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ABSTRACT

Today, more than ever, organizations are realizing the infallible benefit of customers. This realization has led to customer-centric organizations that are focused on organizational development.  Despite  firms  facing  fierce  competition,  the  preparedness  of  companies towards  emergent  change  has  not  been  matched  by  most  of  the  organization’s  set strategies. Majority of Kenyan organizations have been found to ignore the involvement of consumers during emergent change preparedness. Thus, the study examined the effects of customer participation strategies on emergent change preparedness among firms in the Telecommunication industry in Nakuru Sub County, Kenya. The main telecommunications companies in Nakuru Sub County are  Safaricom  Limited,  Telkom  Kenya, and  Airtel Kenya.  The  underpinning  theory  of  the  study  was  Complexity  theory  supported  by Motivation-Ability-Role clarity-Situation model. The  study took a descriptive research design   targeting   a   population   of   the   thirty-nine   managers   found   in   the   three telecommunication companies in Nakuru Sub County who serve in different managerial levels. A census survey was employed in which a structured questionnaire was used to collect data from the managers. Validity and reliability tests on research instrument were conducted whereby the research instrument was found reliable with a Cronbach alpha value of 0.7. The study used Statistical Package for Social Scientists software version 24.0 as an aid for data analysis. To understand the strength and direction of the relationship between the study variables, Pearson correlation coefficient revealed that a strong positive association  exists  between  customer  role  clarity  and  customer  motivation  (r=0.581, p=0.000) while a moderate positive relationship between emergent change preparedness and customer motivation (r=0.461, p=0.004) was manifested. Multiple linear regression analysis tested the study hypotheses using the p-value approach. Customer motivation (B= 0.012, P=0.940) and customer training (B=0.234, P=0.156) had an insignificant effect on emergent  change  preparedness  respectively.  Customer  role  clarity had  a  positive  and statistically significant effect on emergent change preparedness (B=0.458, P=0.007). The study concluded that customer role clarity was the foundation on which other customer participation strategies were built upon. The study recommended that a similar study is conducted focusing on the views of the customer.

v

TABLE OF CONTENTS

DECLARATION AND APPROVAL ............................................................................... iii DEDICATION .................................................................................................................... iv ABSTRACT ......................................................................................................................... v TABLE OF CONTENTS................................................................................................... vi LIST OF FIGURES ........................................................................................................... ix LIST OF TABLES .............................................................................................................. x LIST OF ABBREVIATIONS............................................................................................ xi CHAPTER ONE.................................................................................................................. 1 INTRODUCTION ............................................................................................................... 1

1.1 Background of the Study ............................................................................................. 1

1.1.1 Telecommunications Sector in Kenya .................................................................. 3

1.2 Problem Statement....................................................................................................... 5

1.3 Study Objectives .......................................................................................................... 7

1.3.1 General Objective ................................................................................................. 7

1.3.2 Specific Objectives............................................................................................ 7

1.4 Hypothesis of the Study............................................................................................... 7

1.5 Justification of the Study ............................................................................................. 7

1.6 Assumptions of the Study............................................................................................ 8

1.8 Chapter Summary ........................................................................................................ 9

CHAPTER TWO............................................................................................................... 10

LITERATURE REVIEW ................................................................................................. 10

2.1 Introduction ................................................................................................................. 10

2.2 Theoretical Review.................................................................................................... 10

2.2.1 Complexity Theory ......................................................................................... 10

2.2.2 Motivation-Ability-Role-Situation (MARS) model........................................ 13

2.3 Empirical Review ...................................................................................................... 15

2.3.1 Customer Motivation and Emergent Change Preparedness................................ 16

2.3.2 Customer Training and Emergent Change Preparedness.................................... 17

2.3.3 Customer Role Clarity and Emergent Change Preparedness.............................. 19

2.3.4 Emergent Change Preparedness.......................................................................... 21

2.4 Conceptual Framework.............................................................................................. 22

2.5 Chapter Summary ...................................................................................................... 23 CHAPTER THREE....................................................................................................... 25 RESEARCH METHODOLOGY ................................................................................. 25

3.1 Introduction............................................................................................................ 25

3.2 Research Design..................................................................................................... 25

3.3 Locale of the Study ................................................................................................ 25

3.4 Target Population................................................................................................... 26

3.5 Census Survey........................................................................................................ 27

vi

3.6 Research Instruments ............................................................................................. 27

3.6.1 Validity of the instrument ............................................................................... 27

3.6.2 Reliability of the instrument............................................................................ 28

3.7 Data Collection Procedure ..................................................................................... 29

3.8 Data Analysis and Presentation.............................................................................. 29

3.9 Ethical Considerations ........................................................................................... 31

3.10 Chapter Summary ................................................................................................ 31 CHAPTER FOUR ......................................................................................................... 33 DATA ANALYSIS AND RESULTS PRESENTATION ........................................... 33

4.1 Introduction............................................................................................................ 33

4.2 Response Rate ........................................................................................................ 33

4.3 Background Information ........................................................................................ 34

4.3.1 Gender of the Respondents ............................................................................. 34

4.3.2 Age of Respondents ........................................................................................ 34

4.3.3 Educational Level of the Respondents ............................................................ 35

4.3.4 Respondents’ Employment Status................................................................... 36

4.4 Customer Motivation ............................................................................................. 37

4.4.1 Level of Management...................................................................................... 37

4.4.2 Preferred Method of Communicating to Customers ....................................... 38

4.4.3 Customers’ Access to Organization’s Products and Services ......................... 38

4.4.4 Frequency Customers Buy Products from the Organization........................... 39

4.4.5 Rewards Provided to Customers ..................................................................... 39

4.5 Customer Training ................................................................................................. 40

4.5.1 Importance of Customer Training ................................................................... 40

4.5.2 Organization Provision of Customer Training ................................................ 41

4.5.3 Frequency of Providing Training .................................................................... 42

4.5.4 Informing Customers....................................................................................... 42

4.6 Customer Role Clarity ........................................................................................... 43

4.6.1 Customer Participation in the service provision process .................................... 43

4.6.3 Customer Feedback ......................................................................................... 44

4.7 Customer Participation Strategies and Emergent Change Preparedness ............... 45

4.7.1 Customer Motivation....................................................................................... 45

4.7.2 Customer Training .............................................................................................. 47

4.7.3 Customer Role Clarity..................................................................................... 48

4.7.4 Emergent Change Preparedness ...................................................................... 50

4.8 Relationship between Customer Participation Strategies and Emergent Change Preparedness ................................................................................................................ 52

4.8.1 Multicollinearity Test ...................................................................................... 54

4.8.2 Testing of the Study Hypothesis ..................................................................... 55

4.9 Chapter Summary .................................................................................................. 58

vii

CHAPTER FIVE ........................................................................................................... 59 SUMMARY OF FINDINGS, CONCLUSIONS,AND RECOMMENDATIONS .... 59

5.1 Introduction............................................................................................................ 59

5.2 Summary of Findings............................................................................................. 59

5.2.1 Customer Motivation....................................................................................... 60

5.2.2 Customer Training........................................................................................... 60

5.2.3 Customer Role Clarity..................................................................................... 61

5.2.4 Emergent Change Preparedness ...................................................................... 62

5.3 Conclusion ............................................................................................................. 62

