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ABSTRACT

The current level of competition in the internabbusiness front has and still is experiencing a
lot of advancements than in the past few yearss Ehlargely driven by dynamics in the global
business environment that continuously push firmskéep changing and adopt new ways
enhancing much better flow of business activitisshsas communication. Since a firm is an
open system, it interacts with both the internalimmment comprising of employees and
management while at the same time interacting thighexternal environment which consists of
customers, suppliers and competitors continuoutlg; interaction that is mainly aided by
communication. Emergence of social media over tet few years has become a game changer
on how firms communicate with both the external artdrnal environmentt has emerged as a
very powerful frontier for businesses to meet tleisiness objectives ranging from marketing,
sales, public relations, branding, reputation managnt, customer care, customer relationship
management, product development, to communicatlbhas made information flow borderless,
seamless, real time and less expensive while asdhee time within reach of millions in the
shortest timeThe project explored the understanding of the gatkeimpact of social media to
international businesses when well executed, becthes future of business requires a holistic
approach to adopting and integrating emerging semul social mediaThe study adopted a
descriptive research design in conducting a sumfefirms that participate in international
business that are based in Kenya. Data was calléaien 10 firms based in Nairobi out of the
targeted 10 through questionnaires, which is 10@@eeted response. The data was analyzed
using measures of central tendencies, excel atidtstal packages for social sciences and was
presented in tables, graphs and charts. The fisdmdjcate that most of firms that participate in
international business actually have adopted the afssocial media as one of their main
communication channels to the customers, suppéircs competitors. Most of them have also
reorganized the organizational structure and cdeateseparate department that entirely deals
with social media; in so doing, they have managedgteatly improve customer service,
increased sales and marketing, reduces costs asettetheir competitiveness and even aided
realization of several organizational objectivefieTstudy recommends that the influence of
social media towards growth of international bussés so significant to any organization
participating in the international business andash it is imperative for a firm to pay special
attention and adopt active use of social media raoeo promote its growth of international
business front.
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CHAPTER ONE: INTRODUCTION

1.1Background of the study

International business refers to all those businassvities which involve cross border

transactions of goods, services, resources bettmeeor more nations as well as between two or
more organizations of different countries. Transas usually comprises of economic resources
which includes capital, skills, people etc. foreimational production of physical goods and

services such as finance, banking, insurance, rwanisin etc.

An organization that participates in internatiortalisiness is referred to as multinational
enterprise (MNE) or multinational corporation (MNCJhey have a worldwide approach to
markets and production). Well known MNCs includstfa food companies such
as McDonald's and Yum Brands, vehicle manufactuseish as General Motors, Ford Motor
Company and Toyota, consumer electronics compdikeSamsung, LG and Sony, and energy
companies such as ExxonMobil, Shell and BP. Mostthe#f largest corporations operate in
multiple national markets. International businessnifluenced mainly by political, economical,
social, technological and legal factors which hdixerse degrees of influence. The management
of socio-political settings has thus become ceritrahternational business success (Buckley &
Ghauri, 2004; Peng, 2004).

Socio-economic factor is one of the influential @dp in international business. Social factors
entails: cultural sensitivity, population size, gmmpulation growth, consumption patterns among
others while economic factors are: economic growierest rates, inflation rates and levels and
national income. One of the vital Cultural aspecatsnternational business is language and

communication. Increased globalization is forcingrawing number of business managers and



employees to interact across linguistic boundaii&® issue of language barriers is particularly
critical during intercultural encounters, where fieople/customer and the service provider are
from different cultures, is very common in the seevsector, such intercultural service
encounters may be influenced not only by cultuiffiecences but also by language barriers
Markets for sociopolitical activity are, howeverptnlimited to consumers, but are also
considered to include investors, employees, supgplimedia, politicians and civil society
organizations, a view strongly argued for in thekeholder approach (Clarkson,1995;
Donaldson & Preston, 1995; Freeman, 1984 fact that most service providers in the U.S.
only speak English for instance, may greatly affetgrnational customers. Customers may find
it difficult to communicate or even get necessanrfpimation regarding products or services if
they do not understand and are unable to cleangnmanicate in English. Language barrier
generates negative emotional and cognitive resgoreed prevents people/customers from
taking certain actions such as seeking necessdoyniation or complaining about service
failures. During any communication, language is expressetaligr face to face or through
telecommunication mediums, through sign languagevaniiten form. Previous studies suggest
that language is more than just a communicatioh @ogberti, 2007; Lauring, 2008) and can
influence different aspects of an encounter. Accwlg, it is essential to better understand how

language barriers affect communication in inteoral business.

1.1.1 Concept of international business and environmentaiactors.
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The concept has only recently (i.e. in thd"2@ntury) been popularized through the spread of
multinational enterprises (MNESs). Its roots, howeveate back to the ¥6century when
European nations struggled to establish empiretdwate. The Dutch and the British East India

companies were perhaps among the earliest MNEs.

In late 18" century, many European firms started by settingnamufacturing facilities in their
colonies to extract raw materials. In mid™@entury, many US firms began by setting up
business plants in various parts of the worldabe 28" century, most Japanese firms joined the
globalization race. By the 1970s, the process tefrirationalization propelled by the MNEs was
guite entrenched, marked by tremendous movemepeapble, knowledge, goods, services, and
technology across borders. The most important mofiléschnology in international business
include electronic communication such as emaildsidaxes and virtual conferences. However,
in the early 1700s, international trade was impebgdeconomic forces that included wildly
fluctuating currency exchange rates, handwrittemespondence via an unreliable postal service,
and common supply-chain disruptions such as thedt\eandalism of passing ships. Currently,

International Business processes are easy duevémeeks in technology.

