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ABSTRACT

The purpose of the study was to analyze the impécsocial media to corporate
organizations in Kenya using the case of Safaritamited. The objectives of the study
were to: establish the most widely used social medols by Safaricom Limited, to
determine the factors that influence social mediage at Safaricom limited, to find out
how social media usage benefits Safaricom Limitedi ta find out challenges associated
with social media usage at Safaricom Limited. Thelyg reviewed relevant literature
from previous studies done on social media and Wit findings were in regard to how
organizations used them. For this study, the Tedgyo Organization and Environment
(TOE) framework was used as the appropriate framlewihis model is consistent with
the theory of innovation of diffusion in organizats. Descriptive research design was
used because the problem was specific and welhel&fiQuestionnaires were used to
obtain quantitative data on the subject with th@ af having facts on the situation.
Interview of key informants in the area of sociadia was also carried out so as to get
more information from authorities in the field. Aysis of social media pages like
facebook was also used to determine the kind efaation which goes on there between
Safaricom and its customers and stakeholders ge.|&this study found out that Social
media is a growing phenomenon and have a big impactorganizations. These
technologies have shifted the emphasis of inteseetices from being consumption-
based towards becoming interactive and collabaatoiveating new opportunities for
interaction between organizations and publics. &oenedia such as Facebook,
twitter,Youtube and MySpace have a big impact orgaoizations’ continual
communication with customers and the public sinckas attracted millions of users,
many of whom have integrated these sites into tthailly practices. Even though social
media has been recognized to be a powerful mediumusiness practice, there is lack of
understanding in terms of how social media impHwsorganization. Social media afford
customers and publics the ability to see infornratielated to the status of ongoing
activities in the organization hence providing arketing platform for an organization.
Further, unlike other technologies used for orgational knowledge management, social
media may not require tremendous investment or ter@mce by organizational officials.
Social media opens up a whole new world for orgations by providing an endless
array of potential interactions with consumers, chhis the main reason why there is a
need for an increase in studies on social medieiaBmedia afford users the ability to
make their behaviors, knowledge, preferences, anahranication network connections
that were once invisible visible to others in tmgamization.
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CHAPTER ONE

INTRODUCTION

1.1 Background of the study

Today’s social media tools are bringing rapid cleaitg organizational communication

and public relations. These technologies have eshithe emphasis of internet services
from being consumption-based towards becomingactare and collaborative, creating

new opportunities for interaction between orgamiret and publics (Henderson and
Bowley 2010). Therefore considering the growing amance of social media as a
strategic tool among organizations, this reseantiedto investigate the impact of social

media usage on organizations.

The social media platform has taken over the waycammmunicate, do business and
form relationships. A good number of business adwmgions have pages on social
networks as they advertise, sell and offer custoseevices using these plat forms. The
new online communication platforms make matteréiadilt in exceptional ways with

respect to the kinds of information they avail fbservers to make conclusions from
impressions drawn. This has brought forth variedcafative and theoretical issues in

academics, social, business and politics (HaZe08).

Social media can be defined as online applicatipfegforms and media which aim to
facilitate interactions, collaborations and thersigaof content (Palmer & Koenig-Lewis,

2009). The term social media has tended to be imgexxthangeably with the term “Web



2.0. Social media or social network sites can alsalefined as web-based services that
allow individuals to (1) construct a public or s@ublic profile within a bounded system,
(2) articulate a list of other users with whom ttedare a connection, and (3) view and
traverse their list of connections and those ardentay others within the system, (Boyd

& Ellison, 2007).

Kaplan, (2010), refers to social media as Intebssted applications that build on the
ideological and technological foundations of WeB, 2and that allow the creation and
exchange of user generated content. Social medd@nistituted of social networking

applications such as Google+ and facebook, miaoggihg services such as blogs,
twitter, wikis, and media sharing sites such fliekid YouTube. Social media is reflected
to be part of the Web2.0 movement, which is caiegdrby user generated content,
online uniqueness creation, rational networking ghdeet al.,2009). Social media has a

mainly attractive potential for electronic partiatipn.

According to Bertot et al. (2010) social media Hasir major covert strengths:

partnership, participation, enablement, and tinoei& media is pooled and participatory
by its very nature as it is defined by social ifaee. It provides the talent for users to
connect with each other and form publics to samgglshare information, or to attain a
collective goal or interest. Social media can b&csaning to its users as it gives them a
stage to speak. It allows anybody with accessdartternet the capacity to inexpensively

publish or transmit information, efficiently dematizing media. In attractions of time,



social media technologies allow users to instaptilish information in near —real time

(Bertot et al., 2010).

Social media technologies started in 2000 as me&art®nnect family and friends or
individuals to virtual coaches. Organizations oa tither hand were removed from such
interaction. It wasn’'t until the launch of Twittén 2006, that companies started to
consider using social media technologies to endghge customers (Online Schools,

2010).

The path of information regarding the organizatisnno longer just the role of the
marketing department. Employees are online talkimgcustomers, colleagues, and
suppliers who have become friends through varimesak networks. They are sharing
their experiences, impressions and expectatiorerdew their jobs, the organization and
management. The speed at which the informatiorelsass beyond the control of the
organization. Every employee, customer and suppbsrbecome a reflection on how the
organization functions and operates. The poweshdted from what the company wants
to relay to the public, to what employees, cust@mand suppliers say about the

company—for better or worse (Gillin 2010).

Never before companies had the opportunity to talknillions of customers, send out
messages, get fast feedback, and experiment widnsoét relatively low costs. And
never before have millions of consumers had thétyalo talk to each other, criticizing

or recommending products without the knowledge oput from a company.



“Conventional marketing wisdom long held that asdissfied customer tells ten people.
But in the new age of social media, he or she haddols to tell ten million” (Gillin,

2010).

For businesses, social media represents both aityrtand risk. On one hand, social
media provides brands with an intimate platfornrcémnect with customers and shape
their perceptions, whether through timely and teageromotions, responsive customer
service or the creation of communities of inter&st.the other, social media has shifted
power to the individual, who can tarnish long-ebsiied brands with a single angry blog

post or quickly coalesce vast numbers of peopléndedn cause (Hallier, 2008).

Organizations’ successes, failures and misstepsi@reon display as never before.In
2010, a Southwest airline pilot requested an ovightgpassenger to de-embark the plane
due to the company’s “one seat” policy. Little did know that the passenger was a
famous writer, actor and director with millions &dllowers Mr. Kevin Smith, the
passenger, took to social media to express hisraltgeas within 8 hours that Southwest
Airlines (SWA) responded to him and every one &f flollowers comment regarding the
incident, apologizing and explaining their policied/hat SWA demonstrated is an
organization that engages with its customers argmbshy away during conflict in fear
of tarnishing its reputation. Instead it takes erid its transparent policies and admits to

its mistakes, earning respect from customers argoy®@es (Silverstein, 2010).



Safaricom limited is one of the leading integratednmunications companies in Africa
with over 17 million subscribers. Safaricom prowde comprehensive range of services
under one roof, mobile and fixed voice as well agdervices on a variety of platforms.

(www.safaricom.co.ke/about-us).

Safaricom Limited, which started as a departmerdesfya Posts & Telecommunications
Corporation, the former monopoly operator, launcbeérations in 1993 based on an
analogue network and was upgraded to Global Systéar Mobile
communications(GSM) in 1996 (licence awarded in 9Q9%Bafaricom Limited was
incorporated on 3 April 1997 under the Companies @ a private limited liability
company. It was converted into a public company Wwmited liability on 16 May 2002

(www.safaricom.co.ke/about-us).

