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Abstract: The general objective of this study was to examine the influence of social media marketing on sales
performance of the mobile network operators in Kenya. A descriptive research approach was employed for the
analysis. The focus of the study was on the marketing departments of three selected telecom companies in Kenya:
Safaricom Plc, Telkom Kenya, and Bharti Airtel Kenya. A total of 2223 sales representatives from the marketing
sector were part of the research. To achieve a representative sample, respondents were divided into two groups using
a stratified sampling technique. The selection of participants was conducted through a simple random sampling
method. Data was gathered through a structured questionnaire. An initial test was done with 22 participants from
Safaricom, who were excluded from the main research. This study incorporated content validity, which evaluates
how well the test items reflect the subject matter it aims to assess. The questionnaires' reliability was measured using
the Cronbach alpha method. The analysis of quantitative data collected was subjected to mean and standard
deviation-based descriptive statistical analysis. To understand the relationships between variables, the research
utilized inferential statistics, including techniques such as multiple regression and correlation analyses. The findings
indicated that social media marketing positively and significantly impacted the sales outcomes of mobile network
providers in Kenya. The study concluded that social media marketing greatly benefits mobile network operators in
Kenya by boosting sales because it allows direct customer engagement, helping operators understand preferences
and tailor offerings, which builds brand loyalty and encourages repeat purchases. The study recommended that the
companies should develop targeted advertising campaigns that focus on specific demographics and regions within
Kenya, utilizing data analytics to identify potential customer segments.

Keywords: Social Media Marketing, Digital Marketing Strategy, Sales Performance.

1. INTRODUCTION

Individuals utilize the Internet, regarded as a reliable source, to investigate products and services prior to making purchases
(Kagollah, 2022). According to Kaveke (2024), business leaders utilize the Internet as a marketing instrument to boost
revenue and improve communication. As social media ads and online sales gain prominence, they offer effective channels
for accessing new markets and growing their enterprises. Consequently, digital marketing offers opportunities for
companies to achieve profits by collaborating with stakeholders, customers, and employees.

Marketing, as highlighted by Sufian, Min, Murad and Aziz (2020), serves as an essential tool for companies since it
improves brand awareness, increases profitability and expansion, draws in and keeps customers, and elevates engagement.
For a business to succeed in the market and connect with its target audience, it is essential to utilize efficient marketing
strategies. Abiodun and Kolade (2020) argue that the success of an organization hinges on the implementation of effective
marketing strategies, as marketing dictates the production nature, distribution channels, and sales enhancement methods
like advertising, public relations, and promotions. Thus, a key advantage of marketing for an organization is the cultivation
of reputation.
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Park and Mithas (2020) claim that the ways in which companies and brands leverage technology and digital marketing for
promotional purposes have evolved due to the advancements in digital marketing during the 1990s and 2000s. In 2018,
Yasmin, Tasneem, and Fatema also observed that online advertising efforts are on the rise and proving to be more successful
due to the increasing favor for online gadgets over in-store shopping and the expanding incorporation of online platforms
into advertising plans and everyday activities. Olonde (2021) observe that the emergence and integration of the internet
across industries have transformed the world into a global village by eliminating barriers related to time, distance, and
communication. Consequently, the structure of businesses for succeeding in the contemporary economy is undergoing
significant transformations. Thus, global digital marketing strategies are experiencing fundamental alterations and are
poised to continue shaping marketing theory and practice in global markets.

Adiyono, Rahmat and Anindita (2021) indicate that sales performance outlines the path of revenue generation over various
periods. Sales activities usually consist of supplying products or services to customers. A service is an intangible activity
or advantage provided by one party to another, without transferring ownership. Mehralian (2022) highlight the crucial
importance of aligning marketing and sales for achieving organizational success. The overall performance of the business
enhances when the sales and marketing teams share a common language, exhibit mutual respect, and foster trust. Therefore,
it is essential for every department to understand the functions of the others, encouraging open communication and common
goals.

Tabiat (2022) observe that essentially, the effectiveness of sales is dependent on the strategic efforts made by sales staff,
characterized by specific mindsets, behaviors, and organizational standards, including assertiveness and cleverness. As
stated by Sassi (2024), sales performance is made up of two crucial elements: the behavior demonstrated by the sales team
and the results obtained. Sales force performance relates to how well salespeople can fulfill their duties efficiently, reliably,
and skillfully.