This process has effects on human well-being (tholy health and personal safety), on the
environment, on culture, and on economic developraed prosperity of societies across the

world.

Culture is a human created environment that guides people belonging to that particular
environment behave, international business hasi@nfled culture by aiding the exchange of
ideas between people and organizations, exposutéféoent religions and political systems of

different nations of the world as people interacthwone another. In the process of cultural
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exchange communication takes place through spealsign language and writing. Verbal
communication can either take place through face fdoe conversation or through
telecommunication. Telecommunication is a telephaiged exchange of information that has
been widely used for both verbal and written wag has been embraced as the simplest, easiest,
fastest and cheapest way for communicating in thst Zentury by both individuals and

organizations alike.
1.1.2 Social media and International business.

Older generations of the world weren’t able to axtrwith those around the world like people
do today. The closest they were to each other Wwasigh mail. There wasn’'t email, and there
definitely wasn't social media like Facebook andiffev. Since the beginning of the world,

people have been striving to become more conndotdltbse far away from them and through
trade routes, electronic money transfers, and ¢lotrgorations. Nowadays people everywhere

are closer than they have ever been before asilh oésdvanced telecommunication means.

Telecommunication in earlier days was confinedninbbile telephones gadgets within desk
tops in offices or homes which were seen as théwag of communication, as technological
advancements grew remarkably from"2@ntury through to Zicentury discovery of mobile
phones have made communication much easier. Inirfatte 2% century more technological
innovations has led to discovery of even more sipaited telecommunication gargets like
tablets, ipads, iphones and more sophisticatechdudnced mobile phones. As these discoveries
kept evolving, telecommunication medium technolodgpls and channels for sharing
information has been disrupted and open for trusball advancements, while effectively

changing how people interact with each other.

-



Today we no longer search for news, content aratnmédtion. Instead our friends and followers
continually push them to us on social media all ttag. Through smart phones, one can get
alert on new received message, news and prompisabher user request to chat with the other.
Social media has changed and continues to shap&aheve exchange of information, share
content and add to it as well as pass it on andudssideas. Through this interaction, it is
influencing to a very big extent how organizati@sund the world do their businesses. With
brands translated into economic value, the soemitimacy of brands is now part of business
success (Annette 2002t determines how and what media and brands convateithus

redefining how companies respond to the marketpleduding customers, stakeholders, and

influencers

Listening is never enough. Customer service anetaetions is no longer about people calling
“you” but “you” finding them wherever they are talg about you and responding to them where
they are be it on a blog, on Facebook and of cooms@&witter. For instance, Twitter is a real-

time social network and customer care definitelydke itself to it. When organizations listen,

response is always the difference that makes ftifierelice. They can make Twitter part of the
customer care itinerary and have people monitoaimgd) responding to tweets directed at you or
mentioning your company. Soon enough, you will hesgeing more traction via twitter and less

from their call centres since the former is cheafaster, and progressively the preferred choice

If for instance there’s a storm erupting via blag®ut an organization, about its products or
services, your customers will expect the orgamato respond via those same blogs, not via a
carefully-worded press release four days latethéfre’s a crisis on Twitter regarding your

product or service then you need to listen andaredpvia the same platform! Social media
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presents a great opportunity to create and shartermoin various multimedia formats that can be
consumed on multiple screens so why wouldn’t anviddal or organization want to fully

exploit this opportunity? Millions of the social dia users around the world today have
transacted businesses with different organizattbey have learnt about only in social media
around the world through the same social mediggotat (Denise, 2012) argue that 65% of
shoppers tap social media for the perfect gift. é@dygbracing and adapting the use of smart
phones and social media platforms in various aoédmisiness, the organization can gain many
advantages in terms of accessibility to a custoonesupplier in any part of the world, speed of

operations, and reduction in man power among dthegs.

Due to the ease of the internet access even gathe of the hand through mobile phones, it is
possible to conduct buying and selling transactioespective of geographical location while on
the other hand internet banking helps in the speedcution of payments and settlement of
accounts. In the current world, a website or a bagk account can be a virtual showroom,
where products can be displayed, demonstrated,saltd Such a website can also provide
various after- sales service tips and suggestiansich discussions forums, ask for customer
feedback, and educate the customer To put it jlwsttial media is a complete change in the
way we communicate, it's here to stay so whether lyave an individual or organization have
natural fear of it, they must remember your friemccustomer is already there. Worse or better
still the conversation takes place with or withtydu™ It is safe to say that companies investing
in social media to better connect with their custennow will most definitely have an
advantage over those that wait and see what happéhis social media thing since it presents a

massive opportunity.



1.1.3 Social media in Kenya

“Today unlike yesterday,” communicationcomes in the form of sharing ideas, words and news
through social media networks that allow the infation to be faster than the news media in
some cases. Social media comes in many differeapgeshand forms, while the basic concept
upon which all instances of social media rely &t tiisers can create and share content with other
users, easily and instantly. These many forms dedublogs and microblogs, forums and
message boards, social networks, wikis, virtualldgrsocial bookmarking, tagging and news,
writing communities, digital storytelling and schagoking and data, content, image and video
sharing, podcast portals, and collective intellgerAnd generally speaking, social media allows

content accessibility to all.

There are lots of well-known sites such as Facepaokedin, MySpace, Twitter, Google,
YouTube, Skype, Flickr, WordPress, Blogger, TypephiveJournal, Wikipedia, Wetpaint,
Wikidot, Second Life, Del.icio.us, Digg, Reddit, luy badoo and many others. In Kenya today
social media has totally occupied a significant patives of both individuals and organizations,
just like the rest of the worldlhe Twitter and Facebook community here in Kenyalvgays
abuzz when it comes to News, Local Programs, Tewhféences, Games, Business, Politics
among other things, and you will always find pe&pleactions to these as they happen. When
you are in the process if doing something and yaatvihonest feedback, just do a quick search

on twitter and it will be amazing how many respansemes within a short period of time.