5.4 Recommendations.................................................................................................. 64

5.5 Suggestions for Further Research .......................................................................... 65 REFERENCES .............................................................................................................. 66 APPENDICES................................................................................................................... i Appendix 1: Letter of Introduction ................................................................................ i Appendix II: Questionnaire ............................................................................................ ii Appendix III: Recommendation Letter  from the Institution ................................ viii Appendix IV: NACOSTI Research Authorization...................................................... ix Appendix V: NACOSTI Permit ..................................................................................... x Appendix VI: Research Authorization Letter ............................................................. xi

viii

LIST OF FIGURES

Figure   2.1:   Effects   of   Customer   Participation   Strategies   on   Emergent   Change

Preparedness................................................................................................................... 23 Figure 4.1: Gender of the Respondents............................................................................... 34 Figure 4.2: Respondents’ Employment Status .................................................................... 36 Figure 4.3: Level of Management ....................................................................................... 37 Figure 4.4: Rewards Provided to Customers....................................................................... 40 Figure 4.5: Customer Training Importance......................................................................... 40 Figure 4.6: Customer Training Provision............................................................................ 41 Figure 4.7: Customer participation in service provision process ........................................ 43 Figure 4.8: Customer Feedback .......................................................................................... 44

ix

LIST OF TABLES

Table 3.1: Distribution of Managers in Telecommunication Companies in Nakuru Sub

County ............................................................................................................................ 26 Table 3.3: Reliability Test ................................................................................................... 28 Table 4.1: Rate of Response................................................................................................ 33 Table 4.2: Age of the Respondents ..................................................................................... 35 Table 4.3:  Level of Education ............................................................................................ 36 Table 4.4: Method of communication to customers............................................................ 38 Table 4.5: Customers’ Access to Products and Services..................................................... 38 Table 4.6: Frequency Customers Buy Products .................................................................. 39 Table 4.7: Training Frequency ............................................................................................ 42 Table 4.8: Customer Motivation ......................................................................................... 45 Table 4.9: Customer Training ............................................................................................. 47 Table 4.10: Customer Role Clarity...................................................................................... 49 Table 4.11: Emergent Change Preparedness ....................................................................... 51 Table   4.12:Customer   Participation   Strategies   and   Emergent   Change   Preparedness

Correlation...................................................................................................................... 53 Table 4.13: Multicollinearity Results .................................................................................. 54 Table 4.14: Model Summary............................................................................................... 55 Table 4.15: Analysis of Variation (ANOVA) ..................................................................... 55 Table 4.16: Regression results............................................................................................. 56

x

LIST OF ABBREVIATIONS

CCK
-  Communication Commission of Kenya

EAPTC
- East Africa Posts and Telecommunications

KP&TC
-  Kenya Posts and Telecommunications Company

NACOSTI
- National Commission for Science, Technology, and Innovation

xi

CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

The  main purpose of a  business is to make a  profit. The  philosophy that  is used in businesses to achieve these goals is usually from a business or strategic outlook. The rise of  contemporary  businesses,  however,  has  led  to  the  consideration  of  the  aspect  of development in the organization. Globally, Sørensen (2012), avers that organizations are moving from the traditional approaches of strategic management and strategic marketing. The organizations are now embracing a more development-oriented point of view for their business. Development, according to Todaro and Smith (2012), is described as increasing quality of all human lives and it has three perspectives: the first perspective is raising the living standards of the people, their income, consumption levels and education through relevant economic growth processes. The second perspective is increasing the self-esteem of the people through political, economic and social institutions that promote dignity and respect. The final perspective is the freedom of choice on a variety of consumer goods.

Organizations are looking to develop. Organizational development targets all the activities performed by managers, employees, and helpers in building and maintaining the health of the organization as a total system. The process of organizational development, generally, starts with an analysis of problems and coming up with possible solutions. Therefore, changes in organizations are imminent. Seemingly growing, however, is the idea that in a complex organization, change can just happen and even with organizational development interventions  being  put  in  place,  there  are  changes  that  are  not  anticipated  by  the organization. These changes are caused by the internal and external environment that the organization operates in such as the management, organizational structure, and technology.

Developments in social science, have birthed the idea of business development in which customer participation is found (Sørensen, 2012). According to Wattanakamolchai (2008), Customer participation has been described as the active involvement of the customer in the affairs of the  organization. This can either be  physically or through  the  provision  of resources by both the customer and the organization. Increasing customers’ motivation and their ability enables them to become more confident in directing the kind of service and
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products that an organization will offer. Thus the customers realize their roles as well as adapt to any kind of unexpected change. In the topology of participation, organizations initially focused on passive participation where customers were informed of what had happened or what was going to happen with no ability to change it. This went from participation  by  information  giving  to  consultative  participation  until  organizations appreciated  the  interactive  participatory  of  full  customer  involvement  that  led  to  the organization’s  growth.  Wirtz  and  Lovelock  (2016),  describe  three  levels  of  customer participation from low, medium  to high. When the  level  of customer participation is increased,  the  effects  are  seen  on  the  innovation  levels  of  the  organization  and  the productivity. Customer participation is a concept that is considered as behavioral because the customer has the ability to direct the organization to deliver products or services according to their specifications and needs.

Without participation, it is difficult to attain intended goals. This conviction has led to many   organizations   embracing   the   participation   of   the   stakeholders.   In   public organizations, there is public participation which involves the public in the formulation of some policies that are deemed useful to the public as well as the organizations. Similarly, private organizations seek to include their customers in the activities of the organization so as to bring about customer satisfaction.

Effective organizations facilitate customer participation which is an essential component of organizational development (Smith and Graetz, 2011). In service-oriented organizations, the customer takes up a number of roles. The customer can be a buyer, user, and a co- creator. Fundamentally, the customers become valuable resources to the organization and they contribute to organizational development.

A  study  by  Akinboade,  Mokwena,  &Kinfack  (2013),  in  South  Africa  indicates  that involvement   in   participation   improves   confidence   in   service   delivery.   Customer participation is revealed in many forms from idea generation to design and testing. This way, the customer becomes a partner and a co-creator of the organization. Organizational development has a human-centered model in which successful change is achieved by focusing change efforts on the values that the customer can add to the organization (Hans- Ruediger, 2012).This concept is supported by Riaga (2017), who posits that organizational
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development in telecommunication companies in Kenya can be achieved by ensuring that customer-centrism and involvement are upheld.

1.1.1 Telecommunications Sector in Kenya

Kenya has a large mobile market making it the third largest market in Africa after South Africa and Nigeria. The roots of the telecommunications sector in Kenya can be traced since pre-independence. During this epoch, telegrams were introduced in the Kenyan coast of Mombasa (Adesida, et al., 2016). With the construction of the Kenya-Uganda railway, the telegraph line extended in the inland. In the 1960s, the East African Community was developed and the telecommunications for the regional bloc were managed by the East Africa Posts and Telecommunications (EAPTC). Following the dissolution of the East African  Community in  1977,  Kenya’s  telecommunications  was  then  managed  by the Kenya   Posts   and   Telecommunications   Company   (KP&TC).   This   company   was government owned and enjoyed a monopoly in the telecommunications sector.

