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ABSTRACT

Withtheloweringofinternetworkcallingcost,itisprudenttoresearchon
networkeffectphenomenatoinvestigatewhetheritisstillaninfluence.The
resultswillhelpmarketerstocomeupwithpropermarketingstrategieswhile
wooing new subscribers,in a low costenvironment.Consumerbehaviorin
responsetopricevariationsandadversechangesinserviceisanimportant
indicatorofthelevelofcompetitioninthemobilewirelessservicesindustry.
Mostworldeconomieshaveliberalizedtelecommunicationsectorbyenabling
moreplayerstoactivelygetinvolvedintheindustry.Thishaslefttheconsumer
ofvariousservicesofferedwithawidechoiceofmobileserviceprovidersto
subscribeto.Theprocessofchoosingbythesubscriberisdeterminedbya
numberoffactors.Themainpurposeofthisstudywastoexaminetheinfluence
ofmobilecustomerretentionstrategyfactorsonperformanceofmobileservice
providerproductprojectinAinamoiSubCounty,KerichoCounty.Specificallythe
studywillfocused;to determinehow pricefactorinfluenceperformanceof
mobile service provider;to examine the extentto which sales promotion
influence performance ofmobile service provider;to assess how branding
influenceperformancemobileserviceprovider;todeterminetheextentatwhich
servicequalityinfluenceperformanceofmobileserviceprovider.Thestudy
adopteddescriptiveresearchdesign.Thetargetpopulationcomprisedofall
mobile service providers in AinamoiSub County,Kericho County.Targeted
respondents therefore include sales representatives,field supervisors,field
engineers,branchmanagersandconsumers.Thestudythussampledatotalof
384salesrepresentatives,fieldsupervisors,fieldengineers,branchmanagers
andconsumers.Thestudygaveequalchanceto12salesrepresentatives,9field
supervisors,3 field engineers,3 branch managers and 357 consumers in
Nyakacho,Brook,Townshipestates.Datacollectiontoolswerequestionnaires.
Instrumentvaliditywasassuredthroughseekingexpertopinionofuniversity
supervisors.Instrumentreliabilitywasdeterminedthroughtest-retestmethod.
Descriptivestatisticswasusedforanalysisofquantitativeandqualitativedata
andresultspresentedinfrequenciesandpercentages.StatisticalPackagefor
SocialSciences(SPSS)version23.0wasusedfordataanalysis.Thestudymay
besignificanttoallstakeholdersinthemobileserviceprovidersinKenya;aswell
as the regulators.This studymaybe a resource in assisting them in the
formulationanddesigningofappropriatemechanismsthatmayhelptoidentify
and overcome challenges in mobile service provision.The study findings
revealedthat,pricingfactors(r=0.638,p<0.05),salespromotion(r=0.702,p<0.05),
branding(r=0.546,p<0.05),and service quality(r=0.343,p<0.05)statistically
influenceperformanceofmobileserviceproviderproductprojectinAinamoiSub
County,Kericho County.The studyconcludesthatsalespromotion(r=0.702,
p<0.05),followedbypricingfactors(r=0.638,p<0.05),influenceperformanceof
mobile service providermost.The study recommends thatmobile service
providermanagementshould enactpolicies thatensure thatthe working
environmentintheirorganizationstopromotecompetitiveadvantage.
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CHAPTERONE

INTRODUCTION

1.1BackgroundoftheStudy

Thedevelopmentofmobilephonesandtechnologieshasbeenanextended

historyofinnovationandadvancementscroppedupduetodynamicchangesin

consumers’needsandpreferences.Amongthesedevelopments,mobilephone

deviceshavehadoneofthefastesthouseholdadoptionratesofanytechnology

in the world’s modern history(Comerand Wikle,2008).Nowadays,mobile

handsets have become an integralpartofhuman daily life and personal

communicationacrosstheglobe.Inthecurrenthighlycompetitivemobilephone

market,manufacturersconstantlyfighttofindadditionalcompetitiveedgeand

differentiatingelementstopersuadeconsumerstoselecttheirbrandinsteadofa

competitor’s.

Therearevariousstudiesconductedtoidentifyfactorsthatmakecompanies

betterthantheircompetitorsininfluencingthecustomerspurchasedecision.

Consumers’ofmobilephonefoundthroughouttheworldgreatlyinfluencedby

thosedifferentfactorsaffectingmobilephonespurchasedecision.Thesefactors

may be related to the characteristics ofthe consumerand the features

associatedwiththemobilephones.Thisleadsmobilephonecompaniestocome

upwithavarietyofmobileswithdifferentbrandsandfeatures.Thereisvarious

researchstudiesconductedtoidentifyfactorsaffectingconsumers’choiceof

mobilephones.Thesestudiesindicatedarangeofitemsasadeterminantfactor
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influencing purchasedecision.Thesefactorsincludeprice,features,quality,

brandname,durability,socialfactorsandsoon(Li2010;Zheng,2007;Zhang,

2006;Huang,2004).

Theliberalizationofthetelecommunicationsectorandtheattendantbenefits

has made mobile users to appreciate more the importance oftelephone,

especially mobile telephony.Users have become more sensitive to the

characteristicsandattributesofmobileoperators.Ontheotherhand,themobile

operatorsareequallyconcernedaboutchangesinusers’behaviorinresponseto

itsserviceofferings.Henceanydevelopmentinthetelecom sectorisofgreat

concerntothemobileusersandthemobileoperators.Howeverconsumers

would mostlikely behave differently toward the various mobile operators’

productsandservices,hence,achievingoptimum consumers’satisfactionisof

paramountinteresttothemobileserviceproviders.Evaluatingtheperceptionof

amobileuserinahighlycompetitivetelecommunicationmarketisverycrucial

(Dave,2008)

Usersatisfactionisveryimportantintoday’sbusinessworldasaccordingto

Deng(2010)theabilityofaserviceprovidertocreatehighdegreeofsatisfaction

iscrucialforproductdifferentiationanddevelopingstrongrelationshipwiththe

user.Usersatisfactionmakesthephoneusersloyaltoonetelecommunication

serviceprovider.Satisfactionoftheusercanhelpthebrandstobuildlongand

profitablerelationshipswiththeirusers.Althoughitiscostlytogeneratesatisfied

andloyalusersofaproductorservice,however,Anderson(2009)notedthatit

wouldproveprofitableinthelongrunforthefirm.

It is therefore necessary according to Gustafsson (2012) for a

telecommunication service providerto concentrate on the improvementof

servicequalityandchargeappropriatefairpriceinordertosatisfyitsuserswhich

willultimatelyhelptheserviceprovidertoretainitsusers.Ontheotherhand,

users getsatisfied to a brand more ifthey getallthe needed services
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accumulatedinthatverybrand.Usersatisfactionisdirectlyinfluencedbyprice

perceptionswhileindirectlythroughtheperceptionofpricefairness.Intoday’s

market,themobile technologyhasbeen extremelycompetitiveand service

providersaremovingaggressivelytoattractversatileusersbyofferingsome

meaningfulattractivepromotionsandservices.Theimageofaserviceprovider

isalsoaconsiderationtoasubscriber.

Customersatisfactionisapsychologicalconceptthatinvolvesthefeelingofwell

-beingandpleasurethatresultfrom obtainingwhatonehopesforandexpects

from anappealingproductand/orservice.HomburgandBruhn(1998)stated

customersatisfactionasanexperience-basedevaluationmadebythecustomers

bycomparingtheactuallevelofserviceobtainedwiththatoftheirexpectations.

In addition to Parkerand Mathews (2001)suggesttwo basic definitional

approachesforthecustomersatisfactionconcept.Thefirstapproachdefines

satisfactionasaprocess,whilethesecondapproachreferstotheoutcomesofa

consumptionexperience.

AccordingtoChen(2011)poornetworkqualitycanleadsto lesscostumer

satisfactions on mobile phone operators,subsequently thatincreases the

numberofcomplaintsagainsttheoperators.Hen(2011)conductedasurveyon

783mobilesubscribersinChina.Theresultsofthestudyshowedthatlowquality

networkservicecreatesmoredissatisfactionamongmobilephonesubscribers

andincreasethetendencytoswitchtotheothernetworkoperators.Similarly,

boththenetworkqualityandfairpricinghavesignificantinfluencetochoosethe

mobileoperatorsasserviceprovider(Khan&Afsheen,2012).

In2012,PakistanTelecommunicationAuthorityorderedterminationoflatenight

mobilepackagesinordertocounterthedistressingsocialnormsandvaluesof

thecountry(TheExpressTribune,2012).Jung&Kau(2004)focusononeofthe

manyfactorsthataffectconsumerbehavior.Theymentionastohowthethree

ethnicgroupsin Singaporeand each havedifferentbehaviordueto varied

culturaldimensions.Thefindinghighlightsonindividualism andcollectivism as
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tohowfamilyorreferencegroupshaveanimpactonthebehaviorofconsumers

in Malaysia.Italso touches three otherculturaldimensions;uncertainty

avoidance,masculinityandpowerdistance.

A research was conducted in Rajhastan,India.Itwas seen thatthe most

importantfactorsthatinfluencethebehaviorofconsumersofmobileservices

arecalltariffs,networkcoverage,valueaddedservices,familymembers,friends,

andadvertisements.Alsoitwasseenthatconsumerspreferprepaidpackages

morethanpostpaidpackages(Rajpurohit&Vasita,2011).AccordingtoKaapand

(2012),in the northern region ofNamibia consumers‟selection ofmobile

telecommunicationsserviceprovidersisbasedonsomecriticalfactorssuchas

overallservicequality,freecallsandSMS,networkcapability,lowratechanges,

networkinnovativeness,networkreliability,promotionswithdiscountsetc.With

thesecriticalfactorsaprominentandperhapsadominatingfactorexists;social

factor.

Dadzie&Mensah(2011)focusonGhaniancustomers,inWestAfricastatingthat

fourfactorsdeterminethebrandpreferenceofconsumerswithreferenceto

mobilephoneserviceoperators,namely;promotion,priceandavailabilityof

product,attractivepackagingandproductquality.Also,otherattributeswere

includedinthequestionnairetofindoutconsumerpreferencesinCapeCoast

MetropolisinGhana.Itwasfoundthatthesourceofinformationconsumersgets

aboutmobileserviceoperatorsiseitherthroughprintmedia,electronicorword

ofmouth.Televisionand friendsand familymembersweremostpreferred

sourcesofinformationwhichmeansthatconsumersinGhaniachosetheir

mobileoperatorsonthebasisofpromotionaladvertisementsaswellasword-of-

mouth.

MobilepenetrationinEthiopiaisverylow whencomparedtotheotherAfrican

countries(ResearchICT Africa,2010).However,thereare16millionmobile

phonesubscribersowningvariousbrandsofmobilephone.Duringthemobile

phonebuyingdecisionprocess,thesesubscribers’takesintoaccountnumerous
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factors.However,researchersdevotedlittleattentiontofactorsunderlyingthe

mobilephonebuyingdecisionprocessinEthiopia

1.2ResearchProblem

Thenumberofmobilephoneserviceprovidershastremendouslyincreasedall

overtheworld.Mostworldeconomieshaveliberalizedtelecommunicationsector

byenablingmoreplayerstoactivelygetinvolvedintheindustry.Thishasleftthe

consumerofvariousservicesofferedwithawidechoiceofmobileservice

providers to subscribe to.The process ofchoosing by the subscriberis

determinedbyanumberoffactors.Thisstudyaim wastoestablishthevarious

factorsandhowtheyinfluenceasubscriberwhenchoosingamobiletelephone

serviceprovider.Thestudyalsoexaminewhethernewsubscriberjoinaprovider

wheremostoffamilymembers,friendsorsocialnetworkgroupsare.

