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ABSTRACT

The aim of this study was to investigate and esthlihe influence of social media on
customer service at Safaricom Limited, that is, é¢ffects it has had on the company
since it was launched as a tool for customer seraitcd also the challenges of using

social media as a customer service channel.

The methodology used to collect data in this studgs the case study design which
entailed the Investigation of Safaricom social rmembntact center staff and management
on the influence of social media to customer sendand challenges experienced. Four
members of staff were interviewed; these included contact center manager and three

online support members in the contact center.

The results indicated that social media has enahkedompany to work more efficiently
and innovative and gain more customer satisfaatiban it comes to customer service,
there has been a great increase in customer s#tsfdevels and also increased number
of users of the social media channels. The remortlades that social media is one of the
cheapest and reliable channel when it comes t@mestservice. According to the study
it is recommended that Safaricom Limited strengttiesir social media channels to its

customers and look for control measures when dgalith its challenges.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the study

Recent years have witnessed the rise of Socialangthnnels such as Facebook, You
Tube, Google, and Twitter, which enable customernske a more active role as market
players and reach (and be reached by) almost evergaywhere and anytime. Social
media threatens long established business modelscarporate strategies, but also
provides ample opportunities for growth through remtaptive strategies. Online social
networks are increasingly being recognized as apoitant source of information

influencing the adoption and use of products amdices. The digital innovations of the

last decade made it effortless, indeed second enafor audiences to talk back to each
other, Deighton and Kornfield, 2009). User genaetatentent has become a mass
phenomenon, with Facebook, YouTube, and twitterbalhg listed among the top 15

websites, accounting for more than 11 percentabajlinternet traffic, (2010).

In the social media universe of user-generatedetnbrands still play a pivotal role as
consumers share their enthusiasm about their tavbrand via Twitter, YouTube and
Facebook. Some of them even help other consumérs pooduct-related problems for
free, which reduces service costs and increasdsyghathwick, wiertz, and De-Reyter,
(2008). Social media offers companies various waysach consumers, communicate
with them, and measure their communication or pasekrelated behaviors. These
options are valuable for marketing in general, $hiuld be of particular relevance for
crafting individualized marketing activities. Makjruse of the opportunities provided by

social media (and avoiding its dangers) requireh@ough understanding of why
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consumers are attracted to social media and how itifience consumer’s behavior.
New strategic and tactical marketing approachest inesdeveloped, which are in line

with the characteristics of social media and teffiects on consumers.

Safaricom Limited is one of the companies in Kethat has embraced Social media as a
customer service channel to improve accessibititthe contact center recently. This has
greatly improved the Customer Delight Index whishaitool used to measure customer

service satisfaction levels in the Telecommunicetimdustry.

1.1.1 Competitive Strategy

Competitive strategy refers to how a company coegpah a particular business.
Competitive strategy is concerned with how a comngpaan gain a competitive advantage
through a distinctive way of competing; it is a mpléor how a firm will compete,

formulated after evaluating how the company’s gjtenand weaknesses compare to

those of its competitors, (Porter, 2008).

Competitive strategies are said to be the heactbgdorate success through which a firm
attains sustainable competitive advantage. A fgreaid to have sustainable competitive
advantage when it is implementing a value creasimgtegy not simultaneously being
implemented by any current or potential competitord when these firms are unable to
duplicate the benefits of this strategy (Barney91)9 Barney, (1991) discusses four
indicators of the potential of firm resources tongete sustainable competitive

advantage. These are: value, rareness, unlimitddnaperfect substitution. A firm has



competitive advantage when its strategies are enigfiier long term benefits, cannot be

duplicated and are continually improved to keepra &head of its competitors.

The essence of competitive strategy is relatingrapany to its environment. Industry
structure has a strong influence in determiningdbmpetitive rules of the game as well
as the strategies potentially available to the fifRorces outside the industry are
significant because they affect all firms in thelustry and the key is found in the
differing abilities of firms to deal with them. Thgoal of competitive strategy for a
business unit in an industry is to find a positinrthe industry where the company can
best defend itself against these competitive formesan influence them in its favor.
Knowledge of the underlying sources of competituessure highlights the critical
strengths and weaknesses of the company, clatiifeeareas where strategic changes may
yield the greatest pay off and highlights areas revhsdrategic changes may yield the
greatest pay off and highlights areas where inglusénds hold significance as either

opportunities or threats (Porter, 1998).

