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ABSTRACT

Previous research reveals an increase in the ube gbcial media in business, but not much
has been done, from the customer’s perspectiveh@rsuccess of the use of these social
networks in customer relations. This research aiatezktablishing whether the use of social
media (Facebook and Twitter) by Safaricom has lef@active in the management of its
relationship with the customer when compared to ¢beventional means of managing
customer relations. Success in the use of the lsmadia customer relations was examined
from a client perspective through their own attgsicand opinions related to the response
time to their communications. The findings from #stady will be useful in informing the
organizations and others in the service industrytten impact of their use of the social
customer relations strategy. The theoretical fraorkwhat was used in the research is the
Uses and Gratifications Theory. The researcher wsedixed method research design
collecting both quantitative and qualitative dauantitative data were collected using
guestionnaires which were distributed to 200 pigaicts, purposively sampled from the
population of Nairobi. Qualitative data were cotet from a virtual ethnography where the
researcher engaged in a study through the Intéorfetd out the response time and opinions
of the users on the Internet. A sample of 20 usas selected from the Internet using
purposive sampling, for the virtual ethnographiedst The data from the two methods was
analyzed, using descriptive statistics for quatiita data and content analysis of the
gualitative data. Findings from the analysis ledh® conclusion that the use of social media
in customer relations was more effective as itreasiced response time, compared to use of
conventional models such as telephone communicatidee the traditional 100 line. The
researcher therefore, recommends that businessnipatjans use the social media
applications to communicate with their consumers dhould seek to reduce the response
time.
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CHAPTER ONE

INTRODUCTION TO THE STUDY

1.1 Background of the Study
The main aim of this study was to find out how efifee social media is in customer
relationship management as compared to the comvettiace-to-face customer relationship

management model.

Social media networks are the technologies whiehused in turning communication into
interactive discussions between individuals, comitresras well as organizations. These
social networks either take the form of web-basednobile-based networks. Kaplan and
Haenlein (2010: 59) defines social media as “a gmiunternet-based applications that build
on the ideological and technological foundation$\t#b 2.0, and that allow the creation and
exchange of user-generated content.” This mearnssib@al media networks are social
applications which are utilized in mediating comneation between individuals and groups.
Social networks provide various services such asop@l unique space, and enable the users
to develop blogs, photos and video sharing, andivatoig group interactions through

applications like instance messaging and chat rqétesirichs, Lim & Lim, 2011).

Social media has become a major force in consurature and has as a result been
exploited by some of the global leading businessetheir new arena for customer relations.
Various companies are using social media as thensnéa strengthening their customer
relations. Their customers are able to connect leane conversations with the customer

relationship representatives in the organizatidbevelopment of the social media has



attracted many people to its use, and has led rbasynesses and other organizations to
adopt the trend as a means of taking advantageegfresence of their clients online. Many
organizations, both in the public and the privatetar; have developed a presence in the
social media, such as Twitter and Facebook (PepfeRogers, 2011). More and more
companies are becoming present and available oal snedia 24/7, allowing the customers
to communicate with them round the clock. Custosewice via social media is no longer
being seen by the organizations as a luxury, bua asajor component of any customer

service strategy adopted by the organization.

1.2 Statement of the Problem

The trends in social media in the modern-day casumemed up in only one single word:
ConvergenceSince the emergence of the social media, prawéts as well as the industry
itself has tried to define and redefined the cohcapmd it is apparent that almost all forms of
communication have assumed this aspect: becomingialsoAt the same time,
communications, sales, and customer service haplgc with its utilization, measurement
its mastery, conducting business and generally mgriround it. Thus, it is not a surprise
that the social media sector can be said to havererged (Lund, 2012). It is this

convergence that companies are taking advantage of.

The use of the social media in organizations fatous purposes such as marketing is an
area attracting a lot of interest in research arattiwe. A study carried out by Universal
McCann (2009), Social Media Research Wave 4, redetilat the social media is a global
phenomenon present in all markets. The study redeah astonishing growth in all kinds of
social media applications, with customers gainirsrang presence in sites such as Facebook

and Twitter among others. The shift of the cust@mieom the conventional means of



communication, such a face-to-face and even telephbonversations, to the use of the social
media, have revealed the need for companies to ddkantage of these applications in
managing their customer relations. Social media Ib@sn used as the avenue for the

companies to keep in touch with their customera, aad potential.

However, regardless of the increase in the use@ékmedia by business organizations, the
effectiveness of the move into management of custaelations is a new area of research.
This has led to an interest in research on thigctophis research investigated the

effectiveness of the move to the social media byiganies in addressing the needs of their
customers (customer relations). This research Sséaricom as a case study, in its move to
the twitter and Facebook as a means of directgrawting with the section of its clientele

that is present in the social media. The impactustomer relations in the use of the social

media by this organization is the focus of thisigtu

1.3 Purpose of the Study

While there is an increase in the number of comgmanising the social media to
communicate with the customers, there is no museareh done in establishing whether the
companies are achieving their objectives (by bemgre effective in their customer
relationship management). This research theresangght to establish whether the use of the
social media has an impact on the need to achietterlcommunications with the customers
and improving customer satisfaction. The main psepof this study was to determine
whether the use of social media (Facebook and @&wyikty Safaricom has been better in the
management of its relationship with the customengwcompared to conventional means
such as telephone. The effectiveness in the uskeo$ocial media customer relations was

examined from a client perspective.



1.4 Significance of the Study

Companies are more and more investing in the sowdlia as the means of reaching more of
their clients directly, with the aim of enhancingstomer relations. This is slowly changing
the conventional business model where the clieaisth visit or call for any assistance. This
is perceived as an effective means of enhancingraamcations and improving customer
satisfaction. This is a huge investment for mosthesSe companies and organizations. This
research therefore sought to establish whetheintiestment is worthwhile. The findings
from the research will be beneficial to the compangevelopment of its customer relations
strategies. The findings will also be applicabl®tioer organizations that are using the social

media in the management of customer relations #metothat are considering this strategy.

1.5 Objective of the Study

General Objective:

The main objective of this study is to find out heacial media (Facebook and Twitter) are

being used in customer relationship managementdny&n Companies

Specific Objectives:

I. To study the social media habits of Kenyans

il. To find out the impact of the social media on caoneu attitudes towards
organizations and their services

iii. To establish how the response time has improvezk gime introduction of social
media in customer relations in comparison to cotigaal customer relations

models such a telephone



V. To establish how the companies can improve th&rafishe social media to

enhance their relationship with the customers

1.6 Resear ch Questions

The questions that this study seeks to answer are:

I. How are the social media (Facebook and Twitter)ndpeilsed in customer
relationship management by Kenyan Companies?

il. What are the social networking habits of Kenyans?

iii. What is the impact of the social media on consuraditudes towards
organizations and their services?

V. How has, the response time has improved sincentrmuction of social media in
customer relations in comparison to conventionatamer relations models such
a telephone?

V. How can the companies improve their use of theatauedia to enhance their

relationship with their customers?

1.7 Scope of the Study

This study covers the use of social media (spetificFacebook and Twitter) in the
management of customer relationship by Safaricddustomer Relationship Management
(CRM) includes the area of communications with thestomer and the provision of
feedback. The people surveyed are the users cddtial media in Nairobi. The study was
limited to the use of Facebook and Twitter as they the most common sites used by the

organization, as well as the most famous among &eypcial media users.



1.8 Theoretical Framework

By understanding the Uses and Gratifications Theorganizations can easily understand
the needs of the customers and implement effegtans of fulfilling them. With the rapid
growth of the social media, this theory is applieatp the utilization of social media in
promoting the use of goods and services. The the@y developed during the 1940s, by
communication experts in studying the radio as wadl the success of mass media
communications (Chung & Austria, 2010). The Uses @natifications Theory emphasize on
the relationship between the audience (which iv@ctnd its utilization of the media. The
guestion it seeks to ask is why do users utilizees&inds of media and how do they benefit
from its use. While the Uses and Gratifications drigevas developed in studying the radio,
it can be accurately used in understanding theotisecial media. It took the radio up to 38
years to reach 50 million users, but it took Fao#bonly nine to reach about 100 million
users (Qualman 2009). Currently, more and morenizgtions have taken this advantage in

targeting their users (see the figure below).

Uses & Gratifications
Social Media Model

The theory is based on three main assumptions wdrehbased on three objects and they

include: to offer an explanation for how people usgss media in gratifying their needs; to



find out the basic motivations for the individuaistheir mass media usage; and to find out
the consequences (both positive and negative)ddfidual media usage. With the use of the
three objectives, the theory holds the assumpthanh the audience uses particular media in
order to achieve a particular goal (which is grediion). The needs can be cognitive,
including information and knowledge; affective, whiincludes aesthetic and emotional
experiences; personal integrative that allows &b-isnprovement or to enhance confidence;
social integrative, which include improving intetiaos with others via networks; and

tension release as well as reality diversion (Chti#gustria, 2010).