By virtue of the 60% shareholding held by the Goweent of Kenya (GoK), Safaricom
was a state corporation within the meaning of tte#eSCorporations Act (Chapter 446)
Laws of Kenya, which defines a state corporationntude a company incorporated
under the Companies Act which is owned or contdolly the Government or a state

corporation (www.safaricom.co.ke/about-us)

Until 20 December 2007, the GoK shares were heldddyom Kenya Limited (“TKL"),
which was a state corporation under the Act. kahg the offer and sale of 25% of the
issued shares in Safaricom held by the GoK to thigpin March 2008, the GoK ceased

to have a controlling interest in Safaricom undher $tate Corporations Act and therefore



the provisions of the state Corporations Act n@imapply to it

(www.safaricom.co.ke/about-us).

Because of its large customer base the compangvisusing social media to provide
customer service, promote their brand, monitor dsemmong customers, and even
research new product ideas. The company has kiadtl dedicated to social media
activities in what they now call a social contaehier where they serve and attend to
customers online mostly on facebook and twittereifffiace book page is Safaricom
Kenya and there twitter handle4s @SafaricomLtd. iecause of this that | wanted to
carry out a study to analyze the impact of usingisdomedia in engaging with its
stakeholders since it is one of the pioneer congsatw establish a social contact center to

engage with its customers.

As leaders and managers are learning the impastiaidl media on their organization, so
are employees learning the impact it has on tlodis.j In 2009, 8% of employees were
fired because of inappropriate comments they plaoadsocial media platforms

(Mashable, 2009). Employees are still learning ity are an integral part of the
organization and what they say or do outside ofrtherk; still reflect on their

organization as the case of Octavia Nasr, CNN tepevho was sacked for expressing
her sadness for death of a man, whom she respbatedias considered a part of a

terrorist organization by her company (Greenwald,(®.



Iceland used social media to attract thousandeople globally and increase its tourism.
Its approach was quite unique. In the campaignldree Wants to Be Your Friend”,

Iceland speaks to its followers in the first persengaging them in a remarkable way.
Today tourism in Iceland is the fastest growinguistdy and the second-highest earner in

the country after exports (Iceland Tourist Boai@l D).

1.2 Statement of the problem

Despite the increased adoption of social mediaitoysf the implications of these new
technologies for organizational processes are ebtvell understood by communication
researchers and business executives. Scholarsshggested that social media adoption
in organizations is outpacing empirical understagdif the use of these technologies and
our theories about why they may alter various owgdional processes (Raeth, et al,

2009).

Social network sites (SNSs) are considered the @ometwork resource for organizations
that link strategic value and business performg@beu, Wu, & Luo,2007) hence social
network sites can be seen as alternative commiuomicébols which support existing

relationships and activities in a fun and colorfuy that can deepen the users’

experiences (Palmer & Koenig-Lewis, 2009).

Usage of social networking is increasing at a tresoels speed, and it is influencing how
people share knowledge across the globe. Howewepadt of social networks is

increasingly pervasive, with activities rangingrnfradhe economic (e.g., shopping) and



marketing (e.g., brand building) to the social (eayltural and physiological impacts)
and educational (e.g., distance education) (Poolgala & Koesler, 2011). Among the
wide impacts of social network sites, they are b@og increasingly important in today

businesses.

Organizations are desperately trying to understartlembrace social media so they can
create more conversations with their audiencesraadt quickly to online discussions
about their brands. Steve Outing (2007), an onfreglia pioneer from the Enthusiast
Group, says, “The Internet is a dominant force um culture today because it enables
people to find and talk to others, existing frieraa&l new ones who share their interests
and talk to brands that they care about.” He akgdagns that now consumers who like or
dislike your product can amplify their opinions blogs, online forums, product review
Web sites, e-mails and social networking sites &tir to read. This widespread,
uncontrollable online grapevine creates a hugelpnolior public relations professionals,
especially since these online sources establismdblves as experts on various topics

and create a trusting relationship with the reattiers influencing public opinion.



1.3 Objectives
The main objective of this study was to analyzeithpact of social media to corporate
organizations in Kenya using the case of Safaritiomted. The specific objectives
were as follows:
1. To establish the most widely used social mediastbglSafaricom Limited.
2. To determine the factors that influence social imedage at Safaricom limited.
3. To find out how social media usage benefits Sadaniimited.
4. To find out the challenges associated with sociadia usage at Safaricom

limited

1.4 Resear ch questions
The research questions guiding this study aimeddaress the above objectives. The
main question was what is the impact of social @eddi corporate organizations in
Kenya? The specific questions were as follows:

1. What are the most widely used social media toolS&haricom Limited?

2. What are the factors that influence social medagady Safaricom Limited?

3. What are the benefits of social media usage tori8afa Limited?

4. What are the challenges of social media usageftriSam Limited?

1.5 Justification of the study
Studies done regarding social media have not pdaitiy touched on the overall impact it
is having on organizations and how organizatioesuaing the social media to meet their

business targets. Many of the studies which haea ldene have focused on the benefits



and roles of social media to organizations withtmutching the challenges it is posing.
The study therefore contributes to the availabterdiure, on the extent to which

organizations are using social media and its impmatite corporate organizations.

The study tried to holistically understand how abenedia has empowered customers
and changed their behavior in terms of their dersaarti expectations in regard to the
products and services that they get from orgamimati This study will help stakeholders
and organizations to better harness opportunitiesleal by these technologies and
enhance the understanding of its dynamics, thuseasmg their capacity to better
mitigate the challenges it may pose. Significantiyyill help organizational executives
understand the concrete difference social medialwement contributes to the business
organization and what steps they ought to take akemt work. The study goes a long
way in helping executives understand that with progupport from the leadership and
clarity of vision, this set up can go a long wayinareasing visibility and customer base
for the company with minimal investment and guagadthuge returns in the long run.
Future researchers will also use the data whichagiscted on this study and build up
on it or use it to explore further issues of socddia and the contemporary business
environment and the society at large hence thid &irresearch serves as a roadmap for

both academics and practitioners.
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1.6 Scope of the study

The focus of this study was on the impact of sopiadia to corporate organizations
using a case of Safaricom Limited. This was duthéofact that Safaricom is one of the
organizations that have embraced social media and imtegrated it in their business by
establishing a social contact center as a poinbofact to its customers and stakeholders.
The study was limited to how corporate organizatiare using social media, the benefits
it is getting, challenges and its effects to cugisrand stakeholders. The study gave key
concern to the employees assigned the role of efaliy business objectives on social

media.
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CHAPTER TWO

LITERATURE REVIEW AND THEORETICAL FRAMEWORK

2.0 Introduction

The purpose of this chapter was to review liteeatdirectly related to the study. The
researcher studied what other researchers havealottee same problem and knew the
methodology they had used and how successful dfigirts were. The literature review
also guided the researcher on the theoretical frariethe various researchers had used.
It also enabled the researcher to know the pogsbkithat had been overlooked in earlier
studies. This section also explains what socialisnadd social networking sites are and
what organizations do with them. The section alsovipded a sound theoretical

framework and practical understanding of the impa€tsocial media.

In order to investigate the usage of social mediaoiganizations we consider the
informed and effective use of social media whichais important indication of
technology success, which in turn have an impaarganizations (DeLone and McLean

2003).

Social media impact refers to the actual benefiggizations receive from using social
media. Previous studies have proved the positivpaan of internet usage on
organizations in various areas such as enhance QORAttices (O’Leary et
al.2004),provide interactional and transactionahdfiégs (Thao and Swierczek, 2007),

improve export marketing performance (Lu and Jul2007), provide strategic benefits

12



such as Cost reduction, revenue generation andgaeaabeffectiveness (Teo and Choo,
2001), improves innovation (Anderson, 2001), Reduegketing cost, improve customer
relationships, improve company image and competitigsition etc., (Molla and Heeks,

2007).