Social networking has become integral to the lieésmany individuals and organizations

(research shows it's harder to resist than sex)zdmm in on Kenya; users of social media
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represent the most influential and economicallyea@ction of the population (Your customers,
clients, prospects, suppliers and even sponsoh®.pfoliferation of mobile phone, affordable
smart phones and notebooks in the country completelnges the when, where and how brands
connect and interact with their communities onlifkis growth of social media in business and
communication in Kenya presents a massive oppaytdar growth of international business,
but also a serious risk to your business. Howewbgether or not an organization is active doing

the right thing on social media, it is already stmmey that cannot be ignored at all.

1.2 Research problem.

A big concern with regard to social media has bédew to take it off social media” Most
business whether local or international wants tovkhow to convert their followers from social
media customers into customers in their shopst ey have to be on social media, then have
followers with whom to engage with actively andytiien can they get them to their doorstep.
The other thing that is common to all the sociabiadorums like twitter, facebook, linked-in
among others is the community aspect. People are tb give as well as to receive. You may
have a question to which | have an answer, | answend vice versa. It is about building a
community of loyal customers, followers and friemdso share their knowledge and experiences
with your products; all the organization have toidayive them a platform and facilitate the

forum discussions when you have to.

Quite a number of organizations in forums usuathegge as authorities because they identify
with their customers, answer most questions satmfity and usually in good time. It is

therefore imperative to note that there is no ah@no whether or not to do social media; the



concern is how well we do.itWe are living in a knowledge-driven era, where goae has
access to information thanks to internet and sauiadlia. The market is dominated by those,
who translate information into knowledge and use khowledge to improve productivity and
efficiency of their enterprises and organizatiolws more growth. Therefore, the research

problem is; what is the contribution of social ngeth international business in Kenya?

1.3 Research objective.

The research objective was to determine the cautioib of social media in promoting

international business in Kenyan telecommunicatictustry.

1.4 Value of the research.

The study thus will provide a body of knowledgettwél assist individuals and organizations to

formulate strategies in communications, organizastructuring, customer service as well as
strategies of growing profitability in doing botlomestic and international business. When
people like a brand or follow a company on Twittieey are connecting to the business for a
reason(s) which varies amongst various social meskas. So is a business providing a variety
of content/information when and in formats thatthflse users need it? Do they find it valuable
and reliable? Is it provided in a timely manner?d/Mave the organization given the task to be
its ‘voice’ on social media? Social media is custorservice, sales, HR, legal, research and
development PR & communications and marketing athlgined, so the organization needs
someone with the right mix of skills who understandhat it takes to shoulder the

communication of a brand on social media.



Firms need to have a professional with the righlisskexpertise and experience to ensure a
return on investment in their social media effoNtst of the social media is under corporate
communications and PR while others use it for margehowever there’s something in it for
every department in your organization on social imedou can do a customer survey, hire and
recruit talent through social media, showcase ptedand services, handle enquiries, get people
involved in your CSR activities, the sales departimeay use it for prospecting and sales. You
need a social media manager to ensure all thesatdemts benefit from social media channels
In doing this Kenyan businesses can reduce codatlgrby building a community and
facilitating it instead of increasing the capaaitfytheir customer service employees who are

based in call centres.

The study also will provide research institutionshwknowledge on further research on social
media future trends and its strategic use to cr@g@sitive impact in the economic development
in the world economies. Institutions of higher l@ag will be able to evaluate the huge impact
of social media to the society and even be abletriacture courses to include social media

studies.

CHAPTER TWO: LITERATURE REVIVEW

2.1 Introduction.

The largest world economies like America, Brita@hina, Japan and others pride themselves

today to be where they are thanks to globalizatusinesses are run real time across the globe
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from Asia to Africa and America to Britain due torogth and advancement in
telecommunications, international business prastiaed cross border interactions. When its
night in America, it's daytime in African, an Amean based company is selling its goods and
services in African market. Telecommunication hasdeneasy the information flow from one

end of the world to another and has taken Intesnatibusiness to another level.

2.2 Theoretical basis.

Social media can be defined as a social commuaortatiatform that can present opportunities
for both individuals and businesses to interacthwa very wide range of individuals.

(Haenlein, 2010) defines social media as a grouiptefnet based application that build on the
ideological and technological foundations of Web, 2nd that allow the creation and exchange
of user generated content. Social media emergesédeld to a revolution that has continued to
change the way several things are done around ohiel wbe it education, interaction, business,
and even communication. This emergence has lefinizgtions feeling a lot of pressure to find a
way to incorporate their activities and communigatio the online communities; this is basically
due to the fact that billions of the world poputatiuses social media as their main information
source tool. (Nielsen, 2009) asserts that 18% tefmet users rely on social networking sites as
their main information discovery tools and trustawkrust what their online friends say about a
particular brand or product. This is also the sargument by (Christopher, 2009) who says

“00% of users trust peer recommendations, only 14&i adverts.”

The emergence of social media has provided imp#&iusa rapid growth in business and

interaction among people of different origins; (@&fin Turban et al, 2008) argues that “entering
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the third millennium, we are experiencing one @& thost important changes to our daily lives-
the move to an internet based society.” Social melihe idea that we can be connected to all
cultures and products around the world, it proma&te&®mmerce (international business), most
organization do their trading through the interwéile it is not strange to see many individuals
have embraced internet as a way of doing their @hgp According to research, Lady Gaga,
Justin Bieber and Britney Spears have more follewan twitter than entire population of
Sweden, Israel and Greece, and over 95% of thdleevérs buy every single of their albums and
chart releases from internet. Many of these fass attend their show performances whenever
they go. It is not surprising therefore why mosttleé musicians in America are among the

richest people in the world.