1.1.2 Social Media

Social media are websites and other digital compatimn and information channels in
which active consumers engage in behaviors thabeatonsumed by others both in real
time and long afterwards regardless of their lazatiSocial media can be accessed by
consumer’s real time; at the time they are produabwing consumers to share
experiences in real time with Twitter, chats andgbl Such comments and reviews are

often also available indefinitely, so that potehttmstomers may be reading about



positive and negative customer experiences forsy@#o the future Snopes, (2006).

Memory is crucial for personalizing future interacss.

Consumers use social media to participate in sawélvorks, which enable them to
create and share content, communicate with onenanoand build relationships with
other consumers Gordon (2010); Libai et al. (208®nsumers’ social media activities
can be seen by others. Entries made by a consuméorums, blogs, and social
communities can be tracked by other consumers dsaweompanies and therefore is

visible.

Digital character of social media implies that there virtually no marginal costs for
producing extra copies of digital products and ihdtviduals can easily distribute their
creations to a global audience without having tespirough traditional “gate keepers”
such as publishers. Anybody with an internet cotioeaan blog, write reviews, report
on news events both big and small, or share a satgo or even novel with the world.
Pro-active Consumers use social media to contribwutell parts ‘of the value chain,
ranging from superficial articulation (reviews oetail or fan sites) to extensive co-
creation (testing new “beta” products and reportitayvs to the company), or even
collectively developing open-source products sustthe Firefox browser; (Hoyer et al,

2010); Krishnamurthy,2009).

According to Kaplan and Haenlein, (2010), there saxedifferent types of social media:

collaborative projects (Wikipedia), blogs and mhdogs (Twitter), content communities



(YouTube), social networking sites (Facebook),uattgame words (World of Warcratft),
and virtual social worlds (Second life). Techno&sgiinclude: blogs, picture-sharing,
wall-postings, email, instant messaging, musicislgarcrowdsourcing and voice over
internet protocol. Many of these social media s®mwican be integrated via social
network aggregation platforms. Social media sesvificus on some or all of seven
building blocks (identity, conversations, sharipgesence, relationships, reputation and
groups). These building blocks help understancetigagement needs of the social media
audience. For instance, LinkedIn users care moabgut identity, reputation and
relationships whereas YouTube’s primary buildingdils are sharing, conversations,
groups and reputation. Many companies build thein gocial containers that attempt to
link the seven functional building blocks arounde tibrands. These are private
communities that engage people around a narrowendh as in around a particular

brand, vocation or hobby, than social media coetaias Google+ or Facebook.

1.1.3 Customer Service

According to Turban et al (2002), Customer servica series of activities designed to
enhance the level of customer satisfaction, thdahesfeeling that a product or service has
met the customer expectation. The importance ofoousr service varies by products,
industry and customer; defective or broken mercls@ndan be exchanged, often only
with a receipt and within a specified time framest&l stores often have a desk or
counter devoted to dealing with returns, excharged complaints, or will perform

related functions at the point of sale; the pemegiguccess of such interactions being

dependent on employees “who can adjust themsetvebet personality of the guest.



Contact centers are also other options that firhese as a channel for customers to
reach the company; this is especially important rwhiee customers are far apart
geographically and is also convenient for the aqusts. The overall goal of customer
service is to win new clients; nurture and retdiase the company already has; entice

former clients back into the fold; and reduce tbsts of marketing and client service.

Customer service is considered to be a vital canegh the potential to bridge the gap
between the ever-expanding customer demands fabiliey and at the same time, the
need to reduce production and distribution costgs.bBdging this gap, a sustainable
competitive advantage can be achieved. This sugdleat customer service is viewed
upon as a competitive strategy instrument. Strategyis respect refers to all policies
and key decisions that significantly affect perfamoe and subsequently the competitive
position (in terms of profitability or market sharef a company (Buzzell and Gale,
1987). Customer service effectiveness is the oelahip between customer service
performance and market response which is measuitbdindicators like performance
levels, attributed importance ratings, customesfattion, attitude, repurchase intention,

increase in market share and turnover or margiftgMaMaltz, 1998).