Similarly through social media it is possible tafpem integrated marketing activities
with much less effort and cost than before. (Kind &w,2011). Social media can have a
dramatic impact on organizations in areas suclhareing brand’s reputation (Kim and
Ko, 2010), improve value, relationship and brandityg(Kim and Ko, 2011),digital

advertising and promotion, handle customer serigsaes, mine innovation ideas and

building customer relations (Solis, 2010).

2.1 Brief overview of social media

The first known use of the term social media impis believed to have occurred in
1997, when then-AOL executive Ted Leonsis commetitetl organizations needed to
provide consumers with “social media, places whéney can be entertained,
communicate, and participate in a social envirorttméBercovici, 2010). The first
publicly popular SNS, SixDegrees.com, which letrsisgreate online personal profiles
and lists of friends, was launched that same yBayq & Ellison, 2007).During the
following decade, a number of other popular socameddia technologies such as the
blogging platforms LiveJournal and Blogger (bothl®09), the wiki based encyclopedia
Wikipedia (2001), the social bookmarking servicdiéeus (2003, formerly del.icio.us),

the SNSs MySpace (2003) and Facebook (2004), anchitro blogging service Twitter

13



(2004) made their debuts. As adoption of theseni@olgies grew, social media moved

quickly from the domain of the tech-savvy to themstream (Shirky, 2008).

Social media are used by business firms and gowrtah organizations as
communication tools. These entities actively make af social media for advertising
and marketing, communicating with customers, buogddrelationship with customers,
branding etc.,(Kim &Ko, 2011). In order to investtg the usage of social media in
organizations we consider the informed and effectige of social media which is an
important indication of technology success, whialh turn have an impact on
organizations (DelLone and McLean 2003). Social medipact refers to the actual

benefits organizations receive from using sociatliame

According to Williams (2011), more and more orgatians are beginning to use social
intranets. A social intranet is defined as intrartéiat use social media tools. According
to a study from Prescient Digital media, 90 peracaintranets in organizations used
some sort of social media tool such as “blogs, syildtatus updates, comments and

rankings”(Williams, 2011,).

2.2 Influencers of social media usage

Interactive digital media platforms are changing tharketing scene. These platforms
have empowered consumers to connect, share, at@baeite, creating spheres of
influence that have deeply distorted the way markeengage in influencing activities

(Hanna, Rohm, & Crittenden, 2011). Social mediafpiens such as Facebook, Twitter,

14



YouTube, and numerous others have begun to akesttite of marketing, advertising,
and promotions. These platforms have transformed Itlernet from a platform for
information, to a platform for influence which regents a novel marketing chance for
businesses by reducing traditional middlemen anthecting businesses directly with
customers. Social network advertising offers aninenimarketing opportunity that
narrowing the gap between sales and advertisingiteed, which are obtained from
tracing consumer reactions (Hanafizadeh & Behbo2@i,2). This is why nearly every

business is planning social media marketing avit

Outlining a dialogic public relations theory, Keartd Taylor (2002) presented that public
relations could enhance dialogue by creating cHanfoe dialogic communication to
occur. They specifically identified online commuation as an ideal opportunity for
promoting dialogue. They recommended that orgaioizat have an opportunity to
establish dialogic relationships with stakeholdérsugh strategically designed websites.
Rybalko and Seltzer (2010) extended the investgadif online relationship building by
examining how Fortune 500 companies used Twittéadditate dialogic communication
with stakeholders. Men and Tsai (2011) investigatied social media relationship
cultivation from a cross-cultural standpoint. Theeyamined how companies use popular
social network sites to facilitate dialogues witlubpcs in two culturally distinct

countries; China and the United States.

15



2.3 Benefits and challenges of social media usage

Marc Wright (2008) believes that there are manyefien of social media use in
organizations as part of internal communicatiomrest Some of the benefits are: many
people are already using social media sites and odheir personal lives so they know
how to use them, the coding is already writtenrehis little cost and, finally the
information is always up-to-date. Additionally, ‘®frresistible benefit of social media is
that you can create an online forum for your comyfsanser groups”. This way, you can

get feedback from your user groups without havangrtange for a conference.

Steve Crescenzo (2009) believes that social metiaalso help enhance communication
in organizations. In his article, Crescenzo (20@@kscribes a time when gathering
information was not nearly as easy as it is nowhia workforce. Social media, the
Internet, and email has now made communicatingeeasia person no longer has to wait
for someone to return their call, or wait to actyiglet a chance to see a person that you

needed information from.

Previous studies have proved the positive impadhternet usage on organizations in
various areas such as enhance CRM practices (L2@04), provide interactional and
transactional benefits (Thao and Swierczek, 200R)prove export marketing

performance (Lu and Julian, 2007), provide stratdgnefits such as Cost reduction,
revenue generation and managerial effectivenese @med Choo, 2001), improves
innovation (Anderson, 2001), Reduce marketing cimsprove customer relationships,

improve company image and competitive position (&ahd Heeks, 2007).

16



Through social media it is possible to perform gnéged marketing activities with much
less effort and cost than before. (Kim and Ko, 208bcial media can have a dramatic
impact on organizations in areas such as enharwiaigd’'s reputation (Kim and Ko,

2010), improve value, relationship and brand equiym and Ko, 2011),digital

advertising and promotion, handle customer serigsaes, mine innovation ideas and
building customer relations (Solis, 2010). Sociatdmla impact on organizations are
indicated by various benefits such as cost redndtioterms of marketing, enhanced
communication and customer service, improved custamations and improved brand

image.

The major advantage of SNSs is its capability tovige greater social networking
opportunities than the traditional social netwodtoss different geographical, social,
cultural, and institutional settings. SNS does maglace the traditional social network,

rather complements it and initiates new social eations.

The disadvantage of SNS is that people have lost émd often feel nervous or uncertain
in the virtual environment. SNS often provides av-level social connection by its

nature. A full adoption of SNS may have a long w@ago since people are more used to
the traditional social network and their behaviarahnge often take time (Lee & Chen,

2011).

Social media has become a form of communicationngmoany business professionals

and many are using it to connect and collaboraté wthers in their organizations

17



(Bulmer & DiMauro, 2009,) as well as for businessl anarketing strategies (Ganim &
Mattson, 2009. The Center for Marketing ResearcthatUniversity of Massachusetts
Dartmouth found that “forty-three percent of th&20nc. 500 reported that social media

was “very important” to their business/marketingagggy” (Ganim & Mattson, 2009,).

A study conducted by Bulmer and DiMauro (2009) ledkat how professional’s
decision-making process can be affected by socedian Their findings showed that
professionals highly trusted information they acedifrom online networks (Bulmer &

DiMauro, 2009,).

2.4 How social media hasinfluenced customer and or ganizations behavior

The digital era has redefined contemporary consiamptrans-forming consumers from
their former passive roles into an active groupafled al., 2003). This change is a direct
result of the Web 2.0 era in which internet saveypsumers have unlimited access to
information as well as the ability to interact fisewith other consumers as well as brands
and businesses. The recently coined ‘Web2.0’ snezept that describes the evolution of

the internet from a static environment to an irdBv@ community (Brennan, 2010)

According to Jones et al. (2008), a company Web’'ssitinique characteristics—

vividness, interactivity, challenge, interactionesd, machine memory and allowable
social interactions—can create consumers’ posaiveegative emotions toward the site,
brand and its employees. Liu et al. (2003) resest¢hat 62 percent of online shoppers

gave up at least once while looking for productd 42 percent turned to traditional
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channels to make their purchases. They attributeid tlost-in-hyperspace” to
engineering problems with the actual Web site, sastthe site’s poor design. These
emotions can become attached to the brand. Liel.e(2803) also studied the
psychological problems users experience with neshirtelogy. They adopted Davis’s
Technology Acceptance Model (TAM) to provide a esé foundation on why users
accept or reject information technology and howirtcrease user acceptance through

design features.