In the 1980s and the 1990s, there was a realization that the KP&TC needed to expand its network.  This  led  to  major  improvements  in  the  technological  infrastructure  which included the rural areas and an expansion of Direct Exchange Lines from around 100%

(70,000) in the 1980s to a growth of about 200%(140,000) by 1993(Innovation Africa, 2016,  p.  171).  Through  the  financing  of  the  World  Bank,  Kenya  privatized  most government organizations including the KP&TC. In early 1999, KP&TC was separated into The Communications Commission of Kenya which was the regulator, The Postal Corporation of Kenya which dealt with postal services, and Telkom Kenya which dealt with fixed line services.

Telkom Kenya was tasked with the duty of providing fixed line services. This however changed when France Télécom acquired 51% stake of Telkom Kenya and rebranded the organization to Orange Kenya in 2007 while the other stake was still in the hands of the Kenyan  government  (Hornsby,  2013).  Telkom  Kenya  under  Orange  Kenya  began  its mobile network swiftly moving from the fixed-line services. Telkom Kenya undertook further developments such as the setting up of the submarine cables in 2007 and the 3G network in 2011 as a way of remaining competitive in the industry and being able to offer cutting-edge products to its customers.
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Debacles in the stake acquisition and financial challenges in the government led to France Télécom increasing its stake of Telkom Kenya from 51% to 60% in 2012 and further increased the stake to 70% in 2013; which meant that the Kenyan government’s stake reduced to 30% (Hornsby, 2013). Major turn of events in 2015, saw France Télécom off its 70% stake of Telkom Kenya to Helios Investment Partners and exited the Kenyan market (Wainaina, 2016). These debacles have truly devastated the positioning of Telkom Kenya and made it lag behind in terms of profit maximization and market share acquisition. In 2016, the government increased its stake to 40% which meant that Helios Investment partners’ stake  reduced to 60%.   This was a  major alteration that  saw key overhaul decisions being made at Telkom Kenya in 2017 (Riaga, 2017).

The first key decision that was made was in the change of culture and brand. This led to the change in the organization’s values to include integrity, innovation, empowerment, teamwork, and customer-centricity. The second key decision that was made was in the sales and distribution department in which the number of retail shops and agents was increased.  The  third  key decision  that  was  made  was  an  expansion  of  network  and infrastructure by 50% and the launch of the 4G/LTE network in 28 towns in Kenya. The fourth key decision that was made was anintroduction of a more innovative mobile money platform that focused a technologically savvy young generation. Finally, a key decision was also made in the launch of customer-centric products. These products focused on the company’s data services and products in which there were free data offers. Telkom Kenya holds 11 percent of the Kenyan Mobile operators’ market share  (Beauchesne, Dorion, Griggs, & Harrison, 2014).

Safaricom Limited was initially a department in KP&TC in which 60% of its stake was owned by the Government of Kenya (Beauchesne et al., 2014). In 1997, Safaricom became a  private  Limited  Liability  Company  (LLC).  Through  a  locally  owned  subsidiary, Vodafone acquired a 40 percent stake in Safaricom from the Kenyan Government in 2000. In 2002, Safaricom became a publically traded company.  In 2007, Safaricom introduced the mobile money transfer service M-PESA which was a revolution of money transfer in the  country allowing  subscribers  to  send  and  receive  money  through  mobile  devices (Hornsby,  2013).  The  introduction  of  the  M-PESA  services  coincided  with  France
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Télécom’s  acquisition  of  Telkom  Kenya.  This  was  the  making of  an  aggressive  and competitive market in the Kenyan Telecommunications industry.

In 2008, the Government of Kenya offered 25 percent of its 60 percent shares to the public thereby losing its majority hold of the company. In order to increase its market share, Safaricom acquired a number of companies to enhance its services, especially in the data services. The company has about twenty million customers and offers prepaid and postpaid data and voice services (Beauchesne et al., 2014).

Among the strategic priorities of Safaricom is retaining and rewarding their loyal customer base as a way of organizational development. As a result, the company has a niche focus on  ensuring  innovative  services  to  its  customers.  These  solutions  have  increased  the participation of the customers in the provision of services. The solutions have led to the development of platforms such as M-shwari for the provision of loans to the customers, M- health for health advice from medical professionals, and M-agriculture which provides advice to the farmers. The platforms operate through mobile devices. Safaricom holds 65 percent of the Kenyan Mobile operators’ market-share (Beauchesne et al., 2014).

Airtel Kenya started in 1997 and operated under the brand name of Kencell. In 2000, Kencell rebranded to Celtel and later to Zain in 2008. In 2011, Zain Africa was acquired by Bharti Airtel. Bharti Airtel is a global telecommunication company which has over 190 million subscribers in India alone. Airtel Kenya holds 15 percent of the Kenyan Mobile operators’ market share (Beauchesne et al., 2014).Through its Minutes Factory business model, Airtel produces lowest cost minutes and at the same time focuses on growing and maintaining margins. This model is an organizational development strategy that attracts the customers as they have increased usage of the company’s services.

1.2 Problem Statement

All over the world, the telecommunications industry is quite competitive which is a factor attributed to the dynamism in the industry. A review by Trauth and Pitt (2012) posits that in  the  United  States  and  the  United  Kingdom,  there  are  many pressures  for  change emanating from technological, economic and industrial aspects of telecommunications. Evolutions in the industry have revealed that customers are indeed an aspect that cannot be overlooked. The review by Trauth and Pitt, however, focused on planned change in the
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telecommunications and passed over emergent change which often brings about abrupt changes in an organization.

In  Ghana,  Nimako  (2012),  suggests  that  customer  relations  increase  the  level  of satisfaction which leads to supreme service delivery. The study also showed that managers actually influence  customer  participation  in  the  organization.  Managerial  implications determine the level of organizational development that can be achieved in the organization.

In the Kenyan telecommunications industry, competition is quite high with Safaricom, Airtel, and Telkom Kenya being the three main players in the mobile phone industry (Beauchesne  et  al.,  2014).  The  vivacious  nature  of  this  sector  has  seen  tremendous technological and business changes in organizations that are owed to the dynamic nature of the internal and external environment. So vibrant has the mobile communication sector environment been that the organizations are challenged with complex and rapid changes. Organizations continually embrace a planned change approach so as to deal with changes in the environment. In a competitive industry, however, it is important for an organization to set itself in the minds of the customers so as to remain competitive.

Despite  firms  facing  fierce  competition,  the  preparedness  of  the  companies  towards emergent change has not been matched by most of the organization's set strategies. A study by Kandie (2007) suggests that the customer strategies that are used in telecommunication industries  should  help  deal  with  the  emerging  environmental  challenges.  Customer participation is a strategy that is quite vital in any organization; for instance, Telkom Kenya rebranded in 2017 and one of the key decisions made was a focus on customer centrism (Riaga, 2017).   There has been an increasing focus on customer participation which   has   led   to   a   revamp   on   the   customer   participation   strategies   in   the telecommunication  companies  as  well  as  an  attention  to  how  customers  react  to  the changes that  face  an organization. The recognition is that  the  mobile  communication industry operates in a rather dynamic environment which leads to drastic changes. This study, therefore, merged the concept of customer participation and emergent change and took a trans-disciplinary approach to examine the effects of these customer participation strategies on emergent change preparedness in the Telecommunication industry, Nakuru Sub County.

