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ABSTRACT

Use of social media in offering customer servicemnobile network service provider
companies is of value to customers and businesemwi helps to improve the service
offered to customers. Improved service leads toravgd revenues because customers
are willing to spend more. In Kenya, Safaricom ltedi uses social media to contact
some section of its customers. This study sougl@viduate the use of social media in
mobile network service provider companies usingaBedm Limited as a case study.
The study had three objectives. It sought to find benefits of using social media in
customer care; the problems that use of social anedcustomers care encountered and
various ways in which customer care was used ircéiiecenter. The research employed
a case study method. Stratified random samplingusad to obtain the study subjects. A
guestionnaire was used to obtain data from theyssudjects. Document analysis was
used to obtain relevant data about customer cawécee The data analyzed was from
April 2012, when social media services were laudg¢he April 2013. Document analysis
established that use of social media in Safaricathcenter had helped in improvement
of customer delight index, average handling timé aamber of customers served every
month. From the questionnaires, it was establishatithere was no significant effect of
use of social media to the reduction of number egfeat calls. Use of social media
improved accessibility of customers to the callteenThe major problem that the use of
social media encounters is that few people havesscto internet. It was similarly
verified that language barrier was a problem wging social media. The languages were
limited to Kiswabhili and English yet some customars not well acquainted with the
written form of the two languages. Results from tjumstionnaires verified that social
media was used to educate customers, inform themt aiew products and help them in
troubleshooting problems related to use of Safarigwoducts and services. The study
concluded that use of social media has had a majpact on customer service in
Safaricom. It recommended that more studies ne¢deble done to understand the
discrepancy between increased customer delighkiadd the non reducing repeat calls.
The research also recommended inclusion of inters/ies data collection tools in future.
This would help to get more insights about othertgbuting factors that may have led to
improvement of customer delight index.
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CHAPTER ONE: INTRODUCTION

1.1 Background

Customer service, as also known as customer carthei provision of assistance to
prospective and current customers on issues retateth organization’s products and
services. It involves assisting customers in maldogt effective and correct use of a
product or service. It includes assistance in plapn installation, training,

troubleshooting, maintenance, upgrading, and dapafsa product. Customer service is
offered using different platforms including postaail, e-mail, voice call services, short
message services and social media. This proposalds to study the impact of social
media on telephone service operators in Kenya.prbposal is organized in three parts;

the introduction, literature review and methodology

1.1.1 Customer service

Customer service wassaid to have begun almosttargesgo. The service dates back to
January 1878 when George Willard Croy became thedisdfirst telephone operator,
working for the Boston Telephone Despatch compdmgditionally, customer service
was provided at the retail outlets as either aftdes service, repair services or receiving
and addressing customer complaints. Customers dadgsit these centers when they
needed such kind of assistance.The invention oftélephone provided an alternative
touch point for customer service; the call cen@all centers soon became very popular.
Telephone switchboards were used where customewdwuoake calls to telephone
operators and request them to connect them tousdestinations. Callers spoke to an

operator at a Central Office who then connectedrd t the proper circuit in order to



complete the call. Being in complete control of tdadl, the operator was in a position to

listen to private conversations (Harris, 2002).

Over time, call centers have evolved and have becoentral parts of business strategy
where customers can call in and make their requeists’s and questions about products
and services being offered. As the telephone révemiassumed shape, call center came
to be defined as a centralized office used forpimgose of receiving and transmitting a
large volume of requests by telephone. Today aceaiter is often operated through an
extensive open workspace for call center agents.affents work in stations that include
a computer for each agent, a telephone set/headsatcted to a telecom switch, and
one or more supervisor stations. The sizes ofceadter range from small ones with only

a few call center agents to one with thousandsalbfcenter agents (Liljander&Strandvik,

1995).

Call center agents receive calls from customers @spond to them following an
acceptable code of work and ethics and within a@gteymined period of time. There are
three types of call centers. These are inbound amlter, outbound call center and
blended call center. Inbound call centers predonipahandle calls initiated by
customers. Outbound call centers make calls toomests. Blended call centers are
known to handle both incoming calls from customamsl calls made to customers.
Blended call centers combine automatic call distidn for incoming calls with

predictive dialing for outbound calls (Taylor & B&i2005).

There has been a shift from the call center opmratwhere customer issues are now

channeled through a variety of media, including fatt necessarily limited to telephony,



email and internet chat. This has seen the tramsfoon of call centers in contact centers.
Contact centers in Kenya have become integral paErtbusiness operations. Kenya
Commercial Bank, Kenya Airways, Barclays Bank oin& and Safaricom Limited are
some of the top business concerns that have webleshed contact centers. All the
contact centers use different media to connect thigglr customers. These contact centers
handle customer queries channeled via telephonecsations, E-Mail and Social Media

(Gakuru, Winters &Stepman, 2009).

1.1.2 Mobile Network Operator Firmsin Kenya

Mobile phones use radio spectrum to transmit sgyriégistered mobile network service
firms provide and manage these signals. In Kengigaiely registered mobile network
firms provide these services. The government ofyldethrough a regulatory authority
known as the Communication Commission of Kenyajdasdicense to firms in terms of

bandwidth. The firms use the bandwidth to offeimas types of services to customers.

In Kenya, four players, namely; Safaricom, Orange Mobile and Airtel, dominate the
mobile telephone industry. Safaricom takes the dsygshare of the market(Mas &
Radcliffe, 2010). Mobile phone users in the couttaye hit 30. 7 million mark.Mobile
phone network service providers offer a wide amwégervices to customers in Kenya.
They offer data services, short message servicagywansfer services, voice and other
value added services. Safaricom commands 19 mitifidhe customers who use mobile
phone services. Of the number, 15 million custonuses M-Pesa service, a customer-to-
customer money transfer system that uses the stemtage service. In Kenya, as well as

other African countries, the mobile phone servicevigler companies only give service



platforms but do not give out the mobile phonese Blervice companies are therefore

independent of the mobile phone provider compafBeku& Meredith, 2013).

Kenya's mobile market experienced rapid growth ughmut the last decade and is
forecast to grow even further over the next fivargethrough the expansion in its mobile
data services, particularly mobile banking. The@mf handsets has reduced due to the
duty being waived by the Government and the inereasoperators has intensified
competition leading to price competition in the k&dr Lower handset prices and service
tariffs brought mobile services to the reach ofeater proportion of the population. The
competition among these companies is very comméadszause it has contributed to
vast improvement in transformation and access tyuaedimmunication for people across

Kenya (Albo, Diaz& Ng, 2012).

Challenges facing network Mobile Network Operatamslude stiff competition for
subscribers. Competition between the mobile telaplommpanies has resulted in a tussle
between operators to capture new customers. Fogasd (2012) did a study that
indicated that although the majority of existingstmmers were loyal to their service
providers, they required more attention so thay the not feel discriminated.Such a
feeling, the study stated, would make customerartove to another company. Paying
more attention to customers can be best achievedgh opening channels for receiving
customer feedback.Customer service is the main ttm@ugh which customers may

convey their sentiments about the brand.

Customer Journey describes the series of interecpeople have with a company via all

available channels such as telephone, web, brameketing communications and



service interactions. Customer Journey conceraff itsth what people do and how they
feel about those interactions. It can focus onexifip task (say buying a product) or the
entire customer Lifecycle. The entire customer neyr influences the perception of the

customer towards the brand (Nenonen et al, 2008).

Every business knows that in order to thrive itdse® differentiate itself in the mind of
the consumer. Price has proved inadequate since itha limit to how much a firm can
cut back on its margins. Product differentiationalso no longer enough to attract or
retain customers since technological advances tesedted in products becoming almost
identical with very few tangible differences fronthers in the same category.
Consequently, marketers have realized the impcetaicservice differentiation as a
sustainable strategy for competing for a portiothef customer’s wallet (Murphy & Tan,

2003).

1.1.3 Customer service touch points

At present business times, there is a fast-growmgvement among organizations
interested in improving their customer-Centricityhis is done through a better
understanding of customer interactions, or touchtpo These interactions are called
"Customer Touch point Management" (CTM). This newvement has the goal of this
new movement is to improve customer experiences,a@na result, improve customer
relationships. By improving customer relationshipganizations improve market share,

sales, and both customer and employee loyalty dndcacy(Chen&Popovich, 2003).

A touch point is can be looked at as all of the oamication, human and physical

interactions the customers experience during thelationship Lifecycle with your



organization. Whether through advertisement, webstles persons, stores or offices,
Touch points are important because customers femeeptions of your organization and
brand based on their cumulative experiences. Iiconéemporary market, well-informed
marketers and advertisers understand that custeoelationships can no longer be
considered to be exclusive domains concerning sates customer service. CTM-
oriented organizations understand that they cahdmdgnce relationships with customers

by improving touch points across the entire entsgfBchneider& Bowen, 2010).