The theory also reveals that there is the freedbahaice within the audience of the medium
that they will use, which is determined by theirgmnal needs. The level of freedom is what
is referred to as activeness. This identificatiais become very important to those involved
in public relations and customer relations. Theotiies an important tool for understanding
audience. The reason the audience will use the anedieither for entertainment or
information. By understanding the theory, it is §ibke to understand why and how the
audience uses social media. It is also possibleuriderstand how organizations can
effectively engage with the audience (Sundar & Lemgs, 2013). The customer relationship
management is already using the social media, Hmutttieory can be used in determining
whether or not they are satisfying the needs ofctiomers. Given that the users already
know what they want, the theory is applicable itedmining whether these needs are being

met, and in a way that satisfies the customers.



CHAPTER TWO

LITERATURE REVIEW

2.1 Social Networking

Social networking has emerged as one of the mosteisting topics in communication. The
social networking sites are providing importantorgses for sharing information, photos,
videos and blogging (Luo & Zhang, 2013). The sqgcieas continued to experience and
witness heated debates, hype, theorizing and bgogmiound the role played by the social
media in the modern age. Kaplan & Haenlein (20I&)tpthat the social media applications
enable the users to create and share user-geneoatmhts, and they have been linked with
diverse positive and negative developments in $pciehe social media applications are

designed in such a manner that they offer a meansebple to connect or communicate.

According to Kaplan & Haenlein (2010) in the lagbtdecades or so, social networking was
new and different. This is because it was stillewaedoping and uncertain phenomenon in
society. Nonetheless, within the last few years,fle of social networking has come to be
more exceptional, with its usage increasing. NiglNetRatings have suggested that the
social networking sites make up five out of the f@stest growing Web brands in the world.

These sites have played an important role and ecemhing an important part of the lives of

many, especially teenagers and young adults. Seetalorking sites like Facebook, Twitter,

MySpace, YouTube, and Flickr come in diverse foans types. The user-generated sites
which offer the means for connecting or communigatan either be business-related or for
social purposes. People are able to join the aitdsconnect with ease via online registration

or via an existing offline connection.



According to Peppers & Rogers (2011), various waysst through which the social

networks engage the users by enabling them to ecrdwdtir desired content. They are
providing the users with a high level of freedonthe manner in which they engage with the
sites as well as how they communicate and intevahtone another. The information shared
tends to be what the user desired due to the dapabigenerate content. Kane et al (2014)

elucidates that the information tends to be extignaegeted.

Kane, et al (2014) posits that users join the $o®avorking sites for diverse reasons. In a
research carried out by the authors some peoplénaieese sites for the sole purpose of
connecting with their friends, others to make neenids, and others to reconnect with past
friends. There are those who have a presence d@blbdo follow up on events. Other reasons
why users join the sires include a sense of adgsmciaand belonging, in search for

information, self-identity, achievement of certaibjectives, ideas of accepted behavior and
values. While using these sites, various other :iem@@ met, such as getting important

information and news and getting updates on evantsng others.

2.2 Social Mediain Business

During the initial years in the development of sbenedia applications, it was only viewed
as a means for communicating for social purposepgés & Rogers, 2011). In the world of
business, it was viewed as an accessory of sonek &ikind of marketing that was just for
experts. While the assumption remains in some akhssiness, the tools have come to be
accepted in the modern business world as a magketol, and for conducting other business
operations all over the world. This means thatsino longer a new phenomenon in the

business world. It is increasingly becoming a pathe way marketing is carried out today.



Edosomwan, et al (2011) suggests an increase insthef the social media as a marketing
tool, bringing in a new face in e-marketing. Buss®es are using the social media
increasingly as a means of reading their consuaragheir target markets. Research carried
out in the last two decades has shown an incraaser@st in the use of the social media by
business globally (Luo & Zhang, 2013; Scott, Me&dBolton, 2013). The use of the social
media has played an important role in marketing athertising. Advertisers are the main
users of social media in organizations in marketimgir brands to the real and potential

users.

According to Kaltcheva, et al (2014) from the pooftview of players in the world of
business, it is has become important to see thelsoedia as an evolution instead of a
revolution. However, in the research done by Omdtes-Singer & Zalmanson (2013) is
might be misleading to suggest that every personsiag the social media in gaining
advantages in business. While some in the socigianmight believe that all persons in
business are using the social media, this is varyrém the truth. Edosomwan, et al (2011)
suggests that it is individuals who use the samiatia but not businesses. This unfortunate
for the businesses that have not adopted the tesndaltcheva, et al (2014) puts it not using
the social media is the similar to not using célbpes, cars or electricity in the 21st century

business world.

Regardless of the conventional means of markeik®y advertising, referrals and public
relations remaining important in the modern busnesrld, social media networks have
become very critical fabric in marketing. Edosomwanh al (2011) argues that businesses
considering these tools at the strategic level ianthaking business decisions are bound to

benefit. The authors add that rather than askingtiedr the organization should use the tools,

10



they should be considering how these tools can tbeed in achieving the marketing

objectives of the business. Looking at the stastf the users of the social media, it
becomes evident that businesses can gain a lot tiony them. Various studies have been
carried out looking at the numbers of individuatsng the social media sites. The findings
are overwhelming as they show a skyrocketing irewaa the users of these sites. A study
carried out by the online competitive intelligersm¥vice Compete.com, showed that the top
three social sites (Facebook, Twitter, and Linkgdiad more than 2.5 billion visits in

September 2009 only. Twitter grew by more than 6009009, while Facebook grew by

210% and LinkedIn by 85%. As a matter of fact,acEbook was a country, it was revealed
in the study that it would be the fourth largesermnationally (Edosomwan, et al 2011). This
means that any business would benefit from usiegédlsites to target and interact with their

customers.

2.3 Customer Relations Management (CRM)

CRM refers to a model for managing interactionsaafompany with its real and potential
customers. Kaltcheva, et al (2014) posits that CBMails the use of technology in
organizing, automating, and synchronizing salegketeg, technical support, and customer
service. It is often seen as a business strategghwhakes it possible for a business to:
understand its customer; retain the current custowia better customer experience; attract

and win new customers; lower customer managemesté end increase profitably.

CRM is defined by Reynolds (2002) as the way a aampfinds, gets and maintains its

customers. The author borrows this definition frima Gartner Group, which suggests that
CRM is a management function or discipline whicleassitates that a business recognizes
and nurture relationships with real and potentistomers. It is a process used in collecting

11



information about real and potential customers ndigg their needs. Kotler et al (2005)
define it as consisting of software as well as wiall tools for integrating customer
information from various sources, analyzing it iepth and applying the results to building

stronger customer relations.

During this current era of technological convergenmompanies are more and more using
information and communication technology (ICT) inrganizing, automating and
synchronizing business processes, basically custearegice, sales and marketing activities.
According to Kaltcheva, et al (2014) the generajectives are finding, attracting, and
winning new customers, nurturing and retainingadhstomers that the company already has,
enticing back to the company former customers, raddcing the costs of customer service

and marketing.

Practically speaking, a lot of people view CRM asmpy a technology for enhancing
customer service, a perception that might causeréain its implementation, according to
Kaltcheva, et al (2014). Thus, the author suggésiisit is important for the CRM initiatives
to be viewed as a strategy for momentous improvémeoustomer services by improving
loyalty, satisfaction, as well as advocacy via ITTus, issues concerning people like culture
transformation, customer behavior, personal ageramsvell as new interactions between
persons and groups should be part of the CRM inéia. It is important, as argued by Luo &
Zhang (2013) for companies to understand the belaand expectations of the clients that
continue to transform over time. As a result, CRMwd be able to take into consideration
the dynamic nature of the needs of the customedstherefore implement adjustments

strategies integrated in CRM.
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It is from this perspective that Greenberg (200dfirkd CRM as a business strategy and
philosophy, which is facilitated by technology amdystem that is designed with the aim of
improving human interactions in business settihigsefers to the operational, transactional
strategy or approach to customer managementfdtised around customer-facing divisions

or departments, sales, marketing as well as custeeneice.

CRM initiatives, earlier, was the process of cidtahange, modification, technology as well
as automation via utilization of data in supportowgtomer management such that it would
achieve the business value of organizational obgxtlike increase in revenue (income),
increase in selling time, higher margins, campafjactiveness, as well as reduction in call
gueuing time. Nowadays, CRM is designed with thea af engaging customers in a
conversation that is collaborative so as to offetually beneficial value in a transparent and
trusted business environment. Scott, Mende & Bo{&f)13) argue that when the strategy is
developed and implemented into a proper planningigls as a good choice of supporting

technology, the model is anticipated to have thgabdity to manage the relationships.