6

1.3 Study Objectives

1.3.1 General Objective

The  main  goal  of  this  study  was  to  determine  the  effects  of  customer  participation strategies  on  emergent  change  preparedness  among  firms  in  the  Telecommunication industry in Nakuru Sub County, Kenya.

1.3.2 Specific Objectives

i.
To examine the effect of customer motivation on emergent change preparedness

among firms in the Telecommunication industry in Nakuru Sub County, Kenya.

ii.
To assess the effect of customer training on emergent change preparedness

among firms in the Telecommunication industry in Nakuru Sub County, Kenya.

iii.
To  establish  the  relationship  between  customer  role  clarity  and  emergent

change  preparedness  among  firms  in  the  Telecommunication  industry  in Nakuru Sub County, Kenya.

1.4 Hypothesis of the Study

Ho1:  Customer  motivation  has  no  statistically  significant  effect  on  emergent  change preparedness  among  firms  in  the  Telecommunication  industry  in  Nakuru  Sub County, Kenya.

Ho2:  Customer  training  has  no  statistically  significant  effect  on  emergent  change preparedness  among  firms  in  the  Telecommunication  industry  in  Nakuru  Sub County, Kenya.

Ho3:  Customer  role  clarity has  no  statistically  significant  effect  on  emergent  change preparedness  among  firms  in  the  Telecommunication  industry  in  Nakuru  Sub County, Kenya.

1.5 Justification of the Study

The study of emergent change is just gaining its ground in the scholarly world. On the other hand, customer participation has also captured the interest of researchers in the recent past. However, the study on emergent change and customer participation is relatively new. This study was justified on three very distinguished grounds. First, the study addressed existing gaps in the literature relating to the trans-disciplinary view of emergent change
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and customer participation. The specific contribution of this study was on the effect of customer  participation  strategies  on  emergent  change  preparedness  in  organizations. Secondly, this is the only research conducted in the Telecommunication industry to make certain the understanding of the customer and management on the  effect of customer participation  strategies  on  emergent  change  preparedness  in  the  Telecommunication industry, Nakuru Sub County.

Finally, the study was able to capture the viewpoints of managers in Telecommunication industries on their understanding of  the  effect  of customer participation strategies on emergent change preparedness. From these viewpoints, this study was able to develop sound recommendations on the effect of customer participation strategies on emergent change preparedness in Telecommunication industries, Nakuru Sub County.

1.6 Assumptions of the Study

Several assumptions were made in this study. The study assumed that there was emergent change faced in the telecommunications industry. There was also an assumption that the telecommunications organizations had put in place customer participation strategies. It was also assumed that though there are bureaucracies in the telecommunication industries, the three telecommunication companies would support the researcher to reach the managers. The study assumed that the managers would be available for the research due to their tight schedule.

1.7 Scope of the Study

This study was conducted in the three main telecommunication companies in Nakuru Sub- County: Safaricom Limited, Telkom Kenya, and Airtel Kenya. The study focused on the managers of these three telecommunication companies. The study sought to examine the effect of customer participation strategies on emergent change preparedness and only these issues were discussed in the study. The study focused on the following variables; effect of customer motivation on emergent change preparedness, the effect of customer training on emergent change preparedness, and the relationship between customer roles and emergent change preparedness. The study was expected to cover during the period between February 2018 and April 2018.
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1.8 Chapter Summary

This chapter has discussed the background of the study, the telecommunication sector in Kenya, the problem statement, the study objectives, as well as the study hypotheses. The chapter has also discussed the justification of the study, the assumptions and scope of the study.
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CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

The  review  of  literature  in  this  study adopted  a  thematic  approach  in  reviewing the emergent change and customer participation trans-disciplinary concepts.

In the theoretical review, the major theory that underpins the study is the complexity theory which is supported by the Motivation-Ability-Role-Situation (MARS) model. In empirical review, the study presented a compilation of past studies that have been done concerning emergent  change  and customer participation. The  aim  here  was to merge studies done in the past with the intention of clearly bringing out the relationship between these two trans-disciplinary concepts being used in the study. The study also presented a conceptual framework and the gaps revealed in the literature review.

2.2 Theoretical Review

This section presents the theories upon which this study is pegged upon. The Complexity theory which was propagated by Ludwig Von Bertalanffy in 1968 and modified by Larsen- Freeman, (2013). This, however, is the major theory which the study deems important in explaining  complex  organizational  environments  and  systems  that  always  experience emergent change. This theory is supported by the MARS model propagated by  McShane and Von Glinow (2013).

The MARS model was chosen because it can be able to explain individual behavior as a result of internal and external influences. This model helped to understand a customer’s motivation, ability, and role in any emergent situation.

2.2.1 Complexity Theory

The historical footings of this theory can be traced to Ludwig Von Bertalanffy in1968 who initially propagated the General systems theory. The General systems theory advanced with the apprehension of complex interactions that continually and dynamically evolved to complexity theory. Thus, complexity theory is systems theory that concentrates on an entity that is made up of subparts to produce a whole system (Blomme and Bornebroek- TeLintelo, 2012).
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In the 1960s, complexity theory grew out of the systems theory as a new way to look at change  (Grobman,  2008).  Initially,  complexity  theory  was  developed  in  the  natural sciences but dynamically evolved over time to involve various fields. It was not until the 1990s that the complexity theory was realized to be useful in providing insights and analysis of organizational and strategy management. Complexity theory holds that the equilibrium  of  organizations  is  often  shaken  by internal  and  external  forces;  making instability the norm.  Complexity theory then becomes a way of understanding complex systems  and  their  behavior.  Levy  (2008),  notes  that  in  organizational  management, complexity theory provides a perspective to manage strategies organizations can use to prepare members and promote innovation, adaptation and essentially competition.

The  complexity  theory  accentuates  that  systems  are  constantly  changed  by  their interactions. This makes systems unpredictable. From a change and change management perspective, complexity theory states that organizations are like organisms and they tend to interact with their environments and this makes them very complex systems especially when the human aspect comes to play. As a result, complexity becomes a science of emergence  In this, then, organizations are rather chaotic rather than complicated (Levy, 2008).  Initial conditions are affected by unpredictability which can sway organizations in different ways, which Smith and Graetz (2011), analogize with the fluttering of butterflies’ wings.

In their analogy, Smith and Graetz observe that a butterfly flutters its wings in one part of the world can affect the weather conditions in another part of the world similarly, in an organizational aspect, when there is any fluttering on one part of the organization, there is bound to be a ripple effect on the other parts of the organization. The complexities of organizational systems make it hard to track causal factors to change. This premises the basis of emergence in which organizations are complex adaptive systems. As adaptive systems, organizations can be able to learn, change and adapt as complexities emerge. By being  dynamic,  non-linear  and  unpredictable,  telecommunication  sector  organizations exhibit features of complex adaptive systems. It can,therefore, be said that complexity theory is a theory that promotes adaptation, development,and survival (Mason, 2008). This
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is by concerning itself with the environments of an organization which can be rather complex due to high interconnections and interactions.

