking sites, fornepke, Facebook, WhatsApp, Twitter,

Televisions, radio and other social media platfoghges them a good opportunity to
market themselves and pass information to theitocusrs which enhanced their growth

tremendously
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Further the study revealed that for social mediaketang to be effective, the company
has to set a good team to enhance its managemeribmnation of strategies and their
execution to deal with issues surrounding sociaketang. The study also revealed that
commercial banks engaged so frequently in socidianehile doing business operations
to update and communicate with customers and sl@mntvell as getting feedback

The study also established that commercial bank®inya, in areas to do with Customer
service, Public relations, Marketing and sellintgfaction in the commercial banks very
frequently used the social media marketing, thastnobents in organizations uses social
media to ask questions, mentions and concernshathte Commercial Banks responded
to them through television, radio stations, somabia depending on target customer and
requirement.

Moreover, the study established that company aelié objectives in the use of social
media at a very high extend and that organizati®rewable to introduce a new
product/service due to the use of social media etanlg. The study determined that use of
social media marketing had great benefits rangimg better serving customers, lower cost
of customer service, improved efficiency of busgeperations and Supporting product
development and Modification. It was also found tatt the use social media marketing
had its negative effects which were High systemnteaiance Cost, Layoffs as fewer
employees are needed, Disruption of customer seraiecd Bad reputation to the

commercial Banks.

50



Finally, the study found out that majority of thegple are impressed by use of social
media marketing in organizations and it’s theirigdethat every organization embraces it.
It was established that there was effectivenessoofal media towards performance of

certain operations in an organization.

5.3 Conclusion

This study has provided a comprehensive reviewffeteof social media marketing on
business growth at Commercial Banks in Kenya. 8asethe findings of this study, the
study concluded that commercial banks use and aém®aced social media marketing.
The commercial banks have set designated peopdpdoaifically operate in the social
media marketing. The study concluded that the cormialebanks frequently use social
media where also the clients ask their queriesaarnide same flat form the organizations
respond back.

Further the study concludes that commercial bam&sable to achieve their objectives
through use of social media marketing and thattéirss effectiveness in promoting the
performance of organizations operations thougtls ifaced by a number of negative
effects such as High system maintenance Cost, [sagsffewer employees are needed,
Disruption of customer service and Bad reputatmthe organization. It also concludes
that social media marketing had great benefitsingnfgom better customers service, lower
cost of customer service, improved efficiency okibess operations and Supporting
product development and Modification. Lastly theidst concludes that there is a
significance relationship between commercial bangisg social media marketing and

business growth of the commercial banks.
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5.4 Policy Recommendations

This study recommends that for commercial bank&Kémya to experience business
growth through use of social media marketing, thegd to re-evaluate their capabilities.
Benchmarking should be used to borrow best pragteestems and techniques regarding
to customer relationship management as well ag ctlents to cut cost and improve on
other capabilities, for instance, automatic respen® customer queries through social
media. Moreover, more resources and finances shmkburced in order to acquire the
best social media marketing technology at the same employing other models of
competitive priorities be experience business gnowhis could be done by outsourcing
the best systems as well as creating partnershifpstiae best social media marketing

technologists.

Further the study recommends the commercial barii@uld employ competent
employees and explore new innovations so as toneehguality of customer service and

establish good administration and management puresd

5.5 Recommendation for Further Research

Arising from this study, the following directionserffuture research in commercial banks
in Kenya were recommended: First, this study fodusa the commercial banks in

Kenya. Therefore, generalizations cannot adequdtelyrelied upon based on their
geographical locations and markets they serve. Basethis fact among others, it is

therefore recommended that a narrow-based studwldhbe done for instance

commercial banks in Nairobi. Similar surveys testban be replicated in a few years to
come to asses if the factors have changed as noamenercial banks are established in

Kenya
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APPENDICES

APPENDIX I: Questionnaire
This questionnaire is intended to gather genefatimation for a research which seeks to
establish the contribution of social media markgtim business growth performance in
Kenya. Kindly respond to all the questions.
PART 1: BACKGROUND INFORMATION
1. State your gender:

a) Male

b) Female

2. Please indicate your education level PHD ( ¥tdiss () Degree () Diploma ()

3. Please indicate the duration served in the numeganization

( ) Less than a year ( ) between 1lagdars

( ) Between 3 and 5 years ( ) More than 5 years

4. Please indicate your department within the mizgdion

( ) Customer care ( ) Finance ( ) Engineeringdperations ( ) HR ( ) Other

If other specify .....c.coviii

5. Position Held in the organization

( ) Senior Manager ( ) Manager ( ) SupervisorEmployee

PART 2: SOCIAL MEDIA MARKETING
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7. Does the company have a designated positiormsompehat handles social media
issues?