It is almost unbelievable that just about four geago social networking began to make its way
into the mainstream and by 2011, it has become aytitenomenon that Mashalskled it “one

of the most powerful vehicles for change the whidg ever experienced.” Thanks to the smart
phones and tablets, it has become engrained intg life. Social media emerged as and

continues to be a cultural phenomenon (Frost andll&y, 2011). Today organizations do not

rely on print and broadcast media to relay infororatoncerning its business to its clients, but
rather rely more on social media to do so becaasmlsmedia finds customers where they are
unlike other means that the customer has to lookdget the same information. In fact, one

twitter feed can be viewed and retweeted to moam th million audiences in a matter of a

minute. These social media innovations are not ordpired by the fact that people are logging

on via mobile, but also by where and when theydaiag it. The Nielsen report highlights the
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social TV trend, where smartphone and tablet owmersmunicate via social media while

tuning into their favorite programs.

Facebook showed up specifically for college stusl@mid soon spread to everybody not just in
the United States but around the world. This ondsite revolutionized how people could
connect and share information. Facebook is a paranple of modern day globalization. It is
used to promote individuals, but also to promoteganies. According to the video “Social
Media Revolution,” “Facebook tops Google for weelhaffic in the US. This is huge
considering how global and popular the search enGioogle is. Twitter followed Facebook, but
amped up social media at the same time. Insteass@fs focusing on themselves they could
focus on spreading news and current events to fiblrvers. Twitter is all about being concise

and getting straight to the point. Twitter narrovgledvn what Facebook had started.

This correlates to globalization because as thddumecomes more globalized information is
sent faster and slimmed down the smallest or clstdpean be; Twitter did just that. The
popularity of social media is growing every day.eTimore it grows the more globalized it
becomes. “According to web measurement company Camsthe number of global Twitter
users last year surged from 1.6 million to 32 miili. This is one major jump in just one year.
People around the world are catching on and cagatrinquickly. Imagine what this means for a
bad or good customer experiences. (Boyd, 2007)earguat what makes social network sites
unique is not that they allow individuals to meetsgers, but rather that they enable users to
articulate what and make visible their social neksoSocial media helps conversation to reach
a wider audience leveraging the “long tail” con¢éfimeon, 2011) meaning conversations that

can be conveyed to different forums.
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Recent studies have shown that there was a growdbaut 30% users which accounts to about
10million internet users in Kenya between 2009-®@ahd over 4 million social media users in
Kenya. In fact for any profit making entity, advent social media accounts for over 1% of
advertising revenues in a compaPRgople are increasingly looking to their twitteddacebook
feeds to get abreast on news, follow favorite oizgion and even engage frequently with these
organizations. As a business or individual, if yave something to communicate, Twitter and
Facebook should become central to your communitaimategies. Communication is not just
one way, but it's an engagement involving sendihgnformation and receiving of response.
Actually if there is something to learn, is thattmore you engage, the better you will be

received. We have questions to ask and answerearg & part of this engagement.

2.3 Social media influence and International businss.

“News no longer breaks, it tweets” is the new tgalbocial Media is transforming the way the
world does business. Today the implications areehaigd the prizes are enormous for those
businesses & individuals who handle it right. Hoeea few organizations today can actually
show tangible results on their efforts on socialimeWhy? Most organizations jumped into the
social media bandwagon without a strategy, a butitgstistain it and a dedicated social media
team! Social media marketing eliminates the mid&emproviding brands the unique
opportunity to have a direct relationship with thaistomers. Digital marketing is a field that's
constantly evolving. With each new social platfommbile device or website redesign, a brand's

strategy for reaching new audiences while engagumgent ones changes (Ryan, 2013)
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The contribution of social media towards developtmianany economy is very significant. In
fact, Forrester research reports that the easyeambions that social computing has give us has
made a major impact on the global economys influencing the business of how and what
media and brands communicate thus redefining hompemies respond to the marketplace,
including customers, stakeholders, and influen@€haffrey, 2009) writes that “the internet and
other digital media have transformed marketing. ¢&mstomers, they give a much wider choice
of products, services and prices. For organizatmasketing these products and services, it gives
the opportunity to expand into new markets, offeewn services, apply new online

communication techniques and compete on a mord &xptang with larger businesses.

For those working with these organizations it gigpportunity to develop new skills and to use
the internet to improve the competitiveness ofdbmpany.” For sure using internet and social
media provides several opportunities and treatsafousers. According to research, 93% of
marketers use social media for business and retrmvestment of social media is that your

business will still exist in 5 years.

One of the recent experiences in use of social ana@diKenya was Kenyans for Kenyans
initiative in which the response by Kenyans was retelming and humbling. Through

Facebook and Twitter urban affluent including abregere sensitized, through mobile phones
people in the rural areas. Television, radio andtgublications just reinforced the message to
the general population. About 19 million Kenya kihgs were collected through M-Pesa on the
second day of the launch of the initiative and elts$10 million within two weeks (Julie,2012).

The use of social media in international busineghe way to go in convincing customers to buy

a product or service because the social mediafestafely used through to gaining publicity.
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Social Media has over the past few years emergedvasy powerful frontier for businesses to
meet their business objectives ranging from manketisales, public relations, branding,
reputation management, customer care, customertioredhip management, product

development, to communications.