According to Smith and Graetz (2011:128), complexity brings an aspect of unpredictability and at the same time an aspect of the edge of chaos. The edge of chaos is that point at which a manager is able to identify or predict impending chaos and even though the outcomes cannot be controlled, the advantage in this can be monumental. Thus, complexity theory gives managers an opportunity to anticipate emergent change. Change managers should indeed move organizations from a point where people are complacent after the realization of the edge of chaos. A manager goes into preparation mode and this can lead to innovations. However, Grobman (2008) notes that many organizations often look to bring stability mainly to structures. This does not have to be the case.

People are also part of the system. Their complex interactive nature is a contributing factor to emergent change. In this view then, at the edge of chaos, managers should consider the people  within  and  outside  the  organization.  (Hazy  &Silberstang,  2009)  propose  that interventions at this point are not necessarily about planning change but rather using key agents  to  facilitate  emergence.  Change  managers  should  enhance  the  capability  and capacity of the key agents. In organizations, both the internal and external customers should be considered as key agents for emergent change. The key agents should have a good comprehension of what their roles are in the change process, their abilities should be boosted and they should also be motivated to participate. In concurrence, Mason (2008) submits   that   organizations   are   profoundly  affected   by  the   internal   and   external environments and as complex systems, they should identify key agents and prepare them in anticipation for emergent change.

Complexity theorists such as (Grobman, 2008; Stacey, 2007) suggest that complexity is a science that helps to provoke how organizations can be viewed and invite new ways of thinking. Therefore, managers should create avenues for capacity building for change and encourage open feedback. This can be termed as self-organization. Self-organization leads to co-evolution of ideas in which customers can also be termed as partial employees and have the ability to help organizations deal with emergent change. Telecommunication companies consist of systems that are dependent on multiple interactions among different
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parts and they consequently end up in learning. As observed by Mason (2008), this is a tantalizing agenda for the philosophy in a number of organizations. Complexity theory can be  viewed as learning about  the  internal  and external  environments. A missed mark, however, is the fact that the environment can be shaped by individuals and groups. A bottom-up approach that is customer-centric can help to deal with emergent change.

Complexity theory is supported by the Motivation-Ability-Role –Situation (MARS) model. The complexity theory is chosen because of its direct association of emergent change which views organizations as highly complex. Many theoretical models tend to look at change in a linear perspective as presented by theorists such as Kurt Lewin. However, this is not always the case. Change in many systems is unpredictable and has a non-linear perspective.
The  complexity  theory  is  supported  by  the  Motivation-Ability-Role  –

Situation (MARS) model. This model is chosen as it profoundly explains the behavior of individuals and what drives them to their behavior. Customer participation is a behavioral concept and MARS model brings out the forces behind the concept. This study examines the effect of customer participation strategies on emergent change preparedness. Through the MARS model, it becomes clear that the four factors are indeed indispensable for preparing  customers  for  an  emergent  change.  Again,  taking  the  trans-disciplinary approach, these two theories are deemed appropriate for this study.

2.2.2 Motivation-Ability-Role-Situation (MARS) model

The MARS model has been used in the recent past in the study of organizational behavior to explain individual behavior which results from internal and external influences. The model was propagated by  McShane and Von Glinow (2013). It is a model that is seen as an extension of the preceding motivational theories such as Maslow’s hierarchy of needs, Alderfer’s ERG (Existence, Relatedness, and Growth) theory and Herzberg’s two factors theory. The MARS model presents four drivers that influence directly voluntary behavior for an individual. The four drivers are Motivation, ability, role perceptions and situational factors and are represented by the ‘MARS’ acronym. The model proposes that these four factors combined produce a certain result in the behavior of individuals. The MARS model has been used extensively to explain employee motivation. Recently though, it has been found useful in explaining customers and their participation in the organization (McShane
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and  Von  Glinow,  2013).  The  MARS  model  is  a  behavioral  model  and  customer participation is also a behavioral concept (Wattanakamolchai, 2008). The idea behind it is that organizations need to understand their customers and how these customers can be involved in the organization in a voluntary manner. In other words, the customers have to be willing to participate in the organization. The customers need to be motivated and have the ability to perform the expected behavior. This is achieved by the customers having a clear understanding of their role. Situational factors also affect the way customers respond to certain changes in their environment.

The first factor in the MARS model is motivation which Cummings & Worley (2009) see as forces that affect the choice of an individual for the choice of behavior. When an individual  is  motivated,  they  tend  to  have  voluntarily  uptake  of  any  change  that  is presented before them. Motivation provides an individual with direction and the right kind of intensity to perform an action, which is most often not random. People will give the necessary effort to perform the given activity. This effort has to be sustained for a certain period of time. Motivation can be intrinsic or extrinsic and this can affect the behavior of individuals in different magnitudes.

The second factor in the MARS model is ability. McShane & Von Glinow (2013) say that in order to be successful in completing a task, it is vital to have natural aptitudes and also have  learned  capabilities.  Natural  aptitudes  come  from  the  individual  and  help  the individual  to  learn  more  quickly about  the  tasks  they are  to  perform  hence  end  up performing the tasks better.  An individual can, however, be trained on certain abilities so that they can increase their self-efficacy as posited by (Bandura, 2012). Additionally, Bandura suggests that people tend to strive for control over circumstances around them but in a highly complex environment, this tends to be difficult and can lead to apprehension or despair.  Therefore,  individuals  can  work  together  to  strengthen  their  efficacy  beliefs especially in  times  of  tumultuous  changes.  Since  at  times  changes  are  unanticipated, individuals  can,  therefore,  be  given  necessary  skills  that  can  help  in   managing environmental demands (Bandura, 2012). The skills can be through the modeling of their behavior in readiness for change, it can be through training, or through social persuasion. This promotes the development of skills and heightens self-efficacy.
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The third factor in the MARS model is role perceptions. McShane & Von Glinow (2013) refer to role perception as the extent to which individual understand the roles that have been given to them and what is expected of them. When individuals have role clarity, they understand their tasks, the importance of those tasks, and the behavior that they should portray  to  achieve  the  assigned  tasks.  In  customer  participation,  customers  do  not understand their roles in the organization. In fact, Cuiling (2008) in a review on customer participation in service revealed that when customers do not have a clear perception of their roles in the organization, their contribution will have a negative affection in the organization. When customers discern their roles in an organization, they have the ability to make desired decisions especially in times of emergent change. When customers are aware of their roles, in times of emergent change they will not be swayed wondering what they can do for the organization as they already understand what they have to do. A narrow perception of the customers’ roles can lead to failure and that is why their role has to be clearly communicated.

The last factor in the MARS model is situational factors which McShane & Von Glinow (2013) define as those environmental factors that are not in the immediate control of an individual or an organization. Situational factors are the primary factors for emergent change and are bound to have immense effects on customer participation. In this view, it becomes important to identify necessary sources of support from the organization such as from the organization’s management and employees; or from outside the organization for instance from fellow customers.

The MARS model points out that motivation, ability, role perceptions, and situational factors are able to affect the behavior of customers and their performance. In times of emergent change, which is unanticipated, the organization can focus on the four factors of the MARS model in order to enhance customer participation. Noteworthy is the fact that in this process, customer participation is voluntary.