While the development of CRM can be argued to hatt@ned maturity, many challenges
have encountered its adoption in many organizati@esause of the complexity of the
nature of business in organizations and their djpgr@nvironment, there are various issues
in the provision of services that should be pub inbnsideration. The service industry is
experiencing a paradigm shift from industrial agedel to an information age model. This
change is shaping various systems within the serséctor (Scott, Mende & Bolton, 2013).
It is also changing the organization-client relasbip. For example, the development of the
World Wide Web has changed the manner in which plblic is engaging with
organizations’ information. Many of the clients Magree that they are largely depending on
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the Internet in their search for information onvsses and products offered by an
organization. There is an increase in the numbéh@fpeople who are using the Internet in

this manner (Scott, Mende & Bolton, 2013).

Information communication technology, accordingSoott, Mende & Bolton (2013) has
created an environment in which the customers aptoeng business records and other
sources of information at anytime and anywheres THas brought about the need to align
CRM strategy to the mission and objectives of thgapization so as to achieve sustainable
performance of the objectives as well as achiedecefe customer relationships. The
organization should adopt the perspective of thstatmer and put efforts towards
development of an integrated plan containing theciigc objectives of the organization.
These strategies should be developed in such aenahat they offer benefits to the
organizations and the customers; greater involvéman the customers in service
development; shorter cycle times; and reduced ¢iparaosts through designing of business

process eliminating work that does not add valubéocustomers.

Within the service sector, relationship between dnganization and the customers vary
depending on the diverse levels of complexity. Hesve in the operating environment,
organizations are being challenged to get poterustomers, retain them, and extend
various services into the future. To be able toigate the modern complex working
environment, it is important for organizations tevdlop close and effective relationships
with their clients to provide convenience of seegcand offer transparency in services,
achievable via information sharing. Oestreicheg8m& Zalmanson (2013 have identified
the need for the organizations to re-engineer theginess strategies to adopt their CRM

strategy and tool in order to get potential custeameoming for the service, and the
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prevailing CRM which has been developed in the camyprequires some adjustment to be
able to accommodate the changing preferences ofuk®mers as a result of technology

development.
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Business Strategy and CRM Model (Marketingteacbar)c

Figure 1 shows a business strategy on CRM. Thisemedybrid and has three main phases
as well as three contextual factors. The threegshasclude: customer acquisition; retention,
and extension. The three contextual factors inclualarketing orientation; value creation,
and innovative information technology (Marketingtlear, 2010). Customer acquisition is
defined as the process of attracting customershéocompany for the very first time.
Customer retention is ensuring that the custonetsm to the company and use the products
of services of the company over and over; the comman retain them as its customers.

Customer extension refers to the introduction of peoduct or service line to the original

15



product or service to the loyal customers whichhhigpt be related to the service or product.
The new and retained customers are able to useséhace or product via marketing
orientation, value creation of innovative infornoati technology. Once the organization
acquires a new customer for a service or produgttRrough marketing orientation, the
customer determines the value of the activitieviged by the organization. Nonetheless, it
has not incorporated the social network withinphecess. This might have an impact on the

processes of retention and extension (Klaus & Mak813)

Oestreicher-Singer & Zalmanson (2013) suggest th& of failure for a company to
implement an effective model of managing custonedations, for example not having in
place an effective system to handle customer cdntplainappropriate respond or lack of
effective response can lead the customer to laseustomers in the future. Thus, the
company requires having in place the right straiegyddressing and managing its customer

relationships.

2.4 Social Customer Relations M odel

The increase in the social media is changing thenerain which people send/receive, given
that it is possible for any person to create thesage and share their experiences or opinions
with others. It has revolutionized how people comioate. It enables peer-to-peer
collaboration as well as easy access to real-tonencunication. Customers participate in the
social network sharing information regarding thexperiences. This is normally in form of
unstructured communication that can offer insighthe management of customer relations
by business organizations. Wagner & Hughes (20@8)defined Social customer relations
model as a philosophy as well as a business syratey is supported by a technology

platforms, business rules, processes, as well@al sharacteristics, and which are designed
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to engage the customer in a collaborative conversao as to offer mutually beneficial
value in a trusted and transparent environmenis Ithe response of the company to
ownership of the communication by the customersThodel provides new special abilities
of social media that offer powerful new approackdsch surpass traditional customer

relations.

Organizations are increasingly seeking to capiabin the trend toward social customer
relations model as they seek specific strategiewealk as tactics to drive value for their
customers. According to research carried out is #Hrea, it has been revealed that when
effectively used social media can enable markepirgjessionals, salespersons,, as well as
customer service agents, to establish positivetioakships with their real and potential
customers in innovative ways. Companies shouldidensheir main business processes as
well as customer management strategies, and igethtd way social media can further
improve and enhance the strategies. A white pageDiganic, Inc. (2010) revealed that
Social CRM (SCRM), which is a complement to thevamtional CRM, has a primary focus
on relationships. The white paper acknowledgeswiitatthe development of the new media,
individuals are developing their own consumptiored® greatly influenced by the social
networks. The blending of the two offers a stroragib for organizations to influence
business results by enhancing brand awareness khsasvdorand preference. SCRM is
founded on the simple idea that one is capablentefacting with the customers based on

their own needs and not the rules of the compamgii®icher-Singer & Zalmanson, 2013).

Social CRM is simply an extension of CRM,; it is natreplacement, and one of the
significant benefits it provides is adding vale bao the customers (more adoption).

Heinrichs, Lim & Lim (2011) elucidate that it is amportant component of the social
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business strategy addressing the way organizatemsred to adapt to the customers in a
world that has become social, and addressing theectations of these important
stakeholders. The expectations of the customers fhe companies have changed, and it is

important that the organizations adapt accordif@gstreicher-Singer & Zalmanson, 2013).

SCRM has become possible as a result of the SGEIM strategy, which is defined by Lund
(2012) as an operation model, which is supportedniigrmation technology as well as
business processes developed to the most impefEment of the SCRM operating model is
an extremely flexible framework which makes it pbks for the firm to observe what is
being done and said by the customers, and thenrimgrg with various customer
experiences in discovering those that reverberéte austomers (Wagner & Hughes, 2009).
The major benefactor in the use of social netwaykim businesses is the marketer. Social
networks are providing marketing businesses withiehansights into their products and
brands, innovative means of executing and tracinags-roots marketing programs, as well
as novel means of turning online conversations dnatfragmented into actionable insights.
However, as suggested by Wagner & Hughes (2009pndoieve these benefits, the
organizations should monitor, understand, as welparticipate in an effective way in the
conversations and leverage them in connection Wiéhcurrent marketing processes and

programs.

The design of social marketing is such that thegract with the social media applications
such as Facebook and Twitter to enhance marketitngtees and processes. The tools focus
on providing optimization on the basis of the wiagyt are able to interpret the activity of the
individuals on the social network as well as theadm their profiles. The tools also provide

a high level of mobility. There is accessibilityttte comments and ratings of the customers,
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and it is possible to track the real-time actitiagf the customers. This can happen at any
time and anywhere given the availability of the laggtions on mobile devices (Greenberg,
2009). Social media monitoring can also result uargitative and qualitative reactions to
adverts and campaigns for promotions, provide tlezessary information for the
improvement of the products, services or brandb@fcompany, uncover major needs of the
customers that are still unmet, and find out thedviduals who are making a difference for

the company by consuming its products or services.

With the increase in fragmentation, business omgditns will be forced to continue
adapting to highly sophisticated analytics as welbynamic optimization abilities to be able
to effectively capitalize on social networking. Bwess organizations will continue to witness
more and more fragmentation in various aspectéaf user experiences and in marketing
performance. This increase in fragmentation reguitat analytics is focused on various
forms of communication with the customers; whatteoers tell the company through
Twitter feeds and Facebook posts; what they arengayp other users in relation to the
products or services of the company, and theiraateons with products and services offered
by other companies. This continues to necessitatehrmore than just spreadsheets and gut
feeling. To be able to create optimal customer B&pees, companies will have to be able to

interpret and effectively respond to these commatioas (Wagner & Hughes, 2009).