In Kenya, the adoption of Social Media within orgaations has just begun and businesses here
like everywhere else are facing the same painfapfidn process, it is now a serious business
and Kenyan companies are already treating it Withderiousness it deserves lest they get left
behind. Many Kenyan businesses and organizatiansising social media and at the same time
more and more companies getting onto social nesydrkm government to non-government
organizations, companies, business entities allvéng to small and medium enterprises. Many
small businesses are selling their goods to so@tlork friends within the country and across
East Africa via social media and having them deédethrough courier services to the customer
location without many problem3he social web is a fast-moving, constantly chaggiatwork

of information and organizations trying to adopegh emerging technologies without a strategy
involved in attempts at futility. Most of these argzations have been caught off-guard by the
sheer number of technologies and are at loss ochvtachnologies to use, to what end, and most

importantly how best to integrate them within tlegwstructure of their organizations.

Today, social media has not only promoted bothllacal international business, it has also
created opportunities for birth of other busines3d®re is emergence of companies providing
social media services to other companies and arghons on a contractual basis; this is
especially for companies that have not designen tinganizational structures to accommodate
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social media specialist or manger. They designset@ice to for a company by focusing on
creating brand, building online communities of pegprofessionals, and business owners who
share common interest and activities or who amr@sted in exploring the interest and activities
of others. They do strategy and concept developrogntentifying content, brand messages,
communities and influencers with the greatest fda@kerfor their clients’ social media
engagement. Using this information, they createamap based on marketing materials and
goals to coordinate and execute social media magkeampaigns as a key component of the
overall search engine marketing strategy. Thesrlsmedia companies also create a wide range
of web applications for their clients through sécreedia like Facebook, manage clients social
media initiatives like campaign management, momtedia conversations around clients brands
and that of competitors which provides insight dmom these companies should be talking to,
and trains the companies’ employees and manageamehbw to effectively integrate social

media into future marketing strategies.

The contribution of social media towards internaéibbusiness in Kenya is enormous and serous
to organization competitiveness in current busiregssronment. Organizations therefore need a
social media team with defined job descriptions @wodking under a manager to plan, formulate
strategy, monitor social media, spot trends, digsata reports to various business units to guide
decision making, review tools and advice the bwssren adoption, train staff on communication
on new media and be tasked with managing brandiatpn on social media. There is need

someone who can handle blogger relations and ahiré&ep tabs on the influencers and track
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conversations on blogs, message boards and bggloalvhole social media space. That needs a

social media manager!

CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction.
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This section describes the methodology that willused in this study. The specific issues
addressed include, research design, the study amdapopulation, subjects and sampling

procedures, data collection instruments, data cidle procedures and analysis

3.2 Research design

The study adopted a descriptive study in an attemascertain whether social media contributes
to the growth of international business in Kenyas@iptive study technique was appropriate as
it involved a careful in depth study and analysis tbe contribution of social media in the
international business sector in terms of serviekvery, cost management, achievement of
objective, security and interactions among othiesas provided immense value in illuminating

the positive and negative effects of social medi@mternational business.

3.3 Population of the study.

The study involved 10 organizations across fivet@scwithin telecommunication industry
involved in international business in Kenya basedairobi. They were picked through both
stratified sampling according to the sectors: servproviders, manufacturers, consultants,
marketers and service consumers. Simple randomlisewas used to pick the two firms from

each category.

3.4 Data collection instruments/procedures used

The main research instrument used was questiosnagiree they are reliable in collecting
information about the same questions on the subjest different respondents and also in view
of the fact that the targeted respondents havé sighedules especially within a relatively short

period of time. The questionnaire had both operedrahd close ended questions so as to follow
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for further probing in view of getting in-depth pesises and structured answers. A pilot study
was also be conducted to establish the reliakaliy validity of the instruments before the actual
study, in order to determine the adequacy of tlkeenst in relation to the information the

researcher expected to obtain.

The researcher worked with either the head of salestomer service, marketing or public
relations of each company to get perfect infornrmatom the degree of exploitation of social
media towards promotion of international busingsshose organizations. This was due to the
fact that these are the departments that are Wineeblved with the use of social media in any

organization.

3.5 Data analysis methods.

Descriptive statistics was used to analyze the:dB&xcentages, graphical presentations,
frequencies and tables that describe the phenomate investigation was used. Discussions on

data analysis, interpretations followed thereof.

CHAPTER 4: DATA ANALYSIS, RESULTS AND DISCUSSIONS
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4.1 Introduction

This chapter presents the study findings and iné¢aions with respect to the objective of the

study. The study was designed with the aim of kmgwihe contributions of social media

towards international business, survey of orgammmatin Kenya. The chapter dealt with the

presentation of findings derived from responderdsnfthe sampled firms. The information was

obtained through the use of questionnaires, whicliged the primary data. Having received

data from various respondents, the responses Weredoded to facilitate easy analysis. The

findings were then presented in form of tables grraghhs.

4.2 Data Analysis and Presentation

Quantitative analysis refers to a scientific metloddnvestigation based on numeric; data is

represented in form of numbers and categories, evtadrles and graphs are also used.

4.2.1 Response rate

Table 1.1 Response Rate

Category Questionnaires | Questionnaires | Response
given returned percentage
Corporate section Staff 6 6 60%
Social Media Section staff 4 4 40%
TOTAL 50 50 100

Source: Author (2013)

The study targeted a population of 10 responddriis. response rate in the duration of data

collection was a total of all the intended respantsleln other words 100% was the percentage
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response rate, which was enough and adequate tanwvagliable information. This is illustrated

in table 4.1 above.

4.2.2 Social Media Use by Companies

Although many companies are grappling with theingalf social media in conducting their
businesses, not all companies have embraced itsSosee are still planning to adopt its use in
business. In this case the respondents were askethev their respective organizations have

adopted the use of social.