2.3 Empirical Review

Empirical review on an evaluation of the effect of customer participation strategies on emergent change preparedness is quite scarce. However, since this study took on a trans- disciplinary  approach,  this  was  the  basis  for  this  empirical  review.  Findings  in  the
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respective discipline of customer participation and emergent change consistently show that in order to prepare customers for the emergent change, the customers have to be equipped in terms of their roles, abilities, and ways of motivation.

2.3.1 Customer Motivation and Emergent Change Preparedness

Customers have to be motivated so that they can voluntarily contribute to the organization. An exploratory study by Cross, Belich, and Rudelius (2015) showed that organizations segment their markets so that they can get to understand their customers better. Therefore, segmentation of a market is a knowledge-generation process that helps to understand customer  motivations.  This  process  is  affected  by  the  organizational  environment. Understanding customer motivations, therefore, help to deal with any emergent change that presents itself.

A survey by Kaufmann, Schulze, &Veit (2011) on motivation in crowd sourcing found that voluntary  participation  is  brought  about  by  both  intrinsic  and  extrinsic  motivation. However, intrinsic motivation was more important. In agreement, Meuter, Bitner, Ostrom, and Brown (2008), showed that intrinsic motivation was quite important and it had an advantage  in  emergent  change  preparedness.  The  survey  also  showed  that  extrinsic motivation  such  as  rewards  has  a  relative  advantage  in  customer  participation  in  an organization. Participation necessitates the customers to contribute their time, effort and knowledge.  An  organization  has  to  understand  how  to  segment  its  market  so  as  to understand how best to motivate the customers to participate in the organization.

Likewise, Leimeister, Huber, Bretschneider, and Krcmar (2009), studied ideas competition in software companies and the importance of user participation. The study showed that active user participation was imperative for successful organizations. Participation can be achieved by motivating the users. Motivation can be intrinsic or extrinsic. The motives of customers to participate include direct compensation, learning, self-marketing and other social motives such as a push from family and peers. Customers can be motivated through incentives. Incentives can be monetary or non-monetary. Non-monetary incentives include access to knowledge, prizes, appreciation and career options.

Kaufmann et al. (2011), showed that customers will participate depending on the benefits that  they will  receive.  By involving the  customer  in  service  provision,  the  customer
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becomes a co-creator. As a co-creator of the organization, the customer becomes more motivated to perform activities in the organization regardless of what the organizational environment may bring about. This kind of motivation goes beyond financial reward, it is an intrinsic motivation. This does not, however, oust other forms of rewards.

Chan et al. (2010), did a study on customer participation in financial services and found out that customer participation was instrumental in creating economic value especially when the customer is motivated to participate. Thus, they may want to be compensated. This compensation was financial. A review by Cuiling (2008) showed that customers would like to have their experiences taken into account and the organization should be flexible enough to accommodate the customers. This helps to gain customer satisfaction and in the long run, customer loyalty. The customer becomes motivated to withstand any changes in the organizational environment.

In a content analysis study, Holjevac, Marković, and Raspor (2009), revealed that in the service industry, customers are a vital component and their participation in the provision of feedback serves as a motivating factor. This creates dialogic communications in which the customer can be given information that helps in preparing them for emergent change.

2.3.2 Customer Training and Emergent Change Preparedness

In studying co-creation service recovery, Dong, Evans, and  Zou (2008), enumerated that organizations need to train their customers so that the organization can develop. Training enhances the ability of the customers in the process of co-creation as they operate in the complex environment. By equipping the customers with knowledge, the organization is ensuring  that  the  customers  are  empowered  to  act  when  there  is  a  change  in  the organizational environment. Correspondingly, Dong, Sivakumar, Evans, and Zou (2015), investigated the boundary conditions in customer participation. The investigation revealed that customer ability is a vital factor for customer participation readiness. An organization has a responsibility in enhancing the participation of customers. The organization can enhance the ability of the customers by ensuring that the customer is trained. Training a customer may ultimately depend on the level of participation of the customer. The results of the investigation showed that increased abilities had an effect on customer participation readiness.  The  higher  the  customer  participation  readiness,  the  higher  the  service

17

outcomes. This included the level of customer satisfaction and perceived service quality even in times of unforeseen events.

Organizations need to understand the abilities of their  clients in order to provide the customers with training that will assist in participating in the organization.  Atwal and Williams  (2017)  considered  customers’  ability  as  instrumental  in  luxury  hotel  brand marketing as it helps to increase customer participation. Empowerment of the customers raises their self-efficacy as they have the belief that they are able to tackle and solve any problems or changes that may surface. In the same way, Dabholkar (2015), developed a framework that examined the impact of customer participation when delivering services. The framework revealed that there is a causal model between the expertise of a customer and their participation. When the customer has a low level of expertise to deal with any unintended changes in the organization, then, it becomes important for the organization to increase their knowledge and also train the customers.

A study by Eisingerich & Bell (2008)sought to understand the importance of customer education and participation by collecting data from 1268 clients from a global financial services firm. The study discovered that customer education was important for effective customer participation. Customer education also brought about loyalty. This has the ability to ensure that the customers remain in the organization even when turbulent times face the organization.  These  turbulent  times  bring  about  changes  that  are  unplanned  in  the organization.

In a cross-sectional survey to explore customer readiness, Meuter, Bitner, Ostrom, and Brown  (2008),  performed  three  studies  in  self-service  technologies  firms.  The  study showed that the predictors of customer ability were affected by the education that the customers had received. For customer readiness, it was important for an organization to educate their customers so that they can have the efficacy to deal with emerging issues on their own. The same sentiments are discovered by a study by Blazevic and Lievens (2008). The exploratory study discovered that with the right training and education, customers are able to identify problem areas and provide suggestions and ideas that are concrete. An organization can educate the customers through the use of seminars and even through online platforms such as websites and social networking platforms.
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In their study on retaining college students, Torkzadeh, Valley, Zolfagharian,& De La Rosa  (2016)  found  that  in  order  to  enhance  customer  participation  in  a  turbulent environment, it is important to clearly define the customer's role and ability as a way of motivating  them.  Constant  changes  in  customer  demands  have  inclined  changes  in institutions and there has to be customer participation if the changes are to be dealt with effectively. There are those customers that participate so that they can learn more about the organization. As presented by  Leclercq- Vandelanoitte & Plé (2014), this serves as a motivating factor. The customer is given the autonomy to be capable to deal with emerging changes as they have been given the right information, knowledge, and skills.

In a case study on the adoption of mobile money banking in Kenya, Ngugi, Pelowski, and Ogembo (2010), showed that mobile phone users need to be educated on new technologies. This provides a sense of autonomy for the users. Users are able to appreciate more self- service technologies when they are equipped to handle various aspects of the technologies. They become participants in service delivery and there is a sense of freedom in dictating the service that they want to receive and there is no need for often contact with the organization as the customer has the autonomy to the kind of service they receive.

2.3.3 Customer Role Clarity and Emergent Change Preparedness

In  order  to  enhance  customer  participation,  Bowers  and  Martin  (2008),  presented  a conceptual model that sought to demonstrate desirable consequences associated with the roles of employees and customers in organizations. The study indicated that the customers should be seen as employees in the organization as they are a resource to be utilized in the organization in the process of co-creation. The study recommended that customers’ roles in the organization should be increased. Additionally, the customers should understand the roles that they are playing in the organization.   Essentially, this spelled out that in order to enhance customer participation, there has to be role clarity which reinforces ability and this fuels customer motivation. Roles of the customer range from being co-producers, decision makers, to partial employees.