Withtheloweringofinternetworkcallcost,itisprudenttoresearchonnetwork

effectphenomenatoinvestigatewhetheritisstillaninfluence.Theresultswill

helpmarketerstocomeupwithpropermarketingstrategieswhilewooingnew

subscribers,inalowcostenvironment.Consumerbehaviorinresponsetoprice

variationsandadversechangesinserviceisanimportantindicatorofthelevelof

competition in the mobile wireless services industry.If consumers are

sufficientlywell-informedtotakepricesandothernon-pricefactorsintoaccount,

theyareinabetterpositiontochoosetheproviderthatoffersthebestterms.A

studytodeterminetheeffectoflow tariffcostandothereconomicfactorsto

newconsumer(mobilesubscriber)willhelptheindustrywhiledeterminingtheir

coststrategy.

New investmentonnetworkexpansionandtechnologyhasgreatlyimproved

networkreliabilityandquality.Geographicalnetworkcoveragethusispresumed

as a factorconsidered bya potentialsubscriberwhile choosing a service

provider.Theindustryisalsodevelopingandrollingoutnewproductsatavery

fastrate.Thelevelofcompetitionamongvariousindustryplayersintermsof

new and customizedproductsisverystiff.Thisstudyinvestigated thelink



6

betweennetworkgeographiccoverage,serviceefficiencyandeffectivenessin

influencing subscribersto join a particularnetwork.This would enable the

service providers to use theirresources optimally while investing in new

technologyandexpandingandoptimizingtheirnetwork.

1.3PurposeoftheStudy

Thepurposeofthisstudywastoexaminetheinfluenceofmobilecustomer

retention strategies on performance ofmobile service providerproducts in

Ainamoisubcounty,KerichoCounty.

1.4ObjectivesoftheStudy

Thisstudywasguidedbythefollowingobjectives.

i. Todeterminehowpricingfactorinfluenceperformanceofmobileservice

provider.

ii. Toexaminetheextenttowhichsalespromotioninfluenceperformanceof

mobileserviceprovider.

iii. Toassesshowbrandinginfluenceperformancemobileserviceprovider.

iv. Todeterminetheextentatwhichservicequalityinfluenceperformanceof

mobileserviceprovider

1.5ResearchQuestions

Thestudysoughtanswerstothefollowingresearchquestions.

i. To whatextentdoes pricing factorinfluence performance ofmobile

serviceprovider?

ii. Towhatextentdoessalepromotioninfluenceperformanceofmobile

serviceprovider?

iii. Towhatextentdoesbrandinginfluenceperformanceofmobileservice

provider?

iv. Towhatextentdoeslevelofservicequalityinfluenceperformanceof

mobileserviceprovider?

1.6HypothesesoftheStudy

Thisstudywasguidedbythefollowinghypothesesstateinnullform.
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H01:Thereisnosignificantrelationshipbetweenpricingandperformanceof

mobileserviceprovider.

H02:Thereisnosignificantrelationshipbetweenbrandingandperformanceof

mobileserviceprovider.

H03:Thereisnosignificantrelationshipbetweenservicequalityandperformance

ofmobileserviceprovider.

H04:There is no significant relationship between sales promotion and

performanceofmobileserviceprovider.

1.7SignificanceoftheStudy

Thestudypointsoutotherresearchareasforpossibleconsiderationbyother

researchersthatcouldcontributetotheexistingbodyofknowledgeonmobile

customerchoice factors on performance ofmobile service provider.The

researchaddsvaluetothebodyofknowledgeforthoseresearcherswhomay

wanttodofurtherresearchinthesamefield.Itmayactasasourceofsecondary

datatothem.Thefindingscouldbeusedbythescholarstochampionfor

strategiestoimprovemobilecustomerchoicefactors.Theresultsofthestudy

andrecommendationsassistthepolicymakersindevelopingpoliciesthatbetter

mobilecustomerchoicefactorspractices.

Therecommendationscanbeused bythegovernmentto passlegislations

regardingtheirstrategyonmobilecustomerchoicefactors,whichguideboth

individualemployees,governmentestablishmentsandvariouscorporatebodies

inthecountry.Thefindingsofthisstudyarevaluabletoemployeesworkingin

mobileserviceproviderinAinamoiSubCounty,KerichoCounty.

1.8LimitationsoftheStudy

Respondents have a tendencyto be suspicious ofa researcher,itis also

anticipatedthatsomeoftherespondentswouldbeconcernedabouttheextent

ofinformationtheyarerequiredtoprovidewithoutanyrepercussions,butthis

concernswasaddressedusingtheletterfrom UniversityofNairobiandproviding

necessaryassurancetotherespondents.
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Confidentialityis a sensitive mattertherefore itwas anticipated to be an

impediment.However,theresearcherassuredtherespondentsthatnoneofthe

informationwillbeusedforanyotherpurposeotherthanthatwhichhasbeen

declared.

1.9Delimitationofthestudy

Thisstudyfocusedontheinfluenceofmobilecustomerretentionstrategieson

theperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Theindependentvariablesthatguidedthisstudyincludedpricingfactors,

brandingfactors,servicequality,andsalespromotionfactorswhiledependent

variableisperformanceofmobileserviceprovider.Thetargetpopulationofthe

studywasallmobileserviceprovidersinAinamoiSubCounty,KerichoCounty.

Thetargetpopulationthereforeincludessalesrepresentatives,fieldsupervisors,

fieldengineers,branchmanagersandconsumers.Thestudywasconducted

periodofsixmonthsbetweenJune2020andDecember2020.

1.10DefinitionofKeyTerms

Pricing Isatechnologythatinvolvesuseofcomputers,softwareand

internet connections infrastructure for purpose of

determining mobile phone call rates and transactions

(Crompton,2017).

Branding Setsofbehaviorsthatenableindividualsdemonstratethe

effectiveperformanceoftaskswithintheorganization(color,

logoandtagline).Isanyindividualcharacteristicthatcanbe

measured orcounted reliably and thatcan demonstrate

significant distinction between effective and ineffective

performance(Whiddett&Hollyforde,2012).

Servicequality Organizationalperformanceistheabilityofanorganizationto

fulfill its mission through sound management,strong

governanceandapersistentrededicationtoachievingresults

suchascoverageandreliability(Parasuraman,2014).

Promotion Thetypicallyhierarchicalarrangementoflinesofauthority,
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communications,rights and duties of an organization.

Organizationalstructuredetermineshowtheroles,powerand

(Gregory,Lampkin,Alan,GerryandBongjin,2014).

Performance isreferredtoasacquisitionofgoods,services,capabilities

andknowledgerequiredbybusinesses,from therightsource,

therightquality,intherightquantity,attherightpriceandat

therighttimeGiunipero,2016).

1.11OrganizationoftheStudy

Thisstudyisorganizedinfivechapters.Thefirstchapterisintroductioncovering

background ofthe study,statementofthe problem,purpose ofthe study,

objectivesofthestudy,researchquestions,significanceofthestudy,limitations

ofthestudy,delimitationsofthestudy,assumptionsofthestudyanddefinition

ofthekeyterms.Chaptertwogivestheliteraturereviewbasedonstudyvariables.

Summaryofliterature,theoreticalframeworkandtheconceptualframework.

ChapterthreedescribestheResearchMethodologyChapterfourfocusesondata

presentation,interpretation and discussion offindings.Chapterfive covers

summary ofthe study,conclusion and recommendations.Suggestions for

furtherstudyarealsopresented.

CHAPTERTWO

LITERATUREREVIEW

2.1Introduction

Thischapterissettopresenttheliteraturereview ofthestudy.Itexamined
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various theories based on how mobile customerchoice factors influence

performanceofmobileserviceprovider.Variousstudiesrelatedtothetopicof

studywerealsoreviewedundertheempiricalreview.Finally,thechapteralso

presentedadiscussionofthevariablesincludedinthestudy,aconceptual

frameworkaboutthem andhowtheywereoperationalized.

2.2PerformanceofMobileServiceProviders

InKenyathecountryhad31.1millionsubscribersintotal,ora76.9%penetration

rate (September2013).Three are fourmobile network companies namely;

Safaricom Limited, Orange, Equitel and Airtel Kenya. According to

CommunicationAuthorityofKenya(CAK)formerlyCommunicationCommission

ofKenya4thQuarterSectorStatisticalReportof2013,Kenyahadatotalof25.27

million subscribers representing 64.2% of the totalpopulation.Pre-paid

subscriptionsrepresented 99% ofthetotalmobilesubscriptions.Thelatest

statisticsfrom theCAKshow thatSafaricom continuestodominatetheKenya

market,controlling68.3percentofthesubscribershare,followedbyAirtelwith

25percent,EquitelandOrangeat7.7percent.Themobilenetworkproviders

offerproductsthatincreasecustomers’loyaltyinthem (CAK,2013).

Customerloyaltycanbeviewedasthewinningofconfidenceofthecustomerin

the favours ofan organization orits products and services so thatthe

relationshipbecomesawin-winsituationforboththeorganizationaswellasthe

customer(Reichheld,2006).Sasser(1990)noted thatwhen an organization

retainsatleast5percentofitscustomers,profitincreaseby25percentto125

percent.Thestudythereforesoughttoexplorefactorsthatinfluencethechoice

ofmobilephonenetworkbyKenyans.Thethreemobilephonenetworkproviders

areinvolvedinabattleeachtryingtowinandretaincustomers.

Safaricom offersdifferentproductsamongthem areM-pesawhichaccordingto

www.safaricom.com 10-10-2013hasabout19millionusers,voicecallwhichhas

ratesofKsh4acrossallnetwork,thereisalsosmsproductwhichcostsKsh1for

messageson-net,Ksh2acrossothernetworkbuthasofferof6smsKsh3on-net,
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20smsforKsh5on-net,200smsforKsh10andunlimitedsmsforKsh20,M-

shwari,arevolutionarynew bankingproductforM-PESAcustomersthatallows

youtosaveandborrowmoneythroughyourphonewhileearningyouintereston

moneysaved.WithM-Shwari,youarealsoentitledtoaffordableemergencyloans

(CAK,2013).

AirtelisthesecondlargestmobilenetworkproviderinKenya,bythenumberof

subscriberswhich isowned byBhartiAirtel.AirtelKenyahasincreased its

subscribernumbersfrom 5.3millionto7.85millionfollowingthejointyuMobile

byacquisitiontogetherwithSafaricom ItofferservicessuchasAirtelmoneyIn

whichyoucansendorreceivemoney,prepaidandpostpaidplans,3,75Ginternet

networkwhichhasenabledsubscribertobrowseandconnectwithfamilyand

friendsonsocialmediawithease,Blackberrydevicesandservices,international

roamingnetwork,localandinternationaltextmessaging,24-hourcustomercare

centerdirectoryenquiries,SMSinformationservices,mobileTopupandKopa

credoamongmanyotherproductsOrangeisthethirdlargestmobilenetwork

companyinKenya(CAK,2013).

OrangeKenyaalsoprovideOrangemoneyservicesthatallowscustomerto

transactdirectoryfrom bankaccountusingtheirorangemobilephone.Thiswas

enabled by their partnership with Equity bank providing customers with

revolutionarymobilebankingservices.ThroughOrangeMoneyonecansend

money,withdraw cash,paybillsATM withdrawalsorbuyairtime.Orangealso

provideprepaidservicesthroughTujuaneTariffwiththefollowingrates:Ksh3

perminutetocallothernetworks,Ksh1persmsacrossallthenationalnetworks,

Ksh 2 perminute forMobile providerhave engaged in differentmarketing

strategiessuchas,loweringthepricesoftheirproductsforexampleAirtelmoney

which offers free money transferservices,heavy advertisements fortheir

productsandvariouspromotionalactivitiestotryandincreasetheirmarket

share.Eachnetworkprovidertriestowinthecustomersloyaltybyapplying

differentstrategieswhichmayappealtothecustomers.Customerstherefore
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find itdifficultto choosefrom thethreemobilephonenetworks.Theyare

influencedbycertainfactorswhicharedeterminedbythewaynetworksprovider

servetheircustomers(CAK,2013).