1.1.4 Safaricom Ltd

Safaricom limited is the leading mobile operatoKienya; the company prides itself at
being a total communications solution provider.a8abm aims to become the best
company in Africa and in order to achieve thistrargy focus has been placed on quality
of service and customers. It was formed in 199@ &dly owned subsidiary of Telkom

Kenya. In 2000, Vodafone the largest mobile telewmmication in United Kingdom
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acquired a 40% state and management responsitilitye company, 35% is owned by
the Government of Kenya and the remaining 25% Wylipshareholders. Safaricom has
over 1800 staff mainly stationed in Nairobi andesthities like Mombasa, Nakuru, Meru,
Kisumu and Eldoret in which it manages retail astleCurrently it has nationwide

dealerships to ensure customers across the cobatrg access to its products and

services (http://www.safaricom.co.ke).

In the modern world of globalization, Safaricom Hzeen able to keep pace with the
global mobile telecommunication scenario by havsitategic business associations;
associations which add value to the global mobélecommunication initiative and
which help in meeting the dynamic challenges ofrtifagern mobile telecommunication
world. The strategic association with the worlddieis in mobile telephony has created a
niche in the Kenyan market today. Safaricom Ltdyeanf products and services include:
M-PESA, Internet, Short Message Services, Voicemailectory Service, 24 hour
customer service, Roaming service, ATM top-up, iGeports scores, Safaricom online,
Mobile Office, Third Party top-up, Emergency Topp. Bafaricom is also involved in
corporate social responsibility and also has a dation known as the Safaricom

Foundation (http://www.safaricom.co.ke).

Safaricom Limited aims to become the best compankfiica and in order to achieve
tis; a strong focus has been placed on qualityeo¥ise offered to its customers and
ensuring that the company is competitive and relet@mthe market. This will ensure that

the company is accessible by the customers who wigtake their enquiries through the



latest and effective communication channels. Sadari also at implementing best
practices based on Vodafone’'s vast internationgleegnce and as well as their
knowledge of the local market, having operated eanya for over 8 years. Safaricom
aims at enriching customer’s lives by helping indidals, businesses and communities
get connected in a mobile world and by presentergises in a way that is tailored to the
customer. The highest standards of service andneframental, social and ethical

behavior are integral to the business (http://wwafascom.co.ke).

1.2 Resear ch Problem

During the past decade, there has been a shift treenof traditional media to social
media channels such as Facebook, YouTube, Googie, Tavitter, which enable
customers to take a more active role as marketepdagnd reach (and be reached by)
almost everyone anywhere and anytime. Social ntealantroduced ample opportunities
for growth through new adaptive strategies. Ondioeial networks are increasingly being
recognized as an important source of informatidiuémcing the adoption and use of

products and services.

Many companies globally have embraced social medenhance customer interaction
with the company; however, this has not been tree ¢a Kenyan companies. Even
though most youth are now using social media platfdor various campaigns,

companies in Kenya are still hesitant to make ustie new phenomenon to enhance

customer relationship. This study seeks to estalihe influence of social media on



customer relationship management and the challefessing social media as a

customer service channel.

Previous research has mostly focused on reasonscaigumers participate in online
communities and how active participation among menslcan be maintained (Wiertz &
De Ruyter, 2008) and (Koh et al,2007). Nambisan Barbn,(2009) researched on the
role of consumer benefits for active community ggation in social media while

Dholakia et al.(2010) supported the relevance ottional social benefits in the same
context. However, none of the studies has effelgtigstablished the influence that social
media has had on customer service. This study deedstermine how social media has
influenced customer service, the challenges eneoeditand how to successfully use

social media as a customer service channel.

1.3 Resear ch Objectives

The objectives of this study are;
I.  To establish the influence of social media on austoservice in Safaricom Ltd
ii.  To determine the challenges of using social memlimanage customer service in

Safaricom Ltd.

1.4 Value of the study
The study will help managers in various organizatianderstand how they can use
social media to improve customer interaction. Soai@dia gives a platform for a

company to reach its customers at minimal costsesas noted, they are no or very



minimal costs in the duplication of information. elstudy will also highlight what is
expected of the company to succeed in use of so@dia as a customer service channel;
this is because social media can also be usedjtdight negative comments which can

affect the company image.

The study will be quite enriching to researchecsd@mic institutions and scholars. This
is because it will add to their knowledge and eaahkem to be more informed when
considering the use of new media in customer seragit has not been fully embraced
by companies in Kenya. The study will also be hdlpd Safaricom Limited and other

players in the Telecommunications Industry in stgrand improving customer service

through social media.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter presents a review of some of theeaelhterature published on the subject
of the study. It will specifically introduce the ager to the concept of competitive

strategy, social media, challenges of using sooedia and customer service.