Figure 1.1 Usage of social media

is the company using socia media

isthe
company
using
s0Ccia
media
dyes

o

Out of the 10 firms under the study only one fitmattdoes not use social media representing a

percentage of 10%. All the other firms use sociaetia representing 90% percentage.
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4.2.3 Social Media Accounts used

There are different social media platforms thater@ilable for adoption. However each
organization adopts only what they think is moilevant to them. Respondents were asked to

indicate the ones that are exploited by their ogions

Figure 1.2 Social media Accounts Used by the Firms

which social medias do you use

which social
medias co
you use

none of the

N above
twitter and

facebook
likedin,

[ twitter and
facebook
skype anc

= tacebook

[0 all the abave

The majority of the respondents showed that theytwgter and facebook. 20% of the firms use
Linkedin, facebook and twitter, 10% of the respartdaise skype and facebook while 20% use
facebook, skype, twitter, linkedin and other sogoatia accounts. Only 10% showed that they

don’t use any of the social media accounts, meathiaigthey don’t use social media at all

Figure 1.3 Designated person for social Media
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Designated person
percentage

ENO

60% of the respondents showed that they have ddsigrcertain staff members to handle the
social media accounts only. 40% don’t have socediinstaff but rather the accounts are either

handled through the corporate section or they duawve at all.

4.2.4 Achievement of Objectives through Social Medi

Table 1.2 objectives achieved through social media

what percentage would you allocate to the companybgectives

achieved through the social media

Frequency Percent Valid Percent Cumulative

Percent

Valid none of these 1 10.0 10.0 10.0
below 50% 3 30.0 30.0 40.0
51-60 % 5 50.0 50.0 90.0
61-70 % 1 10.0 10.0 100.0
Toal 10 100.0 100.0

50% of the firms indicated that they have been &bkchieve between 51-60% of their
objectives through social media. 30% of the firmdicated that their objectives have been met
below 50% while 10% said that their objectives hiagen met within a range of 61-70%. Only
10% did not achieve any objective through sociadliae
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4.2.5 Invention and Innovation through Social Media

Figure 1.4 New products developed through social rdea

has the company

L introduced new

productsisenices

due to the use of
social media

W nul applicables
yes

Count

4=

yes nao

is the company using socia media

All the firms that use social media show that thye able to develop new products after using

social media. Probably through suggestions durusgomer interactions. 90% indicated they

were able to innovate and invent new products amdces.

4.2.6 Customer responses versus companies’ updates

Figure 1.5 Customer response versus companies updat
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how often do the customers direct their concerns in the
social media

I I I I
hourly in an interval of in an interval of 24 monthly
twelve hours hours

how often are updates made in the social medias

Six out of ten respondents indicated that theitausrs raise concerns very frequently while the
companies respond to them mostly within an inteofa24 hours, 12 hours and hourly in that

order. They also indicated that they update orr $wgial media accounts frequently.
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4.2.7TEffectiveness of Social Media to Achievement get targets

Table 1.3 Effectiveness of social media in achiegrset targets

The social media is effective in achieving the s&trgets.

Percent Valid Percent Cumulative

Frequency Percent
Valid not applicable 1 10.0 10.0 10.0
agree 1 10.0 10.0 20.0
strongly agree 8 80.0 80.0 100.0
Total 10 100.0 100.0

From the research, 80% of the respondents straggyhed that social media is a powerful tool in
achieving the set targets, 10% strongly agreedentl% did not respond since they were not

using social media in their organization.

4.2.8 Response to concerns.

Table 1.4 Response to concerns
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How does the organization respond to the concerngised in the social

media?
Frequency Percent Valid Percent Cumulative
Percent
Valid none of the above 1 10.0 10.0 10.0
through television 1 10.0 10.0 20.0
through the radio 1 10.0 10.0 30.0

through the social
7 70.0 70.0 100.0
media

Total 10 100.0 100.0

From the respondents, 70% said they respond taignesand comments posted on their social
media page or mentions in the social media onlgutin the same channel of social media 10%
of them use both television and social media tpard to concerns raised by their customers,
10% through radio. 10% did not respond.

It therefore clear from the above response thataboeedia is the most effective channel of

interaction between organizations and clients;cibrecerns that are raised through social media
are mostly responded to through the same socialamn@dher few concerns that might need a
general treatment are addressed through other elsanh communications like television and

radio as revealed by study.

4.2 .9 Effectiveness of social media
Table 1.5 Effectiveness of social media
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Frequency Percent  Valid Percent Cumulative

Percent
Valid Very Effective 7 70.0 70.0 70.0
Effective 2 20.0 20.0 90.0
Not effective 1 10.0 10.0 100.0
Total 10 100.0 100.0

70% of the respondents indicated that after usimgamedia, they have seen the use of social
media being very effective in their organizatiod8% indicated that they have been effective

and 10% indicated that it has not been effective.

4.2.10 Social Media and Customer service

Table 1.6 Social media in serving customers

Social media helps in serving customers better

Frequency Percent Valid Percent Cumulative

Percent
Valid none of these 1 10.0 10.0 10.0
neutral 2 10.0 10.0 20.0
agree 3 20.0 20.0 40.0
strongly agree 4 60.0 60.0 100.0

Total 10 100.0 100.0
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Majority of the firms strongly agreed that sociatdia helps in serving customers better, 20%
just agreed, 10% were neutral and 10% did not respbhis shows that social media is a strong

tool to customer service.

4.2.11 Challenges on the use of social media.

Only 10% of the organization indicated that chajkeof high cost to maintain the social media.
10% whose organization did not use the social mgldidorm indicated that the challenge is as a
result of lack of commitment by the organizatiorsotial media use and fear of negative effects
of social media. 10% sited lack of tools for moriitg while the remaining 70% indicated that

they face no challenge in the use of social melditigrm.