2.3PricingFactorandPerformanceofMobilePhoneProviders

Priceplaysavitalroleintelecommunicationmarketespeciallyforthemobile

telecommunicationserviceproviders(Kollmann,2000).Itincludesnotonlythe

buyingpricebutalsothecallandrentalcharges.Generally,aprice-dominated

massmarketleadstocustomershavingmorechoicesandopportunitiesto

comparethepricingstructuresofdiversenetworkproviders.Acompanythat

offerslowerchargeswould beableto attractmorecustomerscommitting

themselvestothetelephonenetworks,andhence,significantnumberof“call

minutes”mightbeachieved.

According to Kollmann (2000),income from the numberofcallminutes

determinethebasiccommercialsuccessforthenetworkproviders.Healso

addedthatthesuccessofthetelecommunicationsectorinamarketplace

largelydependsoncontinuingusageandpricingpolicies,whichneedtobe

consideredonseverallevels.Priceistheonlypfrom themarketingmixthat

contributedirectlytorevenue,theotherPsarecosts.Incustomerperceived

value,priceisimportant(Buttle,2008).

Kollmann (2000)asserts thatprice is key in telecommunication business,

particularlymobilephoneindustry.ThepricehereincludethecostofSIM card,

rechargecard,callrate,theinternetchargerate,handsetcost.Consumerstend

tofavorandsubscribetoaserviceproviderwiththelowestcallrates.Mobile

phonefirmsbenefitmoreifcustomerspendsmoretimeusingtheirline(SIM

card).Thatishowfrequentlyandtimecustomer’susetheparticularSIM.Inthis

era ofinformation age,price competition has become cutthroatin mobile

telecommunicationindustry.

Trebing(2001)mentionedthattherearethreesetsofstrategiesforpricing
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behavior.Thefirstislimitentrypricing,whichisusedforprotectionofthemarket

positionofthefirm;secondisthehighaccesschargesfornewentrants,andthe

thirdoneistie-insalestowriteoffoldplantorstandardinvestmentagainst

captivecustomers.Accordingtotheauthor,limitentrypricinginvolvessetting

low pricesinhighlyelasticmarketstoattractorretainlargecustomerswith

monopolisticbuyingpower,whilemaintaininghighpricesininelasticmarkets.

2.4BrandingandPerformanceofMobilePhoneProviders

Brandimageisdescribedastheperceptionsandbeliefsheldbyconsumers

aboutabrand(Kotler&Keller,2009).Brandimageasatypeofbrandassociations

thatconsumers hold in memory.Brand associations are defined bythree

dimensions:attributes (no product related and product-related),benefits

(functional,experientialandsymbolic)andattitudestowardthebrand(Keller,

2009).Itmayalsobeviewedasconsumerperceptionsofabrandasreflectedby

thebrandassociationsheldinconsumers’memory(Keller,2008).

Thus,a brand image is also reflected bya consumer’s perception ofthe

producing companyreputation.Therefore,the image ofa brand is mainly

determinedbycorporatereputation,whichmeansthatcorporatereputationcan

influencetheperformanceofabrandedproduct.Physicallyattachingabrand-

nametoaproductcostslittle,sothebrand’scapacitytocommandhigherprices

translates into substantialprofitopportunities.Hence,a particularbrand’s

capacitytocommandhigherpricesislikeacapitalassetwhosemagnitude

variesovertimeandthatdeservestobemanagedcarefully(Keller,2009).

Thestrengthofabrand’spositioninthemarketplaceisbuiltonsixelements:

branddomain,brandheritage,brandvalues,brandassets,brandpersonality,and

brand reflection (Jobber&Fahi,2006).The first of these,brand domain,

correspondstothechoiceoftargetmarketwherethebrandcompetes,theother

fiveelementsprovideavenuesforcreatingacleardifferentialadvantagewith

thesetargetconsumers.Branddomainmeansthebrandtargetmarketwhereit

competesinthemarketplacewhichinturndescribesthenatureofcompetitionin
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thatparticularmarket.Brandheritageisthebackgroundtothebrandandits

culture,aswellashowithasachievedsuccess(andfailure)overitslifecycle.

Thiswillbestindicatethesizeofthemarketthebrandcommands.Brandvalues

are the core values and characteristics ofthe brand as perceived bythe

customers.Brandassetsarewhatmakesthebranddistinctivefrom otherbrands,

andincludesasetofuniquefeaturesthatdifferentiateitfrom competingbrands.

Brandpersonalityisthecharacterofthebranddescribedintermsofother

entities,suchaspeople,animals,orobjects.Brandreflectionishow thebrand

relatestoself-identityandhowthecustomerperceiveshim/herselfasaresultof

buyingorusingthebrand.Brandmanagerscanform anaccurateportraitofhow

brandsarepositionedinthemarketplacebyanalyzingeachoftheelementsa

forementioned.Anotherkeydecisioninbrandingisthechoiceofname,because

developingabrandtakestimeandinvolveslong-term planningandinvestment.

NguyenandLeblanc,(2001)claim thatcorporateimageisrelatedtothephysical

andbehavioralattributesofthefirm,suchasbusinessname,programs,variety

ofproducts/services,andtotheimpressionofqualitycommunicatedbyeach

customercareinteractingwiththefirm’sclients.From themarketingliteratureof

goods,itisclearthatbrandreputationhasbeendefinedasaperceptionof

qualityassociatedwiththename.Corporateimageintheservicemarketing

literaturewasearlyidentifiedasanimportantfactorintheoverallevaluationof

theserviceandcompany.

2.5ServiceQualityandPerformanceofMobilePhoneProviders

In a studycarried outbyWang and Lo(2011)on comprehensive integrated

frameworkforservicequality,customervalue,andcustomersatisfactionand

behavioralintentionsofcustomersinChina’smobilephonesector,theyobserved

thatcompetitionbetweentwomobilephoneserviceprovidersismoreintense

thaneverwhichisnotonlyinensuringnetworkqualitybyalargeamountof

investmentinnetworkextensionandupgradingbutalsoincustomeracquisition

andretentionbydirectandindirectpricereductionefforts.
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According to Leisen and Vance (2012)service qualityhelps to create the

necessarycompetitiveadvantagebybeinganeffectivedifferentiatingfactor.In

addition, competitive advantage by firms is a value-creating strategy,

simultaneously which is not implemented by any existing or potential

competitors.

Asaresult,servicequalitycanbeusedasacompetitiveadvantagewhichis

relatedtocustomers’satisfactionandalsoleadstoconsumerloyaltyandfuture

purchases.Inparticular,consumerspreferservicequalitywhenthepriceand

othercostelementsareheldconstant.Servicequalityisessentialandimportant

foratelecommunicationserviceprovidercompanytoensurethequalityservice

forestablishingandmaintainingloyalandprofitablecustomer.Wal(2010)stated

thatithasbecomeadistinctandimportantaspectoftheproductandservice

offering,andacompetitiveadvantageissustainedwhenothercompaniesare

unable to duplicate the benefits ofthis strategy.Lovelockstated thatthis

customer-drivenqualityreplacedthetraditionalmarketingphilosophywhichwas

basedonproductsandprocess.

Consumerbuyingbehaviorisinfluencedbytwomajorfactors.Thesefactorsare

individualandenvironmental.Themajorcategoriesofindividualfactorsaffecting

consumer behavior are demographics,consumer Knowledge,perception,

learning,motivation,personality,beliefs,attitudesandlifestyles.Thesecond

categoryoffactorsisenvironmentalfactors.Environmentalfactorsrepresent

thoseitemsoutsideoftheindividualthataffectindividualconsumer’sdecision

makingprocess.Thesefactorsincludeculture,socialclass,referencegroup,

familyandhousehold.Theabovementionedfactorsarethemajordeterminants

behindthedecisionofconsumerstooptagivengoodorservice(Blackwell,

Miniard,andEngel,2006).

Ethiopiaisadevelopingcountryandhaswitnessedfasteconomicgrowthand

developmentsinmobiletelecommunicationpenetrationinrecentyears.Dueto

thesereasons,thereisadynamicincreaseinthenumberofmobilephonedevice
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users.Thisattractedlargenumberofinternationalfirmstoenterintomobile

industryandoffervariousbrandsofmobilephones.However,thechoiceof

consumerisdiverseduetovariousfactorsassociatedwithconsumerbehavior.

Inthiscontext,itisimportanttostudythevariousfactorswhichshapethe

consumersmindduringthepurchaseofmobilephonedevices.

AccordingtoKarjaluotoetal.(2005),price,brand,interface,andpropertiestends

tohavethemostinfluentialfactorsaffectingtheactualchoiceamongstmobile

phonebrands.Ling,HwangandSalvendy(2007)surveyedcollegestudentsto

identifytheirpreferenceoftheircurrentmobilephone.Theresultsoftheirsurvey

indicatedthatthephysicalappearance,sizeandmenuorganizationofthemobile

phonesarethemostdeterminantfactorsaffectingthechoiceofmobilephones.

Mack and Sharples (2009)showed thatusability in the mostimportant

determinantofmobilechoice;otherattributesparticularlyfeatures,aesthetics

andcostareotherfactorsthathaveimplicationonthechoiceofmobilephone

brand.

InotherstudyconductedbyKumar(2012),price,qualityandstylefunctionsas

themostinfluentialfactorsaffectingthechoiceofmobilephones.Moreover,Saif

etal,2012selectedfourimportantfactorsi.e.price,size/shape,newtechnology

featuresand brand nameand analyzed theirimpacton consumers’buying

behavior.Accordingtohisresult,consumer’svaluenewtechnologyfeaturesas

themostimportantvariablethatinfluencesconsumers’togoforanew mobile

phonepurchasedecision.EricandBright(2008)conductedastudyonfactors

thatdeterminethechoiceofbrandsofmobilephonein Ghanaspecifically

KumasiMetropolis.Accordingly,theresultsofthestudyshowedthatthefirst

mostimportantfactorisreliablequalityofthemobilephonebrandandtheother

factorisuser-friendlinessofthebrandofthemobilephone.

Likewise,Das(2012)conductedanempiricalresearchbasedonsurveymethod

on factorsinfluencing buying behaviorofyouth consumerstowardsmobile

handsetsincoastaldistrictsofOdishalocatedinIndia.Accordingtothestudy,a

handsetofreputedbrand,smartappearance,andwithadvancedvalueadded

features,pleasurabilityandusability;isthechoiceofyoungconsumers;females



17

in gender-group,post-graduates in levelof education-group,students in

occupationalgroup,urban residentsin geographicalarea group playsmost

prominentroleinbuyingdecisionofamobilehandset.

2.6SalePromotionandPerformanceofMobilePhoneProviders

Promotionisconcernedwithensuringthatconsumersareawareaboutthe

company/firm anditsproductsthattheorganizationmakesavailabletothem.

According to Kotler and Keller (2010) promotion is the activities that

communicateabouttheproductsorservicesanditspotentialmeritstothe

targetcustomersandeventuallypersuadethem tobuy.Theyalsonotedthatitis

animportantpartforallcompanies,especiallywhenpenetratingnew markets

andmakingmoreornewcustomers.Rowley(2013)considerspromotionasone

ofthemediawhichisusedbyorganizationstocommunicatewithconsumers

with respectto theirproductofferings.He identified the objectives ofany

promotionalstrategyasincreasesales;maintainingorimprovingmarketshare;

creatingorimprovingbrandrecognition;creatingafavorableclimateforfuture

sales;informingandeducatingthemarket;creatingacompetitiveadvantage

relativetocompetitor’sproductsormarketpositionandimprovingpromotional

efficiency.Promotiongoesbeyondmerecommunicationofproductawareness

butinvolvesinducingtheconsumertomakeapurchase.