While organizations must monitor their overall oeli effectiveness, they must also
manage their reputation, which can be even motealrin an online environment than a
traditional retail one. Companies strive to maimtai positive attitude because, once
damaged, it will take a long time to restore. Rude al. (2007) found that a favorable
reputation can reduce consumer concerns regardmgchase, increase consumer trust

and commitment toward the company and encourageeoplirchasing.

Consumers tend to seek third-party information frisrands, trade publications, Web
sites and review sites to establish initial trusthwthe company. Social proof theory
predicts that people look to others for cues. F@waomers, trust increases as they see
more people performing the action. Also, as oneaiobt information from an
authoritative source, the credibility of the infation increases. With a high credibility
level, the viewer will accept the information moemasily. While a third party
endorsement greatly influences online behaviodo#s not define opinion. To increase

consumer trust, companies must provide correctnmtion and ensure a positive online
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experience to dispel any bad perceptions. A pasitlirect experience can override a

negative review.

2.5 Theoretical Framework

For this study, the Technology, organization angirenment (TOE) framework was

used as the appropriate framework. The TOE framew@s developed by Tornatzky
and Fleischer (1990) to evaluate technology adopfitnis model is consistent with the
theory of innovation diffusion in organizations Bpgers (1995) in which he emphasized
technological characteristics, and both the inteerad external characteristics of the

organization, as drivers for technology diffusi@mg et al. 2006).

The TOE model is an integrative schema incorpogatimaracteristics of the technology,
contingent organizational factors, and elementmftbe macro-environment (Tornatzky
and Fleischer 1990; Tornatzky and Klein 1982; Lakt2010). Several studies that used
the TOE have incorporated such variables as perdebenefits, top management
commitment/support, organizational IS, externalspuee, IS vendor support, and
financial resources availability (IFinedo, 2011)TROE model covers three aspects of
firm’'s characteristics that influence the proce$sadopting, implementing and using
technological innovations (DiPietro et al.1990; Radbon, 2005; Tornatzkyand Fleischer,

1990).

The technological context describes both the iatteamd external technologies relevant

to the firm. This includes existing technologieside the firm, as well as the pool of
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available technologies in the market. Organizali@oatext is typically defined in terms
of several descriptive measures: firm size and ectipe centralization, formalization,
and complexity of its managerial structure; theligpaf its human resource; and the
amount of slack resources available internally.iEmment context is the arena in which
a firm conducts its business — its industry, cugi@ncompetitors, access to resources
supplied by others, and dealings with governmewtrr{dtzky & Fleischer, 1990). The
TOE theory has been used by a large number ofesddiinvestigate the adoption of, for
example, Electronic Data Interchange (EDI) (Kuad @mau, 2001), open systems (Chau
and Tam, 1997), and e-business (Zhu and Kraem@§)2The main contribution of TOE
is that it encourages the researcher to take tbader context into account in which

innovation takes place (Bose & Luo, 2011)

The positive perceptions of the benefits of soom@dia greatly influence the usage of
social media in organizations. Compatibility is tHegree to which an innovation is
perceived as consistent with the existing valueeds and past experiences of the
potential adopter (Rogers 1983). If the technolagycompatible with existing work

practices then it will be more effectively used ttne organizations. For organization
context, top management support is an importantofash the adoption of new

technologies and has been found to be positivdgtag to adoption (Premkumar and

Robert, 1999).

Top management commitment/support refers to thelwewment, enthusiasm, motivation

and encouragement provided by management towaedacteptance of IS innovations.
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(Thong et al., 1996, Chatterjee et al.,2002 ; Alt®Qj 2007; Ramdani et al.,2009). When
top managers in any organization understand tleyaate of computer technology, they
tend to play a crucial role in influencing othemanizational members to accept it;
furthermore, they also commit resources to its 8dopand usage (Thong et al., 1996;
Premkumar and Roberts, 1999). Similarly, the eménegurial orientation of the firm is

also an important variable; as more innovativek taking and proactive firms tend to

adopt new technologies more quickly and use theiedg (Elliot and Boshoff, 2005).

Institutional pressure refers to the pressures tmaianate from the institutional
environments that can induce firms to adopt shadhs and routines (DiMaggio and
Powell,1983). They categorized institutional pressuinto normative, mimetic, and
coercive pressures. The agents that may exertysesssgiclude a firm’s key customers,
suppliers, competitors and government.(Ke et. @092.Several studies have taken an
institutional approach to study internet technadsgadoption and usage (Purvis et al.
2001, Chatterjee et al. 2002, Teo et al. 2003, tkad. 2009, Liu et al. 2010). Similarly in
the context of social media, firms are likely toibduced to use social media due to the

external pressures exerted from competitors, togpdartners and customers.
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CHAPTER THREE

RESEARCH DESIGN AND METHODOL OGY

3.0 Introduction
This chapter discusses the research methods tmatemgployed by the researcher. This
chapter included the research design used, ddascript the population, sample size and

sampling techniques, data collection procedurehendthe data was analyzed.

3.1 Resear ch Design
Research design refers to the method used to oatrg research. Cooper and Schindler
(2003) define research design as the scheme, eutlinplan that is used to generate

answers to research problems.

This research used mixed methods to study the imgiasncial media on organizations.
The reason for using mixed method design is thalloivs for the presentation of larger
spectrum of divergent views (Schulenburg, 2006) alsd the mixed-method approach
allows for stronger inferences based on the firglifdhe basic methodological principal
of mixed-method research is that methods chosesuldhbe mixed in a way that has
complementary strengths and non-overlapping weakseqTeddlie and Tashakkore,
2003,). The study of the impact of social mediaavganizations was analyzed both
gualitatively and quantitatively. Descriptive resd#a design was used because the
problem is specific and well defined. Questionrairere used to obtain quantitative data

on the subject with the aim of having facts ondteation.
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Interview of key informants in the area of sociadia was also carried out so as to get
more information from authorities in the field. Apsis of social media pages like
facebook was also used to determine the kind efaation which goes on there between

Safaricom and its customers and stakeholdersgs.lar

3.2 Target population

Target population refers to the group about whiuh iesearcher will collect data from
and draw conclusion. In this study the researdgeted three departments at Safaricom,
customer care department, marketing and commuarcadiepartment and corporate
affairs department. The respondents were picked tree three departments. A sample is

a group of people taken from the population fomeixetion.

Table 3.1 Distribution of target population

Category Total population
Customer care, Social media team 100
Marketing and communication 100
Corporate affairs 50
Total 250
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3.3 Samplesize

The population was segregated into three mutuatisiusive sub-population (strata)

using stratified random sampling. A stratified ramd sample was taken from each
stratum where even the top management in eachargtags sampled. The main reason
for choosing to use simple random sample was:dease a sample statistical efficiency
and to provide adequate data analysis in the gtraga. Advantages of stratified random
sampling include researcher control sample sizestmata and increased statistical

efficiency.

3.4 Data collection I nstruments

Data collection instrument which was used in thedgtwas open and closed ended
guestionnaire. Open ended helped the researchastéain more information than what
was availed by close ended questionnaire. Both wleosen to balance the weakness of
both and obtain quality information. The researdrest also an opportunity to personally
interview some of the respondents on a few areasnfore insights more so key

informants in social media.