2.2 Competitive Strategy and customer service

Competitive strategy can be defined as a long-t&ction plan that is devised to help a
company gain a competitive over its rival. Compeatit strategies are essential to
companies competing in markets that are heavilyratd with alternatives for
consumers  (http://www.businessdictionary.com/datinicompetitive-strategy.html/).
Competitive advantage introduced above is defingdthee strategic advantage one
business entity has over its rival entities withis competitive industry. Achieving
competitive advantage strengthens and positionssinéss better within the business

environment Porter, (2008).

According to Porter, (2008), a firm’s relative pgasn within its industry determines
whether a firm’s profitability is above or belowetlndustry average. The fundamental
basis of the above average profitability in thegloun is sustainable competitive
advantage achieved by the use of competitive giege The two basic types of
competitive advantage combined with the scope tiviies for which a firm seeks to

achieve them, lead to three generic competitivatesgies for achieving above average
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performance in an industry: cost leadership, déffiiation, and focus. The focus strategy
has two variants, cost focus and differentiatiocutd The objective of competitive
strategy is to knock the socks off rival compartysdoing a better job of satisfying

buyer needs and preferences through unmatchedoeisexperience (Wouters, 2010).

A company’s competitive strategy deals exclusiwegith the specifics of management’s
game plan for completing successfully- its spec#iforts to please customers, its
offensive and defensive moves to counter the mareuef rivals, its response to
prevailing market conditions, its initiatives toresigthen its market position and its
approach to securing a competitive advantage aseivials. Companies over the world
are imaginative in concerning competitive stratedgie win customer favor. At most

companies, the aim is to do a better job thansieélproviding what buyers are looking
for and thereby securing an upper hand in the nhafkkeompany achieves competitive
advantage whenever it has some type of edge oweivals in attracting buyers and
coping with competitive forces. There are many @sub competitive advantage but they
all involve giving buyers what they perceive asesugr value compare to the offerings of
rival sellers. Superior value gives a combinatidmpce, features and quality service.
Delivering superior value requires performing valcigain activities differently than

rivals and building competencies and resource chfped that are not readily matched

((varadajan, 1985).
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2.3 Customer Service

Customer service is the practice of providing comts with a positive, helpful
experience when they enter a business, througheuirhe they stay at the business, and
even after the customer leaves, should they hadéi@uhl questions or products to
return. Many stores and other businesses spendea geal of time training their
employees to provide great customer service, bedamsakes a customer more likely to
become a returning, loyal client. Customer sengbeuld be everyone’s job in the

organization, not just the customer care departn{Bmridra, 2007).

In today’s competitive landscape customer servicenore important than ever, and a
company’s reputation for satisfying clients has erebeen so vulnerable. Customer
service is the lifeblood of any business, it is atlout bringing customers back and
sending them away happy - happy enough to pastveof@edback about your business
along to others, who will then try the product ensce you offer for themselves and in
their turn become repeat customers. Customer seplgys an important role in an
organization’s ability to generate income and remerfrom that perspective, customer
service should be included as part of an overglr@ch to systematic improvement. A
customer service experience can change the ergimeeption a customer has of the

organization Selden, (1998).

Customer service may be provided by a person, ihaservice representative or by
automated means. Examples of automated means tarednsites. An advantage with

automated means is an increased ability to pros@ieice 24-hours a day, which can, at

13



least, be a complement to customer service by psr#mother channel is having contact

centers which offer online support or through cdhstp://www.inc.com/magazine)

Companies can measure the success of their effpriefining metrics which reflect the
overall strategy, that is: Responsiveness- Averagéy time, increase and decrease in
complaints and quick resolutions. Companies havease it a priority to review the
progress of the customer service strategy and radkestments accordingly. Send out an
online survey through social channels asking how yswmpany is doing in regards to
customer service or short questionnaires at custoseevice shops and company

reception Micah, (2010).

2.4 Social Media asa Competitive Strategy

Kaplan and Haenlein, (2010) define social media aaggroup of Internet-based
applications that build on the ideological and texbgical foundations of Web 2.0, and
that allow the creation and exchange of user-géee@raontent.” Social media is
ubiquitously accessible, and enabled by scalablanwanication techniques. Social
Media platforms such as Twitter, Facebook, and &tk can level the playing field

enabling businesses of all sizes to interact dyeath customers like never before.