KotlerandArmstrong(2010)statedthatpromotioniswhencompaniesinform,

persuade,or remind customers and the generalpublic of its products.

Promotionsimpactconsumers’purchasingbehavioranddecisionstowardsthat

particularbrand,especiallyduring sales promotion period.The impressions

consumershaveofacompanyextendwellbeyondtheproductorservicethe

firm provides.Brandimageisamentalimagethatreflectsthewayabrandis

perceived,including allthe identifying elements,the productorcompany

personality,andtheemotionsandassociationsevokedintheconsumer’smind.

Itis defined as perceptions abouta brand as reflected by the brand’s

associationsheldintheconsumer’smemory(itisconstitutedbyaseriesof

picturesandideasinpeople’smindsthatsum uptheirknowledgeofabrand.
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2.7TheoreticalFramework

Severaltheoriesareadoptedbythestudyinordertobringoutthesustainability

ofsupplychainsandhowe-procurementcanplayaroleinit.Toelaboratethis,

the study willadoptthe following theories:Resource Based View (RBV),

DynamicalSystemstheoryandTechnologyAdoptionModel(TAM).

2.7.1ResourceBasedView(RBV)

TheResourceBasedView(RBV)theorywasdevelopedbyBarney(1991)intheir

analysisofheterogeneousfirms.Itassertsthattheresourcesofanorganization

arekeytoensuringthatitperformswell.Theseresourcesarewhatdetermineif

anorganizationhasanaddedadvantageovertherest.Asaresult,exploiting

surrounding opportunities using available resources in a new wayis more

efficientratherthanacquiringnewskillsforeachdifferentopportunity.According

to the RVB theory,resources can be classified into organizationalcapital

resources,physicalcapitalresourcesandhumancapitalresources.Allocating

them efficientlyhelpsanorganizationtoachievegreaterperformance(Lynchet

al.,2000).

JustasRVBsuggests,thiswillimprovetheperformanceofthecompany,thereby

ensuringthatthesupplychainissustainable.Assuch,thistheorywasfoundto

be relevant in explaining branding, sales promotion and product

developmentamongmobileserviceproviders.Additionally,basedonthistheory,

itcanbeseenthatmobileserviceproviderswillonlybesuccessfuliftheyhave

thenecessaryresourcesthatareequaltothestandardsinwhichtheyoperatein.

2.7.2DynamicCapabilityTheory

TheaspectofdynamiccapabilitywasfirstcoinedbyDavidTeece,GaryPisano

andAmyShuen.Thetheorydescribesanorganization’sabilitytodeliberately

organizeitsresourcesinanefforttoimproveperformance.AccordingtoChien

and Tsai(2012),dynamic capabilityis the capabilityofan organization to

purposefullyadaptanorganization'sresourcebase.Anorganizationshouldbe

ableto reactadequatelyand timelyto externalchanges.Thisrequiresthe

adoptionofdifferentstrategiesthatwillharnessmultiplecapabilitiesofthe
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organizationandputthem intouse.

Thiswillgivethecompanytheabilitytointegrate,develop,andleverageonthe

environmentalcompetitiveadvantage.Indeed,thecurrentbusinessworldisvery

dynamic.Changesrangingfrom organizationalstructures,culture,marketingand

customer’s tastes and preferences are taking a differentpath.As such,

organizationsshouldhavetheabilitytorespondtothesechangesinthemost

effectivemanner(ChienandTsai,2012).Thedynamiccapabilitytheoryasserts

thatonlyorganizationsabletoachievethiswillactuallybeabletobreakevenin

thiscompetitiveworld.

WhileRVBemphasizesonsustainablecompetitiveadvantage,thistheoryinsists

onthekeyissuessurroundingthissustainablecompetition.Itisfocusesonthe

survivalofanorganizationintheeventofrapidchanges.Thisisatraitsenior

managerinhighendorganizationsoughttounderstandinordertokeepall

stakeholdershappyduringthesetoughanddynamictimes.Thistheoryisrelated

tothetopicofstudybecausemobileserviceproviderstodayareinamarketthat

ishighlydynamicandcompetitive.

2.7.3TechnologyAdoptionModel(TAM)

Thistheorypositsthebehaviorofinformationsystem isdefinedbyitsusageand

itislargelylinked withthebehavioralmotionoftheintent,guided byuser

decisionmakingprocess.Thebehavioralintentisguidedbyperceivedeaseof

use and usefulness.This modelexplains the reasons why users adopt

information technologies.Davis (1989) argues the theory of Technology

AdoptionModel(TAM)influencesthetechnologyusers’decisionsontheuseand

importanceanduseoftechnology.Technologyadoptionissupportedbythe

managementbyameansofavailingrequisiteresourcesduringimplementation

oftechnologicaladvancementandsolvingthechallengesencounteredduringthe

implementationphase.

Humanresourceplaysanintegralroleintechnologyimplementation,especially
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whentheyaretrainedandgivenmanagerialsupport.Trainingreinforcestheir

capacityto implementtheinformationsystems(Angi,Sum & Chung,1995)

trainingfacilitiesknowledgetransferonthebestpracticesonhow information

technologycanbeadopted.

Involvementandparticipationofemployeesinallphasesoftechnologyadoption

mitigatesthemagnitudeoftechnologyacceptanceofboththeemployeesand

thestakeholders.Thetheoryoftechnologyacceptancemodelsuggeststhat

informationtechnologysystem isdeterminedbythebehavioralintentoftheuser

eitherdirectlyorindirectly,thisisalsoguidedbyexternalfactorssuchashow

easythetechnologycanbeusedanditssubsequentusefulness.

Theattitudetowardsadoption depictstheprospectiveadopter'spositiveor

negativeorientation/behavioraboutadoptinganew technology.Attitudesare

determinedbyrelevantinternalbeliefs.Attitudetowardsadoptionisinfluenced

byfactorssuchas:perceivedeaseofadoption;apprehensiveness;perceived

utilitiesoftechnology(extrinsicmotivation);enjoyment(intrinsicmotivation).In

addition,individualcharacteristicslikeage,qualification,theirpriorexperiences

inadoptingtechnology;technologysuppliers'commitment;compatibilitywith

existingtechnologyandenhancedvalueareimportantfactors.Socialpressureis

anotherimportantfactor.

2.8ConceptualFramework

Theconceptualframeworkadoptedbythisstudywasusedtodescribethe

dependent and the independent variables. The dependent variable is

Performance of mobile service providers. Independent variables were

representedbypricing,branding,servicequalityandpromotion.Thisiscaptured

infigure2.1.
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IndependentVariables INDICATORS DependentVariable

ModeratingVariable

Figure2.1:ConceptualFramework

Research on the performance ofmobile phone providers indicated various

factors both within their controland others beyond the controlof the

organization’s management.Factors within the controlofmanagementare

internal environmental factors and include such factors as marketing,

InformationTechnology(IT)andmanagementcapabilitieswhilefactorsoutof

themanagementcontrolarecalledexternalfactorsandincludefactorslike

political,competition,socialculturalandtechnological(Ndambuki,2008)
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Althoughmobileservicesaremoreexpensivethanfixedservices,inorderto

accesscommunicationsservicesenjoythebenefitsofmobilitymanypeople

haveoptedforthis"premium"service.Thismaybeattributedtotherelatively

bettercustomerservice,theeasewithwhichconnectionsareobtainedandthe

relative reliability ofthe mobile networks (Mwololo,2008).However,what

influencestheperformanceofmobilephoneoperatorsinKenyaisnotknown

withalllevelofprecisionowingtothelackofpedagogicalresearchonthesame

anditisthisthatthisstudyseekstofindout
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2.9Summaryofresearchgaps

Author

and

year

Researchtopic Variables Findings Methodolo

gy

Gaps

Ndamb

uki

(2008)

Factors

influencingthe

performanceof

mobilephone

operatorsin

Kenya.

Independent

variables

marketing,

Information

Technology(IT)and

management

capabilities

Research revealed in the

study’s results that

performance is affected by

suchfactorsascompetition,

political and regulation

environment.

Descriptive

Analysis

Effectofexternal

environmenton

performanceof

mobileprovidersis

notasweakasthe

authorhasmadeit

seem.

Ericand

Bright

(2008)

Factorsthat

determinethe

choiceofbrands

ofmobilephone

Qualityandusability Firstmostimportantfactor

is reliable quality of the

mobilephonebrandandthe

other factor is user-

friendlinessofthebrandof

themobilephone

Descriptive Thestudydidnot

establishexact

brands

Pakola

etal.

(2010)

Consumer

purchasing

motivesincellular

phonemarkets.

Price,audibilityand

friends

While price and properties

were the most influential

factors affecting the

purchase ofa new mobile

phone,price,audibility and

Descriptive Thestudydidnot

establishpricing

strategies
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friends’ operator were

regarded as the most

important

Das

(2012)

factorsinfluencing

buyingbehaviorof

youthconsumers

towardsmobile

handsets

Brand,qualityand

usability

brand, smart appearance,

and with advanced value

added features,

pleasurability and usability;

most prominent role in

buyingdecision

Descriptive

Survey

Thestudydidnot

addressbrandequity

Subram

anyam

and

Venkat

eswarlu

(2012)

factorsinfluencing

buyerbehaviorof

mobilephone

buyers

Varioustypesof

marketingstrategies

income,advertisingandlevel

ofeducationinafamilyare

the determining factors of

owningamobilephoneset.

Descriptive Variationsin

marketinnstrategies

Wambu

gu

(2012)

Factors

influencing

consumerchoice

ofmobile

telephoneservice

provider.

Independent

variables

Demographic

Characteristics,

socialrelatedfactors,

economic related

factors mobile

provider efficiency

andeffectiveness

Research revealed that

consumer decisions were

influenced by personal

characteristics, like age,

occupation, economic

circumstances

Nil The study solely did

notfocus on pricing

factor, branding,

service quality and

salespromotion
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DependentVariable

Choiceofmobile

provider

Malasi

(2012)

Influenceof

productattributes

onmobilephone

preference

Brandandvisibility Colorthemes,visible name

labels,and mobile phone

with variety of models,

packagingforsafety,degree

of awareness on safety

issues,look and design of

the phone influence

purchasingdecisions

Nil The study relied on

secondarydata

Sata

(2013)

Factorsaffecting

thedecisionof

buyingmobile

phonedevices

Price,socialgroup,

productfeatures,

brandname,

durabilityandafter

salesservices

Consumer’s value price

followed by mobile phone

features as the most

importantvariable

correlation

and

multiple

regressions

analysis

Decision making by

customers is not

dependenton pricing

alone.
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CHAPTERTHREE

RESEARCHMETHODOLOGY

3.1Introduction

Thischapterdiscussesthemethodologyofthestudythatwereusedinthis

research.Itdescribestargetpopulations,samplesize,researchdesign,sampling

design and sample size,data analysis and data collection procedures and

methods.Italsodescribesstatisticalmodelthatwereusedindataanalysis.

3.2ResearchDesign

Themainaim ofthisstudywastoexaminethemobilecustomerchoicefactors

influenceperformanceofmobileserviceprovidersinAinamoiSubCounty;this

studyadopteddescriptivesurveydesign.Descriptivesurveyresearchdesign

collectsdatafrom everymemberofthepopulationbeingstudiedratherthan

choosingasample.

3.3TargetPopulationandsamplesize

Thetargetpopulationandsamplesizeofthisstudyhasbeenexplainedas

follows

3.3.1Targetpopulation

Thetargetpopulationofthestudywasallthreemobileserviceprovidersin

AinamoiSubCounty,KerichoCounty.ThetargetpopulationincludedSafaricom,

Telekom KenyaandAirtel,targetedrespondentsthereforeincludes24sales

representatives,18fieldsupervisors,6fieldengineers,6branchmanagersand

111,214consumers.