Social networking also provides the benefit to mencompanies by offering them with new
means of finding, connecting with, and understagdimeir customers. Regardless of the
opportunities, there are still uncertainties regagdhe use of social networking in this sense.
Cautious and even more established sales persamghkt look at social networking as an

untested channel taking them away from the coneeaticore sales activities. However, for
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every hesitant sales person, there is another nesfoli seeking the next way of attaining
competitive advantage. More and more, organizatiares realizing the importance of
adopting social networking into their conventiosales and customer relations functions

(Wagner & Hughes, 2009; Klaus & Maklan, 2013)

The use of social CRM tools is revealed by Lundl@@o exceed the traditional CRM tools.
This is due to the fact that their design is sut they optimize the success rate for dealing
with customer needs. The traditional means looks itme internal histories with the
customers who are able to define the same kindkeals and the way they are effective in
handling external unstructured data which is rerdoff®em the conventional corporate
information. On the other hand, the social CRM tapies on the information that is
removed from the social media tools, which is margent and up-to-date. The information
is the analyzed as well as compiled into a morailéet and richer view of the chance to
fulfill the needs of the customers. Customers alse the social media tools in finding,
receiving, and communicating information regardihg products and services that they
consume. This suggests that the social networkdeaource of unfiltered feedback as well
as dialogues that can be very important in pointmgssues with products or services and

thus an opportunity to address the issue and ingpoovthe product and service quality.

Lund (2012) suggests that generally suggest thausiéd correctly, social network
applications can assist customer relations and roakganies become more effective, while
creating value for the organization. Additionalthese platforms offer an interaction and
communication channel which plays an important mleliminating the perceived barriers
to communication and interaction between compaamestheir customers (Klaus & Maklan,

2013). Customer Service 2.0 tools and applicatiares founded on noticeably different
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model from conventional CRM ones. Services whicAnscommunities, ranging from

Facebook to Twitter, seek complaints from custonsrd make use of analytic tools in
determining the emotional depth- bad or good-of toenplaint. This ensures that the
complaints and issues raised from the customers@deessed, leading to greater levels of

customer satisfaction.

2.5 Gapsin Research

There is still limited on organizational use of isbcmedia applications in enhancing
customer relations. This is regardless of the faat many business organizations such as
Safaricom among others have established a presesoeial media as a way of interacting
with their customers. The use of these applicati@ssplayed a major role in the relationship
between the organizations and the customers edlgegigen the need for reciprocity of
relationship. From a study carried out by Orgalrc, (2010), the interactions most likely to
benefit from the use of social media in companiesthose related to customer experience
and service. The focus for the companies shouldplaeed on expeditiously and
appropriately dealing with the interactions emamatirom customers as well as potential

customers.

Much of the social media research has focused qureission management as well as
friendship performance, online/offline connectiomstworks and network structures, and
privacy issues related to the use of these apjitat Researching on technology
organization, Klaus & Maklan (2013) has revealedstderable body of existing research on
methods of application of social media in genemal a corporate setting. Also, the
examination of these studies has been restrictedkiled workers on of technology

organizations. Therefore, the studied cannot bardegl as being applicable to general
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businesses. Klaus & Maklan (2013) has followed actical approach in studying general

companies to essentially find out how much of thea media applications have penetrated
the non-technology as well as traditional orgamret. Research has revealed that that 15%
of general working population use social media atkvthough but they use them outside the
work context, mostly for personal use. The reseainave pointed out that the general
understanding as well as use of social media agiits for business purposes is somewhat

low and uncommon.

Regardless of the proliferation of corporate Faokbmages and Twitter accounts in the last
few years, much research is yet to be done in kstiaiy the perceptions of the customers of
their effectiveness in improving customer relatidBgsiness organizations continue to invest
in these applications and thus the importance ofermesearch to establish whether these

investments are worthwhile.
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CHAPTER THREE

METHODOLOGY

3.1 Introduction
The methodology chapter is a description of the weey study was carried out; the study
design; the methods that was used in collecting ftatthe research, the population and the

sample; and the method that was used in data amalyd presentation.

3.2 Resear ch Design

This research used a concurrent mixed researchrdeBis means that the researcher used
both qualitative and quantitative data to answerrésearch questions. Generally, there are
two main kinds of research designs that are use@search, quantitative and qualitative.
Patton (2001) suggests that the two research degigmatly differ from the point of view of
the type of data collected. Thus, while the twoigles have a common objective of
scientifically establishing a truth regarding aiabhenomenon, the two designs tend to
differ in terms of the type of information or ddteat is collected. Glesne (2011) argues that
guantitative research collects data in the fornrmwhbers of numeric data. The quantitative
research approach focuses on counts and measurtbéng$. Quantitative research uses
scientific techniques as well as hypothesis tedtingollect data. According to Bogdan and
Biklen (2007) the data collected on the use of tjteive research include calculated coding
tallies, operationalized variables, numbers antissitzs. To collect the quantitative data, the

research used questionnaire.

Lichtman (2010) elucidates that unlike quantitatigsearch approach, qualitative research is

based on naturalistic philosophies that are alsedan the perception that there are multiple
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worlds’ realities as well as multiple interpretatsothat are all valid and depend on the
creation or construction of the observer. Frompgaespective of being a naturalistic inquiry,
the approach tries to provide a detailed analykisogcial phenomena in their naturalistic
settings. The chief focus is ‘why’ as opposed tdat. According to Biklen & Casella
(2007), the design entails collection of data dorimation in form of narratives. The research
concerns itself with meanings, definitions, consgpharacteristics, metaphors, symbols, and
descriptions of what is being studied or observétds approach is generally effective in the
cases where the researcher is seeking to coll&atally-specific information concerning the
subject(s) under study like the behaviours, opisjoattitudes and values of a particular

population. To collect qualitative data for thiady, virtual (online) ethnography was used.

Virtual ethnography is basically an ethnographisesch approach, which is one of the
various qualitative research designs, performeahimonline environment, or on the Internet.
The ethnographer, who focused on understandingtiitere or social context of the subjects
under study, engages in fieldwork immersing onesétiin the culture under study (Hakken,
2014). Similarly, online ethnography studies onlmdture and communities. The study is

carried out on the World Wide Web.

The current research used both qualitative and tgaawe research methods as a way of
capitalizing on the strengths of each, cateringtlieir weaknesses to achieve more reliable
and valid findings. Quantitative research desiga Aanumber of advantages that made it
appropriate for this research. One of the advastafeuantitative research design is that it
is more objective and reliable and that it usesissies in generalizing findings. Creswell

(1994) suggests that with collection of data imfasr numbers, the approach eliminates the

issue of researcher bias and subjectivity. Ano#limantage of quantitative research design is
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that it often restructures and reduces a compleklem to a few variables which are easily
measured. Sampling is very important in the usguahtitative research design, and assumes
that a sample is representative of the target pojpunl. The approach is much more
appropriate for large samples and is much lessrestye in such studies that require bigger
samples and highly distributed geographically. Rudmd Babbie (2010) argue that a high
level of reliability is achieved in quantitativesesarch due to the use of mass surveys as well

as controlled observations, and other kinds of maations.

Qualitative research design has various advantagesh inform its importance for the
study. Unlike quantitative research, with the w$ejualitative researcher, the researcher
does not have to establish a hypothesis. Thisadcause the researcher does not require a
firm design plan prior to the beginning of the @®h. Biklen and Casella (2007) suggest
that this allows the research to unfold in a maatural manner. Another importance in the
use of the qualitative research design is thatelsearcher has the opportunity to gain more
detailed understanding of the phenomenon undelystdllection of narratives from the
participants allows the researcher to collect naetailed and rich information in form of
visual evidence or inclusive written descriptiolle approach looks into the context as well
as the social significance of the phenomenon ustlely, as well as the way the individuals
are affected, which is very important especiallgatial sciences. It is important to be able to
capture the perceptions of the participants fromatwis said, experiences, stories,

interactions, as well as observations.

3.3 The Population
A research population, in general, refers to thiectoon of units, individuals or objects,

which is the main focus of study. It is for the maif the population that studies are carried
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out. Nevertheless, because of the large sizes ptilatons, it is not possible for the
researcher to investigate all the individuals oitsum the population as it is extremely
expensive and time-consuming. This is the reasogy sdmples are obtained from the
population using sampling techniques. The poputafior this study was the people in
Nairobi who are using the social media, preferdtdgebook and Twitter. The population of
Nairobi was estimated at 3 million people. It wasireated that there are over 16 million
Internet users in the country, though the exact bemof users in Nairobi is unknown

(Gichane, 2013).

3.4 Sample Size

A sample is obtained from the population and shothlidrefore, be representative of the
population.The sample for this study was 200 paditts, which was drawn from the
population of Nairobi. This is the sample that wasolved in the survey that used

guestionnaires. No sampling was required for ilteal ethnography.