The researcher questioned participants about tpamions toward the company and its
use of social media, knowledge of social medianiopis of social media and how they
want organizations to interact with them as custsnand employees. The researcher
also used content analysis, this content analysasnmed the Safaricom social media

sites like facebook and twitter and their use asa$¢media tools.
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3.5 Data analysis methods

The use of descriptive statistics was employed umrsarize data into meaningful
information to the study. The use of descriptivatistics like tables, graphs, and
percentages was used in some cases. The respoaigesdited, coded and classified to

form comprehensible information for analysis.
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CHAPTER FOUR
DATA ANALYSISAND INTERPRETATIONS

4.1 Introduction

This chapter presents analysis of data collectedfiadings of the study carried out at
Safaricom Limited to analyze the impact of soci&dm to corporate organizations. The
study was conducted via questionnaires issued faogmes at Safaricom Limited and
key informants from various sectors who gave contmatout social media and its
impact to corporate organizations. For the stubg, researcher used both quantitative
and qualitative data to achieve the objectiveshefdtudy. The responses obtained from
participants were analyzed using quantitative nathaevhile those from in-depth

interviews with key informants were analyzed ugjuglitative methods.

4.2 Background I nformation of Resear ch Respondents
This research focused on Safaricom Limited empleye® key informants from various

sectors who are authorities in the area of sociatlimm Respondents were randomly
selected from the organization.

The research sample was made up of 250 individisgplandents ranging from 21 to over
51 years old. A total of 250 questionnaires wergriduted to respondents, 200 were
properly filled and taken back thus giving 80% i@sge rate in this study report. Out of
these, 102 were male (51%) while 98 (49%) were fema

The distribution of respondents according to age asa follows: 42.5% were aged
between 21-30 years, 30% were aged between 31&8,yE7.5 % were aged between

41-50 years while 10% were aged over 51 years.
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Table 4.1: Response Rate

Category Total Responserate % Responserate
population

Customer care, Social media team 100 86 86%

Marketing and communication 100 73 73%

Corporate affairs 50 41 82%

Total 250 200 80%

Table 4.1 above shows that 86% of the respondeats ¥vom customer care, Social

media team while 73% were from marketing and comoation department and 82%

were from corporate affairs department. 70 respotsdeut of 86 respondents from the

customer care division work on the social medidfpien where they interact with the

customers directly.

Table 4.2 Respondent Demographics

Respondents | Male Female % of
Respondents

Age in|21-30 85 45 40 42.5
Years

31-40 60 25 35 30

41-50 35 20 15 17.5

Over 55 20 12 8 10

Diploma 40 18 22 20
Leve of | Degree 112 72 40 56
Education

Post Graduate | 48 28 20 24

Degree(s)

As shown in table 4.2 above many of the respondehtsparticipated in the study fell in

the age bracket of 21-30 years and 31-40 yearsuating 72.5%, those of 41-50 years
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and over 55 years accounted for 27.5% of the tesppondents. The percentage of the
respondents who had diploma was 20% while those heltbattained degree were 56%
and those with post-graduate degree was 24 %.

Table 4.3 Key Informants’ Bio Data

No. of Age group Level of Education
respondents
31-40 | 41-50 | Over51 | Diploma | Degree | Post Graduate
Public 5 2 2 1 0 2 3
relations
Marketing | 8 3 3 2 1 5 2
Advertising | 7 3 4 0 0 5 2

20 key informants were selected for in-depth ineag. As shown in table 4.3 above, 5
were public relations experts, 8 were marketingcattees from various organizations in
Nairobi and 7 were advertising experts from vari@awertising agencies in Nairobi.
Many of the key informants were in the ages 31-8@ry and many of them had degree
as their highest level of education. The In-deptterviews were the key source of
information for this study as they provided an expéew on the role of social media to

corporate organizations in Kenya.

4.3 Widely used social media tools
In this section, the researcher sought to estatiisimost widely used social media tools

by Safaricom Limited and why they chose the tobé they were using.

From the below table the researcher asked the mdspts to mark all the social media

programs they use, 180 of the respondents haveb&akeaccounts and 100 respondents
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have twitter accounts. The least used social mgitgés include online charts at 20 and
Linked and Youtube at 25 respondents. When theoremts were asked why they use
the social media sites many of them said that they used by many people and
organizations and are easy to navigate and use.

Table 4.4 Media tools used by respondents

Total
Social Media Tools Respondents Per centage
Facebook 180 90
Twitter 100 50
Onlinecharts 20 10
LinkedIn and Youtube 25 12.5

As shown in table 4.4 above, 90% of the respondehts participated in the research
have Facebook accounts making it the most widedd usocial media tool among the
respondents, respondents who have twitter accatatsl at 50 % coming second to
second to Facebbok, LinkedIn stood at 12.5% atideooharts at 10%. The reason why
many respondents have Facebook and twitter accaagsattributed to the fact that the
social media tools are easily accessible even mplsihandsets with data connectivity
and the social tools are a favorite to majoritytled people and organizations. The sites

are also easier and friendly to use even to firsis.
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Figure 4.2: Commonly used social media sites bar&aim Limited

Social media sites used by Safaricom Limited

>

m Facebook mwTwitter = Onlinecharts = Others like youtube

From the figure above the mostly widely used sotiatlia sites by Safaricom limited is
Facebook at 40%, twitter at 30%, online charts G# 2and others like YouTube and
linked at 10%. This is because many of the Safaricustomers and publics have
Facebook and Twitter accounts and a few use oohaes like e-gain which is an online
chart found on the Safaricom website page. Theoredgnt noted that with the two social
media tools the company is able to filter inforraatiand be able to gather information
relevant to it thus making the sites one of theofdgs by companies which have

ventured into social media world.
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The level of interaction on the Safaricom LimitedcEbook site above it showed that it

had a very interactive Facebook page with 930,1k&s Iwhich=- showed a two way

communication, where the company uses the Facebhoos&unt for advertising their

products and introducing new promotions to the austs as well as marketing their

services and goods.

4.4 FactorsInfluencing Social Media Usage

This section sought to establish the factors imftueg social media usage at Safaricom

Limited. Many of the respondents agreed that mtstihal pressure to remain competitive
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in an increasing competitive business environmeas wne of the influencers to use
social media. One respondent noted that due tmah#&re of the business the company
engages in it is prudent to offer more touch poitere customers can be able to interact
with the company.

One key informant said that top management suppoaiso one of the pillars which
influence use of social media. Respondents fromsti@al media team at Safaricom
noted that the company executive supports and cioamthe use of social media both in
terms of finance and human resource. The Chief lErex Officer of Safaricom Limited

, Bob Collymore is an active user of twitter thbyeleading by example.

Figure 4.4: How respondents support social media by organizations

Social media use

Nol advocaling
5%
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The above figure shows that majority of respondd@& percent) think Safaricom

Limited as an organizations should use social madéhthen commented on what types
of social media organizations should use to intenath them, many of the respondents
preferred Facebook and twitter because the sitespapular with majority of online

users. The 5% who said that they do not advocaefisocial media suggested that not
everybody is able to use or access social media finuthem they did not advocate
Safaricom to use social media as the main touchtgoiits customers especially the

core customers but noted that the company cart asean alternative.

When asked how customers value the use of sociaiam@ general, one of the
respondents a manager of Social media at Safaricomed, noted. The realm of social
media is growing within consumers’ personal livexd acorporate settings. He said
consumers like knowing that organizations use $ogiadia to communicate and
consumers expect organizations to provide them dp#on to comment and give

feedback.

Half of the respondents said they would choose rapemy based on reputation and
innovation. The respondents agreed that organimtimt embracing social media miss
out on the opportunities of business competitiven€onsumers expect organizations to
maintain and update Web sites, as well as socidiamgtes and remain on the cutting
edge of technology and communication. One respdncanmented that organizations
need to keep up and reach out to more people tdhgéat message across. Another

respondent mentioned that organizations should @&rebdifferent ways to get their
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products and information out to the public throsgicial media and one of those ways is

by being active on sites like Facebook and Twitter.

The respondents in general felt that social medragreatly improve an organization’s

reputation. One participant mentioned that sociadlia provide a new form of promotion

which can then enhance branding.