Effendy, Mas’adi and Murtiyoko (2021) observe that sales volume is a primary focus for all companies, closely connected
to revenue and profit margins. A rise in volume results in greater profits and enhances the efficiency of organizational
management processes. Purnomo (2023) suggest that sales metrics linked to sales success must logically correspond with
the existing sales strategy. The sales approach employed by a reputable firm with a varied product lineup will vary greatly
from that of a new company concentrating on one product. As a result, the criteria for assessing the performance of each
sales team must precisely reflect the expectations set for them. This study assessed sales performance by evaluating factors
such as sales team effectiveness, revenue produced, and achievement of sales goals.

Poorahmadi, Budaghi, Gelard and Rostamzadeh (2023) indicate that digital marketing strategy is a method employed to
advertise a company's products or services via digital means, mainly online platforms, while also including mobile devices,
display advertisements, and various other digital channels. As pointed out by Nitami, Yani, Susanto, Diman, Fadillah,
Aprillia and Fujari, (2024), companies can aim at specific customer groups through their marketing efforts by employing
digital marketing tactics that consider elements such as age, socioeconomic status, preferences, and financial abilities. By
utilizing digital marketing strategies, businesses can lower their marketing costs, given that digital channels are significantly
cheaper than traditional methods. The main emphasis of this study was on content marketing, search engine marketing, and
social media marketing concerning the assessment of digital marketing strategy.

Kenya's mobile telephony sub-sector has experienced significant exponential growth in recent years. The recognition by
the Kenyan Government of the crucial role played by the information and communication sectors in the nation's economic
development is evident. This research specifically examined the operations of the three major Mobile Network Operators
in Kenya, namely Safaricom PLC, Airtel Kenya, and Telkom Kenya. Safaricom originated as a mobile division within
Telkom Kenya back in 1997, leading to a surge in the demand for mobile cellular phone connections. Airtel Kenya entered
the market in 2000, and together with the other two operators, they embarked on an extensive countrywide expansion of
their cellular services, sparking intense competition that resulted in a significant increase in the mobile network coverage
in both rural and urban areas of Kenya.

Safaricom PLC, established in 1997 as a listed company, operates as a major mobile network operator in Kenya. The
company is predominantly owned by Vodacom South Africa and the Kenyan Government. Safaricom offers integrated
services encompassing voice, data, and mobile money transfer services, notably M-PESA. With a workforce exceeding
5000 employees deployed across its regionalized structure within the country, the company is at the forefront of
technological advancements, providing a range of technologies including 2G, 3G, 4G, LTE, and soon to launch 5G.
Safaricom PLC boasts a subscriber base exceeding 30 million, playing a significant role in societal transformation. Given
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its extensive and robust mobile network coverage in Kenya, offering a diverse array of services and global network
connectivity, the company manages substantial amounts of data and subscriber information, necessitating stringent
safeguards and protection measures. As a pioneer in technology, Safaricom PLC is a prime target for cyber threats, thus
necessitating proactive measures to mitigate information system risks through advanced defensive strategies and
neutralization of potential attacks.

Airtel, established in 2000, stands as the second-largest mobile operator in the nation with its parent organization being
Bharti Airtel of India. The operator boasts a subscriber base exceeding 9 million individuals, delivering a diverse range of
services encompassing voice, data, and mobile financial services under the brand Airtel Money. Through a series of
organizational structural modifications in recent years, the entity has undergone transitions in its management team,
evolving from Kencel communication to Celtel and subsequently Zain, culminating in its rebranding as Airtel Kenya in
2010. With a comprehensive mobile network coverage nationwide, the operator furnishes 2G and 3G services, having
recently introduced 4G services. Functioning as an operator, it establishes connections with networks globally utilizing a
myriad of systems and services, thereby making significant contributions to the country's economy.

Telkom Kenya, the third largest operator in the country, has the distinction of being the oldest, having been established in
1999 as Kenya Post and Telecommunication Ltd. Initially operating as a fixed-line provider, the company later diversified
into mobile telephony services, offering 2G and 3G technologies. With a workforce exceeding 1400 employees dispersed
throughout the nation, Telkom Kenya has amassed a subscriber base surpassing 4 million individuals, playing a constructive
role in the country's economy through its array of services. Notably, the company takes pride in its mobile financial transfer
services, widely recognized as T-KASH.