3.5 Sampling Method

There are two general groups of sampling technitgjugsare used in research, as identified
by Patton (2002). These two categories are prabalahd non-probability. The former
requires for the researcher to have a samplingdrénom which to get the sample. The
sampling frame is defined by Patton (2002) astafisases from the population from which
to get the sample from. The researcher performdormnsampling from the list of cases,
making up the sample. On the other hand, the ldties not require a sampling frame. This
is the easiest sampling method to use in resediis. research opted for this sampling
method to select the sample for the research. &mearch used the purposive heterogeneity

sampling, which is a sampling method used wheredbearcher seeks to get a homogeneous
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sample, a sample with units (people) sharing tmeestaits or characteristics (a group of
people that is similar in terms of the use of tloeia media. The use of this method is
justified by the fact that the research questionndeaddressed is particular to the
characteristics (social media use) of the spegifoup of interest. The sample was then being
examined in more detail. The researcher purpodebge participants who were similar in
terms of the identified characteristic (Patton, PO0ro ensure that the entire county was
represented the eight constituencies: Makadaragl®&ga Kamukunji, Dagoretti, Langata,
Westlands, Kasarani, and Embakasi were includeds,Tinom each constituency, 25 cases

were chosen purposively.

3.6 Eligibility Criteria
To be able to obtain the homogeneous sample, iiwagrtant that each case included in the
survey uses the social media, and more specifi€abebook and Twitter. Social media use

is the characteristic that was used.

3.7 Data Coallection Techniques

The researcher used two methods in collecting d2ne. of the methods that were used in
collecting data for the study was the survey metliRydnary data was utilized for the study
to measure how effective social media is as afmoCRM. The instruments that were used
for the collection of this data were self-administe questionnaires which were filled by the
participants (see appendix 1 for a copy of the tjuesaire). In the month of August the
guestionnaires were administered to the 200 ppaits; they were filled and collected by
the researcher within the same month. The questionmwas selected for the study as it
allowed a number of variables to be studied atdhme time. Another important factor

considered is the use of self-administered questimes, suggesting that the participants
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would fill the questionnaires on their own provigirthe information required by the

researcher (Savin-Baden, 2013).

The other method that was used to collect the Wataonline ethnography. The instrument
that was used to collect this data was virtual egnaphy guide (see appendix 2 for a copy of
the virtual ethnography guide). During the monthSeptember, the researcher spent 7 days
(21% to 27" September 2014) going through the activities an $iafaricom fan page and
Twitter Handle. Guided by the virtual ethnographydg important data on the use of the
page and the handle was recorded for analysisn#emview was carried out on a sample of
20 users identified from the two platforms. Theemtew was done online and the main
focus was on the opinion of the users on the useafl media for customer relations by the
Safaricom, in comparison to the conventional fazéate customer relationship management

model.

3.8 Data Analysis and Presentation

The method that was used in data analysis is giseri statistics. Percentages and

frequencies were derived using SPSS. The colletdél was keyed into the program and the
findings established from the output. The resulil$ ve presented using graphs, charts and
tables. For the data collected using online etheqalyy, discourse analysis was used. The
collected data was first transcribed and analysisedto establish what was said by the

participants concerning each of the main topicthefresearch. Presentation of the data was
provided in terms of the main themes identifiedhirthe transcribed data. From the analysis,
the researcher was able to come up with practiedinfgs and conclusions in relation to the

research question.
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CHAPTER FOUR

DATA ANALYSISAND PRESENTATION

4.1 Introduction
This chapter presents the analysis and findingsn frine data collected using the
guestionnaires and the virtual ethnography. Thdyaisais presented in the form of tables,

figures, frequencies and percentages.

4.2 Response Rate
This study was done over a period of two monthsveeh July 2014 and August 2014. The

response rate was 100% as all 200 targeted paniksipesponded.

4.3 Profile of the Respondents

4.3.1 Gender of the Respondents
The study was carried out on 200 participants,£8%4) male and 110 (55%) female. The
study sought to establish the gender balance iStlugal Networking Site usage. The figure

below shows this more clearly.

Figurel: Gender of the research participants

B Home

Workplace
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4.3.2 Age of the Respondents
From the data, most of the participants were yoagles between 18 and 37 years. 94.5% of

the participants were within this age bracket. €dbbne below shows this more clearly.

Tablel: Agedistribution

Age Bracket Frequency Per centage

18-22 22 11
23-27 137 68.5
28-32 25 12.5
33-37 9 4.5
38-42 4 2
43-47 1 0.5
48+ 2 1

4.3.3 Occupation of the Respondents
Most of the respondents were students, at 55.5%idBg the students, 30.5% were

employed, and 12.5% were self-employed. The tadledshows this data
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Table 2: Occupation of the resear ch participants

Employed 61 30.5
Self-employed 25 12.5
Student 111 55.5
Other 3 15

4.3.4 Highest Educational Qualification of the Participants
The majority of the respondents, at 41% had a sknrgrschool education qualification, 29%

had a diploma/ certificate, and 21% had a degrédeWw% had a postgraduate qualification.

Table 3: Highest educational qualification

Primary School 0 0
Secondary School 82 41
Diploma/ Certificate 58 29
Degree 42 21
Post Graduate Degree(s) 18 9
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4.4 Internet Usage

4.4.1 Frequency of Internet Usage
The data showed that the majority of the participa®% accessed the Internet at least once

every day, while the rest 4% accessed it lessdhan every day.

Table 4: Frequency of Internet Usage
No. of timesthey accessthe

Internet Frequency Percentage
3 or fewer times a week 180 90
4-7 times a week 12 6
Multiple times a day 4 2
Once a day 4 2

4.4.2 Platforms Used in Accessing the I nternet

Various tools are utilized in accessing the Interas it was found out in the research. Most
of the participants were found to use more thanpdaorm to access the Internet. Some of
the participants were claimed to be able to usthalplatforms that were proposed in the
guestionnaire. However, the researcher was intstestthe mobility of Internet access by
the participants. From table 4 below it is evidinatt 76% of the participants use laptops in
accessing the Internet, 62.5% use mobile phones%il8se a desktop, 28% use smart

phones, while a minor 4.5% use tablet devicestess the Internet.
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Table5: Toolsused to accesstheinter net

Laptop 152 76
Mobile Phone 125 62.5
Desktop 87 43.5
Smartphone 56 28
Ipad and other similar tablet devic 9 4.5

4.4.3 Internet Access L ocation

The data revedhat most of the participants use Internetfrom home, 71 participant
while 65 participarg access thinternetfrom their workplace. The data show that
remaining 64 of the participants used Internetin other places which include cyber c.
(25 participants) school or library (22 participgnFriends’ or family’s houses (&free
access points (7 participants), and anywhere (2 paditis). The aim of this question was
establish the ease with which the participantsahte to access ttinternetas they go ol

with the day to day work.

Figure 2: Where Internet isused most frequently
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4.5 Social Networking Sites Usage

4.5.1 The Durationfor which they have been on SNSs
Out of the 200 participants, a majority, 122 (61%jl been using social media for more than
3 years; 57 (28.5% had been using the social n&tagsites 2-3 years. The remaining 21

(10.5%) had been using them for less than 2 y@&ais.is illustrated in figure 3 below

Figure 3: Theduration for which respondents have been using SNSs

-2 g - ——

3+ years 2-3years 1-2years o 1-6months - less thana
months month

4.5.2 Average Use of Social Mediain a Day

Out of the 200, 129 used social media for 1 —4 fiawday; 37 used them 5 — 8 hours a day;
12 used them 9 —12 hours a day whereas 9 usedniogenthan 13 hours a day. In this
guestion, the researcher sought to establish tloeiainof time exposure the participants had

to content on SNSs per day. The data are illustiatéable 6 below
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Table 6: Average use of social mediain a day

1 -4 hours a day 135 67.5
5 — 8 hours a day 41 20.5
9 —-12 hours a day 15 7.5
13+ hours a day 9 4.5

4.5.3 Hours of the day the Participants are on the Social Media

From the data, a majority of the participants, @dcpnt, used the social media at 6.01 pm to
12.00 am, with 51% of them using social media betw&01 am and 12.00 pm and 33.5%
using them at 12.01 pm to 6.00 pm. Only 11% ofghkticipants were found to use these

sites from 12.01 am to 6.00 am. Table 7 below shbigs

Table 7: Hoursduring which respondents use social media

12.01am — 6.00 am 22 11
6.01 am —12.00 pm 102 51
12.01 pm - 6.00 pm 67 33.5
6.01 pm — 12.00 am 148 74
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4.5.4 Purposefor using Social Networking Sites

The data revealed that the participants use thialsoedia to connect with their friends,
follow social events, seek information and opinistgaring information, seek entertainment,
to make new friends, to date and form relationshgpaduct business, seek assistance and
kill time, in that order. The researcher soughggtablish the sort of activities that were of
interest to SNSs users and to identify what thendgheir time doing on these websites.

This is shown in Table 8.