Figure 4.3: Effect of social media to an organipats reputation.

Not reputable
14%

Figure 4.3 above shows that 72 percent of respdsdeid that a company which uses
social media is reputable while 14 percent answeeedral and 14 percent not reputable.
In regard to innovation, 71 percent of the respot&lsaid that a company that uses social
media is innovative or very innovative. The stubgrefore shows that the majority of

respondents consider organizations using socialaresiinnovative and that the use of

social media can improve an organization’s repoati

While the respondents believed social media cap &elorganization’s reputation, they
also said that it can greatly damage it. Lying oovling false information through
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social media channels can damage the company'statepu Also, the speed and
enormity of the internet can spread rumors, mistaked cover ups to many people more

quickly, thus greatly damaging the company’s repoa

4.5 Benefits of Social Media Usage

When respondents were asked how social media hasfiteel Safaricom Limited 65
percent gave the following answers, benefits imgerof customer engagement (i.e.
customer relationship management), Social mediaigge more effective branding,
stronger brand loyalty, and improved marketingludimg stronger customer interaction,
ability to mine and analyze customer data morecaffely, ability to personalize
marketing activities based on customer interestproved customer service and support,
better product development (as social networking aocial media platforms can
encourage customers to submit and vote on new pradeas), increased customer

satisfaction and reduced marketing costs.

To the external partners (including suppliers attteobusiness partners): Social media
assists in speedier access to external knowleddeiraproved information sharing,
reduced external communication costs, improved abolation and innovation

opportunities and exploiting new marketing oppoitias.

One key informant noted that networking is a ndtacdivity for humans but over time
organizations have become bureaucratically stradtugocial networking technologies

thus help to "re-humanize" the enterprise.
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Safaricom Limited also uses its social media téolsreak and/or make news, tell stories,
resolve issues and to create virtual focus grougamthe social media networks to test
ideas, messages and new products or services.idwhdly, Safaricom uses social media

as the strategy to remain on the cutting edge lri@expectations.

70 percent of the respondents’ belief Social met#ahnologies offer business
organizations a powerful means to improve their momications, processes and,
ultimately, performance. Key informants on soci@dia usage were optimistic about the

positive impacts that these technologies will hanghe organizations that adopt them.

The company also uses the social media platforedtwate customers about it products

and services and how the services can be usecd ax#mples below where customers

have been enlightened on missed call service amddactivate and deactivate it.

37



Edit View Favorites Tools Help

e Favorites | i ] Suggested Sites v ] Web Sice Gallery +

| @ 15 Safericom Kenya Cficial Page

o~ v ) dm v Pagev Safetyv Took~w @+

ﬁ Safaricom Kenya Official Page Q " Gilbert Home 1

10 hours ago @

Jeint Statement by Kenyan Mebile Operaters on Si...
October 8, 2013

KENYANS RAISE MORE THAN KSHS. 30 MILLICN IN...
September 23, 2013

REVIEWS >

Teddiy Mutinda Dett

Kk 0812772014

| bet u already know this but still declaring u
guys thieves from data bundels to credit. How
can credit worth 92kshs potea after a minute
call??¢ ¢ whos running this? shimeli? Matheri?
Washushu??

Like Comment gh83 £26

Mas Kani 2
Fedededek 00/29/2014

Attention Safaricom

Cc:Bobby Collymore

Fwd: Olé Lenku. . See More

Like Comment 521 £J10

Felister Kinyanjui

ddek ek 09/07/2014

| love safaricom that much n please | would be
very happy if u don't deactivate my line coz |
havent used it for the las._ See More

Like - Comment - gh5 &34

Never miss an important call again! Dial ™6270722139199# to activate
#MissedCallAlert and know who tried calling you when your phone was switched off.
Callers can also leave you a recorded message. Call 132 to refrieve any messages
left by your callers.

MISSED CALL

To activate
Dial **62*0722199199#

(Safa 19 Chat (Off)

G

Create Page

I Recent
2014
2013
2012
2011
2010
2009
2008
2007
2006
2005
2004
2003
Created

Call Center ... Safaricom

Customers are also able to make queries and b&teabsin social media as evidenced in

the below case where

el
Gain 10

F |
5 Vetting deta..

11:30 PM

Thursday

5.

a customer raises an issueut allis mpesa

account balance and he is subsequently requesteldao his number for further help.

38



- =
G ()= [&) eps /o foceboskcom = Soericormitd - & [+ % |[ 2 8ing o~

File  Edit View Favorites Tools Help

g Favorites | s @) Suggested Sites v 2] Web Siice Gallery v

| @ (5] safericom Kenya Cficial Page \_ oo v 0 v Pagev Safetyv Tockw @y

'i Safaricom Kenya Official Page Q " Gilbert  Home 1 (J‘S

0723690556

W

Create Page

Like - Sepie galz
THANK YOU  mank YoU(500K) L view more replies I Recent
500,000+ FANS 2014
n Write a reply =
2013
Ochoo Samuel Hi. safaricom. my account is stuck Some money was sent to me
HOUSE RULES m but i have not received the confirmation and when i checked my balance i realised its 2012
House Rules shown as having been entered into my account. | have tried to pay a bill using part of 2011
& the balance but has falled and a message saying | have less balance yet what | was
paying was far less than my balance. Kindly tell me where the prblem lies 2010

Like - Reply - September & at 4:56pm

Safaricom Kenya Official Page Hi. kindly inbox your phone humber for

Safaricom Care assistance "ER

Like - Sep 9:0Zpm
. B st 2006
ﬁ Evans Mbayi Hi safaricom i guess getting your services through the
number 100 is the hardest thing on earth and my line behaves funny too.my 2005
line receives a single text message repeatedly more than 20times even after
days the same message still comes in as new message and that pisses me 2004
0ff.0725895471 is the number please make it stop 2003

Like - Sepiember

t 11-20pm

L) View more replies

n Write a reply

ST!R UP & George Okango Mbende My line imeblock plz help 0704229908
TYS Like  Reply Ye:

n
YOUR CReW

erday at 7

Spm

. Safaricom Kenya Official Page Hi, kindly inbox a contact number for
further assistance "SK

Like - Yesterday at 9:29pm
Bl vrite areply

#® George Okango Mbendo My line imeblock piz help
qitqe Like  Reply  Yesterday at 7:39pm 1% Chat (Off)

safaricom.net
& Intemet | Protected Mode: Off #i Internet access | ™

esysW.. | /- CallCenter.. | o [z 47  1L6PM
; Thursday

911/2004

The company also uses its facebook page to entigtite public about its corporate
social responsibilities as is the case below witaseappealing for Kenyans to come and

join it in the Mombasa diabetes walk.
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Many of the respondents said that they think congsaor organizations should use
social media. Specifically, the majority of respents said that companies should use a

social media site to interact with consumers.

Another key informant suggested that due to iterawtional nature social media has
accorded the customers the opportunity to givelfaekl instantly to organizations about
services and goods given which is a key comporarary organization which wants to

utilize the feedback to improve its services to thestomers.
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One key informant also argued that social mediardf€ustomers and publics the ability
to see information related to the status of ongantyvities in the organization hence
providing a marketing platform for an organizatidturther, unlike other technologies
used for organizational knowledge management, kogiadia may not require

tremendous investment or maintenance by organiratufficials.

4.6 Challenges associated with Social M edia usage by Organizations

This section sought to establish the challengesrorgtions face when using social
media. Despite the promising potential benefiterganizations using social networking
and social media technology, there are considem@did#ienges and risks that come with
its usage. Some of those identified in the studyhieyrespondents are:

One key informant said that organizations are wéign structured hierarchically. Social

networking and social media platforms may claslhhese organizational structures. He
also noted that there may also be clashes betwegrsocial technologies and the norms
of behavior and levels of accountability and contiteat pre-exist the technology's

introduction.