The future of social media is evolving and conswgrt&ave increasingly turned first and
foremost to digital media, both at home and on gloe Beyond just social media,
customers are deeply engaged with products andcsesracross the entire digital space

by choice. They're using multiple outlets to aslesfions, give feedback and share and

14



connect with others, and dictating when and whéey tinteract with products and
services. As a result they have come to exped@orese from businesses at all times and
from everywhere. Social media will, therefore, offieany opportunities for businesses to
connect with their customers. That's why today'sibasses must rethink their future
strategies and shift most of their marketing efawards engaging with customers

(Kaplan & Haenlein, 2010).

One of the significant drivers in social media businesses is engagement - using digital
media to connect with people, hear what they wahgt they think, how a product or
service worked or how it didn’t. The other signafit driver in social media is customer
service. Many consumers following brands are alsiamers, which is why businesses
are using help desk software to solve customegblpms and answer questions instantly

(http://www.socialmedianews.com.au/)

2.5 Social media and Customer Retention

Keeping customers actively buying products andisesvis a key component of every
marketing and service strategy. The longer peogeteamn in the buying funnel, the
greater the lifetime value and contribution of anpany to corporate profitability. People
can easily shift loyalties with a click of a buttomthe global marketplace. This makes it
much harder to keep people actively engaged andnitbed to your business. When
people have good relationships with individualswmtan organization, they are loyal. A

company’s ability to attract and retain new custstberefore is a function not only of
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its product or product offering but also the wagetvices its existing customers and the

reputation it creates within and across the ma(kzipk, 2008)

Products and services contribute to loyalty butahe always another option available. If
not today, rest assured that someone is workingnento replace the best sellers. The
only way to guarantee a loyal customer base isdate unbreakable bonds. This is done
one person at a time. Creating bonds with indiMslimuch harder when transactions
are handled electronically. Social media changespthying field because it provides a
venue for the one-to- one connection that createsaakable bonds

(http://www.socialmedianews.com.au).

Capitalizing on this opportunity requires a stratggian that includes connecting with
customers across channels. The plan must includéirgia community of customers.
Connecting with customers delivers a better returnnvestment. To get started, replace
passive links to social media networks with agguessampaigns that invite customers to
join the company’s communities and reward them doing so. Connecting with
customers takes more effort and time to build comiras than typical social media
acquisition strategies and the rewards are greaen/éustomers are the foundation of the
company’s community, they help answer questiorigpdiuce new people to the business,
and respond better to promotions. People who at®ec participating in brand

communities have longer customer lifespans andehnitifetime values (Wouters, 2000).
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2.6 Social Media Challenges

Kiertzman et al, (2011) contends that social mguiesents an enormous challenge for
firms, as many established management methoddlawted to deal with customers
who no longer want to be talked at but who wamhéirto listen and engage. As explained
by the authors, each of the seven building blocks important implications for how
firms should engage with social media. By analyzidegntity, conversations, sharing,
presence, relationships, reputation, and groupsisfican monitor and understand how
social media activities vary in terms of their ftinon and impact, so as to develop a
congruent social media strategy based on the apatefalance of building blocks for

the clientele.

According to Wiley, (2009), one of the key compaiseim social media marketing
implementation is building “social authority”. Sakauthority is developed when an
individual or organization establishes themselvesama “expert” in their given field or
area, thereby becoming an influence in that fielda@a. It is through this process of
building social authority that social media beconeffective. That is why one of the
foundational concepts in social media has becoraedhe cannot completely control a
message through social media but rather one caplyibegin to participate in the

“conversation” expecting to achieve a significarftuence in the conversation.

Keen, (2009) argues that out of the social medexdny, it becomes clear that on the
internet is the law of digital Darwinism, the sw=i of the loudest and most opinionated.
Under these rules, the only way to intellectuallgvail is by infinite filibustering.

Berners-Lee, (2010), contends that the danger @alsoetworking sites is that most are
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silos and do not allow users to port data from siteeto another. He also cautions against
social networks that grow too big and become a molyas this tends to limit

innovation.

Ehrmann, (2009), contends that social media infélne of public diplomacy creates a
patina of inclusiveness that covers traditionalnenic interests that are structured to
ensure that wealth is pumped up to the top of tum@mic pyramid, perpetuating the
digital divide and post Marxian class conflict. Hiso voices concern over the trend that
finds social utilities operating in a quasi-liberéa global environment of oligopoly that
requires users in economically challenged nationspend high percentages of annual

income to pay for devices and services to partieipathe social media lifestyle.