1.1.4 Customer experience & relationship management (CRM & C.E.M)

In order to overcome inherent challenges facednducultivation and management of
customers, many marketers have turned to Customlatiéhship Management (CRM).
CRM is a strategic approach whose goal is to geryene in an organization to
recognize the importance of customers. Under CRvk#y driver for marketing success
is to treat loyal customers in a way that will isase the probability they will stay loyal
customers. This is accomplished in part by ensutivag a customer receives accurate
information and has a consistent and satisfyingeggpce every time he interacts with a

company (Smith & Wheeler, 2002).

While CRM is generally used to manage existing @ustrs, it also has application for
other customer groups. For instance, CRM is usdttko identify former customers that
can become customers again. Additionally, CRM @anesan integral role in helping to
locate potential customers. Computer technologyspéakey part in carrying out CRM.

A proper technology-based system is needed somézaty anyone in an organization that



comes into contact with a customer has access ¢esnary information and is well
prepared to deal with the customer. However, CRMoisonly about utilizing high-tech
products. It requires a strong organizational cament that includes extensive training

for all employees (Seybold, Marshak& Lewis, 2001).

While maintaining close and consistent relationshifth customers through all contact
points makes good business sense, accomplishisghtés often been a challenge.
Numerous problems, from technology failures andk laf communication between
contact points as well as lack of adequate empldy&@ing or outright employee
resistance, have derailed many CRM efforts. SoeMdRM is now widely adopted and is
becoming an essential tool for most business org#ons, it still has a long way to go
before it is ingrained as an essential businesstifum within most organizations. By
building a relationship with a customer, the orgation is able to transform a satisfied
customer into a loyal one and a loyal one intodroaate of the company’s products and
services. This has necessitated the need for cestemperience management or the

CEM (Mascarenhas, Kesavan&Bernacchi, 2006).

Managing the customer relationship has been the wodl Customer Relationship
Management (CRM). On the contrary, CRM strategied solutions are designed to
focus on product, price and enterprise process) minimal or no focus on customer
need and desire. The result is a sharp mismatetebatthe organization’s approach to
customer expectations and what customers actualht,wesulting in the failure of many
CRM implementations especially concerningthe Knawiour Customer (KYC)

concepts (Schouten, McAlexander& Koenig, 2007).



Whereas CRM primarily focuses on satisfying the edrate needs of the customer to
manage customers for maximum efficiency, CEM fosub® operations and processes
of a business around the needs of the individustorner. Successful implementation of
customer experience management ensures managemenilto channel interactions.
Customer experience solutions address a wide arfragsues. Cross-channels include
contact center, Internet and self service.Crossktopoint includes telephone
conversations, chat, email, Web, in-person alsavknas face to face. Cross-Lifecycle of
the business process includes, but is not limibedrtlering, fulfilment, billing, support
.This culminates to the nature of the customer eepee process(Gilmore& Pine I,

2002).

Through customer experience management, organizatave able to transform an
unhappy customer into a happy one. Customer experigansformation or the CxT is
the main tool used in this process. This is a mBssrmanagement strategy that enhances
the customer experience from any customer touchtpld$ main objective is to provide
companies and their customer service organizatioiis the tools needed to move
customers from satisfied to loyal, and then to driahd ambassadors. This is especially
useful in the use of Social Media as a customerhtqaoint where fellow customers pass
information to other customers through the diffasprocess (Schouten, McAlexander&

Koenig, 2007).

1.1.5 Customer experience & Customer retention
Whereas customer service from a customer pointeat ynay be that an instance where
he or she is assisted, the customer experiencansra holistic view the customer has

throughout his or her engagements with the orgéinizaAccording to Peppers & Rogers
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(2004), customer experience is the sum of all egpees a customer has with a supplier
of goods or services, over the duration of thelatrenship with that supplier. This is
from awareness, discovery, attraction, interactigoychase, use, cultivation and
advocacy. The customer experience can also betasexan an individual experience
over one transaction (Piedade& Santos, 2010). dwerall customer experience

influences customer retention and loyalty.

Further , organizations have the responsibilitycoming up with customer experience
solutions that provide strategies, process moa@eld,information technology to design,
manage and optimize the end-to-end customer experigrocess. Building great
consumer experience is a complex enterprise, imvglvstrategy, integration of
technology, orchestrating business models, brandagement and CEO commitment.
Increasing competition in the corporate world haensthe evolution of customer

retention strategies where each organization stitivéeep its customers (Schmitt, 2010).

Customer retention involves the process of reduadngtomer defections. It can be
defined as an assessment of the product or sequalty provided by a business that
measures how loyal its customers are. This is #fsitlon according to the business
dictionary. The ubiquity and high penetration ratenobile technology has made Kenya
a center stage of dynamic and unique competitioongnmobile service providers. Over
the years, a number of mobile network operator® leamerged with attractive tariff plans
with the aim of attracting and maintaining theiemium customers. Attracting new
subscribers is one of the biggest challenges fagiobile service providers and a key

component of organizational success (Verhoef €2Gfl9).



The ability of firms to successfully attract newstomers is consistently rated by
business owners as one of the most important &atfluencing organizational success.
Faced with accelerating global competition, busneganizations are being forced to
improve performance, reduce costs and mitigate sghich include but are not limited to
loss of customers. Recently, mobile number poitgbivas introduced in Kenya in an
attempt to control dominance in the mobile telephoustry. This has posed an even
greater risk to revenue generation. To combat tiebsdlenges, most organizations are
looking at their customer service managers to iwm@mrganizational capability to retain
existing customers by offering unmatched customeevise. According to Management
Centre Europe (MCE), Telecom operators in both-daswing and mature markets are
under high pressure in today’s business climates&lthanges create opportunities but
there is also increasing competition within the usitly and from other industries

(Gentile, Spiller &Noci, 2007).

Customer retention embodies repeated behavior, evk@yalty reflects relationship

development and retention reflects relationshiptinooation. The emotions evoked by a
customer's experience act as a chief mediator dstomer retention. When combined
with an organization’s strong reputation and recogph expertise. The emotions of
customers are the chief determinant of customentiein. Corporate organizations have
to create an emotional bond with the customersrderoto retain them(Verhoef et al,

2009).
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1.1.6 Customer servicein Kenya

Traditionally Kenyan’s have always understood fioatone to get customer service they
either have to call the service provider or visgm at their offices. Engaging with and
empowering customers as an extension of a compangiketing effort is not a new

phenomenon in Kenya. Customer service in Kenyarnpemmes is either in-house or out -
sourced. In — house customer service implies thatservices are offered by the
company directly by its employees while outsouraimgans that the service is offered by
a hired company. Customer service isprovided byrqgn, that is, a customer service
representative or by automated means. Examplestofmated means are Internet sites.
An advantage with automated means is an incredskty o provide service 24-hours a

day (Oruta, 2012).

Safaricom has been on the forefront of improvisgciistomer service platform. With an
ever increasing customer base, calls being madeetcall center and visits to the retail
centers are on the rise. Customers on a daily kssnpt to reach Safaricom for
assistance on service related issues. Due to laligqueues at the call center IVR
machine or the interactive voice response, it le@®ime a major challenge for customers’
calls to get through to the call center.Customsues therefore take longer to be resolved
and some even end up unresolved due to inaccéystbilthe contact center(Macharia,

2012).

Long queues and customers granting over slow seralways characterize the retalil
centers. This is worsened by the fact that sontheotustomers in the queues have opted

to visit the retail center after several failedeatpts to reach the call center by

11



phone.Inaccessibility can easily lead to loss a@t@mers to competition. Safaricom as a
business therefore had to sort ways of reachingutstomers and counteracting these
negative impacts. This has necessitated the creafialternative customer touch points

(Oruta, 2012).

1.1.7 Social Media

The social media platform has assumed a wide afrdgfinitions and the term has been
used in different ways. Social media tools arerreteto as online technology that allows
people to communicate in an easy way by utilizing internet to share and discuss
information. According to the definition of Purcell al (2010), social media can best be
viewed in the context of the traditional industmmakdia paradigm. This media includes
newspapers, radio, television and magazines. Ttradéional media forms were one

way communication where information was dissipdatedonsumers without there being
an immediate feedback. New web technology, wheogabkmedia platform has found

use, gives room for immediate feedback to providéiaformation.

Definition by Eyrich et al (2008) does not differ content with that of Purcell et al
(2010). The author also looks at social media tdmjscontrasting them with the
traditional media forms. Traditional media suchtasvision, newspapers and radio, he
states, provided a one-way communication. The aulboks at social media as a
platform that enables everyone to contribute to tmine conversations through
publishing. Social media, according to the auti®fthe online place where people with
a common interest can gather to share thoughtsmemts and opinions”. Further, he

explains that social media contain social netwdikes Facebook, web destinations that

12



have been branded like ebay.com and Amzon.com.d?and Koenig-Lewis (2009) on
the other hand define social media as online piaigoand applications, which have an

objective of facilitating interactions, collabom@tis and sharing of content.

Kaplan and Haenlein (2010) think that definitionsotial media is always bound to take
a business angle rather than an academic one.€Hser, they argue, is the marketing
value social media garners from the users. Fronusanbss perspective, social media
enable conversations to be prompted, promoted amoetized. However, the author
describes social media from an academic approaarenh is described as a group of
Internet-based applications that build on the idg@lal and technological foundations of
Web 2.0. Further, the social media is said to b®ad allows for the creation and
exchange of User Generated Content.In an extewsithe definition, the author goes on
to classify the types of social media that existaip using media research and social

process theories.