4.3 Discussion of the findings

The study has provided a true picture of the wayhich social media (web platforms) is
increasingly being used as the main communicattcategjies. In fact, the study has given a
strong signal that it is the next frontier as facammunication strategies is concerned across the
world. The effectiveness and efficiency of companie carrying out their operations has
tremendously improved due to the adoption of the oithe social media. From the study,
operations, marketing, finance and human resoune@lathe areas in an organization that rely
on social media in decision making since it prosifiest-hand information which is very crucial.

In doing international business, location has bexdess important when using technology. If
this characteristic is coupled with the portabildf wireless technology and computer-based
applications, it can potentially be used almostvemre, making social media technology an

increasingly integrated part of firms everyday $iv@his was very evident in the study as all
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majority of the respondent actually ascertained tinair organizations have embraced the use of
social media. Such developments on the other hisadcantribute to widening the gap between
technology users and the technologically excludeath within and between international
business arena. This probably increases the needlrfost all the organizations involved in
international business within the telecommunicatiodustry to adopt the full use of social

media.

The adoption of social media technology regardiogpnmunication is a linchpin of international

business. The ability to instantaneously commueicath a manager in another country, for
example, allows companies to expand regionally emdn overseas. In fact some of the
respondents explained that ease of communicatiarvéy key factor in achieving set objectives
of growth and expansion; most of the organizatioiscated that social media has immensely
propelled the firms to achieve certain set objegito about 60%. Though multinational

companies existed before the Internet and socialianghe ease of communication allows
companies to outsource their operations with greassurance: the public relation service

providing firms actually ascertained this fact.

The extent to which social media innovation contids to lower cost of production in
international business is great. Technology alla@spanies to produce products for less
money; video monitoring of factory and working cdiahs, inexpensive conference calls to
consultants working in different countriegduction in man poweand cheap long-distance
phone calls are just a few of the ways social me€ed@nology has facilitated international

business trade and operations within telecommupitandustry while aiding the reduction in
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the cost. This was explanations from most the cnste who responded. Furthermore,
companies have a wider selection of different dogiadia platforms from which to choose

which lowers the cost as well.

The integration of social media and internet hawidled a very effective platform for electronic
marketing or e-marketing. E-marketing means usiggal technologies to help sell your goods
or services. This is different from a conventiomerket place, where sellers display their goods
and buyers can touch and feel the goods and bavgtinsellers. Social media page can be a
virtual showroom, where products can be displayBnonstrated, and sold it also provides
various after- sales service tips and suggestiaosich discussions forums, ask for customer
feedback, and educate the customer. Social mediaffective in handling companies’
businesses. If a modern competitive enterprisesseelold an edge over the market. Social
media helps provide this competitive advantageutino its various applications tools. By
adapting these tools in various areas of busirieesprganization can gain many advantages in
terms of accessibility to a customer or supplieany part of the world and speed of operations.
Over 70% of the respondents said that social median effective tool in handling firms
operations and in customer service. This is vergsibe due to the fact that as customers and
other stakeholder raise their issues through souedia, a firm uses the same platform to
provide explanation and answers immediately andethgagement is real time. Majority of
respondents said they respond to social media ghrgocial media because it is like a face to

face engagement even though the customer and thgacy are not together.

32



CHAPTER 5: SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

The final chapter of the research represents a suynand answers to research questions or
research finding from the previous chapter, conchss recommendations and suggestions for
further research. The study was carried out wighaim of finding out the extent to which social
media influences international business. Speclfic#tie researcher wanted to establish whether
the use of social media helps achieve businessestivies, serve their customers better and

respond to issues raised in international business.

To facilitate the study, a research questionnaies iormulated and hand delivered to the
corporate staff of sampled firms. Tables with fregeies and percentages were used to analyze

the data while graphical representation summaitizegame.

5.2 Summary of the findings

From the ten firms examined through the questioesathe responses have revealed that social
is widely used within the telecommunication indygtrst like many other sectors to conduct
their businesses in the international arena. Itgrased to be very effective in handling varied
organizational issues and increases firms’ efficyem resource allocation and use. From the
data provided, social media has a great impachenmay international businesses are run and
has shown that most of the firms that use socialianare able to meet their set objectives to a
degree of between 61%-70%; the objectives of armgargration is contributed by all the

departments of management within that organizatgotial media impact cuts across all these
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departments ranging from human resource, finaneeketing, operations and others.

5.3 Conclusion

The study findings shed adequate light to draw mepmclusions based on the summary of the
findings. Most of the organizations that particgpat international business have embraced the
use of social media as a strategic too in condgdtireir businesses in order to remain relevant in
the wake of social media reality. The study has fled to the conclusion that due to the fact that
social media is part and parcel of businessesdtimmensely contributed to the development of
international business.

5.4 Limitations of the study

In carrying out a research survey, it is commontli@ researcher to encounter some limitations
that could be related of resources required to ywedperfect explanations of the research
objectives. This research was no exception andfacesl with some limitations: limited time as
the data collection took more time than initialstisnated due to nature of the respondents. Most
of them had busy work schedules. Although the nedpots turn-out was 100%, it was also
evident in certain instances; some organizationge wery skeptical and reluctant in allowing
their staffs to respond to the questionnaire ag the not want to reveal the organization’s data

and information for research purposes

5.5 Recommendations
From this study, several facts are clear, thatube of social media is very important to the
development of international business by the omgins in Kenya. The researcher has several

recommendations to make, in order to ensure effenéiss and efficiency in interaction with
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both external and internal environment through wa$esocial media in the international

businesses.