3.3.2SampleSize

Newman (2011)formula fordetermining samplesizesin largepopulations,

normallyabove10,000.Thisisasshownbelow wasadaptedtoarrivetothe

samplesizeasshownbelow.

n=
Z2pq

d2
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Wheren=therequiredsamplesize,whenthetargetpopulationismorethan

10,000

Z =isstandardnormaldeviateattherequiredconfidencelevel,0.05,

whichgives1.96

p=istheproportionofthetargetpopulationestimated to havethe

characteristicsbeing measuredwhenoneisnotsure,soonetakesmiddle

ground(0.5)

q=1-p(1-0.5=0.5)

pisthelevelofstatisticalsignificance,whichisastandardsetat0.05

Thereforen=
1.962x0.5x0.5

0.052 =384

Thestudysampledatotalof384salesrepresentatives,fieldsupervisors,field

engineers,branchmanagersandconsumers.Thestudygaveequalchanceto12

salesrepresentatives,9fieldsupervisors,3fieldengineers,3branchmanagers

and357consumersinNyakacho,Brook,Townshipestates.

3.4SamplingTechniques

AccordingtoKothari(2012)samplingistheprocessbywhicharelativelysmall

numberofindividuals,objectoreventisselectedandanalyzedinordertofind

outsomethingabouttheentirepopulationfrom whichitwasselected.Anideal

sampleshouldbelargeenoughtoserveasanadequaterepresentationabout

whichtheresearcherwishestogeneralizeandsmallenoughtobeselected

economicallyintermsofsubjectavailabilityandexpenseinbothtimeandmoney

(Best& Kahn,2012).Stratifiedsamplingwasusedto stratifymobileservice

providers to participate in the study,while simple random sampling was

employedtoaccessactualrespondentsofthestudy.

3.5DataCollectionInstruments

Primarydatawasusedinthisstudywhichwaslargelyquantitativeinnature.

Primarydatawascollectedusingquestionnairesthatwereself-administered.

ThequestionnairesweremadeupofstructuredquestionsusingLikertscale.The
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questionnairehadfourparts;firstpartcollectedarespondents’demographics

andtheotherpartscollectedinformationwithrespecttotheresearchquestions.

3.5.1PilotTesting

Pretestingofthedatacollectioninstrumentswasperformedinordertoascertain

bothdatareliabilityandvalidity.Pre-testsofdatacollectioninstrumentsenables

researcheronclarityandefficiencyassessmentanditsuseability(Mugenda.A.

&Mugenda,O,2003).AccordingtoSekaran(2003)thisapproachallowsdetection

oferrorspriortotheactualdatacollectionprocess.

Toconductpretest,theresearcherpreparedandadministeredquestionnairesto

atotalof38respondents(10%oftargetpopulation)whoarenotincludedinthe

studysamplesize,additionallyfindingsfrom thepretestshallnotbeincludedin

thefinalreportwriteupbutwereusedtopreparethefinalquestionnaireforthe

study.

3.5.2ValidityoftheStudy

Tichapondwa(2013)recommendsthatsupervisorsscrutinizeitemsformulated

to checkiftheymatchtherequestedcriteria(clarity,intelligibility,neutrality

amongothers).ThisisinlinewithsuggestionsbyCohenandManion(1994)who

arguedthatsupervisorscanbeusedtogiveobjectiveopinionsoncontentsof

researchinstrumentstoensurecontentandconstructvalidity.

Contentvalidityofthestudyinstrumentwasrealizedbyseekingtheexpert

opinion of the assigned University supervisor on the content of the

questionnaires. The experts was therefore review the instrument and

subsequentlysuggestwaysofreviewingtheinstrument(Matula,2018).

3.5.3ReliabilityoftheStudy

Theresearcherconductedapilottestonatotalof38respondents(10%oftarget

population).Thescoresfrom bothtestswerecorrelatedtoindicatethereliability

oftheinstruments.Theresultsobtainedinpretestingwerecalculatedbytheuse

ofPearson’sProductMomentCorrelationCo-EfficientFormula.Thereliabilityco-
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efficient(r)shouldfallwithintherecommendedrangeof0.7andabovetobe

deemedreliable.Cronbachalpha,measuresofinternalconsistency,wasusedto

ascertaininstrumentinternalreliability.Reliabilityisensuredbyhigherscoreof

theinstrument,accordingtoNunnaly(1978)0.7scoreisanacceptablereliability.

Thestudyadoptedthisstatisticasitsbaselineforreliability.Pilottestfeedback

wasthebenchmarkformodificationofthefinalquestionnaire.

3.6DataCollectionProcedure

Primary data was collected by using structured questionnaires thatwere

administeredtotherespondentsthroughdropandpickmethod.Questionnaires

wereusedbecausemanyrespondentsreachedwithinashorttimeandtheyare

costeffective.Thequestionnairehad two parts;partA and partB.PartA

containeddemographicquestionswhilepartBhadLikertscalequestions.

3.7DataAnalysisandPresentation

Afterdatacollectionthefilled-inandreturnedquestionnaireswereeditedfor

completeness,andentriesmadeintostatisticalpackageforsocialscientific

(SPSSversion23).Thisensureddataaccuracy,consistentwithotherinformation,

uniformlyentered,completeandarrangedtosimplifycodingandtabulation.In

sectionA,ofthequestionnairedescriptiveanalysiswasconducted.Descriptive

analysisinvolveduseoffrequenciesintheirabsoluteandpercentageforms.

Mean and standard deviation was used to measure centraltendency and

dispersionrespectively.

Frequencydistribution tables were used as mostappropriate technique in

presentingandfindings.InsectionB,ofthequestionnaireinferentialanalysis,

entailed both multivariate regression and correlation analysis,performed to

assessthestrengthoftherelationshipsbetweenthespecifiedvariables.

Themultipleregressionmodelstookthefollowingequations:

Y=C+β1X1+β2X2+β3X3+β4X4+ε

Y=Performanceofmobileserviceproviders
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C=Constantterm

β1–β5=Co-efficient

X1=Pricing

X2=Branding

X3=Servicequality

X4=Promotion

ε=Errorterm

CHAPTERFOUR

DATAPRESENTATION,INTERPRETATIONANDDISCUSSION

4.1Introduction

Thischapterpresentsresearch findingsofthestudy.Thestudysoughtto

examinetheinfluenceofmobilecustomerpullingfactorsonperformanceof

mobileserviceproviderinAinamoiSubCounty,KerichoCounty.Specifically,the

studysoughttodeterminehow pricefactorinfluenceperformanceofmobile

serviceprovider;to examinetheextentto which salespromotion influence

performance ofmobile service provider;to assess how branding influence

performancemobileserviceprovider;todeterminetheextentatwhichservice

qualityinfluenceperformanceofmobileserviceprovider.Thischapterpresents

responserate,demographicdataforthemobileserviceproviders,andcustomers,

dataanalysis,presentation,anddiscussionaccordingtoresearchobjectives.

Data was collected using questionnaires and an interview guide; the

questionnaireswereadministered to sampled mobileserviceproviders,and
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customers.Dataanalysiswasdonebyapplyingdescriptivestatisticssuchas

percentagesandfrequencydistribution,whileinferentialstatisticswasdone

using correlation and regression analysis and then findings presented in

statisticaltables.Discussionwasdoneincontinuousproseform.

Therespondentssampled forthestudyweremobileserviceproviders,and

customers.ThereturnrateforthestudyisshowninTable4.1.

Table4.1:QuestionnaireReturnRate

Therespondentssampled forthestudyweremobileserviceproviders,and

customers.ThereturnrateforthestudyisshowninTable4.1.

Respondentscategory Number

administered

Number

returned

Percentage

returned

ServiceProviders 27 27 100

Customers 357 311 87.11

The return rate forthe mobile service providers,was 100 percent;while

participationrateforcustomerswas87.11percent.Thequestionnairereturnrate

formobile service providers and customers was wellabove 70 percent.

AccordingtoKothari(2008)aresponserateofabove50percentisadequatefor

descriptivestudy.

Thereturnrateofquestionnairesfrom mobileserviceprovidersandcustomers
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washighduetotheabilityoftheresearchertovisitmobileserviceprovidersand

customers,administerthequestionnairestotherespondentsandcollectthem

immediately.

4.2Respondentsdemographiccharacteristics

Thissectionpresentsindividualattributesofeachrespondent,including:age,

gender,highestacademicqualification,andlengthofservice.Theresultofthe

findings on the demographic information was used in assessing the

respondent’ssuitabilityinparticipatinginthestudyforhavinghadtheprivilegeof

interactingwiththevariablesunderstudy.Demographicdataformobileservice

providersandcustomerswasderivedusingquestionnaires.

4.2.1GenderDistributionofRespondents

Inthisstudyitwasfoundnecessarytodeterminethegenderdistributionamong

mobileserviceprovidersinordertoestablishgenderparticipationofmalesand

femalesininserviceprovisionaswellasserviceconsumption.Thefindingsare

presentedintheTable4.2

Table4.2GenderDistribution

ServiceProvider Customers

Gender F % F %

Male 13 48% 13 49%

Female 14 52% 14 51%
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Table4.2 showsthatmajorityoftheserviceproviderswerefemaleswhile

minorityweremales.Malesandfemaleshavethereforebeeninvolvedinservice

provisionandconsumptioninalmostequalmeasure.Thecompositionofgender

ofthemobileserviceprovidershasconformedtotheconstitutionalrequirement

ofonethirdofeithergender.

4.2.2AgeDistributionofMobileServiceProvidersandCustomers

Theagedistributionofthemobileserviceprovidersandcustomers(inbracket)

wasasshownintable4.3

Table4.3DistributionofRespondents’Age

Thestudysoughttodeterminetheagedistributionofmobileserviceproviders

andcustomers.ThefindingsarepresentedinTable4.3.

MobileServiceProviders Customers

Agebracket F % f %

20 to 25

years

2
7%

87
28%
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26-35years 9 33% 118 38%

36-45years 10 38% 62 20%

46-55years 6 22% 44 14%

TheTable4.3showsthatamajorityofmobileserviceprovidersat38percent

wereintheagebracketof36-45years.Thisimpliedthatthemobileservice

providers comprised ofindividuals who are old enough and had acquired

reasonableconceptualandprofessionalcompetenciesrequiredinmobileservice

provision.Majoritycustomerswereintheagebracketof2-35years.

4.2.3Respondents’AcademicQualifications

Thestudysoughttodeterminethelevelofeducationofmobileserviceproviders

andcustomers.ThefindingsarepresentedinTable4.4.

Table4.4DistributionofRespondents’AcademicQualifications

Academic

Qualifications

Mobile

Providers

Service Customers

F % F %

Primary 0 0 25 8

Secondary 0 0 119 38
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Diploma 14 52 88 28

Bachelors 11 41 68 22

Masters 2 7 8 3

Other 0 0 3 1

Total 27 100 311 100

Table4.4showsthatmajorityofmobileserviceprovidershadbachelor’sdiploma

levelofeducation,whilemajorityofthecustomershad secondarylevelof

education.Thisimpliesthatalltherespondentswereliterateenoughtointeract

withthestudyobjectives.

4.2.4YearsofServiceofMobileServiceProviders

Thestudyalsosoughttofindoutemployeesofmobileserviceprovidersyearsof

service.ThefindingswerepresentedinTable4.5

Table4.5YearsofServiceofMobileServiceProviders

Years Frequency Percentage

Lessthan1year 0 0

1-10years 0 0
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10-20years 14 52

20-30years 11 41

Over30years 2 7

Total 27 100

From thestudyfindingsmajorityofthemobileserviceprovideremployeeswere

intheserviceforbetween10-20yearsmeaningtheywereexposedtoactivities

ofmobileserviceprovisiontogiveinvaluableinformationtothepresentstudy.