Social media comes in different forms. They incluzié not limited to micro blogs,
blogs, forums, social bookmarking and voting sitasdia-sharing sites, review sites and
social networks. Blogs comprise of individuals amdfirms online journals that are
sometimes combined with podcasts. Social netwotksvausers to build personal
websites that are accessible to other users meatitd exchange of personal content and
communication.Forums are mostly sites that are udsedexchanging ideas (Gilbert

&Karahalios, 2009).

Krotz, (2009) has done a similar classificationsotial media tools. According to the

author, they are classified depending on the atiid and applications. They can be

13



classified as blogs, collaborative projects, socr@tworking sites and content
communities. These four different types of soci@dm are unique platforms that offer
different services. However, they are not entirdigyconnected from one another and
services often come together on the internet. Th&séorms are constantly and rapidly
evolving to serve multiple needs of their userseréfore, these classifications can be
seen as a simplified attempt to explore a compystesn of digital services that is often

overlapping.

Ryan & Jones (2009) offer a detailed explanatiohay social networking sites work on
the internet. The purpose of the site, the autbrptain, is to allow users to participate in
social networking by creating their own profilesdathen connecting with friends and
other available contacts within the network. Onititernet, a vast number of people use
social network worldwide. Like-minded people meet aliscuss issues that affect their

lives.

Podcasts are an extension of the blogging conaeflieinternet. Podcasts are a series of
media files distributed over the internet. Podcasia be accessed directly through
websites and downloaded to a computer or any akbece to be played later. Podcasts
are organized in chronological shows with new epesothat are released at regular
intervals. Users usually offer feedback on pardicugépisodes on the accompanying
website or blog. Wikis are made up of online cdltats of web pages and are literally
open for any visitor to create, edit, discuss, caemimon and generally contribute to.
Wikis are used as a way of encouraging constructiteraction and collaboration
between people of various occupations. It helpgleeand organizations to harness the

massive pool of talent that is always found onlibéelps organizations, researchers and

14



experts to draw benefits from the collective ingghce of users who access the online

tool (Gilbert &Karahalios, 2009).

Micro blogging is a short message broadcast serviaé helps users to update short
messages that are usually less than 160 chara8iegging has also increased with
removal of entry barriers. Users all over the warke blogs to report local news, offer
opinions, share visions and experiences and géyegit frustrations about one issue or
another. Bloggers read each other’s posts, theynmron them and link to each other

prolifically (Krotz, 2009).

1.2 Research Problem

Customer service is an integral part of growth iaaganization. Organizations offer
customer service through various platforms inclgdface to face interactions, email
services, phone calls and social media platfornesvoRition of internet technology has
given customer service a new face. Companies awngnéowards using social media to
offer customer service to their clients. Telephoméwork service providers have also
embraced the use of social media in engaging thieints. Companies have capitalized
on the fact that the number of users on social asiles has been on the increase with
Facebook boasting of more than 800 million usecs&awmitter has more than 200 million

users ( Kaplan &Haenlein, 2010).

Mobile network service providers in Kenya have emcled customer service as one of
the pillars of development in their business. Amottwer platforms, they have embraced
the use of social media to offer customer senactheir clients. Safaricom Limited runs

its customer service from the call center departmEme company has trained a team that

15



engages customers using social media platform. Aéliss to solve customer problems,
answer their queries and receiving feedback abontpany products. All these efforts
are geared towards improving quality of customevise offered to consumers of the
company’s products. As has been with other tooldu® offer customer service to
clients of the company, use of social media platfes hoped to have a positive impact

(Macharia, 2012). .

Hennig-Thurau et al (2010) did a study whose ains veafind out the impact of new
media on customer service. The study concentratedhaw channels like YouTube,
Twitter, Google and Facebook enabled customersldg pn active role as market
players. The authors observed that these new nprdiaded opportunity for growth
through adaptive strategies. In the research fggjinhe report pointed out that new
media has helped companies to understand custoshewior in a more elaborate way
than before.The new media were also found to halgeld in improving management of
customer interactions.As well, the report stated tiew media has been useful in helping

organizations do an effective measurement of cust@ctivities and outcomes.

Sigala (2009) sought to understand the impact eérgice and use of web 2.0 by
organizations on customer service provision. Inghaly, the author elaborated that e-
service and web 2.0 helped organizations to engagéomers on issues of service
design, marketing and production. The study fourat tise of online tools in customer
service provision helped to enhance customer paation and inter-customer support.

Online customer service tools were said to helpdaveloping relationships where

customers support one another in getting solutiosoblems associated with the use of

company products and services.
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The studies cited in this section have been ablmpiure different aspects of using the
internet in the improvement of service provisiorr fmonsumers. The studies have
concentrated on different tools to come up withfulsindings. The study by Hennig-
Thurau et al (2010) focuses on new media as a whbike the study by Sigala (2009)
concentrates on e-services and web 2.0 tools. Tleersurprisingly little research
demonstrating the links between Social Media custorservice and customer
satisfaction. None of the studies have paid mutdnan to social media and its impact
on customer service. This study therefore endedviarenvestigate social media impact

on customer service in MNOs in Kenya.

1.3 Study Objectives

1. To determine the impact of social media on custaseerice
2. To determine how social media is used in custoraesice by MNOs in Kenya
3. To determine the challenges of using social mediaustomer service by MNOs

in Kenya.

1.4 Study Questions

1. What is the impact of social media on customer sareice in Kenya?
2. What are the different ways that social media camded in customer service by
MNOs in Kenya?

3. What are the challenges of using social media gtorner service?
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1.5 Significance of the Study

The results to be found in this study will be uséfu various stakeholders. The mobile
phone companies, banks and other sectors thattepeath centers and customer service
centers will benefit from the results of the studifre results will be used in putting in
place strategies that will help increase the qualftwork output in the call centers as

well as improving the ways used in offering custosezvice.

Safaricom Limited will be the main beneficiary thiis study. The data collected will
reflect the true situation on the ground. The comypaill use the study findings to come
up with ways of improving on how they deal with mamers online using social media
platforms. Strategies that improve customer serugiag social media will be useful in
improving customer commitment and loyalty to thegasrization. If customers are

committed to the organization, productivity will eproved.

The research findings will be useful for furthesearch. Researchers who wish to do
more studies about social media platform custoraesice will use the information to do
a literature review for future studies.Safariconmlted has recorded success and most
researchers across the world are interested iprwices that have made the company to
be a success story of mobile telecommunicationni@ogy. The results found in this
study will be useful to most researchers who weskydt data about Safaricom customer
management practices yet they cannot access thargodue to their geographical

location.
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1.6Limitations

This study is limited to the fact that there is naich previous research available in this
field. The use of social media is new phenomen@eaally in Kenya and all who have
employed its use are more or less operating omlaatnd error basis. In this regard there
are no specific structures or points of measuresndafined. The case study methods
limit the generalization of the results. The resutannot be said to experimentally

independently reproducible.

1.7Assumptions of the study
The main assumption of this study is that the ubesawial media actually has a
significant impact on customer service. With thsswamption, the study hopes to find

ease in measuring the impacts as per the objectives
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter discusses various aspects of socidianeustomer service and mobile
phone operator services. The chapter evaluatesugapublished works that concern the
subject of discussion. The sources of works witllude books, journal reports and
conference papers that were done concerning thiectuldhis chapter is divided into

sections of social media,the benefits of usingaaniedia as a communication tool, the
challenges of using social media to communicatstorner service and mobile network
operator services. The chapter also discusses hberetical framework that links

variables in the research.

2.1. 2 Social Media

Social media have assumed a wide array of defirstiand the term has been used in
different ways. Social media tools are referredsmnline technology that allows people
to communicate in an easy way by utilizing the nn& to share and discuss
information.According to the definition of Purcelt al (2010), social media can best be
viewed in the context of the traditional industnmédia paradigm. This media includes
newspapers, radio, television and magazines. Ttradé@ional media forms were one
way communication where information was dissipdtedonsumers without there being
an immediate feedback.New web technology, wherabkoedia platform has found use,

gives room for immediate feedback to providersrédrimation.

Definition by Eyrich et al (2008) does not differ content with that of Purcell et al
(2010). The author also looks at social media tdmjscontrasting them with the
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traditional media forms. Traditional media suchte@svision, newspapers and radio, he
states, provided a one-way communication. The aulboks at social media as a
platform that enables everyone to contribute to tmine conversations through

publishing. Social media, according to the auti®fthe online place where people with
a common interest can gather to share thoughtsmemts and opinions”. Further, he
explains that social media contain social netwdikes Facebook, web destinations that
have been branded like ebay.com and Amzon.com. d?ahmd Koenig-Lewis& West

(2009) on the other hand define social media as@mlatforms and applications, which

have an objective of facilitating interactions,labbrations and sharing of content.