A  customer  will  participate  in  the  organization  depending  on  the  organizational socialization. This socialization dictates the level of participation in the organization. As cited  by  Dong  (2008),  Claycomb  et  al,  examined  the  differences  in  organizational
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socialization and the impact it had on customer experiences at YMCA. The study indicated three different levels of participation which were measured to identify attendance through a number  of  hours  spent  by the  customer  in  the  YMCA,  information  provision  to  the organization and other customers, and co-production in which the customer go beyond what would be normally be expected of them in the organization. These levels dictate whether a customer will actively participate in the organization or not. Additionally, the study indicated that levels of customer perceptions were affected by the environment in the organization. The higher the customer participation level, the higher the preparedness of immediate changes in the organization.

On  the  levels  of  customer  participation,  Blazevic  and  Lievens  (2008),  conducted  an exploratory study to understand customer coproduced knowledge in electronic services. The study showed that customers can be identified as passive users, active informers, and bidirectional  creators.  When  customers  are  passive  users  or  active  informers,  their interaction with the organization is unilateral. However, when customers are a bidirectional creator, they receive and give feedback to the organization in an active manner and this helps not only to identify problem areas in the organization, it also helps the customer to be actively ready in case  of emergent  change  occurrence. Customers have  the  ability to generate high levels of the organization and they are adequate problem solvers.

A study on the effects of customer participation in co-created service recovery by Dong, Evans, and Zou (2008), indicated that customer participation in self-service technology contexts brought about higher levels of role clarity as the customers were more engaged in the service provision. Customer engagement means that the customer is more involved in the service provision. Therefore the level of participation engages the clarity of roles for the customers. Role clarity enables the customer tounderstand what is expected of them as they use the products and services of the organization.

Survey  data  from  154  banks  investigating  the  impact  of  customer  participation  as presented by Xiaoyun and Qingyu, (2012), showed that customers have a role to play in service organizations. The customer is an information provider, co-developer, and the user of the service. However, such roles cannot be endorsed if the customer is not aware that these roles exist and the part they play in accomplishing these roles. Clarity of roles
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ensures that when an unintended change occurs, the customer is able to act in a way that will bring about success in the organization.

Basically, if a customer does not know what their roles are, it would be hard for them to contribute meaningfully to an organization especially in times of change. Wu, Kung, and Lin (2017) investigated the influence of customer participation in information technology services and found out that role clarity is essential if the customers are to participate in a meaningful way.

2.3.4 Emergent Change Preparedness

Wikstrom (2008), presented an exploratory case study on emergent and intentional change in organizations. The case study showed that in managing organizational change, it is important to ensure that some effort is directed to the customer. The study suggested that in emergent change, there are unforeseen events that are triggered by different events. It is therefore important to ensure that customers are involved meaningfully for the change outcomes to result in success for the organization.

A study by Carbonell, Rodríguez-Escudero, & Pujari (2009),  on 807 firms from various sectors sought to understand customer involvement in organizations. The study showed that complex organizations are always faced by emergent change caused by various factors such as technology. Technological uncertainty has an effect on customer participation. The study also revealed that customers have an effect on how services were delivered and the performance of new services. The study suggested that managers should involve their customers  in  the  organization’s  operations  such  as  the  development  process  of  new services. On the contrary, Dong et al. (2015), in their study on customer participation preparedness   showed   that   customer   participation   is   a   double-edged   sword   and organizations have to be careful in its implementation as the results can be revealed in two opposite extremes.

In times of anxiety such as technological anxiety, Meuter et al. (2008), showed that there is a complex environment that exists. In this environment, there is a need for interaction between the organization and the customers. At this very point, it is important to ensure that the ability of the customers is amplified; to do this, then, customer training becomes a necessity. Meuter et al. (2008) also showed that motivation and role clarity were equally
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important  factors  of  customer  participation.  These  are  therefore  strategies  that  an organization should employ if it is to remain competitive in a dynamic and complex environment.

Complex organizations operate in environments that are dynamic and the need for coping strategies to be able to respond to these environmental changes. Mathooko and Ogutu (2014), undertook a survey to understand how public universities cope with changes in the environment.  The  study  revealed  that  changes  were  an  ongoing  occurrence  in  these universities.  Emergent  change  requires  customer  readiness  in  which  preparing  the customers can lead to acceptance of change that may occur unexpectedly.

In  trying  to  understand  the  people  dimension  in  managing  change,  Mungai,  (2011), conducted a research at the Kenya Power and Lighting Company. The study showed that emergent change in organizations is to be expected. The emergent change emanates mainly from  the  external  environment.  In  order  to  manage  this  change,  it  is  important  for organizations to understand the foundations for emergent change is communication. This way, relationships, and dialogue are created. People get to better understand the emergent change and get knowledge on the change experienced in the organization. This change should facilitate the learning process in the organization in which the people, even the customers, are given a chance to provide their input. The study also indicated that it is important to impart skills and knowledge that will prepare individuals for a change.

2.4 Conceptual Framework

The theoretical and empirical review led to the development of the conceptual framework which  demonstrated  the  relationship  that  existed  between  the  research  variables.  The independent  variables  for  this  study were  customer  participation  whose  variables  are customer  motivation,  customer  training,  and  role  clarity.  Customer  motivation  was determined  through  segment  compatibility,  rewards,  and  participation  in  co-creation. Customer training was established through customer education, perceived autonomy, and customer self-efficacy. While customer role clarity was determined through the level of participation, task identification and communication.

The moderating variable was the situational factors that emerge in the organizations as a result of technology and the organizational structures. The dependent variable was  the
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emergent change which was characterized by emergent change acceptance, preparedness, and knowledge. Technology and organizational structures affect the dependent variable in that they propel emergent change to take place. For instance, changes in technology bring about emergent change in an organization.
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2.5 Chapter Summary

For over three decades now, many organization theorists have had a top-down approach to organizations. Organizations are always being looked from the inside-out. This has meant that the theorists have a myopic look by ignoring the customers of the organizations. It is only recently that the idea of customers participating in organizations has found itself in
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the  marketing  literature.  Cuiling  (2008),  insist  that  customer  participation  in  any organization  is  quite  vital.  However,  as  a  note  of  concern,  there  is  a  revelation  that customer participation is religiously practiced in financial and hospitality industries.  An investigation  by Chen,  Yang,  Dou,  and  Wang (2017),  on  customer  participation  and innovation ambidexterity in emerging economies, found out that high tech industries are often faced with emergent change and customer participation has a positive effect on firm performance.  Research  by  Auka,  Bosire,  and  Matern  (2013),  considered  customer participation in retail banking in Kenya. Similarly, Bashir, Machali, and Mwinyi (2012) provided an empirical evidence of customer participation in micro-finance in Kenya.  The above  studies  indicate  that  there  is  no  known  trans-disciplinary  study  on  customer participation and emergent change has been conducted in organizations in Kenya.   This study, therefore, seeks to fill this gap by examining the effect of customer participation strategies on emergent change preparedness in the mobile communication industry with a special focus on Telecommunication industries, Nakuru Sub County.