2. STATEMENT OF THE PROBLEM

The Kenyan government has recognized the telecommunications sector as a crucial facilitator for promoting economic
development. This sector displays not only a high level of activity but also a constant state of evolution due to the emergence
of novel technologies and infrastructure. The start of the COVID-19 pandemic worldwide, reported in Kenya in March this
year, has had a substantial impact across various sectors within the country. Consequently, the government has advocated
for the utilization of ICT through the implementation of e-government services, e-health initiatives, and e-education
programs as part of strategies to mitigate the transmission of the pandemic. By June 30th, 2020, the total number of mobile
subscriptions had reached 57.0 million, marking a 3.3 percent increase from the 55.2 million subscriptions documented in
the preceding quarter. As a result, the mobile SIM penetration rate in the country was recorded at 119.9 percent during that
period.

In the specific timeframe under examination, the aggregate volume of local mobile voice traffic originating from mobile
networks was documented at 15.2 billion minutes, indicating a decrease of 0.9 percent from the 15.3 billion minutes reported
in the earlier quarter. This decline can be attributed to the reduced commercial operations witnessed during the lockdown
and curfew periods brought about by the COVID-19 crisis, which disrupted the usual calling patterns. The quantity of local
on-net mobile voice traffic also experienced a decline of 1.6 percent, resulting in a total of 13.3 billion minutes during the
period in review. Additionally, there was an 11.8 percent reduction in international incoming fixed voice traffic, with figures
dropping to 4.3 million minutes from the 4.9 million minutes recorded in the previous quarter. Similarly, international
outgoing fixed voice traffic decreased by 14.8 percent during the same review period, registering 3.3 million minutes
compared to the 3.9 million minutes in the prior quarter. These declines can be attributed to the adverse effects of the
COVID-19 pandemic on economic activities.

3. LITERATURE REVIEW
Theoretical Literature Review
Technology Acceptance Theory

In 1985, Fred Davis presented the idea of the Technology Acceptance Model (TAM). The TAM suggests that three key
elements, namely perceived utility, ease of use, and the user's attitude towards its application, play a crucial role in
determining whether users embrace new technologies. Acheampong et al. (2017) elucidated that a sequence starting from
attitudes, leading to beliefs, and eventually planned behavior, determines an individual's inclination towards utilizing a
specific technology. This suggests that prior to embracing and implementing any technology, individuals must assess its
utility, usability, and cultivate an attitude that influences its acceptance.
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According to Wu and Chen (2017), the perceived usefulness in TAM enables a company to examine how a digital marketing
approach can assist the company in reaching its marketing objectives. This model assists organizations in selecting the
suitable marketing tactics for targeting specific market segments. Furthermore, customer beliefs regarding particular digital
technologies, such as social media or email, can aid companies in determining an appropriate digital marketing strategy for
optimal market reach. Moreover, the TAM framework involves a progression where users initially form an attitude towards
a technology before fully embracing it. Hence, TAM is applicable in the realm of digital marketing.

Empirical Literature Review

In 2018, Kagondu conducted a research that examined how social media marketing affected the sales in supermarkets
located in Nairobi City County, Kenya. The study focused on advertising through platforms such as Facebook, Instagram,
and Twitter. A total of 135 supermarkets in Nairobi City County were selected as participants using a descriptive method.
An extensive questionnaire was employed to gather preliminary data. Descriptive statistical techniques were utilized for the
analysis of this data. The results revealed that most supermarkets had adopted social media marketing, with frequent usage
of various social media sites by customers having a considerable impact on their sales figures. Nonetheless, the research
concentrated exclusively on the sales results of retail establishments, leaving a gap in the existing academic literature.

In order to explore how Facebook functions as a successful medium for competitive communication marketing for Small
and Medium Enterprises (SMESs) in Nakuru, Kenya, a research study was conducted by Chepkemoi, Zakayo, and Koima in
2018. The investigation considered various elements, including Facebook. From a total of 350 registered small businesses
in the Nakuru central business district, a random sample of 78 businesses was chosen to form the research population.
Primary data was collected through the use of structured questionnaires. The findings indicated that Facebook plays a vital
role in attracting clients and fostering relationships. However, the study solely focused on Facebook, neglecting its broader
functions beyond social media marketing, thus generating a theoretical gap.