Kaplan and Haenlein (2010) think that definitionsotial media is always bound to take
a business angle rather than an academic one.€Blsen, they argue, is because of the
marketing value social media garners from the usersn a business perspective, social
media enable conversations to be prompted, promated monetized. However, the
author describes social media from an academiwmapprwhere it is described as a group
of Internet-based applications that build on theoldgical and technological foundations
of Web 2.0. Further, social media are said to lieohthat allows for the creation and
exchange of User Generated Content. In an extensithre definition, the author goes on
to classify the types of social media that existaip using media research and social

process theories.

Social media comes in different forms. They inclunié not limited to micro blogs,
blogs, forums, social bookmarking and voting sitesdia-sharing sites, review sites and
social networks. Blogs comprise of individuals amdfirms online journals that are
sometimes combined with podcasts. Social netwotksvausers to build personal
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websites that are accessible to other users meatitd exchange of personal content and
communication.Forums are mostly sites that are udsedexchanging ideas (Gilbert

&Karahalios, 2009).

Krotz, (2009) has done a similar classificationsotial media tools. According to the
author, they are classified depending on the atie# and applications. They can be
classified as blogs, collaborative projects, socrtworking sites and content
communities. These four different types of socigdim are unique platforms that offer
different services. However, they are not entirdigconnected from one another and
services often come together on the internet. Th&séorms are constantly and rapidly
evolving to serve multiple needs of their usersréfoge, these classifications can be seen
as a simplified attempt to explore a complex systdndigital services that is often

overlapping.

Ryan & Jones (2012) offer a detailed explanatioha social networking sites work on
the internet. The purpose of the site, the autbrptain, is to allow users to participate in
social networking by creating their own profilesdatinen connecting with friends and
other available contacts within the network. Onititernet, a vast number of people use
social network worldwide. Like-minded people meet aiscuss issues that affect their

lives.

Podcasts are an extension of the blogging conaeflieinternet. Podcasts are a series of
media files distributed over the internet. Podcasia be accessed directly through
websites and downloaded to a computer or any akbeice to be played later. Podcasts

are organized in chronological shows with new egesothat are released at regular
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intervals. Users usually offer feedback on particugépisodes on the accompanying
website or blog. Wikis are made up of online cdltats of web pages and are literally
open for any visitor to create, edit, discuss, caemimon and generally contribute to.
Wikis are used as a way of encouraging constructimteraction and collaboration
between people of various occupations. It helplgeand organizations to harness the
massive pool of talent that is always found onlibéelps organizations, researchers and
experts to draw benefits from the collective ingghce of users who access the online

tool (Gilbert &Karahalios, 2009).

Micro blogging is a short message broadcast serviaé helps users to update short
messages that are usually less than 160 chara8iegging has also increased with
removal of entry barriers. Users all over the warke blogs to report local news, offer
opinions, share visions and experiences and géyegit frustrations about one issue or
another. Bloggers read each other’s posts, theynmron them and link to each other

prolifically (Krotz, 2009).

Two major aspects of social media are essentianiaysis of its importance. Social
presence and social process are important variaisied to define how effective social
media communication can be.Social Presence can eferred to as the level
of prominence that communication media brings betweawo people who are
communicating. Looked at from a different framerefierence, it can be said that social
presence explores how a system of communicatiorenable the feeling of being in an
actual place or time despite the individual notngephysically present. Mediums with

high degree, say television, are more prominemnt thatext, which calls for the readers’
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imagination to conceptualize situations. A commatan medium that occasions high

social presence results in a high social influeisadko& Brake, 2009).

Social process is also referred to as media richnEkis refers to the capacity of a
medium to enable immediate feedback. Face-to-facenwnication is the rich media
that is available.Kaplan and Haenlein (2010) statest self-presentation and self-
disclosure are important elements of social praesSelf-presentation is the process
where a person creates an image of himself to @lothie impression that others have of
him or her in a social setting. This image is carged through self-disclosure. This
refers to one’s personal knowledge of the image woeld like to present.Kaplan and
Heinlein (2010) point out that blogs and collabweiprojects score the lowest in terms
of social presence.This is attributed to the natifreontent in communication, which is
solely text based. It only allows simple discour€antent communities and social
networking sites score high above blogs and coiktbhe projects. The two groups
enable text-based communication but theusers heoxgsmpns to share pictures, video,

audio, interactive maps and other forms of media.

Social media is important in business, and itsressean be evaluated in terms of social
media blocks. They include identity, sharing, casaéons, sharing, presence and
relationships. Various authors have dwelt on tH#eeks. Identity block represents the
extent to which users reveal their identities ity aocial media setting. Disclosure of
information like gender, age, location and namansmportant part of identity. Identity

influences the level of interaction on social mediavinson, 2009).
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The conversation block of social media framewogkesents the extent to which users of
a given platform communicate with each other. Maogial media sites are meant
primarily to facilitate conversations among indwals and groups. The conversations
occur for all sorts of reasons. Users on socialimederact with a purpose of meeting
new individuals, finding love and building self-esi. Other people use social media as
a way of making their message heard, thus posjtiaffiecting humanitarian causes,

economic issues, environmental problems, or palitiebates(Mangold&Faulds, 2009).

Sharing can also be used as a framework to evatoatal media use. Sharing represents
the degree to which users of social media exchadligijbute or receive content. Here,
the term ‘social’ means that exchanges betweepadhiges involved are crucial. Presence
is another framework that represents the degreghioh social network users know if
other users are accessible. This includes knowlefitfge place where other users of the
media are, whether in the real or virtual worldd amhether they are available for
conversations. The relationship block in the sogiatia framework represents the level
to which users can be related to others. Heregtgktefers to the form of association that
makes two or more people to converse, meet up laae ®bjects of sociality(Levinson,

2009).

2.1.3 Benefits of Using Social Media for Communication

Social media is said to have changed lives of hubeamgs in terms of communication to
a greater degree. Social lives, relief agenciesinegses and education sectors are some
of the areas that have been positively impactedthe advent of social media

platforms.Social media has helped to connect sgemlps via the internet. Social groups
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have since time immemorial been the building bloockiuman societies (Thackeray et

al, 2008).

Social interactions have been in the past limitgdé&ographical boundaries.The internet
has helped to turn communication into a global pheenon. Social media has helped
society to connect, share ideas, interact and foenied. Families that stay far apart are
able to communicate instantaneously because soce&ia communication is real

time.Professionals of various disciplines can gasiare ideas, exchange information and
even arrive at solutions to problems affecting rtpeofessions. Social media is said to

have led to modernization among the masses (Hadd9)2

O'Keeffe & Clarke-Pearson (2011) is of the samevwigat social media is of advantage
to the society as a whole. The author states twdlsmedia has become an essential part
of the fabric that holds society together. Socialdm brings together people of common
interest. The author gives an example of Facebduevpeople can join groups that are
of interest to them. This allows likeminded peofemeet as friends in a virtual world.
Such meeting kick starts more in-depth discussiamd analysis of common topics,
exchange of ideas and sharing of personal experidgge of social media has made it
easy to develop a high volume of relationships \easily. As well, social media help to
increase the speed and accessibility of commupita€ompared to email, social media

communication is faster and enables people to camuate with real-life friends.

Use of social media for communication has beemefadconomic essence in the business
world. Social media is influential in the currenairketing practice and customer service

practice.Tuten (2008) reasons that social mediairhascted diverse industries in the
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world, and that it will continue to be a dominatiagpect in conducting businesses.
According to the author, use of social media indleping professional alliances, in
seeking employment and recruitment, in enhancirginess to business marketing and in
offering customer service is bound to occasion antun lead in the way that
organizations carry out their activities. Businasaee able to gather and share first hand

information about the market.

Social media allows for the marketing of a compangtoduct.Social media sites like
Facebook allow companies to pay adverts.Compangedecprofiles where they advertise
their products and services. The profiles have lgeapo religiously follow them. They
help give feedback about the products and senoffesed. As well, the profiles help
attract new customers who may not have been awhrdeo company’s existence.
Facebook, for example, has a provision where userslike’ a page. This can be used as

a measure of popularity of a company profile onalonedia (Hawn, 2009).

Agichtein et al (2008) contributed to the discouosesocial media and marketing by
listing a number of advantages that businessebeaefit from while using the platform
to do marketing.The first advantage listed is tihat use of social media for marketing
helps in building brand value online. A strong sbeohessage, the author states, helps to
create a huge impact on building a brand name rigrbaisiness.Social media acts as a
viral market where brand name keeps on improvingt®own after initial efforts have
been put in place using the correct methods. Seoadia marketing can also enable
business to have a quick turnaround. Social mediketing, if planned well, can lead to
a quick increase in website traffic. A high trafba the website means that business is

conversing with high number of customers. This eases contact with consumers and
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potential consumers. Marketing via social medieast effective. Use of social media to
get in touch with customers is cost effective beeaut eliminates the need for

intermediaries who are mostly required when corieeat marketing platforms are used.