Table8: Purpose for using Social Networking Sites

To connect with their friends 191 955
To follow social events 135 67.5
To seek information and opinions 114 57
To share information 108 54
To seek entertainment 114 57
To make new friends 95 47.5
To conduct business 92 46
To seek assistance 62 31
To kill time 58 29
To date and form relationships 15 7.5
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4.6 Social M edia Connections

4.6.1 Number of Social Networking Communities, Groups or Fan-pages Participated in
Most of the participants, 88 were members of 1-dfdmunities; 41 were members of 21-50
communities; 34 were members of 11-20 communi8ésyere members of more than 50
communities with a minority of 6 not participatimgany communities. Here, the researcher
sought to establish how many communities of peoplan-pages formed by product
marketers. The average number of communities pécipant was 11 —20. The figure below

shows this.

Figure 4: Number of Social Networking communities, groups or fan-pages participated
in

1-10 1120 21-50 50+
communities: Ccommunities communities communities

4.6.2 Reasons for Joining a Community, Group or Fan Page
The participants showed to have joined the comnasjigroups and fan pages for various
reasons. The data showed that 72.5% joined bedaus®s a relevant, active community,

61.5% because it would keep them informed aboutrzmity news and updates, 57.5% joined to seek

37



information about various aspects of the commudi5% wished to have an opinion on 1
community and membership was necess22.5% because theglieved it would get ther
new, useful connections. The reason for this qoesiias to find the reasons that motive

people to join communities on social ra.

Table9: Reasonsfor joining a community, group or fan page

It is a relevant, active and interesting commt 145 72.5
To let me stay up to date with the commui

news/updates 123 61.5
To seek information about vaus aspects of the

community 115 57.5
To have an opinion 85 42.5
To get new useful connectio 45 22.5

4.6.3Fans of Safaricom on Facebook
From the data, it was showed that those who h&ed land followed the Safaricom page

Facebook were 146 whilthe remining 54 were not fans. Figurel®@low indicates this

Figure5: Fans of Safaricom on Facebook

m fans

MW non-fans
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4.6.4Followers of Facebook on Twitter
The participants who followed Safaricom on Twititerm the research were 127, while

remaining 73 did nofThe figure below indicates thi

Figure 6: Followers of Facebook on Twitter

y

m followers

= non-followers

4.7 Frequency of Communication with Safaricom on Social Media
This question sought to find out the kind of acti@md how often the participants perfc

them on the social media.

4.7.1 Frequency of Seeking Help from the Organization Concerning Services
From the data, 28 participants said they have nemaght any help for Safaricom servi
via the social media, 38 have rarely done thiss@hetimes do, 42 often seek heljhile 31

are always doing it.
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Table 10: Frequency of seeking help from the or ganization concer ning services

Never 59 29.5
Rarely 33 16.5
Sometimes 57 28.5
Often 31 15.5
Always 20 10

4.7.2Frequency of Seeking Information and News Posted by the Organization

Majority of the participants, 40.5% have never gamthe Safaricom page or Twitter Handle
seeking for information and news on the organirat1.5% rarely does this, 22.5%
sometimes seek information and news on Safaricdsp @ften do and only 6% always

seeks information and news.

Table 11: Frequency of seeking information and news posted by the or ganization

Never 81 40.5
Rarely 43 21.5
Sometimes 45 225
Often 19 9.5
Always 12 6

4.7.3 Frequency of Recommending Use of the Page and Handle to Others
Of the 200 participants, 96 have never recommetiteéage or Handle to others, 46 rarely
do, 30 sometimes recommend, 22 often recommende whiy 6 participants always

recommend.
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Table 12: Frequency of seeking information and news posted by the or ganization

Never 96 48
Rarely 46 23
Sometimes 30 15
Often 22 11
Always 6 3

4.7.4 Participants who have contactedthe Organization for Information or to Solvean
I'ssue

Out of the 200 participants, 137 (68.8 percentehantacted Safaricom through the social
media seeking information or to have an issue obl@m solved. The remaining 63 have

never made such a contact. Figure 8 below depids t

Figure 7: Contact with the organization for information or to solve an issue

B made contact

H never made contact
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4.7.4.1 Frequency of Contact

For those who have made a contact with the orgaoizthrough social media, the
researcher sought to find out how many times tagshappened. 50 of those participants had
contacted the organization between 1 and 5 timebetiveen 6 and 10 times, 25 between 11
and 15 times, 12 between 16 and 20 times, with 8mgrticipants contacting the company

for more than 20 times. The figure bellow depibis.t

Figure 8: Frequency of Contact

EB-10 times 11-15times. 1620 1imes

4.7.4.2 Effectivenessin Addressing the Request

The question sought the feeling of the participantho had made contact with the
organization through social media, regarding th&ectiveness of the organization in
responding to their request and addressing the(sgthey raised. This question suggests
whether or not the organization was helpful todser. From the 137 who had made contact
with the organization in the past, 73 (53.3 percé@git that their request was addressed in an

effective manner and thus their use of social medis helpful.
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Figure 9: Effectivenessin addressing the request

H effective in addresing

1 not effective in addressing

4.7.5Timelinessin Addressing Requests

The researcher sought to find out, compared tadineentional media, whether requests
made through the social media were responded #otimelier manner. Out of the 137
participants who had made contact, 132 (96.4 pé&regmeed that their requests were
addressed in a timelier manner compared to whenwileee using conventional channels

such as telephone.

Figure 10: Timelinessin addressing requests

M agreed to
timeliness of
response

= disagree to
timeliness of
response
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4.7.6Theopinion of Participants on Whether the Company is being Effectivein
Addressing I ssuesfrom the Customersthrough Social Media

Out of the 200 participants, including those whe @t fans or followers in social media,
157 agreed that the company is doing a good j@dldressing issues from the customers

through social media.
4.80nline Ethnography Data Analysis

4.8.1 The Average Time Taken to Reply to a Request or Tweet
From 10 days (Zito 30" September) the researcher sent a request thrbadgbefaricom fan
page and the Twitter Handle to find out, on averagev long it took to get a response. The

table below clearly shows the data.

Table 13: Requests sent to Facebook fan page

Sunday, 21/09/14 20 minutes
Monday, 22/09/14 17 minutes
Tuesday, 23/09/14 16 minutes
Wednesday, 24/09/14 14 minutes
Thursday, 25/09/14 11 minutes
Friday, 26/09/14 10 minutes

Saturday, 27/09/14 16 minutes

To calculate the average time taken to get a respfsom the Facebook fan page, the total

time taken is 104 minutes, this number dividedH®/deven days is 14.86
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Table 14: Requests sent to Safaricom Twitter Handle

Sunday, 21/09/14 15 minutes

Monday, 22/09/14 13 minutes

Tuesday, 23/09/14 11 minutes

Wednesday, 24/09/14 10 minutes

Thursday, 25/09/14 8 minutes

Friday, 26/09/14 9 minutes

Saturday, 27/09/14 14 minutes

To calculate the average time taken to get a respfrom the Safaricom Twitter Handle, the

total time taken is 69 minutes, this number dividgdhe seven days is 9.86.

4.8.2 The Opinions of the Users
Nine out of the 30 users interviewed expressed ttisappointment in social media, and

preferred telephone calls to send their requestseaesponse is instance.

Fifteen out of the 20 users were satisfied with uke of social media platforms in sending
their requests. Some said that the telephone teddésa long time to be answered, citing an
example of the 100 call to customer care. Howethe fifteen users suggested the need to

reduce the response time to less than 5 minutegdater effectiveness
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Six out of the 20 users were indifferent, suggestirat they were yet to use the social media

platform to send a request to the organization.

Table 15: Opinions of users

Dissatisfied 9 30
Satisfied 15 50
Indifferent 6 20
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CHAPTER FIVE

DISCUSSION, CONCLUSION AND RECOMMENDATIONS

5.1 Discussions of Findings

The response rate from the questionnaires was 100Btch means that all those who were
given the questionnaires filled and gave them bd¢le data analyzed was from the 200
participants, 90 males and 110 females. From thia,dt is evident that the women were
more than the men, who patrticipated in the studg, the majority of the participants were

youth aged between 18 and 37 years. It emergestfierdata that most of the users of the
Internet are the young people as opposed to ther olges. Only 5.5% were between above

37 years old.