4.2.5DesignationofMobileServiceProviders

The studyalso soughtto find outemployees ofmobile service providers

designation.ThefindingswerepresentedinTable4.6

Table4.6DesignationofMobileServiceProviders

Years Frequency Percentage

SalesRepresentatives 12 44.5

Branchmanagers 3 11.1

FieldEngineer 3 11.1

FieldSupervisors 9 33.3

Total 27 100

From thestudyfindingsmajorityofthemobileserviceprovideremployeeswere
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salesrepresentatives.

4.3DescriptiveAnalysisoftheStudyVariables

Thisstudysoughtinformationfrom respondentsonfourkeythemes.Their

responseshavebeenpresentedasfollows

4.3.1PerformanceofMobileServiceProvider

Thestudyrespondentswererequestedtoshowtheirlevelofagreementwiththe

statementsinrelationtoperformanceofmobileserviceprovider.Theresultsare

shownintable4.7.

Table4.7:EmployeesResponseonPerformanceofMobileServiceProvider

PerformanceofMobileService
Provider

1 2 3 4 5 N

Our company plans on sales
volumeimprovement

6 5 37 104 159 311

1.9% 1.6% 8.7% 33.4% 54.3%

Human resources has influenced
salesperformance

0 5 10 104 192 311

0% 1.6% 3.2% 33.4% 61.7%

Ourcompanyreviewssalesvolume
improvement

7 9 24 93 178 311

2.3% 2.9% 7.7% 29.9% 57.2%

Useofsalesstrategyhasincreased
ourbusinessperformance

10 9 8 90 194 311

3.2% 2.9% 2.6% 28.9% 62.4%

Sales performance influences
organizationperformance

10 4 15 105 177 311

3.2% 1.3% 4.8% 33.8% 56.9%

Budgetary allocation on sales is
sufficient to influence sales
performance

16 17 13 207 58 311

5.1% 5.5% 4.2% 66.6% 18.6% 311

Theanalysisintable4.8belowshowsthatthemajoritywhoscoredfrequencyof
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296(95.1%)agreedthathumanresourceshasinfluencedsalesperformance.

Thiswascloselyfollowedbythosewhotooagreedthatuseofsalesstrategyhas

increasedourbusinessperformancefrequencyof284(86.1%).Futhermore

resopndentsagreedbudgetaryallocationonsalesissufficienttoinfluencesales

performancewithafrequencyof265(85.21%).

4.3.2InfluenceofPricingFactorsonPerformanceofMobileServiceProvider

Therespondentswererequestedtoshow theirlevelofagreementwiththe

statementsinrelationtopricingfactors.Theresultsareasshownintable4.8

Table4.8:CustomersResponseonInfluenceofPricingFactorson
PerformanceofMobileServiceProvider

PricingFactors 1 2 3 4 5 N

Pricing speeds up awareness
processand thereforemaximizes
sales

5 6 8 102 190 311

1.6
%

1.9
%

2.6% 32.8
%

61.1%

Pricingduringinsalespromotion
improvesperformance

7 10 7 130 157 311

2.3
%

3.2
%

2.3% 41.8
%

50.5%

Managementusespricingstrategy
morefrequently

6 6 18 97 184 311

1.9
%

1.9
%

5.8% 31.2
%

59.2%

Pricing strategy involves some
incentives and motivation that
offerclientsareasontobuythe
company’sproducts

11 6 35 118 141 311

Pricingfactorshasbeenacknowledgedtobeoneofthefactorsthatinfluence

performanceofmobileserviceproviderinAinamoiSubCounty,KerichoCounty.
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Thestudywanted to establishtheclaim.Thecustomersofmobileservice

providerswerethereforerequiredtoratetheirresponsesonalikertscaleof1-5

where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=StronglyDisagree.

Theanalysisintable4.8belowshowsthatthemajoritywhoscoredthehighest

frequency292(93.48)agreed thatPricing speedsup awarenessprocessand

thereforemaximizessales.Thiswascloselyfollowedbythosewhotooagreed

thatpricingduringinsalespromotionimprovestheirpurchasingdecision287

(92.3%).

Table4.9:EmployeesResponseonInfluenceofPricingFactorsonPerformance
ofMobileServiceProvider

PricingFactors 1 2 3 4 5 N

Pricing by the mobile service
providers speeds up awareness
creationprocess

2 1 0 6 18 27

7.4
%

3.7
%

0% 22.2
%

66.6%

Pricingduringinsalespromotion
improvesmypurchasingdecision

1 1 3 10 12 27

3.7
%

3.7
%

11.1
%

37.0
3%

39%

Pricing strategy used by service
providers is attractive to
consumers

1 1 4 12 9 27

3.7
%

3.7
%

14.8
%

39% 33.3%

Incentivesgivenbymobileservice
providersattractsmorecustomers

1 1 4 6 14 27

Pricing factors has been acknowledged to be one of the factors that

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Thestudywantedtoestablishtheclaim.Theemployeesofmobile

serviceproviderswerethereforerequiredtoratetheirresponsesonalikertscale

of1-5where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=Strongly
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Disagree.Theanalysisintable4.9belowshowsthatthemajoritywhoscoredthe

highestfrequency28(88.8%)agreedthatpricingspeedsupawarenessprocess

andthereforemaximizessales.Thiswascloselyfollowedbythosewhotoo

agreed thatpricing during in sales promotion improves theirpurchasing

decision22(73%).

4.3.3InfluenceofBrandingFactorsonPerformanceofMobile

Therespondentswererequestedtoshow theirlevelofagreementwiththe

statementsinrelationtobrandingfactors.Theresultsareasshownintable4.10.

Table4.10:CustomersResponseonInfluenceofBrandingFactorson
PerformanceofMobileServiceProvider

BrandingFactors 1 2 3 4 5 N

Branding by mobile service is
strategic enough to attract
customers

5 6 8 102 190 311
1.6
%

1.9
%

2.6% 32.8
%

61.1%

Mobile service providers creates
awarenessbranding

7 10 7 130 157 311
2.3
%

3.2
%

2.3% 41.8
%

50.5%

Mobile service providersfirms
branding successfully remind
customers to purchase the
products

5 6 8 102 190 311

1.6
%

1.9
%

2.6% 32.8
%

61.1%

Brandingfactorshasbeenacknowledgedtobeoneofthefactorsthatinfluence

performanceofmobileserviceproviderinAinamoiSubCounty,KerichoCounty.

Thestudywanted to establishtheclaim.Thecustomersofmobileservice

providerswerethereforerequiredtoratetheirresponsesonalikertscaleof1-5

where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=StronglyDisagree.

Theanalysisintable4.10belowshowsthatthemajoritywhoscoredthehighest
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frequency292(93.9)agreedthatBrandingbymobileserviceisstrategicenough

to attract customers same asmobile service providersfirms branding

successfullyremindcustomerstopurchasetheproducts292(93.9%).Moreover,

mobileserviceproviderscreatesawarenessbranding287(92.9%).

Table4.11:EmployeesResponseonInfluenceofBrandingFactorson
PerformanceofMobileServiceProvider

BrandingFactors 1 2 3 4 5 N

Branding allow the branch
expansion

1 2 3 9 12 27

1% 3.7
%

0% 22.2
%

44.4%

Brandingofmobileserviceprovider
firmsproductscreatesawareness

0 0 1 4 22 27

0% 0% 1% 15% 81%

Brandingofmobileserviceprovider
firmsproductsremindcustomers
topurchasetheproducts

0 0 2 9 16 27

0%
%

0% 14.8
%

39% 33.3%

Brandingofmobileserviceprovider
products remind customers to
purchasetheproducts

0 0 2 9 16 27

0% 0% 0% 39% 33.3%

Branding factors has been acknowledged to be one ofthe factors that

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Thestudywantedtoestablishtheclaim.Theemployeesofmobile

serviceproviderswerethereforerequiredtoratetheirresponsesonalikertscale

of1-5where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=Strongly

Disagree.Theanalysisintable4.11below showsthatthemajoritywhoscored

thehighestfrequency22(96%)agreedthatbrandingofmobileserviceprovider

firmsproductscreatesawareness.Thiswascloselyfollowedbythosewhotoo
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agreed that brandingof mobile service provider firms products creates

awareness22(95%),sameasbrandingofmobileserviceproviderproducts

remindcustomerstopurchasetheproducts.

4.3.4InfluenceofServiceQualityFactorsonPerformanceofMobile

Therespondentswererequestedtoshow theirlevelofagreementwiththe

statementsinrelationtoservicequalityfactors.Theresultsareasshownintable

4.12.

Table4.12:CustomersResponseonInfluenceofServiceQualityFactorson
PerformanceofMobileServiceProvider

ServiceQualityFactors 1 2 3 4 5 N

Iam attracted byservice quality
offeredbymobileserviceproviders

9 17 17 69 199 311

2.9
%

5.5
%

5.5% 22.2
%

64.0%

Service quality is effective in
improvingcustomerretention

13 9 13 54 222 311

4.2
%

2.9
%

4.2% 17.4
%

71.4%

Service qualityis effective in
improvingmobileserviceprovider
performance

12 14 20 103 162 311

3.9
%

4.5
%

6.4% 33.1
%

52.1%

Service quality is effective in
persuadingcustomers

9 10 0 81 211 311

2.9
%

3.2
%

0% 26% 67.8%

Servicequalityfactorshavebeenacknowledgedtobeoneofthefactorsthat

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Thestudywantedtoestablishtheclaim.Thecustomersofmobile
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serviceproviderswerethereforerequiredtoratetheirresponsesonalikertscale

of1-5where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=Strongly

Disagree.Theanalysisintable4.10showsthatthemajoritywhoscoredthe

highestfrequency292(93.8)agreedthatServicequalityiseffectiveinpersuading

customers.Moreover,mobileserviceproviderscreatesawarenessbranding276

(93.8%).

Table4.13:EmployeesResponseonInfluenceofServiceQualityFactorson
PerformanceofMobileServiceProvider

ServiceQualityFactors 1 2 3 4 5 N

Service quality is effective in
increasingmobileserviceprovider
sales

0 0 1 2 24 27

0% 0% 3.8% 7.3% 88.8%

Service quality is effective when
selling mobile service provider’
products

0 0 0 2 25 27

0% 0% 0% 7.3% 92.7%

Service qualityis effective in
improvingmobileserviceprovider
performance

0 0 1 2 24 27

0%
%

0% 3.8% 7.3% 88.8%

Service quality is effective in
persuading customers to mobile
serviceprovider

0 0 0 1 26 27

0% 0% 0% 3.8% 96.2% 27

Servicequalityfactorshasbeenacknowledgedtobeoneofthefactorsthat

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Thestudywantedtoestablishtheclaim.Theemployeesofmobile

serviceproviderswerethereforerequiredtoratetheirresponsesonalikertscale

of1-5where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=Strongly

Disagree.Theanalysisintable4.11below showsthatthemajoritywhoscored
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the highestfrequency 27(100%)agreed thatservice quality is effective in

persuadingcustomerstomobileserviceprovider.Thiswascloselyfollowedby

thosewhotooagreedthatbrandingofmobileserviceproviderfirmsproducts

createsawareness22(95%),sameasServicequalityiseffectivewhenselling

mobileserviceprovider’products22(95%).

4.3.5InfluenceofSalesPromotionFactorsonPerformanceofMobile

Therespondentswererequestedtoshow theirlevelofagreementwiththe

statementsinrelationtosalespromotionfactors.Theresultsareasshownin

table4.12.