Qualman (2012) is of the same views that use abkowedia is instrumental in reaching
out to more people in business. Through social yetlie author observe, business can
create a website, which can allow customers toeleemments about services. An
organization can then respond to such commentsraeens. This helps to form a bond
with customers.This increases the chances of gainaffic on the website. Social media
helps businesses to interact with their customars icompletely new way. When
businesses give real time response to customdiiggakeir opinion about their services
and products, it creates satisfaction. Customdasfaation helps to improve loyalty.
Loyal customers help to market business productssanvices. This in turn increases

sales and profitability of a business concern.

Shirky (2011) prefers to evaluate the benefits afial media by looking at reputation
management. Social media can help an organizataintain a positive image of itself.
Managers can use social media like Twitter to fjfamn anything that is in the public
domain concerning the company.Maintaining a positimage of an organization is very
important. Managers can use social media to claaifything propagated about the
company as a result of rumors. Social media makeassy for an organization to respond
to rumors and destructive comments that can ruenréputation of a business.Social
media can also be used in marketing research. @ajams can let businesses offer

reviews about its business products and services.
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2.1.4 Challenges of Using Social Media in Business

Social media has made it easy for businesses &ajeyglobal brands. Customers around
the world are able to access content offered bipuarbusinesses in different countries.
However,use of social media in marketing and custoservice comes with different
challenges.A marketer and customer service operdtas to understand his audience
well in order to develop business. The need to tstded audience well creates a big
challenge to communicating with customers via doceedia.lssues of managing
customers who speak multiple languages comes td.n@iven that businesses can be
selling products and services to a multilingualtooser base, the issue of language use
can become a challenge.Most businesses use stdadgrthges to conduct their affairs.
This may leave out an important section of custeme&ho cannot understand the

language used by the organization (Thackeray 20aig).

Use of social media for marketing and customer gegeent calls for adequate
preparation without which an organization can ogdéyn so much in customer service.
One challenge for social media marketing and custaservice is inadequacy of digital
and virtual expertise who can do proper marketiigvell informed offline customer

service agent may not be the person required tthel@mnline marketing. Organizations
are charged with the responsibility of hiring arpest to deal with the social media

platform interaction with customers (Gilbert et2008).

Lack of personalization is another problem that koisaler proper interaction between an
organization and its customers on a social medifgsm. Social media platforms can

only magnify in popularity if they help encouragestomers and business owners to
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interact widely through discussion boards, commesteout outs and blogs. If an
organization treats online interaction with the @rass that it treats offline marketing, it
appears cold and impersonal. Balancing personalizatf interaction vis-a-vis official
way of conducting business in an organization gebcate activity.Tracking of social
media effects is another challenge that organimatitace. Organizations have not
employed measurable methods of understanding whtteie online efforts are working
or not.Methods like comparing the ‘likes’ and numioé ‘shares’ done have not been

verified to be the most appropriate methods of mag success (Scott, 2009).

2.1.5 Customer Service

Customer service can assume different job desongtilndustry-wide, customer service
could be in terms of after sales service provisiepair work, and call center services,
banking services, insurance sector and other eaksattors of the economy. According
to Hoffman & Bateson (1997), customer service & phovision of assistance to current
and would be customers on issues that are relat@bdet products and services of an
organization. It involves assisting customers inkimg correct use of a product or

service. In another definition, customer servicdafined in simple terms as provision of
services to customers before, during and afterhasiog a product. It is looked at as a
series of activities that are designed to enhaheectistomer satisfaction level. After

customer service has been administered, theredlbeud feeling that a product has met
the expectations of a customer in question.If lado&ewholly, customer service involves

assistance in planning, installation, training,ubi@shooting, maintenance, upgrading,

and disposal of a product.When products and seimmicgiestion are of technical nature
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like electronics, mechanical devices and structuregastomer service is used

interchangeably with technical support.

The customer service has evolved over time, asdoag technological evolution.In

traditional times, customer service was provideccaasumers at retail outlets. These
services were offered either as after sales sensiaepair services. As well, customer
service was used for receiving and addressing mestacomplaints. Customers had
therefore to visit these centers when they needgdsach kind of assistance. A radical
shift was soon realized in customer service withemtion of mobile phone services.
Most businesses shifted to using call centers teesas customer service touch points.
The use of call centers has occasioned in reveludfocustomer service in the business

world (Anton &Petouhoff, 1996).

Customer service is of importance, although theekegf its essence varies from product
to product, sector to sector and customer to custoih should however be noted that
whichever the level of importance, customer servgenstrumental in enhancing an

organization’s ability to generate revenue. A costp service experience is able to
change the perception of consumers towards prodnctservices offered by a particular
organization. Provision of customer services carddee by a representative or can be
via automated means. Internet sites are some ofothle used in offering automated

customer services. Automated services are advaniageecause they are in use for 24
hours per day. In mobile phones, customer suppaltsarvice is integrated in the device
where customers can dial certain commands andveegastructions on how to use

features provided by mobile phone service provi@eerne, 1996).
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Automated services have brought to the fore theeissf dealing with invisible online
customers. Disney et al (2006) states that onlinstoeners can be short-changed
emotionally because of the lack of visual and kgresence. It is nonetheless important
that service providers create a sense of persartihaman-to-human connection with
customers online. While implementing a customevisersystem in an organization,
there are certain key performance indicators thaiulsl be observed. Exceeding
customers’ expectations is one of the indicatorgoafd performance in customer service.
Customer expectations can only be met, and indgededed, if the service providers

understand customer needs.

Customer service should be cost effective. Coginhgais an important element in any
organization. It improves revenue and growth obeganization. Customer delight index
is another measure used to understand the efficieha good customer service system
in an organization. Customer delight index is aepurisubjective data collected from
customers who have had contact with an organizaimugh customer service. Average
handling time is also an important element of coroservice. It not only benefits the
customer but also the organization in terms ofrgatime. Shorter average handling time
means that an organization will be able to servaymaustomers. The ability capture
correctly feedback is of the essence of custonmicgein an organization. This helps to

improve overall service provision for an organiaat{Desatnick&Detzel, 1987).

An organization can improve customer service piowisn many ways. However, these
can be simplified into soft and hard skills. Hakills include product knowledge while
soft skills deal with the emotional part of custarservice. Hard skills call for a customer

service provider to be an information expert. Thevjgler should ensure that a customer
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leaves with satisfactory answers. The language udsi@ serving customers should be
friendly. Service providers should be in a positimn empathize with a customer’s

situation (Sterne, 1996).

2.2 Theoretical Framework

The conceptual framework is the logical and abssaacture of meaning that is used to
guide development of a study. It is used in resetwpresent a preferred approach to a
thought or idea. Conceptual frameworks are alwayslagl by identification of key
concepts and the relationship among them. They rleskgarchers to clarify concepts and
explain possible relationships between them. Thidyswill be guided by small group
communication theories, information processing ttesp symbolic convergence theories
and the information integration theories, respetyiv Data collections tools will be

formulated basing on the four theories are theiggig@rinciples.

2.2.1 Small Group Communication Theory

Different models best elaborate this theory. Fisherodel and Poole’s model have been
widely used to explain this theory. For purposethaf research, Poole’s model has been
used to discuss this theory. According to Pooleisien-making process by various
groups is achieved via application of differentisstces. Various contingency variables
are used to refer to decision making. The variablelkide group composition, conflict
management approaches and task structure. Accamitigs model, decisions are made

of a cluster of different activities and communicat(Hirokawa, & Poole,1996).
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Four tracks are important during small group comication, according to the model
postulated by Poole. These tracks are useful terpreting communication styles that a
group uses. They consist of task tracker, relatiack, topic track and break points. Task
track is the first stage and is the understandiaigod. People in the group will try to
come up with the goals and try to figure out thecpdure.Relation trackemphasizes on
interpersonal relation between the group membeusnah beings are social animals and
people will always find time to interact as friendsy relations can come up viathe
interactionsbecause they tend to disclose thensdtveothers. Such relationships are
important in working as a group.Topic track relategsues and or concerns that a group
may face. This track focuses on such issues coincgthe group communication. In
some instances, it may be argumentative while imerst it may be a cooperative
conversation.Breakpoints are points where a graiffsfrom one point to another.There

can be either postponement or suspension (Mil@2p

Relation track
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Decision-making Task track
process

A
A

Topic track
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\ 4
Break points

Figure 2.1: Decision Making Process
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2.2.2 Information Processing Theories

Information theory experts use memory variationgxplain errors in decision-making
and the performance on many difficult cognitive kias Historical background of
information theory is traced back to theories ofjrdtive development. Research about
cognitive developmentis focused on the emergentegital and analytical thought.
Traditional theorists believed that reasoning sHapeemory and that memory was
subordinated to reasoning. Memory is necessary rmit sufficient for reasoning.
According to the arguments of Miller (2002), toochiemphasis has been put on the way
human beings process information, yet little hasnbput on the nature ofthe stimulus.
Without input, no processing can take place. Thbaustresses the need to consider how
the stimulus should be defined in the processingformation as an empirical question.
This theory postulates that generalizations caieomade from a study with only one
subject.The roles of many stimuli should be ingzged in order to come up with many

generalizations.