Sufian et al. (2020) examined the influence of social media promotion on the revenue of small e-commerce companies.
They included 150 small business owners from Malacca in their study; some of them lacked prior experience establishing
a social media marketing platform for their companies. According to the study, small online businesses in Malacca rely
heavily on good customer relationships and communication, even though sales performance is not directly impacted by
customer feedback. Nonetheless, the study utilized an explanatory research framework, leading to a deficiency in the
methodology.

Hasna (2020) looked into how social media marketing affected medium-sized businesses in Arusha City and how it affected
their performance as a company. The study gathered information from ninety businesses of moderate size located in the
Arusha municipal region that offer various products and services to local and regional customers. The sample was chosen
by random sampling, and information was gathered by distributing questionnaires. A descriptive analysis was then
performed. The primary findings indicate that businesses primarily utilize social media marketing to tackle growing
competition by aiding them in building an online identity and responding to customer inquiries. Nevertheless, a
methodological limitation was identified in the study due to the utilization of cluster sampling, which is susceptible to
increased sampling errors.

The study conducted by Syaifullah, Syaifudin, Sukendar, and Junaedi (2021) investigated the correlation between Medium-
Sized Enterprises’ Business Performance and Social Media Marketing during the COVID-19 Pandemic. The analytical
method employed in the quantitative research approach was Structural Equation Modeling (SEM) relying on Partial Least
Squares. A total of 254 businesses were selected through intentional sampling to create the sample size of medium- sized
businesses that were actively involved in social media marketing. Internet questionnaires were utilized to collect
information. The research's results suggest that the perceived usefulness, compatibility, and simplicity of use are among the
elements influencing the adoption of social media marketing. The research reveals that social media marketing enhances
the efficiency, creativity, customer interactions, and expansion of sales for medium-sized enterprises, particularly in these
areas. However, the study's reliance on purposive sampling method for respondent selection introduced a potential sample
bias, thus highlighting a methodological limitation.

4. RESEARCH METHODOLOGY

A descriptive research approach was employed for the analysis. The focus of the study was on the marketing departments
of three selected telecom companies in Kenya: Safaricom Plc, Telkom Kenya, and Bharti Airtel Kenya. A total of 2223
sales representatives from the marketing sector were part of the research. To achieve a representative sample, respondents
were divided into two groups using a stratified sampling technique. The selection of participants was conducted through a
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simple random sampling method. Data was gathered through a structured questionnaire. An initial test was done with 22
participants from Safaricom, who were excluded from the main research. This study incorporated content validity, which
evaluates how well the test items reflect the subject matter it aims to assess. The questionnaires' reliability was measured
using the Cronbach alpha method. The analysis of quantitative data collected was subjected to mean and standard deviation-
based descriptive statistical analysis. To understand the relationships between variables, the research utilized inferential
statistics, including techniques such as multiple regression and correlation analyses.

5. FINDINGS
The descriptive statistics results on social media marketing are presented in Table 1.

Table 1: Social Media Marketing

Statements SD (%) | D(%) | N(%) | A(%0) | S A%0)
Reducing expenses allows companies to provide products or| 4.6 15.6 1.9 37.8 40.1
services to their clients at lower rates.

Reducing expenses allows the company to broaden its range off 0.1 5.7 0.0 62.2 31.3
products and services without raising prices.

Converting a reader into a buyer through a positive online| 4.6 9.9 0.0 43.9 41.6
interaction with a customer signifies success.

Instant feedback on products and services through interactivity| 5.7 4.2 15 39.7 48.9
helps marketing managers pinpoint target markets.

Enhancing internal communication is a result of brands fostering| 0.0 0.0 0.0 44.7 55.3
a robust customer service culture.

Every interaction reflects a customer-centric approach when| 1.5 7.3 3.3 455 424
adopted by a company.