Table4.14:CustomersResponseonInfluenceofSalesPromotionFactorson
PerformanceofMobileServiceProvider

SalesPromotionFactors 1 2 3 4 5 N

My loyalty to mobile service
providerhasimprovedasaresult
ofsalespromotion

9 17 17 69 199 311

2.9
%

5.5
%

5.5% 22.2
%

64.0%

Sales promotion speeds up
awarenessprocessand therefore
improvespurchasing

13 9 13 54 222 311

4.2
%

2.9
%

4.2% 17.4
%

71.4%

Salespromotionremindscustomer
about products and services
offered

12 14 20 103 162 311

3.9
%

4.5
%

6.4% 33.1
%

52.1%

SalesPromotionfactorshavebeenacknowledgedtobeoneofthefactorsthat

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Thestudywantedtoestablishtheclaim.Thecustomersofmobile

serviceproviderswerethereforerequiredtoratetheirresponsesonalikertscale

of1-5where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=Strongly
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Disagree.Theanalysisintable4.12showsthatthemajoritywhoscoredthe

highestfrequency276(88.8)agreedthatsalespromotionspeedsupawareness

process and therefore improves purchasing.Moreover,myloyaltyto mobile

serviceproviderhasimprovedasaresultofsalespromotion268(86.2%).

Table4.15:EmployeesResponseonInfluenceofSalesPromotionFactorson
PerformanceofMobileServiceProvider

SalesPromotion 1 2 3 4 5 N

Salespromotionimprovecustomer
loyalty

0 0 0 3 24 27

0% 0% 0% 11.2
%

88.8%

Sales promotion speeds up
awarenessprocessand therefore
maximisesales

0 1 4 8 14 27

0% 0% 15% 30% 55%

Sales promotion leads to branch
expansion

0 0 6 6 15 27

0%
%

0% 22% 22% 56%

Sales promotion speeds up
awarenessprocessand therefore
maximizessales

0 0 0 2 25 27

0% 0% 0% 17% 93% 27

SalesPromotionfactorshasbeenacknowledgedtobeoneofthefactorsthat

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Thestudywantedtoestablishtheclaim.Theemployeesofmobile

serviceproviderswerethereforerequiredtoratetheirresponsesonalikertscale

of1-5where:5=StronglyAgree;4=Agree;3=Neutral;2=Disgree;1=Strongly

Disagree.Theanalysisintable4.11below showsthatthemajoritywhoscored

the highest frequency 27(100%)agreed that sales promotion speeds up

awarenessprocessandthereforemaximizessales.Thiswascloselyfollowedby
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thosewhotooagreedthatsalespromotionimprovecustomerloyalty22(85%),

sameasSalespromotionspeedsupawarenessprocessandthereforemaximise

sales22(85%).

4.4HypothesesTesting

Thissectionofthestudypresentsfindingsonregression,analysisofvariance

andco-efficientofdetermination.

4.4.1RelationshipbetweenIndependentVariables

Thissectionofthestudypresentsfindingsontherelationshipbetweenthe

dependentvariableandindependentvariableaswellasbetweentheindependent

variablesthemselves.
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Table4.16:CorrelationAnalysis

Correlations

Performan

ce Pricing Branding

Service

quality

Sales

promotion

Performance Pearson

Correlation

1

Sig.(2-tailed)

N 27

Pricing Pearson

Correlation

.638** 1

Sig.(2-tailed) .004

N 27 27

Branding Pearson

Correlation

.546** -.006 1

Sig.(2-tailed) .003 .911

27 27 27

Service

quality

Pearson

Correlation

.343** -.109 .059 1

Sig.(2-tailed) .000 .056 .301

N 27 27 27 27

Sales

promotion

Pearson

Correlation

.707** -.097 .066 .883** 1

Sig.(2-tailed) .000 .087 .248 .000

N 27 27 27 27 27

**.Correlationissignificantatthe0.01level(2-tailed).

ThestudyusedPearsoncorrelationcoefficienttocheckontherelationship

betweenthedependentvariableandindependentvariableaswellasbetweenthe

independentvariablesthemselves.Itisexpectedthatthedependentvariable

shouldbecorrelatedwiththedependentvariable.Asshownintable4.14,sales

promotion havethehighestcorrelation with performanceofmobileservice
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providers,followedbypricing,branding,andservicequalityrespectively.Similarly

there should be low correlation between the independentvariables.High

correlation between the independentvariables means thatthe estimated

dependentvariablecaneitherbeoverestimatedorunderestimated.Thisleadsto

aproblem ofmulti-collinearity.Asshownintable4.14,noneoftheindependent

variablehascoefficient>0.05hencenoproblem ofmulti-collinearity.Thismeans

thatatruepredicatormodelcouldbeusedinforecastingperformanceofmobile

serviceproviders.

4.4.2RegressionAnalysis

Table4.17:ModelSummary

Model R RSquare AdjustedRSquare Std. Error of the

Estimate

1 .895a 0.801 0.798 .327

a.Predictors:(Constant),pricing,branding,servicequality,salespromotion
Asshownintable4.13,89.5%ofthevariationinperformanceofmobileservice

providerscanbeexplainedbychangesinpricing,branding,servicequality,sales

promotion,leavingonly10.5%unexplained(errorterm).SinceR2>60%,themodelis

fitforforecasting.

Thissectionpresentsanalysisofvariancetestthatwascarriedouttoascertain

thesignificanceofthemodel
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Table4.18:TheAnova

Model Sum of
Squares

Df Mean
Square

F Sig.

1 Regression 131.451 4 32.863 22.08 .000

Residual 32.748 22 1.488    

Total 164.199 26      

a.DependentVariable:Performanceofmobileserviceproviders

b.Predictors:(Constant),pricing,branding,servicequality,salespromotion

Theprobabilityvalueofp<0.00indicatesthatthemodelwasentirelysignificant.

Specifically,pricing,branding,servicequality,salespromotioncombinedtogether

significantly influences Performance of mobile service providers.The F

calculatedat5% levelofsignificancewas22.08sinceFcalculatedvalueis

greaterthantheFcriticalvalue2.619,thisshowsthattheoverallmodelwas

significant.

Table4.19Coefficients

Model

Unstandardized
Coefficients

Standardized
Coefficients

T Sig.B Std.Error Beta

1 (Constant) .524 .243 2.157 .032

Pricing .491 .127 .292 3.866 .001

Servicequality .602 .138 .394 4.362 .000
SalesPromotion .894 .268 .614 3.335 .014
Branding .426 .122 .319 3.491 .009

a.DependentVariable:Performanceofmobileserviceproviders

Specifically,Salespromotionhasthehighestpositiveinfluenceonperformance

ofmobileserviceproviders,followedbyservicequality,pricingandbranding.

Individualsignificanceofthepredictorvariableswastestedusingt-test.The
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findingrevealthatservicequality,pricing,brandingandsalespromotionwere

individuallystatisticallysignificantlyrelatedtoperformanceofmobileservice

providersp-value<0.05.

Usingthebêtecoefficient,theestablishedregressionmodelwasasfollows:

Y=0.524+0.491X1+0.602X2+0.894X3+0.426X4+ε

Where;

Y=Performanceofmobileserviceproviders,0.524=Constantterm,X1=pricing

X2=servicequality,X3=salespromotion,X4=branding,andε=Errorterm
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CHAPTERFIVE

SUMMARY,CONCLUSIONANDRECOMMENDATIONS

5.1Introduction

Thischapterpresentsthestudysummary,conclusionandrecommendations

accordingtothestudyfindingsandinterpretationstothestudy.Inadditiontothe

researcherprovidessuggestionsforfurtherresearchstudyareas.Thechapter

endswithprovisionforimplicationsforpolicyandpracticerevivedfrom the

researchfindings.

5.2Summaryofthefindings

Themainobjectiveofthestudywastoassessmainpurposeofthisstudyisto

examine the influence ofmobile customerretention strategy factors on

performanceofmobileserviceproviderproductprojectinAinamoisubcounty,

KerichoCounty.Specificallythestudyfocused;todeterminehow pricefactor

influenceperformanceofmobileserviceprovider;toexaminetheextenttowhich

salespromotioninfluenceperformanceofmobileserviceprovider;toassess

how brandinginfluenceperformancemobileserviceprovider;todeterminethe

extentatwhichservicequalityinfluenceperformanceofmobileserviceprovider.

Thefindingsofthestudyaresummarizedbelow:

5.2.1InfluenceofPricingFactorsonPerformanceofMobileServiceProviderin

AinamoiSubCounty,KerichoCounty

Thefirstobjectiveofthestudywastodeterminehow pricefactorinfluence

performance ofmobile service providerin AinamoiSub County,Kericho

County.Basedonthefirstobjectiveofestablishingtherelationshipbetweenprice
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factors and performance ofmobile service provider.Itwas found to be

statisticallysignificant(r=0.638,p<0.05).According the Pearson correlation

results,priceisthedominantfactoraffectingthedecisiontobuymobilephone.

Secondly,thefeaturesincorporatedinamobilehandsetarethemostimportant

factorwhichisconsideredbytheconsumerswhilepurchasingthemobilephone.

However,allfeaturesofmobilephonesarenotequallyimportant.Theother

factorsequallycorrelatedandhavemoderaterelationshipswiththedecisionto

buyarebrandnameanddurabilityofmobilephones.Boththefactorsarehighly

associatedwiththequalityofmobilephonedevices.Theleastcorrelatedfactors

areaftersalesserviceandsocialinfluences.

5.2.2InfluenceofBrandingFactorsonPerformanceofMobileServiceProvider

inAinamoiSubCounty,KerichoCounty

Thesecond objectiveofthestudywasto determinehow branding factors

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Basedonthesecondobjectiveofestablishingtherelationshipbetween

brandingfactorsandperformanceofmobileserviceprovider.Itwasfoundtobe

statisticallysignificant(r=0.546,p<0.05).However,allfeaturesofmobilephones

are notequally important.The otherfactors equally correlated and have

moderaterelationshipswiththedecisiontobuyarebrandnameanddurabilityof

mobilephones.Boththefactorsarehighlyassociatedwiththequalityofmobile

phonedevices.Theleastcorrelatedfactorsareaftersalesserviceandsocial

influences.
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5.2.3.InfluenceofServiceQualityonPerformanceofMobileServiceProviderin

AinamoiSubCounty,KerichoCounty.

Thethirdobjectiveofthestudywastodeterminehow servicequalityinfluence

performance ofmobile service providerin AinamoiSub County,Kericho

County.Basedonthesecondobjectiveofestablishingtherelationshipbetween

servicequalityandperformanceofmobileserviceprovider.Itwasfoundtobe

statisticallysignificant(r=0.343,p<0.05).Thisstudyusedmultipleregressions

analysistotesttheeffectsofsixindependentvariables(price,socialinfluence,

durability,brandname,productfeatureandaftersalesservice)onthedecisionto

buy a mobile phone device.Allthe six independentvariables combined

significantlyinfluencetheconsumersbuyingdecisionofmobilephonedevices.

Theleadingfactorispricefollowedbyproductfeaturesanddurability.

5.2.4.InfluenceofSalesPromotionFactorsonPerformanceofMobileService

ProviderinAinamoiSubCounty,KerichoCounty

The fourth objective ofthe studywas to determine how sales promotion

influenceperformanceofmobileserviceproviderinAinamoiSubCounty,Kericho

County.Basedonthefourthobjectiveofestablishingtherelationshipbetween

salespromotionandperformanceofmobileserviceprovider.Itwasfoundtobe

statistically significant(r=0.702,p<0.05).People attracted towards newer

technologyandwillbeabletoshiftfrom onemobilephonetoanotherifituses

bettertechnology.Mobilephonecompaniesshouldcarryoutperiodicsurveyto

helpinidentifyingthesenewtechnologyfeaturesanddecidewhichonestoadd

toitsproduct.Moreover,bydeterminingwhichcombinationofthesefeatures
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matchthecurrenttrendsandconsumerneedswouldbecosteffectivetothe

mobilephonecompanies.Inturn,productdesignisalsoveryimportantinthe

successofthebrand.Manufacturersofdifferentmobilebrandsareimprovingon

thedurabilityandqualityofthebrand,theyshouldalsoconsiderthepriceof

sellingitsoastomakeitaffordabletoallpersons.Itisrecommendedthat

companies concentrate more on developing quality and affordable mobile

phonesandspendmoretimeonenhancingtheirproductstoofferitatlower

priceswhichcanbedonebyemployingcostreductionmeasures.