It is also understood that stimuli are not equemél Stimuli are not all equivalent,
therefore, all information cannot be processechendame way. From the perspective of
information processing, if the query posed to @oeslent and the response alternatives
are accurate, then all the input information wi#l tsansmitted and will be recoverable
from the responses. However, should there be amgcuracy, and then the transmitted
information is bound to be considerably less thamrequired when making accurate

inferences on the way people process informatiamr{nn, 1990).
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Figure 2.2: Information Processing Theories

2.2.3 Symbolic Convergence Theories

Developed by Ernest Borman and his team of gradstatdents at the University of
Minnesota in 1972, symbolic convergence theory less the communication process
by which members of a group come to share a comsocrial reality that is achieved
through the sharing of fantasies. The theory studiee sense making function of
communication. "Symbolic" refers to verbal and nempal messages and "convergence"
refers to shared understanding and meaning. Inl graips, members develop private
code words and signals that only those inside tbemunderstand. When groups achieve
symbolic convergence, they have a sense of comynbaged on common experiences

and understandings (Littlejohn & Foss, 2008).

Sharing fantasies help group members create al sealdy that indicates who is part of
the group and who is not. Fantasy is used to desthie creative and imaginative shared

interpretation of events that fulfills a group pegtogical or rhetorical need. The idea of
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sharing fantasy themes increases group cohesiversessembers develop a common
interpretation of their experiences. Fantasy theares stories or narratives that help
group members interpret group interactions and thairounding environment. Fantasy
themes develop when group members actively engadeimatizing, elaborating on, and
modifying a story. In this way, the story becomeslly shared within the group as

well as privately shared by each group member (Bomm1996).

Among the strengths of symbolic convergence théoiihe focus on group identity and
the development of group consciousness. This thisatgscriptive rather than predictive.
It helps people to understand how group membeesaat and provide gives a way of
examining small group culture. We can also deteemwho is a group member and who
is not depending on whether they are familiar wite group's fantasy themes, inside
jokes, and rhetorical vision. The theory is usdéul examining groups in organizations
because it provides a way to compare them. Thisryhdevelops on a five-stage life
cycle. It begins with the emergence or creationsent consciousness-raising,

consciousness-sustaining, vision declining andlfingerminus (Miller, 2002).

Emeraence >

Conscinusnes-raisina |—>

Y Symbolic Convergence

A 4

Consciousne:-sustaininc

A 4

Vision declining

Terminus }—V

Figure 2.3:Symbolic Convergence Theories
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2.2.4 Structuration Theory

This theory notes that social life is more thand@m individual acts and is not merely
determined by social forces. Giddens, the fathethef theory, suggests that human
agency and social structure are in a relationshijhn wach other, and that it is the
repetition of these acts which reproduces the stracThis means that there is a social
structure - traditions, institutions, moral codasd established ways of doing things.
These can however still be changed when peopletstagnore them, replacing them, or
reproducing them differently.Social structures a$ per se written as being state laws.
People's everyday actions reinforce and reprodiszd af expectations. This set of other
people's expectations makes up the 'social foares’'social structures' (Jones, &Karsten,

2008).

Institution
S

v

Traditions .| Social Moral codes

Structures
A

A
A

Established ways of doing thing

[92)

Figure 2.4 Structuration Theory
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Independent Variables
Variable

Symbolic Convergence Theory

Consciousness Raising

Consciousness sustaini

Information Processing Theory
Long- term and short-term memory

Attention

Structuration Theory

Moral Code creation

Established way of doing thinc

Dependent

Customer Service

Small Group Communication
Theory

Decision making process

Figure 2.5: Theoretical Framework
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction
Under this chapter, methods that were used tohgeineeded information to meet the

objectives of the research are explained. This tehajetails the study design, study area,
the target population, the sampling and size, dallaction methods, research instrument

and data presentation and analysis.

3.2 Study Design

The research design used a case study in one pagjani. The study was conducted with
data collected during the period from April 2012 Agril 2013. According to the

definition by Yin (1994), a case study is an engaliinquiry that investigates a
contemporary phenomenon within its real-life cohtespecially when the boundaries
between phenomenon and context are not clearlynetkfi A case study uses both
gualitative and quantitative approaches in anatyzipphenomenon. Qualitative data will
be obtained through content analysis while quantéadata will be obtained from the

call centers.

The case study approach is useful in situationgevbentextual conditions of the events
being studied are critical and where the researchemo control over the events as they
unfold. The case study allows an investigation @atphenomenon to retain the holistic
and meaningful characteristics of real-life everitke individual life cycles,
organizational and managerial processes, neighbdrlohange, international relations
and the maturation of industries. However, resafta case study in one organization

cannot be empirically independently be verifieaiher organizations(Yin, 1994).
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3.3 Study Area

The study was done in all Safaricom call centehe $afaricom call centers are located
in Machakos County, Thika County and Nairobi Counfthis is the selected area of
study because it is the area of interaction betwkercustomers and the company using
social media. The customer service agents and reemage located in the stations
mentioned. The call center in Machakos is the mpnt of interaction between the
company and customers. It is called Jambo Contaatr€. Thika and Nairobi County

call centers hold few agents and they act moresy like redundant centers.

3.4 Population

The target population for the research was the cafiter customer care agents in
Safaricom Limited.The study targeted a populatibri208 call center employees who
work as customer care agents in various capachigth the listed population, it was

possible to get answers to the research questidnes.targeted population was drawn

from all the three call centers of Safaricom.

3.5 Sampling and Sample Size

The study used stratified random sampling. In te@hnique, a population is stratified
first and then random sampling is done. Stratiitcais done when members of a target
population are divided into homogeneous groupsrbesampling. After the members
have been put into homogenous groups, they areonalgdpicked using the simple

random sampling. This process is preferred becaasglement of the population is left
out. The strata is collectively exhaustive. Sangplaror is reduced if the procedure is
used (Bogdan&Biklen, 1998).
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The researcher stratified the call center custoraee agents into different groups. The
groups included the quality analysts, the suppaft,4he prepaid and M-Pesa agents, the
postpaid agents, the directory agents, the M-Pgsatsl line customer care agents and
the data customer care agents. In each stratuheafall center agents, a population list
of all the top managers was drawn. Simple randompsag was then to be done to

identify the subjects of study. The research usgdnolof the population as sample size
(Mugenda&Mugenda, 2003). 140 subjects were studentitative analysis done in the

research was drawn from the data collected frosixgample.

Qualitative analysis of data was drawn from theiimfation provided by the management
in quality department of the call centre. The infation included access to documents
provided by the management. The documents incltigedjuality performance trend of
the call centre from April 2012 to April 2013. Thuality performance trend was
obtained from the customer delight index statistidsese statistics are always provided
to the call centre by Synnovate Research CompanstoGier handling time, number of
customers handled per month and repeat calls wxteéned from real time coordinators’
records of trends.Access to the documents was maataby permission from the call

centre administration.

3.6 Data Collection M ethods

This study used questionnaires and document asadgsthe data collection method. A
guestionnaire is a data collection instrument thas a series of questions and other
prompts whose purpose is to gather information fr@spondents. Questionnaires are

preferred to other data collection instruments beeahey are cheap; they do not require
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efforts on the side of the questioner and alwaysehatandardized answers. Its
disadvantage is that it gives the user limited ckawf expressing anything. Again, given
that they are in writing form, they necessitate tiser to read before giving answers
(Bogdan&Biklen, 1998).Document analysis involvedlenation of customer service data
in the call center of Safaricom Limited. The anaysvaluated the various elements of
customer service that is offered through socialimed

3.7 Resear ch Collection Instruments

Before the questionnaire was administered, it veatetl by giving it to a group of peers
who pointed out discrepancies and ambiguity. Thestijonnaire was also be shown to
the supervisor who pointed out mistakes that werehe structure and form. The

guestionnaires were handed personally to the rekgms.

3.8 Data Analysis and Presentation

The study used quantitative and qualitative analysiinterpret the data collected.The
data from the completed questionnaires was recoitiehs then entered in a computer
using descriptive statistics. The descriptive stias approach was adopted for analyzing

and presenting the data in this research.
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CHAPTER FOUR: DATA ANALYSIS, RESULTSAND DISCUSSION

4.1 Introduction

This chapter covers data analysis, findings andudsions of the research. Data was to
be collected from the three call centers of SafamicLimited. Out the 140 targeted
subjects of study, 104 filled and returned theiegjionnaires. This represented 74 %
response rate. This rate was considered satisyaftioanalysis. Document analysis was
done by evaluating various records at the callarem¢tween April 2012 and April 2013.
Document analysis guide was used in collecting ftatdocument analysis. The data was
analyzed using qualitative and quantitative methddee questionnaire responses were
broken down into manageable categories, codedlandafter quantitatively analyzed to
get insights and make inferences. These were substy presented in tables.

4.1.1 Gender

The respondents were asked to indicate their geiirdem the research findings, it was
established that 59.17 percent were female whil834@ercent were male as shown in
Figure 4.1. This suggested that the call centréoousr service job in Safaricom Limited

was mainly done by the female employees.