Facebook Detox claims that social networking isuaky asocial networking, which
causes people not only to stagnate in life, bugrette in the function of creating and
maintaining interpersonal relationships. Socialeking, according to the website, is
an obsession that has a massive negative net effesbciety as a whole. (“Statistics”,

Facebook, 2011).

The tremendous amount of social media data is a bbgllenge that must be handled by
people or technology. This can be done by an iddi&fi or people assigned or approach it
from a technological point of view and put the tigols in place to focus on analysis.
Social media entirely depends on internet accdggiin the office and any interruption
on the internet will hinder accessibility of a cacit center using social media as a

customer service channel (http://www.socialmediaeam.au).
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

This chapter will introduce to the reader the Redealesign that was adopted, data

sources and data analysis.

3.2 Resear ch design

The study adopted case study design. This entaildetailed investigation of Safaricom
contact center staff and management on the infRiefisocial media to customer service
and challenges experienced. The case study wabkufor this study because it allowed

for gathering relevant information with an in-depibproach.

Yin, (1984) defines the Case study research metl®dan empirical inquiry that
investigates a contemporary phenomenon within gal-life context; when the
boundaries between phenomenon and context are leatlyc evident; and in which
multiple sources of evidence are used. A case stadyalso be defined as a design where
data is collected from one or a few study unitsyoitl entails intensive analysis of a
single case. Hence it allows for in-depth explamtof issues in phenomenon. Data was

gathered using opened ended questions.

3.3 Data Collection

The study targeted contact center staff and manegerithe data for the research was
mainly from both primary and secondary data. Then&mwy data was in-depth oral
interview with contact center staff and managemgsihg an interview guide which

allowed for detailed information. A total number folur people were interviewed; one
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social media manager and three social media repases at the contact center. (An

interview guide is attached in the appendix)

The primary data covered on the reasons why sougglia is a viable customer service
channel and the challenges faced. For the infoondt be valid, the targeted source of
information was people who have been in the orgdinias for a minimum of one year

who may have substantial information on the histafrthe organization. Secondary data
included management reports, organization magazames research papers on social

media and customer service.

3.4 Data analysis

Data was analyzed using content analysis. Contealysis is a qualitative research
technique that enhances compressing many word$ewter content categories based on
explicit rules of encoding. It enabled the siftitgrough large volumes of data with
relative ease in a systematic fashion, thus, edatbdyelopment of supportive evidence
for conclusions and findings. The findings enhandetermining answers to specific

guestions in the study.

Content analysis provided a qualitative picture tioé respondents concerns, ideas,
attitudes and feelings. It guarded against selegierception of content. Therefore there
was improved reliability and validity. Content ayst is used to identify the intensions,
focus or communication trends of respondents, descattitudinal and behavioral
responses to communications, and to determine pkgilal or emotional state of

persons or groups, Cooper and Schindler (2003).

20



CHAPTER FOUR: DATA ANALYSISAND INTERPRETATION

4.1 Introduction

This chapter will relay the results and discussiohshe data collected mainly of the
reason why Safaricom chose social media as a cesteenvice channel, influences and
challenges the company has undergone when usirgpthe media. It will also cover the

future of social media from the findings of theaaxch.

4.2 I nfluence of Social Media

The study found out that Safaricom limited has besimg social media as a customer
service channel since 2007 but at this time no maftdrt was put in social media it's

only until 2010 that the company decided to go sheial media way and created the
official companies Facebook page and twitter hamallaelp them in customer service.
This is after a research was done and resultsateticthat many people especially the
youth spend most of their time on the internet acial media sites than in any other
place. The company realized that they could getencoistomers and it would be much
easier if they put up social media sites for thaistomers. Respondents from the
organization explained that Safaricom Limited’siabmedia sites have attracted a lot of
traffic since their creation especially their oificfacebook page and their twitter handle.
At the time of the interview their facebook pagel H%60,000 likes and growing, their

twitter handle had 66,000 followers and growingt.f&8ocial media is increasingly

becoming a choice of customers because they femhyamous and free to express

themselves.

21



The results above indicate that the social mediadtis growing fast and proving to be an
efficient and reliable way to deal with customerva®e. This is because social media
channels provide discussion forums among custoraedsthe company’s staff. The
official Safaricom Limited page on Facebook has,@60 likes that means that if a query
is posted on the wall it will be seen by all thé®,I®0 and the response is also seen by all
the 160,000 so any other customer who had the paoidem would automatically get an
answer and word travels fast in that whatever sqgbon the page will be communicated

by the 160,000 to their friends.