5.3Conclusion

5.3.1PricingFactorsandPerformanceofMobileServiceProviders.

Thestudyconcludedthatpricingaffectsthesalesperformanceamongthe

mobileserviceproviders,butthestudydidnotindicatehowpricingaffectssales

performanceandtheeffectsthiscouldhaveonthesurvivalofretailbusiness.

Therefore,moretobeexploredtoestablishmoreonthisitem forthebetterof

themobileserviceproviders.Theextentatwhichperformanceofsalesamong

retailbusinessbeingaffectedbypricingnotclearrequiremoreinvestigationto

identifythespecificextentatwhichthisisaffectedtogiveretailbusinessesa

clearpositionthatisnecessaryforoperation.

5.3.2BrandingFactorsandPerformanceofMobileServiceProviders.

Thestudyfurtherconcludedthatthevariationinperformanceofmobileservice

providerscanbeexplained bychangesinbranding factorsinAinamoiSub

County,KerichoCounty.Onbrandingfactorsaffectingthesalesperformance
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amongmobileserviceproviders,itwasnotedtobesurelyaffectingit.Onthe

effectivenessonhow competitionaffectingsalesperformanceamongmobile

serviceproviders,itwasnotso expliciton how effectiveitaffectsthough

effectivewashigherbutnoneofthepremiseswasevenhalfpercentagetotakea

clearposition.

5.3.3SalesPromotionandPerformanceofMobileServiceProviders.

Itwasconcludedthatsalespromotionaffectsthesalesperformanceofthe

mobileserviceprovidersinKenya.However,ontheextentatwhichcustomer

loyaltyaffectsthesalesperformanceamongtheretailbusiness,therewasno

clearindicationonthespecificrateofextentthatcouldbesettledonduetolow

percentageoneachpremisethoughlowextentwashigherasapremise.

5.3.4ServiceQualityandPerformanceofMobileServiceProviders.

Theeffectsofservicequalityon salesperformanceamong mobileservice

providerswasratedtobeaveragethereforeraisingtheneedfindoutthereasons

astowhythisratingcannotbeaboveaverageandtheimplicationsthisaverage

ratinghaveonthemobileserviceproviders.

5.4Recommendations

Thestudyrecommendedthatmobileserviceprovidermanagementshouldenact

policiesthatensure thatthe working environmentin theirorganizationsto

promotecompetitiveadvantage.Thepolicymakersshouldenactpoliciesthat

promotetheimplementation ofaspectscontributing to theperformanceof

mobileserviceproviders.
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Mobileserviceproviderscompaniescanalsoimprovetrainingofthemembers

sothattheirconfidence,skillsandabilitiesinsaleswillbebetter,whichinturn

caninfluenceontheperformanceandachievementsoftheirsales.Incompanies

engagedindirectselling,anattempttocreateareliable,smart,hard-workingand

customer-orientedmemberishighlyprioritizedinanefforttodevelopanetwork

ofdistributorstoincreasesalesvolume(KomalaandSariD,2014).

5.5SuggestionforFurtherstudies

Thisstudyconcentratedonestablishingthefactorsinfluencingperformanceof

mobileserviceprovidersinAinamoiSubCounty,KerichoCounty.Thisstudy

therefore recommends thatanotherstudy be done on factors influencing

performanceofmobileproviderinothercountiesinKenya.

Forfurthersimilarresearch,itisnecessarytoexamineotherfactorsthataffect

salesperformancesuchasleadership,productpricing,andsoon.Inaddition,a

furtherresearchcanuseotheranalyticalmethodstoidentifyfactorsthataffect

thesalesperformanceindirectsellingbusinessesandtobroadenthescopeof

research.
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APPENDICES

APPENDIXI:SERVICEPROVIDERQUESTIONNAIRE

Thequestionnaireismeanttocollectinformationon“INFLUENCEOFMOBILE

CUSTOMERRETENTIONSTRATEGYFACTORSONPERFORMANCEOFMOBILE

SERVICEPROVIDERPRODUCTPROJECTINAINAMOISUBCOUNTY,KERICHO

COUNTY”.Kindlyanswerthequestionsbywritingabriefstatementortickingin

theboxesprovidedaswillbeapplicable.Theinformationprovidedwillbetreated

asstrictlyconfidentialandatnoinstancewillyournamebementionedinthis

research.Thisresearchisintendedforanacademicpurposeonly.

SectionA:DemographicInformation

1.Gender

Male []

Female []

2.Youragebracket(Tickwhicheverappropriate)

20to25years []
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26–35 []

36–45 []

46–55 []

56andAbove []

3.Whatisyoureducationlevel?(Tickasapplicable)

Primary []

Secondary []

Diploma/certificate []

Bachelors’degree []

Masters []

Others-specify……………………………………………………………………

4.Yearsofservice/workingperiodwiththeserviceprovider(Serviceprovider)

Lessthan1year []

10-20years []

1-10years []

20-30years []

Over30years []

5.Designation(Serviceprovider)

Salesrepresentative []

Branchmanager []

Fieldengineer []

Fieldsupervisor []

Consumer []

SectionB:PricingFactors

6. Towhatextentdoyouthinkpricingofservices/productsinfluencesthe

supply chainperformance?

5=StronglyAgree,4=Agree,3=Neutral,2=Disagreeand1=Strongly

disagree

5 4 3 2 1

Pricingspeedsupawarenessprocess
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andthereforemaximizessales

Pricingduringinsalespromotion

improvesperformance

Managementusespricingstrategy

morefrequently

Pricingstrategyinvolvessome

incentivesandmotivationthatoffer

clientsareasontobuythecompany’s

products

SectionC:BrandingFactors

6. Ratetheextenttowhicheachofthestatementsinthematrixrepresented

belowinfluencesmobileserviceproviderInyourownopinion,towhatextentdo

youthink brandingpracticedbyyourcompanyperformance?

5=StronglyAgree,4=Agree,3=Neutral,2=Disagreeand1=Strongly

disagree

5 4 3 2 1

Brandingallowthebranchexpansion

Brandingofmobileserviceprovider

firmsproductscreatesawareness

Brandingofmobileserviceprovider

firmsproductsremindcustomersto

purchasetheproducts

Brandingofmobileserviceprovider

productsremindcustomersto

purchasetheproducts
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SectionD:ServiceQualityFactors

7. Ratetheextenttowhicheachofthestatementsinthematrixrepresented

belowinfluencesmobileproviderperformance

5=StronglyAgree,4=Agree,3=Neutral,2=Disagreeand1=Strongly

disagree

5 4 3 2 1

Servicequalityiseffectiveinincreasing

mobileserviceprovidersales

Servicequalityiseffectivewhenselling

mobileserviceprovider’products

Servicequalityiseffectiveinimproving

mobileserviceproviderperformance

Servicequalityiseffectivein

persuadingcustomerstomobile

serviceprovider

SectionE:SalesPromotionFactors

8. Ratetheextenttowhicheachofthestatementsinthematrixrepresented

belowinfluencesmobileproviderperformance

5=StronglyAgree,4=Agree,3=Neutral,2=Disagreeand1=Strongly

disagree

5 4 3 2 1

Salespromotionimprovecustomer

loyalty

Salespromotionspeedsupawareness

processandthereforemaximisesales

Salespromotionleadstobranch

expansion

Salespromotionspeedsupawareness

processandthereforemaximizessales
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SectionF:PerformanceofServiceProvider

9. Ratetheextenttowhicheachofthestatementsinthematrixrepresented

belowmobileserviceproviderperformanceisinfluencedinyourorganization

5=StronglyAgree,4=Agree,3=Neutral,2=Disagreeand1=Strongly

disagree

Variable 5 4 3 2 1

Ourcompanyplansonsalesvolume

improvement

humanresourceshasinfluencedsales

performance

Ourcompanyreviewssalesvolume

improvement

Useofsalesstrategyhasincreasedour

businessperformance

Salesperformanceinfluences

organizationperformance

Budgetaryallocationonsalesissufficient

toinfluencesalesperformance

APPENDIXII:CUSTOMERQUESTIONNAIRE

ThequestionnaireismeanttocollectinformationonINFLUENCEOFMOBILE

CUSTOMER CHOICE FACTORS ON PERFORMANCE OF MOBILE SERVICE

PROVIDERIN AINAMOISUBCOUNTY,KERICHO COUNTY.Kindlyanswerthe

questionsbywritingabriefstatementortickingintheboxesprovidedaswillbe

applicable.Theinformationprovidedwillbetreatedasstrictlyconfidentialandat

noinstancewillyournamebementionedinthisresearch.Thisresearchis

intendedforanacademicpurposeonly.

SectionA:DemographicInformation

1. Gender

Male []

Female []
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2. Youragebracket(Tickwhicheverappropriate)

20to25years []

26–35 []

36–45 []

46–55 []

56andAbove []

3. Whatisyoureducationlevel?(Tickasapplicable)

Primary []

Secondary []

Diploma/certificate[]

Bachelors’degree []

Masters []

Others-specify……………………………………………………………………

SectionB:CustomerChoiceFactors

Pricing

4. Towhatextentdoyouthinkpricingofservices/productsinfluencesthe

supply chainperformance?

1=StronglyAgree,2=Agree,3=Neutral,4=Disagreeand5=Strongly

disagree

1 2 3 4 5

Pricingbythemobileserviceproviders

speedsupawarenesscreationprocess

Pricingduringinsalespromotion

improvesmypurchasingdecision

Pricingstrategyusedbyserviceproviders

isattractivetoconsumers
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Incentivesgivenbymobileservice

providersattractsmorecustomers

Branding

5. Ratetheextenttowhicheachofthestatementsinthematrixrepresented

belowinfluencesmobileserviceproviderInyourownopinion,towhatextentdo

youthink brandingpracticedbyyourcompanyperformance?

1 = StronglyAgree,2 = Agree,3 = Neutral,4 = Disagree and 5 =

StronglyDisagree

1 2 3 4 5

Brandingbymobileserviceis

strategicenoughtoattractcustomers

Mobileserviceproviderscreates

awarenessbranding

Mobileserviceprovidersfirms

brandingsuccessfullyremind

customerstopurchasetheproducts

ServiceQuality

6. Ratetheextenttowhicheachofthestatementsinthematrixrepresented

belowinfluencesmobileproviderperformance

1=StronglyAgree,2=Agree,3=Neutral,4=Disagreeand5=Strongly

disagree

1 2 3 4 5

Iam attractedbyservicequalityoffered

bymobileserviceproviders

Servicequalityiseffectiveinimproving

customerretention

Servicequalityiseffectiveinimproving

mobileserviceproviderperformance

Servicequalityiseffectivein
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persuadingcustomers

SalesPromotion

7. Ratetheextenttowhicheachofthestatementsinthematrixrepresented

belowinfluencesmobileproviderperformance

1=StronglyAgree,2=Agree,3=Neutral,4=Disagreeand5=Strongly

disagree

1 2 3 4 5

Myloyaltytomobileserviceprovider

hasimprovedasaresultofsales

promotion

Salespromotionspeedsupawareness

processandthereforeimproves

purchasingdecision

Salespromotionremindscustomer

aboutproductsandservicesoffered

APPENDIXIII:LISTOFMOBILEPHONESSERVICEPROVIDERSINKERICHO

COUNTY,KENYA

1.Telekom Kenya

2.Airtel

3.Safaricom

Source:CountyGovernmentofKericho(2019)