00

40.83 % ' B Female
59.17 % u Male

Figure 4.1 Gender of Respondents
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4.1.2Age

The study sought to establish tage of the respondentSrom the researchndings, it
was established that41percentwere between 21 to 30 years, 2%1idenwere between
31 to 40 years and 20.fpercent were between 41-3@ars. It was noted thionly
8.33percent werebyear: and above of age, as shown in Figure #tds implied tha

most of the call centre enoyees were of the age between 21 years to 30 \

45
40
35
30

25
20 41.7 %

Percentage

15 D9.17 %
10 20.83%

8.33%

21-30 years 31-40 years 41-50 years 50 + years

Age

Figure 4.2Age of the Respondents
4.1.3 Level of Reporting

The researcher sought to understand the level whielstudy subjects reported to in
call centre. Inlte results, it was ascertaine2% reported to a team leader. 15 % repo
to a team manager while 3 % reported to the heaapértmen None of the interviewe
respondents reports to the bocThis means that most of the studied respondentthd
tactical job in the call centi Thelargest percentage of workers in the call centesdbe
tactical work. This is the lowest job group in thall centre Figure 4.2 shows tr

percentage of respondents and the levels whichrdpyt.
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Figure4.3: Level of Reporting
4.1.4 Time of the Shift

The study sought to find out the time of day tlmat tespondents reported to work. Th
shifts were tested, namely, the afternoon shié,dly time shift and the night shift. In t
response, it was found tl 56 % of the study subjects weantwork during day tim« 32
% of the studied subjects reported to work durhmy dfternoon shift while 12 % work
during night time.This indicates that most customers who contactctiecentre do s

during daytimeFigure 4.4 shows a graphical pre:ation of these finding
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Figure 4.4: Working Shift

4.2.1 Impact of Social Media on Customer Service

The researcher wanted to establish how use of the |Ismadia platform in Safaricor
Limited impacted on customer service. Results ftbm questionaires and the conte
analysis indicate that the use of social mediaotdact customers had several benefit

customer service.

Results from questionnaires administered indicdked there were several benefits
using social media as a customelvice platform, as summarized in table 4.1. 40 9
the studied subjects agreed that use of social anleds improved ways of obtaini
customer feedback. 87 % agreed that the brand \@l&afaricom Limited had be¢
improved because of the use of sociiedia. 64 % agreed that there was an incre
level of social interaction between the customevise agents and the customers, ¢

result of use of social media as a platform of aoht93% of the respondents agreed
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use of social media in the call centre had helpenprove accessibility of Safaricom

Customer Care to customers. Customer satisfact@mhaiso been improved. 67 % of
studied respondents agreed that social media ubertpaoved customer satisfaction. 40
% agreed that use of social media had helped taceethe number of repeat calls in the
call centre.

Tabled.1 Impact of Social M edia on Customer Service

Benefits Frequency | Percentage
Improvement in obtaining customer feedback 42 40 %
Building of the brand value 90 87 %
Increased level of social interaction betwe&Y 64 %
customers and call center agents

Increased accessibility of customer service | 98 93 %
customers

Improved customer satisfaction 70 67 %
Reduced repeat calls 42 40 %

The Customer Delight Index trend obtained fromdbeument analysis showed a steady
increase in value from April 2012 to April 2013. SZomer delight index is a favorable
experience that the client gets from a businesswigereceives a good or a service. A
favorable customer delight index shows that a lmssiwill get referrals from clients who
have been served. In April 2012, the Customer Deligdex was 6.7. In April 2013, the
index had increased to 7.8. Figure 4.5 shows then@@th trend of Customer Delight

Index as obtained from the records.
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Figure 4.5: Customer Delight Index Performance

Analysis of records of the number of customers exrper month from April 2012 to

April 2013 was also done. Among the documents aealywas the Call Centre Tracker
feedback from Synovate that is normally sent toaBedm every month and the

Safaricom Quarterly CDI Performance document fer Bmnancial Year 2011/2012 and
2012/2013. CDI is a measured level of acceptamc®ataricom products and services
levels at all touch points and this is benchmarlegginst other mobile telephony
companies in the industry in Kenya. The resultsngtan increase in the number of
customers handled over the 12 months. In April 2042 number of customers handled
in all the customer care media was 3.9 millionApril 2013, the number had increased
to 4.62 million.Figure 4.6 shows the trend in numblecustomers handled between April

2012 and April 2013.
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Figure 4.6: Number of Customers Handled per Month

From document analysis, it was established thattbethly customer average handling
time on social media was lower than that of hammdénstomers via voice calls. This was
mainly attributed to better troubleshooting and okthe corporate website for provision

of additional information e.g. attaching URL links tweets and Facebook posts. This
implies that customers are assisted faster viaabddedia than via calls. Figure 4.7

shows a comparison of average handling time ofocosis between social media

platform and voice call platform.
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Figure4.7: Average Handling Time (AHT) of Customers

4.2.2Waysin which Social Mediaisused in Customer Service

The study sought to understand different ways imckvithe social media platform was

used in offering customer service in the call ocehtrthe research, four potential uses
were tested using questionnaires. 76 % of the relpuds thought that use of social

media was important for educating customers. 653&ed that social media was used to
inform customers about new products. 71 % agresdutbe of social media as a customer
care platform was useful in helping to troubleshpodblems that arose while using

Safaricom products. 37 % agreed that social medis uged to attract new customers.

Table 4.2 gives summary of these findings.
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Table4.2 Waysin which Social Mediaisused in Customer Service

Use Frequency | Percentage
Educating customers about products 79 76 %
Informing customers about new products 68 65 %
In helping to troubleshoot problems 74 71 %
Attracting of new customers 38 37 %

4.2.3 Problems of using Social Media for Customer Service

The study intended to evaluate different problehad tome with using the social media
platform for customer service. In the researche fpotential problems were evaluated
using the questionnaires. In the evaluation, 61f% e respondents agreed that lack of
enough online experts was a problem to using tlialsonedia as customer service
platform. 79 % indicated that language limitatioasaa problem that hindered use of
social media to reach out to customers via custsrerice. 58 % said lack of proper

toolsfor monitoring performance was a hindranceefficient use of social media as a
customer service platform. 46 % agreed that lagiroper understanding of the nature of
online customers was a problem. 87 % thought thmitdd access to internet by

customershindered successful use of social mediaustomer service. Table 4.3 gives

summary of these findings.
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Tabled.3 Problems facing use of social media platform for customer service

Problems faced by using social media Frequency | Percentage
Limited number of languages used on social media8ia 79 %

a mixed language customer profile.

Lack of proper tools for performance monitoring 06 58 %

Lack of enough online experts 63 61 %
Lack of proper understanding of the online audience49 47 %
Limited access to internet and social media byrgela90 87 %
section of customers

4.3 Discussion

Since the new media revolution, ways of communicatiave improved a great deal. Use
of Web 2.0 and social media platforms to reachtowtustomers has been embraced by
different players in industrial, communication seevand commercial players. Most of
mobile network service providers rely on the usewdtomer care as the backbone of
growing their business. The rate of adoption ofiomedia as a platform for offering
customer service differs across companies. It dé&ggends on the segment of customers

who are being served and the human capital of ip@nization.

The study found that 41.67 % of the Safaricom eyges are aged between 21-30 years.
This age schooled in the digital era and understatite dynamics of digital
communication. This makes it easy for Safaricormtibate social media communication
to its customers. 82 % of the employees work attéiotical level of the organization.
This means most of the employees in the Safaricalircenter are in direct contact with

the customers. Their response to questions abauélsmedia was from a point of

53



experience.56 % of the employees report to worknduthe day time shift. Social media
is used to serve customers during daytime. Mosthefrespondents serve customers

through social media platform.

The research results, 67 % of the respondents dgjnaé social media use has helped to
improve customer satisfaction. 64 % agreed thabbkotedia use had helped to improve
social interaction between customers and call eeagents. Analysis of the records
indicates that the call center customer delighextias improved from April 2012 to
April 2013. In April 2012, it was 6.7. By April 2@1 it had improved to 7.8.The index is
used to measure customer satisfaction with thaceswf a company. Social media was
launched in Safaricom in April 2012. From the syilidoonvergence theory, it can be
explained that the use of the social media platfbas helped in consciousness raising
and sustaining among the Safaricom customers. [Soeidia has brought the Safaricom

customer closer, enabling him to be happy abousénéces offered by the company.

93 % of the studied subjects agreed that socialianéadd helped in improving
accessibility of customers to Safaricom call cenfdre number of customers handled
permonth has also grown much higher.In April 208X million customers were
handled. The monthly number of customers handledpnl 2013 was 4.62 million
customers. Social media platform contributed higiolythis increase in the number of
customers. This has been fortified by the findings average handling time. A
comparison of the average handling time of custesmaa voice calls and via social

media shows that it takes a shorter time on socedia. Short handling times mean that

54



more customers will be handled in a month.Strutimmatheory, information processing
theory and small group communication theory camded to explain the shorter average
handling times for customers via social media. #itte, established ways of doing
things and information processing have been inflaem improvement of the average

handling time of customers via social media.