Yes () No()

8. How frequent does the company use social mediadding business? (Tick

appropriately)

Several times a day

Once daily

2-3 times per week

Weekly

Monthly

9. What are some of the frequent use of social angdiour organization? (1-never, 2-

rare, 3- frequent, 4-very frequent)

Customer service

Public relations

Marketing and selling

Interaction
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10. Social media is very effective in handling #imve issues, do you agree?

Strongly agree

Agree

Neither agree nor disagree

| don’t agree

11. How frequent does the clients of the organiratilirect questions, mentions and

concerns through social media?

Very frequent

Frequently

Less frequent

Never

PART THREE: SOCIAL MEDIA MARKETING AND BUSINESS GRO WTH

12. How the organization does responds to the mesiticomments and questions

directed through the social media.

Through television

Through radio stations

Through social media

Never respond to social media




13.To what extent in terms of percentages did/hasbmpany achieved its objectives in

the use of social media?

Below 50%

50%-60%

60%-70%

80%-90%

90%-100%

14. Has the organization introduced a new prodemtise due to the use of social media
marketing?

Yes () No ()

15 .Using the Likert scale of 1 to 5 as followsegsde indicate whether you agree or
disagree with the following statements with respecocial media marketing.

Statements ...1.Strongly agree 2. Agree 3.Neutralkdddee 5.Strongly disagree

Helps in serving customers better

Leads to lower cost of customer service

Improves efficiency of business operations

Support product development and Modification.
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16. The following are some of the negative effélstg come with social media marketing

in an organization,; tick appropriately if your coamy has experienced any of the effects.

High system maintenance Cost

Layoffs as fewer employees are needed.

Disruption of customer service

Bad reputation

None of the above

17. If your organization was not using social mediauld you recommend/suggest it the
Management? Yes () No()
18. In your own analysis, how would you rate thieafveness of social media towards

performance of certain operations?

Very effective

Effective

Not sure

Not effective

Q19. What is your opinion of social media towardid business in the banking sector?
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APPENDIX II: List of commercial Banks in Kenya

1. African Banking Corporation Ltd.

2.

3.

9.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Bank of Africa Kenya Ltd.
Bank of Baroda (K) Ltd.
Bank of India

Barclays Bank of Kenya Ltd.
CFC Stanbic Bank Ltd.
Chase Bank (K) Ltd.

Commercial Bank of Africa Ltd.

Consolidated Bank of Kenya Ltd.

Co-operative Bank of Kenya Ltd.
Credit Bank Ltd

Citibank N.A.

Development Bank of Kenya Ltd.
Diamond Trust Bank Kenya Ltd.

Dubai Bank Kenya Ltd.

Ecobank Kenya Ltd

Equatorial Commercial Bank Ltd.
Equity Bank Ltd

Family Bank Limited

Fidelity Commercial Bank Ltd

Fina Bank Ltd
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23. Giro Corercial Bank Ltd.
24. Guardian Bdrtd
25. Gulf AfricaraBk Limited
26. Habib Bank A.G Zurich
27. Habib Bané.
28. Imperial Bani Lt
29. | & M Bank Ltd
30. Jambif Bank Limited.
31. Ke®@@mmercial Bank Ltd
32. K-Rep Bard
33. Middle East Bank (K) Ltd
34. National Bank of Kenya Ltd
35. NIC Banfd L
36. Orientah@oercial Bank Ltd
37. Paramount UniveBsaik Ltd
38. Prime Bank Ltd
39. Standdodhartered Bank
40. Trans-National Bank Ltd
41. UBA Kenya Bank Limite

42. Victoria Caomarcial Bank Ltd

43. Housing Finance Ltd



22. First community Bank Limited

Source: (Central Bank of Kenya, 2016b)
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