According to one of the managers, the introductérihe social media channel in the
company has had a positive influence to the custorag the customer care centers are
now more because the social media channels hawredffthe customers a more
convenient and effective way to answer any kindwéstion or problem they have. This
has therefore ensured that Safaricom has achiesabsibility for the customers hence
improving performance on the Customer Delight Indéxch is a tool for measuring

customer satisfaction in regards to customer sewifered by a company.

From the information gathered from the respondeotsal media channels have also
given the management a better option when it cotmesdvertising of the company’s
products and services and even promotions of nedugts and services. The study also
found out that the company has also come up with pr@duct offerings as a result of
feedback received from the customers on the offgtas and pages indicating gaps that

have been in the market. The company has alsovestéeedback on the preferred way
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of communication when there is an ongoing campaignavoid an overflow of

information in the market.

This study also established that Social media la@sagreat influence in the company
both to the staff and to the management, job oppdits have arisen from the creation
of social media channels as the company has hadctoit people with social media
skills and expertise to run the official sites gradjes. Some of the respondents also stated
that the social media sites of the company haveendadision making an easier task for
the management concerning some matters relatagstorner service as most of the time
key debates are put in the sites and many peophe cp with their best ideas for these

problems and even coming up with more applicablatioms.

4.3 Social M edia Challenges

Although there has been great achievement of custaatisfaction using the social
media channels, there have been certain challehgésocial media has brought with it,
the main challenge as indicated on the resultassiiing that response to the customer is
real time. This ensures that the customer getsotedimmediately and relevant to the

situation

Another challenge faced by the company regardingiasomedia according to
respondents from the organization is that many lgeopate pages impersonating the
companies name and these at times can confuserarstasing the social media channel

to access information about the company for trst fime. The other danger is that these
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people who impersonate the company can use thatrish the image and brand of the

company and this may be used negatively by congpetio fight back.

From the information gathered it was clear thaiedauedia sites also require the use of
internet and therefore the company’s social medannels cannot be accessed by people
who leave in places where there is no internetawy Vimited internet access and also
people who are not vast with the knowledge of usmgrnet, therefore, anybody who

falls under this category is being locked out.

The study also showed that there is always a tlokehackers hacking into their social
media sites and the company has to put in placg geod internal control systems to
deal with this threat. Information gathered alsdi¢ated that employees also need to be
very careful with information they are trusted with the company because it can also be

used negatively if it falls on the wrong hands.

4.4 Future of social media

Information collected from this study also indicatthat social media will provide
opportunities for growth in companies in future awdl also allow for integration

between various companies. Social media, in futwik,be like air, this means that it
will be everywhere we want and need it to be. Themh over the last five years has
been tremendous, with Facebook platform amplication programming interface
enabling social media features and content to béedded in any mobile device

application. The result: the actual websites becogpesitories for all of the company’s
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social activities. Social media will be everywharel a lot of social media sites will have
cropped up, companies may even have difficultientiflying the best media sites that
their consumers use and they will have to startitaong their consumer social sites

trends because the trends will be definitely chagdiom time to time.

From the information collected from Safaricom agarels to this study; for Safaricom to
gain and maintain a competitive edge over its cditgre, social media is definitely a
channel that the company will drive because thit mat only be used for accessibility
for customer queries but also in more promotioaahgaigns in the future. This will also
go a long way in driving data which is a producttisafaricom wants to build on in
relation to global trends. In regards to innovatida be incorporated, the information
collected indicates that this is dependent on thekat and consumers after analysis of

the current scenario.
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CHAPTER FIVE: SUMMARY, CONCLUSION AND

RECOMMENDATIONS

5.1 Introduction

This chapter will discuss the aim of the resea&hmmary, Recommendations and
Conclusion of the findings of the research. Limdas of the research and suggestions

for further research have also been covered inctiapter.

5.2 Summary

This study was carried out to establish the infageaf social media on customer service
in safaricom limited and also to determine the leimgles of using social media as a

customer service channel in Safaricom Ltd.