87 % of the studied subjects agreed that the bvahae of Safaricom was improved as a
result of customer service via social media. Braatlie improvement is more about
improving the perception that customers hold towargroduct or service. This can also
be verified using the customer delight index. Theu&uration theory supports this.

Moral codes can be established through communitatio

In the study, it was established that use of souedia did not reduce repeat calls and did
not help to increase the number of customers uSafgricom products and services. 40
% of the studied respondents stated that Socialarteatl helped to improve customer
feedback as well as increase the number of customleo use Safaricom services. This
is an area that would be improved. Improved custdeedback and the acquisition of

new customers can help to bolster marketing arehreh efforts.

The results found from the questionnaires showat uke of social media faced certain
challenges in the call centre. 79 % of respondstatied that the language limitation was
a problem. Customer care languages are EnglistKawdahili. However, some of the

customers served via social media may not know twwrite in English or Kiswabhili.
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This limits the number of customers who can be estrvia social media. This is as
opposed to via voice customer where agents argvadldo use the 42 Kenyan native

languages to deal with customers.

Performance measurement is very important for tygravement of any service. 58 %
stated that lack of proper monitoring tools washallenge to successful use of social
media in customer service. It was deduced thatc#tlecenter did not have the proper
tools for carrying out performance measurement amhitoring while using social
media. The tools and key performance indicatorsl ase those of voice call customer
care service. Most of the customers served by 8afardo not have access to internet
devices. 87 % of the respondents agreed to thisegscto internet needs high end data
enabled phones and airtime for the purchase of latdles. This means that access to

the call center through social media is limite@teection of Safaricom customers.

47 % of the subjects agreed that lack of understgnaf online audience was a problem
while using social media. This aspect scored ldvdgause, most of times, the customers
who are served through social media are the sani®as served via voice calls. Given
that most of the social media platform customee @gents also serve on voice calls, the
issue of understanding customers does not affecsénvice. 61 % agreed that lack of
online experts could be a problem to successfulofismcial media to serve customers.
Use of social media, for quicker communication,lscdbr understanding of how the

functionalities work. Most of the agents who wonk $Safaricom call center were
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employed as voice call customer service operatiVesning has to be done in order to

have more agents who are well equipped in dealitfgaustomers online.

From the questionnaire, it was established thatabotedia in the call center were put to
a number of uses during the offering of customevises. Customer education was the
leading. 76 % agreed that the service was useduocage customers. Information about
new products was also offered via the social me&@ba% of the respondents agreed to
this. 71 % agreed that the social media was usestlynfor troubleshooting problems
affecting Safaricom services. In the study abopeat calls, it was ascertained that social
media had not been very useful in reducing the rexnolb customers who call with the
same issue. It can therefore be deduced that thestons of social media have not been
executed efficiently. If education and troubleshhogtwas done well, it would help to
reduce the number of repeat calls. 37 % of theordgnts agreed that social media is
used to attract new customers. This is consistetht the findings on the benefits of
social media. In the call center, the social mesliaot put to a lot of use for marketing

purposes.
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CHAPTER FIVE: SUMMARY, CONLCUSION AND RECCOMMENDATION

5.1 Summary

This study aimed to investigate the use of sociallim on customer care services in
Safaricom call centre. The study had three objestivThe first objective was in

evaluating the benefits of use of social mediadastomer service in Safaricom. The
second objective intended to evaluate the probligrasaffected use of social media in
the call centre. The last objective sought to est&lwarious ways in which social media

is put to use in the call centre.

In the first objective, it was ascertained thatiglomedia had helped to improve various
aspects of call center service. It has helped farane customer delight index, average
handling time and number of customers handled partim However, the score on repeat
calls was marginal. This means that social med& insthe customer service was not

helpful in reducing the number of repeat calls.

In the second objective, it was found out thatielithccess to internet services by
customers was the main problem while using socedienfor offering customer service.
Language, lack on enough expertise in online conication and inadequate
performance monitoring tools were also found tartagor problems. It was deduced that

lack of enough understanding of online customers med much of a problem.

The third objective came up with a number of fumas that social media in the call
centre is put to.lt was deduced that social meslimastly used for education purposes,

troubleshooting and informing customers about nevdpcts in the company. Customers
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who have problems using Safaricom products arstasisvia social media. Social media

is not mostly used for purposes of attracting nest@mers.

5.2 Conclusion and Recommendations

The purpose of this study was to investigate tleeaisocial media in the call centre for
offering of customer service.The study has fountthat introduction of social media
services in Safaricom has helped in improvementustomer service. The three major
indicators of good service, that is, the customeligit index, the number of calls
handled per month and the average handling times improved since the service was
launched. However, repeat calls have not been eelduihe major problems facing use
of social media are language, access to interrteteak of enough online communication
experts. Social media is mostly used for educaparposes where the agents help
customers know how to use Safaricom products. kl$® used for troubleshooting.

Customers using Safaricom devices are always adsis the social media.

The study achieved the intended objectives eveuagindhis can be improved further. It
was observed that the number of customers servddintaeased since use of social
media was introduced in the call center. In theeaesh findings, this increase was
attributed to the social media platform. Howevéerée could be other dimensions that
could have contributed to this improvement. Thisldanclude customers disengaging
communication before it ends or agents disengatfiegcustomer prematurely. Further
studies should seek to include such variablesamrrésearch. More so, even though there
was an improvement in customer delight index, repals did not reduce in the same

period of study. This discrepancy should be ingadéd in further studies. Normally, a
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delighted customer should be one who has gottealwian to his problem, without

needing to call again.
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APPENDIX ONE : REFERENCE LETTER

October 22, 2013

To,

The Director — School Of Journalism
Nairobi University.

Nairebi

Dear Sir/Madam,

REF: KENNEDY KIPKEMBOI SAWE

This is to confirm that the above named is-an employee of Safaricom Limited. He
works in our Call Centre Operations Department as Quality Analyst, having joined
us on 3rd November 2008 on permanent basis.

This is also to confirm that Kennedy was authorized on the 15% of October 2013 to
issue questionnaires to randomly sampled Safaricom employees to facilitate data
collection for his thesis topic “Evajuation Of Use and impact of social media In
offering customer care Services in network service provider companies: A Case of
Safaricom Limited.”

Any assistance to him will be highly appreciated.
Yours faithfully,

For: SAFARICOM LIMITED

H

{1 o .
rolyne Luchiri
Senior Manager- HR Information Management

(Safaricom

Sofaricom Limited” | P.O.Box 66827 00B00 Nairobi. Kenyo. | T:+254 722003272 | Web : wwwisotaricomn.coke | Twitter : @Safaricomiid | Focebook: v~ wiacebook com/Safaricamtte

66



APPENDIX TWO: QUESTIONNAIRE

SECTION A

Respondent Profile:

For Questions 1, 2, 3,4 & 5, kindly indicate yoesponse in the “Brackets”

1.Gender: i) Male [] i) Fered]

2. Age:
i) 18-20 years [] ii) 21-30 years [] iii) 31-4@ars [] iv) 41-50 years []

v) 50+ years []

3.Education Level:

i) None[] ii) Primary[] iii) Secondary[] iv) Tertiary[] v) University []

4.To which level in the organization do you repof? to

i) Team Manager [] ii) Team Leader]] iii) Boarp iv) Others (Specify).........

5.Time of Your Shift: i) Day shift [] i) Atrnoon shift [] iii) Night shift []

SECTION B

General understanding of Customer Service

6.a)Which unit or function of the organization is ditlgcinvolved with customer servic

contact?
i) Employee level ] i) Team leadevéd [Jiii) Director/Business unit level []

iv) Board level i.e. CEO, Executive Director []

b)What is the commitment of the management to custeemwice?

67




i)VVery low [Jii) Low [Jiii) Average []iv) High T[] v) Very Highl[]

c¢) Kindly explain how management is committed to costoservice.

SECTIONC

For Qs. 7, 8 and 9please indicate the importasagguscale; 1 = Not important 2 = Le

important 3 = Average importance 4 = Very importast Highly important

SS

7. How important are the following use of social m@ethpacts on customer service?

1 |2 [3 |4 |°

1) Improvement in obtaining customer feedback

i) Building of the brand value of Safaricom

lii) Increased level of social interaction between

employees and customers

Iv) Increased accessibility of customer servicesthe

customers

V) Proper reputation management

8. At what level do the following challenges affeiste of social media as customer ser

platform?

ice
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i) Inadequacy of online experts

i) Limitation of languages used for communication

iii) Lack of proper tools for performance monitugi

iv) Lack of proper understanding of the online aundie

Thank you for your time
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APPENDIX THREE: DOCUMENT ANALYSISGUIDE

The data to be analyzed will be between April 2@h#& April 2013. The following will

be the important variables to look for:

Monthly Customer Delight Index of the call centre

The volume of customers served monthly via sociedlian

The number of repeat issues raised via phone &ait austomers have been
served via social media

The average handling time of customers throughasacedia, compared to the
one via phone calls

The number of customers handled for 12 months
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