Social media is not a fuss, it's a reality. It titerally changed the way of doing business in the
Kenya and in the rest of the world. Its effectivemand efficiency in terms customer interaction,
innovation, communication, cost reduction, objessivachievement, public relation, research,
sales and marketing among other things is evidegmndgat. Businesses should continue to exploit
this new opportunity and for those not yet stadieduld embrace and adopt the use social media.
Therefore all firms that engage in internationakihass should maintain accounts such as

facebook, twitter and linked-in where most peopke a

In communication, business trends are so dynan@ocd it is up-to the firms to adjust their
ability to cope with these trends and adopt theais®cial media as one of their main strategies

to remain competitive.

5.6 Suggestions for further research

Further research should be carried out on to @skabbntribution of social medial specifically
to customer service for international clients. Tisidoecause most researchers dwell on the
general effects of social media on the market stargtomer service and market research. A
lot of research should be carried out on the adopéind use of social media by specific
departments within an organization, in so doingilk greatly assist firms in policy making

and practices within the entire organization
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UNIVERSITY INTRODUCTION LETTER

APPENDIX I:
UNIVERSITY OF NAIROBI
=CHOOL OF BUSIMNESS
MBA PROGRAMME

= = =

Telephonp: 0202050 &3 PLO. Hon 300197
Tedegrnm =: “Varsity", Malrobi Mhairobd, Kenya
Tehex: 2R3 Varsity

DATE 261 fuG, 2012

TO WHOM IT MAY CONCERN

is @ bona fide continuing studant in the Master of Business Administration {MBA)} degree
program in this University,

He/she Is required to submit as part of his/her coursework assessment a research project
report on a management problem. We would (ke the students to do their projects on real
problems affecting firms in Kenya, We would, therefore, appreciate Your assistance to
enable him/her collect data in your organization.

The results of the report will be used solahy for academic plrposss and - LUy OF oS Saisie
will be availed to the interviewsd organizations on request,

Thank you.

MBA ADMINISTRATOR —

SCHOOL OF BUSINESS
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APPENDIX 1I: LETTER TO THE RESPONDENT

UNIVERSITY OF NAIROBI,

SCHOOL OF BUSINESS,

DEPARTMENT OF BUSINESS ADMINISTRATION,

P.O. Box 30197,

NAIROBI.

To the Respondent,

RE: REQUEST TO CONDUCT A STUDY.

| am a post graduate student pursuing a mastegiedan Business administration from the School
of Business-University of Nairobi. | am currentlgr@lucting a research on the topic “A survey on

the contribution of social media to internationasimess in Kenya”,

The findings of this study are expected to contalio the body of knowledge on this topic.

You have been selected as one of the respondettiis istudy. | kindly request you to fully complete
the questionnaire attached as accurately as pesdibe information provided will be used strictly

for academic purposes only and will be treated withost confidentiality.

Your response will be highly appreciated.

Thank you.

Yours sincerely,

Kennedy OchiengOuke
40



APPENDIX I11: QUESTIONNAIRE

This questionnaire is intended to gather generfdramation for a research which seeks to
establish the contribution of social media on peni@nce, operations and effectiveness in

conducting international business in Kenya. Kingigpond to all the questions.

Q1. Currently, is the company using social media?

Q2. If yes, which one(s)?

Q3. Does the company have a designated positi@nsop that handles social media issues?

Yes( ) No( )

Q4. How frequent does the company use social mi@ddoing international business? (Tick

appropriately)

Several times a day

Once daily

2-3 times per week

Weekly

Monthly
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Q5.What are some of the frequent use of social anedyour organization? (1-never, 2-rare, 3-

frequent, 4-very frequent)

Customer service

Public relations

Marketing and selling

Interaction

Q6. Social media is very effective in handling #t®ve issues, do you agree?

Strongly agree

Agree

Neither agree nor disagree

| don't agree

Q7. How frequent does the clients of the orgamiratirect questions, mentions and concerns
through social media?

Very frequent

Frequently

Less frequent

Never
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Q8. How does the organization responds to the mesticomments and questions directed

through the social media.

Through television

Through radio stations

Through social media

Never respond to social media

Others, Specify

Q9.To what extent in terms of percentages didhasompany achieved its objectives in the use

of social media?

Below 50%

50%-60%

60%-70%

80%-90%

90%-100%

Q10.What are the major challenges encountereceingk of social media by the organization?

i.  lack of comittment by the company in socila media [

ii.  Lack of designated personel to handle social media

iii. Cost

iv.  Fear of the negative effects of social media.
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Q11. The company mitigates Challenges.
Yes( ) No( )
Q12.Has the organization introduced a new proderstice due to the use of social media?

Yes( ) No( )

Q13 .Using the likert scale of 1 to 5 as followkgse indicate whether you agree or disagree

with the following statements with respect to sboiadia.
Statements ...1.Strongly agree 2.Agree 3.Neutralsadpee 5.Strongly disagree

Social media in the organization. - fra

I.  Helps in serving customers better.

iii. Leads to lower cost of customer service

iv.  Improves efficiency of business operations

v.  Support product development and

Modification.

Q14. The following are some of the negative effeittat come with social media in an

organization; tick appropriately if your companyshexperienced any of the effects.
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1. High system maintenance Cost

2. Layoffs as fewer employees are needed.

3. Disruption of customer service.

4. Bad reputation

5. None of the above

Q15. If you organization was not using social meavauld you recommend/suggest it the

management?

Yes( ) No( )

16. In your own analysis, how would you rate théeafveness of social media towards

performance of certain operations?

Very effective

Effective

Not sure

Not effective

Q17. What is your opinion of social media towardgg international business

THANK YOU.
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APPENDIX IV: LIST OF RESPONDENTS

Nation Media Group

Gina Din corporations international

Airtel Kenya

Safaricom Limited

Samsung Kenya

Nokia Kenya

Kenya Civil Aviation Authority

Kenya Airports Authority

Bonfire Adventures International

Kenya Tourist Board
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