The researcher was also interested in finding lo@taccupation of the social media users.
Most of the respondents were students, at 55.5%idBg the students, 30.5% were
employed, and 12.5% were self-employed. This shbatsstudents are the majority users of
the social media, and are also expected to seelcagifrom Safaricom as most of them are
subscribers. This, again, confirms that the youththe majority users of the social media.
Related to this, the researcher was interestedhdinfy out the highest level of education
attained by the participants. Given that most @& participants were students, 41% had
secondary school education qualification and someeswpursuing degrees, certificates or
diploma from higher learning institutions. 29% allg had a diploma/ certificate and 21%

had a degree. Only 9% had a post graduate quéiifirca
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Given that a majority of the users of the sociadraevere the youth and students, it was
expected that majority (at 96%) would access tliabmedia sites at least once every day,
with others accessing even more than once everyotdy 4% accessed it less than once per
day. Various platforms are used to access thelsm@dia. This data was necessary to find
out ease of access of the social media by thecgeatits. Most of the participants were
found to have access to multiple platforms to axdbe Internet. From the research, it
became evident that many of the participants (768ey laptops, alongside other platforms.
Another significant proportion of the participanised the Internet from their mobile phones.
62.5%. 43.5% use a desktop, 28% use smart phahéds,a minor 4.5% use tablet devices
to access the Internet. Generally, it would emdrgm the research that the users of the
social media use more than a single platform tesxthe social media and in different
places as it seen in the following section. Aniriefee can be made that most users of SNSs
are frequent users of the internet, and that mb#tesn access it using desktop and laptop

computers.

The data revealed that most of the users of therdat use it from home, 71 participants,
while 65 participants access the Internet fromrthierkplace. The data shows that the
remaining 64 of the participants used the Intemneither places which include cyber café
(25 participants) school or library (22 participgntFriends’ or family’'s houses (8), free
access points (7 participants), and anywhere (Rcgeants). Establishing the location from

which the Internet is accessed is also importaontterstanding the ease of access.

It was important for the researcher to establighdiration in which the users of social media
have been using. This was a background questiamderstand the general social media
usage by the participants. Out of the 200 partitipé was revealed that most of them, 61%
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had been using social media for more than 3 y@d&sse who have been using social media
for between 2 and 3 years were 57, 28.5%, while¢sehad been using is from less than 2
years. The response to this question was impoaittis expected to have major impact on

what the users are likely to use the social memfia f

In this question, it was important to establish dngount of time exposure of the participants
to then social media content. It is important tdenthat this relates to any content the
participants are exposed to. Most of the partidipah?9 used social media for 1 —4 hours a
day, while 37 used them 5 — 8 hours a day; 12 tisaw 9 —12 hours a day whereas 9 used
them more than 13 hours a day. This reveals that ofahe participants spend a lot of time
accessing the social media. The time of the datythii happens was also an area of interest
to the researcher. It was revealed that most op#nBcipants, 74% used the social media at
6.01 pm to 12.00 am, with 51% of them using sociallia between 6.01 am and 12.00 pm
and 33.5% using them at 12.01 pm to 6.00 pm. Oh®p dbf the participants were found to
use these sites from 12.01 am to 6.00 am. Thisrrdbon is important as it has a lot to tell
about the likelihood of getting a fast or delayedponse from the customer care department

of Safaricom.

There are various reasons why the users of thalsoadia do so. The questionnaire gave
options for the participants, in relation to thercoon reasons for social media usage. Most
of the users are shown to be interested in commgeetith friends, and this is their reason for
being on social media. This would be expected fostnyoung people and students. others
use the social media to follow social events, sefgdtmation and opinions, sharing

information, seek entertainment, to make new frigmal date and form relationships, conduct
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business, seek assistance and kill time. Whatdwerdason, it is evident that search for

information and communication are important reasonsocial media usage.

For social media users, being members of commasnitie groups is very important.
Especially on Facebook, it was revealed that thegevery many groups and pages that one
can join or like. Also on Twitter, there are veryamy communities of interest that one can
follow. Most of the participants, 88 were showedtie data to be members of 1-10
communities, 41 were members of 21-50 communiti€34 were members of 11-20
communities, 31 were members of more than 50 contrasrwith a minority of 6 not
participating in any communities. This is importéot most of the social marketers as they

target the membership of the users of social media.

Another area of interest for the researcher wadirfgn out why the members of the social
media groups and communities joined, liked or fekd them. Various reasons would
emerge, but the researcher restricted the pantitspa the most common reasons. The data
showed that 72.5% joined because it was a relewatiye community, 61.5% because it
would keep them informed about community news guathtas, 57.5% joined to seek information
about various aspects of the community, 42.5% wigbénave an opinion on the community
and membership was necessary. 22.5% because liemeldeit would get them new, useful
connections. It should be noted that a member wmitdfor more than one of the states

reasons.

Proceeding to the phenomenon of interest, the reseasought to find out the number of
participants who had liked and followed the Safamcpage on Facebook. The data showed

that a majority, 146 liked the page, while the remmg 54 were not fans. Clearly, most of
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those who participated in the research found @vat to like the page. The participants who
followed Safaricom on Twitter from the research ev&é7, while the remaining 73 did not.

Similarly, most of the participants found it relevao follow Safaricom on Twitter.

The researcher was interested in finding out hoaguent the followers and fans of
Safaricom communicated with the customer care deygsut of the company. It was also
important to establish the sort of actions and lofien the participants performed them on
the social media. This was very important in estaiblg the effectiveness of social media
customer relations model as used by Safaricom. question seeking to understand the
frequency of seeking help from the organizationceosning services was set in a Likert scale
and it was revealed that 28 participants said these never sought any help for Safaricom
services via the social media, 38 have rarely dbisg 61 sometimes do, 42 often seek help,
while 31 are always doing it. Additionally, majgribf the participants, 40.5% have never
gone to the Safaricom page or Twitter Handle segltar information and news on the
organization. 21.5% rarely does this, 22.5% somegiseek information and news on
Safaricom, 9.5% often do and only 6 % always sa&ksmation and news. The information

was very important in answering the research qoesti

Social media is a platform for information shariagd it was interesting to know if the
participants have in the past recommended usesdbétfiaricom fan page and Twitter Handle
to others. data showed that 96 participants havernecommended the Page or Handle to
others, 46 rarely do, 30 sometimes recommend, 2@nofecommend, while only 6
participants always recommend. Generally, it ign@sting to note that other users of the

social media get information on social media cugiooare from others.
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Data was sought by the researcher on the numbpartitipants who have ever contacted
Safaricom for information or assistance through sbeial media. A majority (68.8%) of
those who have a social media connection with tmepany have used the social media to
contact Safaricom customer service. Only 63 hawvemmade such a contact. Of those who
have made such a contact, the researcher wassit@@ren finding out the frequency of
contact. Data revealed that 50 of those particgpaat contacted the organization between 1
and 5 times, 41 between 6 and 10 times, 25 betd#emd 15 times, 12 between 16 and 20
times, with only 9 participants contacting the camp for more than 20 times. While the
guestion in itself was not very significant, thepontance is revealed in the opinion of the
participants regarding whether they received thedad help or not, and whether the
response of to their satisfaction. From the 139 Wwad made contact with the organization
in the past, a majority, 73% felt that their requeas addressed in an effective manner and
thus their use of social media was helpful. Intrefato timeliness of response, the idea was
to compare conventional ways of making contact whih organization to the social media.
Out of the 137 participants who had made contaB®, (96.4 percent) agreed that their
requests were addressed in a timelier manner cadpsws when they were using

conventional channels such as telephone.

Finally, on the questionnaire, the researcher soilnghopinion of the participants on whether
the company is doing a good job in addressing sdrmn the customers through social
media. Out of the 200 participants, including thege are not fans or followers in social
media, 157 agreed that the company is doing a golodn addressing issues from the

customers through social media. However, therénays room for improvement.
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Besides the questionnaires, the researcher obtalatd through an online ethnographic
study. In this study, the researcher was interast&o major topics, presented as themes in
the analysis of data. The first one was the avetmge taken in responding to request on
Facebook and Twitter. In Safaricom fan page, trexagye time taken to respond to a request

was 14.86 minutes, while in the Twitter Handle élverage time taken was 9.86 minutes.

With this in mind, the researcher wanted to find e opinion of some of the users of the
social media on the success and timeliness of éeponses compared to when they used
conventional means of communication such as theplene. From the 30 participants
interviewed online, 9 expressed their disappointnmesocial media, and preferred telephone
calls to send their requests as the responset@nne 15 were satisfied with the use of social
media platforms in sending their requests. Sontthait the telephone calls take a long time
to be answered, citing an example of the 100 caltustomer care. However, the fifteen
users suggested the need to reduce the responsetditess than 5 minutes for greater
effectiveness and only 6 out of the 20 users wedldferent, suggesting that they were yet to

use the social media platform to send a requdsietorganization.