Some respondents expressed fears that employe®ganizations that choose to adopt
the technologies will become distracted by socaivorking and social media, and as a
result be less productive at work. Another key tinfant said that employers may be
worried about their employees posting hateful, prapriate or critical material on a
public-facing social network. One respondent wagkion social media at Safaricom

noted that organizations must address the goveenassues that accompany the
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platforms: who is allowed to participate, what #ne usage rules, what new company

policies need to be developed, etc.?

The key informants too suggested that potentiakfiesnare not well understood, partly
due to the lack of empirical research on orgarorati use of the technologies and

platforms that underlie social networking and sbeiadia.

While the participants believed social media calp la@ organization’s reputation, they
also said that it can greatly damage it. Lying oovgling false information through
social media channels can damage the company'statepu Also, the speed and
enormity of the Internet can spread rumors, misgtale cover ups to more people more

quickly, thus greatly damaging the company’s refiama

Respondents when asked the barriers to adoptiosoofal media by organizations
identified the following barriers: Lack of awaresemmong businesses regarding why and
how the technologies are used; lack of understgndirthe tools and what they're good
for. One key informant noted that organizationatraichies are also a barrier. That
middle management is used to serving as an irnstiiit gatekeeper and may feel
threatened by tools that 'flatten’ the organizat®ut he pointed out that it is a fight that
they will ultimately lose, especially as digitaltives begin entering organizations with

expectations of using the technologies.
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CHAPTER FIVE

SUMMARY, CONCLUSIONSAND RECOMMENDATIONS

5.0 Introduction

This chapter provides the summary of the findingsnfchapter four and also it gives the
conclusions and recommendations of the study basdte objectives of the study. The
objective of this study was to study the impacsaocial media to corporate organizations

using Safaricom Limited as a case.

5.1 Social media tools used by Safaricom Limited

From the research findings it emerged that Facelzoak twitter were the commonly
social media tools used by Safaricom Limited otHés Youtube, online charts and
LinkedIn were also being used but not very muckuds found that the company uses the
social media tools because they are the commordyg by its customers and thus the
organization is able to reach many customers uthegtwo social media tools. The
availability of the sites in most handsets withadebnnectivity also added to the reason
why it is commonly used. Facebook and Twitter al@ve the capability to filter
information thus a company is able to configuretisgé so as it can only receive
information which touches on it either positivelyreegatively for quick response. Social
media tools like Youtube are expensive to operateexample to stream a video content
on Youtube needs a high end 3G enabled handsethwhkicexpensive for most
respondents and even publics of a company thusetieon why not many people have

subscribed to it.
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5.2 Factorsinfluencing social media usage by Safaricom Limited

From the research findings it was found that thetof@ which influence social media

include institutional pressure to stay ahead of metition. As many companies emerge
providing same services and goods, organizatiomsrging hard to ensure they are head
of the pack by bringing innovative products andvees to lure customers to them.

Companies like Safaricom who have many customers tréed to offer and create more

alternatives for customer touch points and thatlughes coming up with social media

tools like Facebook and Twitter where they are d@bleneet and serve their customers

online without having to talk to them via phoneclilzefore.

Relative advantages that come from using socialianesdalso another influencer for
using social media. Organizations have realized tihh@y can be able to reach many
consumers at once using social media sites likeelféaak thus saving so much on
advertising costs and even marketing. Companies dafaricom are now cross selling
their products and services on social media antletklains why they have close to a
million likes on there facebook page because they \d@brant and active there.
Organizations using social media are also congidemeovative according to the study

and that the use of social media can improve aargzgtion’s reputation.

Compatibility with existing organizational techngles on the other hand is a big
influencer for social media usage by organizatio$ie robust technological
advancement of Safaricom Limited systems affords ¢hpability to capture in its

database all customer details who it interacts withtheir social media tools there by
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reducing handling time in subsequent interactioiih whe same customer. This only

occurs due to the compatibility of the social medils with the organizational systems.

Entrepreneurial orientation to the customers on kmevsocial media tools operate also
makes it possible for the social media tools toappreciated by many people thereby
making organizations venture into them without mefflort. This is done by developers
of the social media tools who ensure that the t@oés easy to navigate through and

friendly to use even by technologically challengedple.

Top management support to integrate social medithegnmarketing and organizational
processes is also a top influencer for using sewe&lia by an organization. It was found
in the study that executive sponsorship and ppgtmn are also important. To encourage
employees to use, and thus make the most of so@dla tools, the executives within
organizations must get on board by openly supppthie use of the technologies, as well
as by using them themselves. This is leading bynpl&a Organizational leaders could
demonstrate the importance of these platforms bgosing to use the systems

themselves.

When Steve Outing (2007) advises organizationsam to use social media tools, he
pushes the benefits of two-way communication. Qui{a007) explains that “when
companies listen to what the audience is sayingbarids online venues that encourage

consumers to express themselves they can inncaster fand more intelligently.”
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5.3 Benefits of using social media by Safaricom Limited

According to findings in section 4.3 of this resgmrSocial media benefits which were
found in the study include reduced marketing cosproved customer relationships,
improved company image and competitive positiomilarly through social media it is
possible to perform integrated marketing activitrgth much less effort and cost than
before. Social media can also have a dramatic itnma®rganizations in areas such as
enhancing brand’s reputation, improve value, retehip and brand equity, digital
advertising and promotion, handle customer serigsaes, mine innovation ideas and

building customer relations.

Social media sites such as Facebook are betterothan advertising avenues because it
stores information on all its users thus ensurirgyketing reaches an organization’s
specific target market. Social media sites areeatgstage for organizations to create an
experience and organizations can use informatimredton social media sites to improve

user experience with their brand.

Social networking sites are being utilized to erdeam company’s brand appeal and
increase their target market because new techmsagdiow for more personal, targeted
communications, as well as increased consumercqgtion in the creation of marketing

and brand related information.

46



5.4 Challenges associated with Social M edia usage by Safaricom Limited

From the research it emerged that one of the biggeacerns regarding social
networking platforms is that productivity may bdeeted negatively because employees
may spend too much time networking and postingientn blogs and wiki’'s. There is
also a risk that employees will utilize it for maecial purposes and not on work related
postings. This can have serious implications wigards to the capacity and utilization
of servers and networks, with bandwidth being csetepge with multimedia contents

which are often not work related.

Vandalism and misinformation caused by employeadeae employers open to legal
action (under the principle of vicarious liabilityyhereby employers are responsible for
negligent acts or omissions by their employeesténcourse of their work, even if those

acts are accidental.

Many employers are concerned about the potensal ¢d confidential information by an
unguarded (or malicious) comment or link createdanyemployee, which could then
result in company embarrassment, financial damkgg| liability or possible security
risks. Damage to organizational reputation can héscaused by articles appearing in the
press about employees being dismissed by an oegamzor inappropriate use of office
resources. Staff posting negative comments aboeir tbrganization, clients and
colleagues online can become easy to find via d#nesearch and may be available for

an unlimited time.
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Another serious concern is the forum social toodsate in which former and dissatisfied
customers can criticize and complain about therorgdion creating a public image of

the organization which is outside the organizasarontrol (Shirky 2008).

5.5 Conclusions

In conclusion, the twenty first century work plageeds everything social networking
encompasses and the quicker organizations reatideembrace this technology, the
smoother the sail through the current businessremvient and the more agile they will
emerge at the other end. Social media should barded as an integral part of an
organization’s integrated marketing strategy anduih not be taken lightly because it
has huge impacts to the organizations. As Curraal.gf2011) points out, almost 1 in
every 13 person in the world is an active Facehesk, which points to the potential of

finding a ready market for any product or service.