Aggregate score 2.8 7.1 11 45.6 433

Source: Survey Data (2024)
Key: SD-Strongly Disagree; D-Disagree; N-Neutral; A-Agree; SA-Strongly Agree

The information presented in Table 1 shows that a large portion (88.9%) of participants concurred that social media
marketing impacted the sales effectiveness of mobile network providers in Kenya. Meanwhile, 1.1% remained neutral, and
9.9% expressed disagreement. This outcome implies that there is a strong consensus among the majority of participants
regarding the effectiveness of social media marketing in enhancing sales for mobile network operators, indicating its
potential as a valuable strategy in the industry. This finding agree with Kagondu (2018) research observation most grocery
stores have adopted marketing through social media, and the consistent engagement of customers on various social media
platforms has greatly impacted their sales.

Inferential Statistics Results

Table 2: Correlation Analysis

Social media marketing Sales performance
Social media marketing Pearson correlation 1
Sig (2-tailed
N 327
Sales performance Pearson correlation 0.639 1
Sig (2-tailed 0
N 327 327

The information displayed in Table 2 illustrates that the Pearson r coefficient relating social media marketing to sales
performance stands at 0.639, accompanied by a significance level of 0.000, which is beneath the threshold of 0.05. This
indicates that social media marketing significantly affected the sales outcomes of mobile network operators in Kenya. These
results align with the conclusions drawn in the research conducted by Sufian et al. (2020), which investigated the effects of
social media marketing on the sales figures of small online enterprises. According to the study, small online businesses in
Malacca rely heavily on good customer relationships and communication, even though sales performance is not directly
impacted by customer feedback.
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Table 3: Model Summary

Std. Error of the
Model R R Square Adjusted R Square Estimate

1 .809% 731 123 1.916.

The findings from the model summary displayed in Table 3 indicate an R value of 0.809, which is nearer to 1. This suggests
a strong correlation between the social media marketing and sales performance of mobile network operators in Kenya. The
R square value recorded was 0.731, which again is closer to 1, highlighting that the model explains variability effectively.
The adjusted R square value was 0.723, indicating that 72.3% of the sales performance variation for mobile network
operators in Kenya can be attributed to shifts in social media marketing. Additionally, this reveals a 27.7% gap representing
other factors that were not examined.

Table 4: Regression Coefficients

Model Unstandardized Coefficients | Standardized t Sig.
Coefficients
B Std. Error Beta
1 (Constant) 510 114 4.447 | .000
Social media marketing | .711 .258 1.203 2.756 | .000

The findings depicted in Table 4 indicate that, in the absence of social media marketing the sales performance for mobile
network operators in Kenya would sit at 0.510. The regression coefficient related to social media marketing stood at 0.711,
suggesting that enhancing social media marketing by 1 unit would boost the sales performance of mobile network operators
in Kenya by a factor of 0.711.

From these outcomes, the final regression equation is stated as follows:
Y =0.510+0.711X1 + ¢
Where, Y = Sales performance

X;= Social media marketing

€ = Error term

The aspect of social media marketing demonstrated a beneficial and notable effect on the sales outcomes for mobile network
providers in Kenya, indicated by a t-value of 2.756 with a significance level of 0.000. This outcome aligns with the research
conducted by Hasna (2020), which examined the impact of social media marketing on mid-sized companies in Arusha City
and its effect on their performance as businesses. The primary findings indicate that social media marketing is
predominantly utilized to combat rising competition by aiding enterprises in creating an online presence and responding to
customer inquiries.

6. CONCLUSIONS

The study concluded that social media marketing greatly benefits mobile network operators in Kenya by boosting sales
because it allows direct customer engagement, helping operators understand preferences and tailor offerings, which builds
brand loyalty and encourages repeat purchases. Social media marketing serves as a cost-effective advertising channel,
reaching a wider audience without the high costs of traditional methods. Social media also enables real-time feedback and
customer service, enhancing satisfaction and retention. Moreover, its viral nature can amplify campaigns, increasing
visibility and sales as satisfied customers share their experiences.

7. RECOMMENDATIONS

The study recommended that the companies should develop targeted advertising campaigns that focus on specific
demographics and regions within Kenya, utilizing data analytics to identify potential customer segments. Leverage
influencer partnerships to reach a wider audience, collaborating with local influencers who resonate with the target market
to promote mobile services. Encourage consumers to share their experiences and narratives about the mobile network,
leveraging user-generated content to foster a sense of community and build trust.
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