The study shows that Social media has made acoessstomer service via the contact
center to be more efficient, convenient and easiew customers can get an answer
he/she needs wherever they are quickly either lnyggim the company or organizations
website or social network sites for answers. Actwydo the customer care staff , Social
media has a positive influence to the Safaricomgek@ample easy access of information,
efficiency, convenience, lower costs and it givesompetitive advantage, however, it
also has its shortcomings for example impersonatiagkers hacking the company’s

accounts.
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The study also indicates that Social media can la¢sased for advertising, promotional
campaigns and for reporting product launches. Ehizecause of the social media reach
which enables a company’s product to stand outelaghing a large number of people
interested in the company’s brand message and ahygosition. This can therefore
enhance company performance and advance the patic¢ess. On the other hand, social
media can expose negative attributes when theyriexpe poor customer experience and
that could cause the business to fail as a re$uliral information this is according to

one of the social media experts in the company.

5.3 Conclusion

According to the study, things are fast changingd #ms is the same trend with social
media channels which is fast growing and it willllke air everywhere, it will even be
difficult for one to choose like which social netkde/she wants to be associated with,
which blogs to read. Some of the respondents allioated that as a result of the growth
experienced in social media, many companies aesdiing to follow the trends inorder
to get a larger target market and maintain itstejscustomers by using blogs facebook
pages twitter handles and attractive websites. Skhdy also clearly shows Companies
with attractive and influential social media sitesll have a very large competitive
advantage compared to the others because thelfiavidl a large audience, advertisement

will also be cheaper.

The study shows that social media is about relahgs that can flourish without face-to-
face interactions. However, those relationshipsioaiexist without the human influence;

the human impact comes first. The balance is acakifactor when it comes to the
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success of the business. In social media, therddhbs engagement with the intended
audience for influence. Safaricom has establishselfias a market leader and the
introduction of the social media has just made ettdr for them to gain a better
competitive advantage but also serve their custemvetl. The study, however, could not
clearly establish whether there has been a reduofiealls going through to the contact

center as a result of using social media as a @usteervice channel.

5.4 Recommendations

This study recommends that Safaricom Limited shagrow social media to be the
leading customer service channel since the comgadsiving data strategy; this means
that customers are acquiring data enabled handaéysand this is good for those who
prefer online support which has also been enhahgdlle E-gain chat which is the latest
addition to the social media channel. This theeefimreans that Safaricom Limited has
more support channels for customers.

The study found out that social media trends arangimg from time to time and
therefore, it is recommended that Safaricom needontinuously do a market research
to keep updated on the upcoming trends of custoorersocial media to ensure that the
company remains relevant and the information insites is updated regularly. The study
also indicated that social media users also likaetive and interesting features therefore
it is recommended that the company’s content isdlsocial media sites should contain
four things: the content should be relevant, irdéng, timely and entertaining. If their
social media content contains all this then it widfinitely attract a good number of

people, this will go a long way in enhancing acii®bty and customer satisfaction.
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Lastly, this study’s recommendation is for the campto get influencers on the official
sites and pages. Influencers are people are ceedilll knowledgeable in specific areas
and therefore when they communicate, their inforomahas an impact on the public, and

this will therefore reinforce the information sh@we@n the official pages.

5.5 Limitations

The Research was conducted successfully and tbarodsobjectives were met, however,
there were some limitations: First, the time deididao the project was not enough due
to job and school demands and deadlines. This nhdded to make visits to Safaricom

contact center as many times as it would have ki and also to study the influence
of social media for a longer period. Secondlyessdo information was not very easy as
there was fear by the Safaricom contact center geanant that the information could be

used by its competitors.

5.6 Suggestions for future Research

This research was specifically designed to stuflyence of social media in Safaricom
Limited. It is recommended that further researchsonial media as a customer service
channel to be carried out in the other telecomnatimn firms that exist in Kenya. The
research can also be extended to other industri¢isei Kenyan market because of the
current shift from traditional media to social meeavhich makes it an influential tool in
future. Follow up research can also be done inrigafa Limited to find out whether

there are any gaps or just to enhance the bodgatledge.
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Appendix

I nterview guide

What position do you hold in the company?

How long have you worked in the company?

For how long has Safaricom Limited used social medi a customer service channel?

Why did Safaricom consider using social media esstomer service channel?

What effect has social media as a customer sectiaenel had on:

Staff

Management

What are the challenges of using social mediaas@mmer service channel?

What is the future of using social media as fabafricom is concerned?

In your view, what other innovations if incorpordten social media would be more

effective in the use of social media?

Vil