Social media opens up a whole new world for orgations by providing an endless
array of potential interactions with consumers, chhis the main reason why there is a
need for an increase in studies on social medieiaBmedia afford users the ability to
make their behaviors, knowledge, preferences, anghrwnication network connections

that were once invisible (or at least very hardde) visible to others in the organization.

Based on this study, it can further be argued khatving which social media sites a
company’s target market utilizes is another keydiaen guaranteeing that the social

media tool used will be successful. The study atsealed that for a successful social
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media strategy the executive in the organizatiostrfully support the idea by being in

the front line by even being active in its utilimet.

5.6 Recommendations

As many organizations are investing in these sauoiadlia technologies, it is important
for them to identify the social media tools comnyounsed by its consumers and publics,
factors that influence the successful usage ofetheshnologies (Preece 2001, Hall and
Graham 2004, Lin and Lee 2006). The primary issuth \any strategic tool or

technology is the degree that its usage beneftsiser.

Organizations adopting social media tools needsinbss case in mind before they make
any decisions about what technologies to pursumdBhon-strategic adoption of the

technologies is a recipe for disappointment, iffadtre.

Since social media sites can be exploited for tHieriation it provides on consumer
behavior with regards to their purchasing intergjonresearch further suggests that
businesses should incorporate social networkingssihto their business model or
promotional mix. Any organization which needs tadrporate social media to it
organizational strategy must have the executivéy falipporting the idea so as to

experience maximum impact.

Once a decision to adopt a new social networkingoaial media technology has been

made, organizations must address the governangesishat accompany the platforms:
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who is allowed to participate, what are the usadesr what new company policies need

to be developed, etc.

5.7 Suggestions for Further Research
Studies should be done to suggest how to incorpaatial media within a business plan,
and how to gauge consumers’ responses, it is impbthat further research address

which strategies work.

Additional research is warranted regarding whickialomedia marketing tactics are
effective for organizations. Further studies cdolak into both the positive and negative
long term effects of social media to organizatioftsere exists a need for future research

regarding the risks of social media and methodsitgate the impact of these risks.
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APPENDICES

Appendix 1: Research Questionnaire

Dear respondent,

| am a student at the University of Nairobi curhgrpursuing a Master's Degree in
Communication studies. | am carrying out a researctihe impact of social media to
corporate organizations in Kenya using a case tdri8am limited. | kindly request you
to assist me by completing the questionnaire pextid promise that your identity will
be treated as confidential and that the data wilubed for the purpose of this research
only.

Instructions:

1. Do not write your name.

2. Please respond to each question correctly and tipnBface a tick ¥') where
appropriate in the spaces provided. Remember, wdqgpécable it is ok to tick
more than one response as long as they apply.

Part 1 Personal Details
1. What is your gender? Male ( ) Female) (

2. How old are you?
21-30 yrs ( )
31-40yrs ()
41-50 yrs ( )

Above 51yrs( )
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3. What position do you currently hold at Safaricormlted?

4. What is your lever of education?
Diploma ()
Degree ( )

Post-Graduate degree ()

Part 2
1. (a) Do you have a social networking account?
Yes( )
No ()
(b) If your answer to question la is yes whickiaomedia tool are you mostly

active on?

2. How important do you think it is, 1 being vemyportant and 5 unimportant,
to have an account with one of the following abaiedia tools:
1 2 3 4

Very important Important  less important  unimportant

YouTube () () () ()
Facebook () ( ) () ( )
MySpace () () () « )
LinkedIn () () () « )

Twitter () c ) C ) C )

59



3. Do you think Safaricom Limited should use soondia?
Yes ()
No( )
| don't know ( )
4. To what extent is Safaricom Limited active oniabmedia?
Very active ()
Active ( )
Less active ()
5. Which social media sites or tools does Safaridomited use to engage with
customers?
Facebook ()
Twitter ()

Others ( SPecCify).....ccoovveviiiiiiie e

6. Why did you pick those specific social medial$@o

7.(a) Do you work with the social media team fofaBaom Limited?

Yes () position.............ceveunenn.

No ()

(b) Who is in charge of your social media site?
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(c) Who decides what goes on there?

8. In your opinion, how reputable is a company tisss social media?

Very reputable()

Reputable ()

Neutral( )

Not reputable( )

Not very reputable( )

9. Who is Safaricom Limited trying to reach withuysocial media tools?

Customers ()

Stakeholders( )

Potential employees( )

10. What role does Safaricom Limited mostly useaaunedia for?

Responding to customer queries ( )

Marketing of the company products ()

Crisis management ()
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Customer relationship management ()

11. What sets your social media sites apart froor gompetitors’ social media sites?

12. In your opinion how has social media benefittesl Safaricom Limited? Give a brief

explanation.

13.(a) Do you think there are effects of not usingial media by Safaricom Limited?
Yes ()
No ( )

(b) If your answer to the above questiopds, kindly give a brief explanation.

14. Has social media changed customer behavioaferiSom Limited?
Yes( )
No ( )

If YES NOW?..iiiiiii e

15. What are the factors which influence socialiomedia usage by Safaricom
Limited?

(a) User friendly to customers ()

(b) Stiff competition 1

( c)Feedback from customers ( )

(d) Any other( SpecCify).......cccovviiiiiniinennns
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16. Do you feel Safaricom Limited customers vaheuse of social media in general?
Yes ()

No ()

17. Do you think that customers are more empowé&searticulate issues and provide
feedback easily on Safaricom Limited social medes®
Yes ()

No ()

18. Does Safaricom Limited use social media to ethee and market products to
customers?
Yes( )

No ()

19. How satisfied are you with social media comrmation by Safaricom Limited?

(a) Completely satisfied ()

(b) Satisfied ()
(c) Neutral ()
(d) Not satisfied ()

63



20. Does the executive management at Safaricom tédmsupport social media
initiatives?

Yes ()

No ()

IfyeS, NOW. ..o

21.How much do you agree with the following statat€l believe social media use
has a huge impact atSafaricom Limited.”

(a) Strongly agree ()

(b) Agree( )

(c) Disagree( )

(d) Strongly disagree( )

22. How much do you agree with the following staget? “Social media tools are user

friendly.”

(a)Strongly agree ()

(b.) Agree ()

(c) Disagree ()

(d)Strongly disagree ( )
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23.(a) Have you identified any negative effect ging social media by Safaricom

Limited?
Yes ()
No ()

(b) If your answer to the above question is yawllk give a brief explanation to your

answer.

24. Do you have any final comments that you warsiaip about social media and

SafaricomLimited
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Appendix 2: Resear ch Questionnaire for key informant per sons

Dear respondent,
| am a student at the University of Nairobi curhgrpursuing a Master's Degree in
Communication studies. | am carrying out a researctihe impact of social media to
corporate organizations in Kenya using a caseafarigom limited . | kindly request you
to assist me by completing the questionnaire pextid promise that your identity will
be treated as confidential and that the data wilubed for the purpose of this research
only.
1. Gender

Male ( )
Female( )
2. How old are you?
31-40yrs ()
41-50 yrs ( )
Above 51yrs( )
3.What is your lever of education?
Diploma ()
Degree ( )

Post-Graduate degree ()

4. Which industry do you work.....................
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5. (a) Do you think organizations should use saoiatlia?
Yes( )
No ( )

(b) If your answer to the above question is yesllkigive a brief explanation.

6. Which social media tools are commonly used lgaoizations?

7. Who are the specific audiences for organizatusisg social media?

8. What role do companies use social media toolmfustly?

Responding to customer queries ) (

Marketing of the company products ()

Crisis management ()

Customer relationship management ()

9. What are the benefits of using social mediangyoizations?

10. How has social media changed customer and iaegaoms behavior?

11. What challenges are organizations getting tjiinabe use of social media?

12. What are the bottlenecks affecting the adoptiosocial media by organizations
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