6.2 Conclusion

Important conclusions can be made from the dataldatly, most of the users of the social
media are young people, mostly students and witbval of education higher than high
school. This is an important segment of users diar®8mm services. Therefore, for
developers of social media marketing strategids,itha very important market segment to
target. These users also access the Internetsitdaee a day and they do so mainly using
laptops, mobile phones and desktop computers. Hoegss the Internet wither from the
comfort of their homes, at work and at school erlthrary.
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Another important data from the research is thestioh usage. While the customer care
representatives have no control over where, wheinhamw the users use the social media, it
is important to note of the time of the day the on&y are online. Given that most of the
participants use the social media at 6.01 pm t6aLlam and between 6.01 am and 12.00 pm,
this should be the time that the customer servegadment in Safaricom should be most
active. At this time, it is expected that the compavill have a lot of requests. Having

adequate representatives is important during theses of the day.

Communication and information sharing are the mogiortant reasons for social media
usage. All other identified reasons boil down tesd two important reasons and it is
important that customer care and marketing depantsnesalize this in the development of
social media strategies. Making it easier for usersommunicate and share information is

critical for their success.

Membership to communities and groups on social emsdvery important for the users. Data
reveals that there is no limit to the number of ommities and groups that the users can
become members of. Therefore, organizations shestdblish communities, groups and
pages, and make them interesting for the membaéis.cFeates a platform for the members
to interact with other likeminded users of soci@da. Safaricom has created such an online
presence through a Facebook fan page and a Twitedle. More and more users are
learning about the existence of such as they usesdlcial media and interact with other

people.

The presence of Safaricom on Facebook and Twitderédmerged as an important platform

for the users of the social media to communicatid Wie company. The data reveals that
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most of the participants are using these platfaionsend requests to the company and also
recommending them to other users. Therefore, tipereence of the users of social media
from the company is very important as one satisfuseér will contact and share the

information with many others.

It was revealed from the research that most otidees of the social media are satisfied with
the rate and speed of response to requests maaéaticom through the social media. Most
agree that the social media is much faster and meliable compared to the use of
conventional means of communicating such as telephbhe users who agree with this also
convey their disappointment with telephone conwesa such the 100 line. Most of these
calls go unanswered or the user has to wait foloag as 20 minutes for the call to go

through.

In terms of the time taken to respond to a requesfacebook and Twitte, | Safaricom fan
page, the average time taken to respond to a regassl4.86 minutes, while in the Twitter
Handle the average time taken was 9.86 minutes fithie is an improvement compared to
the use of telephone calls, but most of the usateniiewed online suggested a further

improvement to less than 5 minutes on both platform

6.3 Recommendations

For the company to take advantage of and contienefiiing from the social media usage in
customer relations there is need for the custoelations representatives to listen. Listening
to what the users are saying about the companytarsgrvices is very important. Users in

the social media say a lot of things, informatibattcan be used by the company to improve
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its services to the users. Listening to the custengethe best way of getting what they are

saying and addressing any concerns (Lipsman,2§14).

Besides listening, it is important that the orgatian use the social media applications to
communicate with their consumers at least onceya Hae organization should not always

wait for the users to initiate communication. Tlesearcher recommends that organization
have a website and pages on the Internet thatusternized for mobile access to enable
easier access for users. Organization’s pages @nghg should be easy to read in various

environments, with content that is easy to undadstand decipher.

Effective analysis of the data produced in sociadm is critical in making proper use of
social media in customer relations. Use of theadonedia generally generates and leverages
diverse kinds of data that should be analyzed t&emdecisions about the social media
strategy of the company. Collection, organizing aneparing the data for analysis can be a
challenge and the company should have in placectafée tools and resources for this
purpose. It is also important that the data shdaddntegrated with other third-party and
corporate data so as to come up with the metriagedisas analytics for determining Return
on Investment. The data is important in making rii@st out of social media in marketing

and customer relations (Lipsman, et al 2012).

It should be noted that customer experience is weportant in social media, due to the
tendency of social media content to go viral (Lipsmet al 2012). The social media can
either improve or damage reputation of the compdimerefore, it is highly recommended

that the company has in place adequate number sforoer care representatives to
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adequately address the requests of customersinmely tmanner. Response time need to be

reduced to less than 5 minutes for better cust@xgerience.

6.4 Suggestions for Further Research

The researcher recommends that further researadarbed out on the impact of social on

online consumer behavior. This is because the extewhich social media influence pre-

purchase, purchase and post-purchase behaviorliokeatonsumers are not exhaustively
established in this research, yet it is also imgrtfor organizations and marketers to
understand this impact as well. It is importantulederstand how consumers make the
important decision to use either products or sesvioffered by one company and not the
other. This will be beneficial to business orgati@a seeking to capitalize on social media

usage.
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APPENDICES
Appendix |: Questionnaire
The researcher is a student from University of Naiithat hopes to establish how Safaricom
marketers can use Social Networking Sites (FacebadKTwitter) for Customer
Relationship Management. Please indicate your ansisiag either a tick or a cross. Your
answers will remain anonymous as no identificatorequired. The information is also

confidential and will not be shared with third piad.

Thank you in advance for your cooperation and ésstce.

1. Gender
a) Male O
b) Female O
2. Age
a) 18- 22 years O
b) 23 - 27 years O
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c) 28- 32 years O

d) 33-37 years O
e) 38-47 years O
f) 48+ O

3. What is your occupation?

a) Employed O
b) Self-employed O
c) Student O

d) Other (SPECITY) ....un et e e e e e e

4. What is your highest education qualification?

a) Primary School O
b) Secondary School O
c) Diploma/ Certificate O
d) Degree O

e) Post Graduate Degree(s) o

5. How often do you use the internet?
a) Multipletimesaday o

b) Once a day m

c) 4-7 times a week O

d) 3 or fewer times a weeko

e) Once or twice a month o

f) Less than once a montho
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6. What tool do you use in accessing the Internet@ ¢am tick more than one option)

a) Desktop computer O
b) Laptop O
c) Mobile phone O
d) Smartphone O
e) Ipad or tablet O

7. Where do you mostly use the internet?

a) Home O
b) Workplace O
c) Cybercafé O
d) School or library O
e) Friends’ or family’s houses o
f) Free access points O

g) Other (please SPECIfY) ...c.oii i

8. How long have you been using Social Networkings3ite

a) Lessthan a month O
b) 1-6 months O
C) 6-12 months O
d) 1-2 years O
e) 2-3 years O
f) 3+ years O

9. How many hours per day do you use the social media?

a) 1 -4 hours a day O
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b) 5 -8 hours a day O
c) 9-12 hours a day O
d) more than 13 hours a day m

10.During what hours are you on the social media (yoay select more than one

option)

a) 12.0lam - 6.00 am O
b) 6.01 am - 12.00 pm O
c) 12.01 pm - 6.00 pm O
d) 6.01 pm — 12.00 am O

11.What do you mostly use these sites for? (you mbeecsmore than one option)

a) Connecting with friends m
b) Making new friends i
c) Entertainment Sharing information ©
d) Following social events O

e) Seeking information and opinions O

f) Killing time i
g) Conducting business O
h) Seeking assistance m
i) Dating and relationships i

]) Other (Specify) .......c..oooieni .
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12.How many social networking communities, groups &armdpages are you a member

of?

a) None O
b) 1-10 O
c) 11-20 O
d) 21-50 O
e) 51+ O

13.What is the key reason for you to join a commungisgup or fan page? (you may
select more than one option)

a) Itis a relevant, active and interesting community

O

b) To let me stay up to date with the community nepsates o

c) To seek information about various aspects of tmercanity

O

d) Iwould like to have my say and membership is resli m
e) | believe it will get me new useful connections O
f) Other (please SPecify) .....ccovveiiiiii i,
14.Are you a fan of the Safaricom page or Twitter?
a) Yes O
b) No O
15. Are you a follower of Safaricom on Twitter?
a) Yes O
b) No O
16.How often do you do the following?

Never Rarely Sometimes Often Always
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Seek help

from the

organization
concerning

services

Seek

information

and news

posted by

the

organization
Recommend

use of the

page to

others

.Have you ever contacted the organization for inftran or to solve an issue?
a) Yes O
b) No O
If yes, how many times have you done this
a) 1-5times O
b) 6-10 times O
c) 11-15times O

d) 16-20 times O
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e) 20+ times O

18.1f the answer to (16 above) is yes, has the orgaioiz been helpful in providing the
information or addressing the issue
a) Yes O

b) No O

19.Compared to conventional channels such as phors, cd you feel that your
requests were addressed in a timely manner?
a) Yes O
b) No O

20.In your opinion, is the company doing a good jobandressing issues from the
customers posted on the social media?
a) Yes O

b) No O

Online Ethnography Guide
1. On average, how long does it take for a requegét@ response on Facebook?
2. On average, how long does it take for a requegét@ response on Twitter?
3. What are the opinions of the users on the usemélsmedia for customer relations

by the organization?
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