According to Cuiling (2008), literature that has focused on customer participation seems to be limited to a narrow vision of the role of a customer. The fact that the customer is deemed as an active participant in the organization only shows that there is an inclination that the customer can influence change dynamics in the organization. Further, this has not been  captured  in  management  and  organizational  literature.  The  management  and organizational literature show organizational research that indicates that change can come not only from the top but also from the bottom (Burnes, 2004). Auxiliary, this literature indicates that the emergent change can come from anywhere in the organization. This study has recognized this gap in the literature and has sought to bring an understanding of these  concepts  with  the  aim  of  converging  the  points  of  customer  participation  and emergent change. Unambiguously, this study looks at the effect of customer participation strategies on emergent change preparedness.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Introduction

This chapter presents the methods and procedures that will be used to collect data on the effect   of   customer   participation   strategies   on   emergent   change   preparedness   at Telecommunication companies, Nakuru Sub County. The research design that the study employed, how the data was collected and analyzed are also discussed in this chapter.

3.2 Research Design

This study used a descriptive research design as the study sought to provide an account of how organizations enhance their customers for  the emergent change. This focused on describing customer motivation, customer training, and role clarity and their effects on emergent change preparedness. According to Kothari (2009), a descriptive research design is a design that includes surveys and fact-finding inquiries. This research design sought to provide a description of the existence of circumstances just  as they are. A descriptive approach also provides a multifaceted approach for the collection and analysis of data. In this approach, a survey was used in order to identify significant features and distinctive features in the target population.

The descriptive research design was also suitable for this study because it was mainly quantitative and the design yields results that are quantitative such as frequencies and percentages (Boudah, 2010).

3.3 Locale of the Study

Nakuru is a County in Kenya that is located in the South-East part of the Kenyan Rift Valley. According to the Nakuru County Government (2015), the County has a population of 1,603,325 of this, 75 percent of households own a mobile phone. Mobile coverage in Nakuru County is at 91 percent with major mobile communications such as Telkom, Airtel and Safaricom having their presence in the county.

Telecommunications   organizations   are   faced   with   highly   dynamic   and   complex environments. They are also customer-centric in which they are determined to provide the best  services  to  their  customers  as  their  core  competence  and  also  to  provide  their organizations  with  a  competitive  edge.  The  idea  behind  the  selection  of  the  three
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Telecommunications sectors (Safaricom Limited, Telkom Kenya, and Airtel Kenya) in Nakuru Sub County was that they would enrich the study by giving a more focused approach on customer participation strategies on and emergent change preparedness. The Nakuru Sub County was chosen because of the researcher’s familiarity with the region in which the organization is situated. Additionally, many studies on the Telecommunications industry,   such   as   Njoroge   (2015),   have   focused   on   conducting   studies   in   the Telecommunication companies main branches which are situated in majorly in Nairobi County. This is a clear indication that a gap exists on researches done in other counties thus leaving the untapped ground for research in these counties. It is for this reason that this study turned the spotlight to Nakuru County.

3.4 Target Population

The target population was the Branch managers, technical managers, customer service managers,  public  relations  managers,  sales  managers  and  sales  representatives  at  the service desk. These employees were used because of their position in the organization to shed light  on customer participation strategies and emergent  change. Moreover, these employees are  well  equipped with the customer participation strategies and emergent change  preparedness.  The  study  population  was  all  the  39  managers  from  the  three telecommunication  industries in Nakuru Sub County.  The  distribution of managers is indicated in Table 3.1.

Table 3.1: Distribution of Managers in Telecommunication Companies in Nakuru Sub County

Managers
Safaricom Limited
Airtel Kenya
Telkom

Branch Managers
6.25%
12.5%
6.67%

Technical Managers
6.25%
12.5%
6.67%

Public Relations Managers
6.25%
12.5%
6.67%

Customer Service managers
12.5%
12.5%
13.33%

Sales Managers
18.75%
25%
13.33%

Sales  representatives  at  Service desk


50%


25%


53.33%

Total
100%
100%
100%

Source: (Researcher, 2018)
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3.5 Census Survey

The researcher employed a census survey since the target population was well defined and inclusive. A census survey is a survey in which information is gathered from the entire population. Census survey was used as it would give appropriate results and the researcher was well trained and efficient (Kothari, 2009). This study employed census so as to obtain the true measure of the study’s population while at the same time ensuring that there was no sampling error. Additionally, the target population was not big and neither were the small  groups  within  the  study  population.  The  use  of  census  ensured  that  detailed information was obtained from the study. The fact that the population was not big ensured that the study was not costly.

3.6 Research Instruments

This study employed the use of primary and secondary data. Secondary data on customer participation  at  the  three  telecommunication  companies  was  obtained  from  the  given organizations’  document  repositories.  Primary  data  was  obtained  through  the  use  of structured  questionnaires.  The  structured  questionnaires  were  used  because  of  their efficient use of time. Additionally,  Bechhofer and Paterson (2012) cite that structured questionnaires ensure that all the respondents answer to the same set of questions thus ensuring uniformity and standardization of questions for all the respondents. This ensures that there is transparency in meaning.

According to Kothari (2009), research instruments should be able to meet validity and reliability tests.

3.6.1 Validity of the instrument

To ensure the validity of the research instrument, content validity and face validity were used. The content validity was used so as to verify whether the questionnaire is in line with the  specific constructs in the  questionnaire  (Bechhofer and Paterson, 2012).   Content validity assures that the respondents give their responses objectively and they are not influenced by other factors. Face validity was also used to give an estimation of whether the  questionnaire  appeared  to  measure  what  was  supposed  to  measure  based  on  the judgments of the way the questionnaire appears. For face validity, a questionnaire was given to the research supervisors who were able to verify whether it was a reflection of
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what ought to be measured. Validity, as defined by Kothari  (2009), is the extent to which a  research  instrument  measures  what  it  was  intended  to  measure.  Therefore,  the supervisor’s suggestions were incorporated to ensure that the questions were clear and relevant to the study.

3.6.2 Reliability of the instrument

Reliability refers to the degree to which a research instrument demonstrates a certain degree of consistency (Bechhofer & Paterson, 2012). To ensure reliability, a pilot test was conducted at the Telecommunication branches in Kericho County. Ten questionnaires were provided to respondents so that they would assess critically the questionnaire and the content of different items on the questionnaire. Section B-D of the questionnaire was the focal point of the reliability test. The Cronbach’s alpha reliability was used to compute the reliability value. Cronbach’s alpha is a method used to measure the internal consistency reliability of a group of items. The values range from zero to one whereby values that are above or at 0.7 are accepted but those above 0.9 are not accepted. This is because the value is considered to have a very narrow focus(Andrew, Pedersen, & McEvoy, 2011, p. 202).

Table 3.3: Reliability Test

Variables
No. of Items
Cronbach’s Alpha
Comment

Customer Motivation
9
0.786
Reliable

Customer Training
10
0.706
Reliable

Customer Role Clarity
7
0.759
Reliable

Emergent Change Preparedness


6


0.751


Reliable

Overall
32
0.7
Reliable

Source: (Researcher, 2018)

Table 3.3 above shows that the reliability for customer motivation was (0.786), Customer training   was   (0.706),   Customer   role   clarity  was   (0.759),   and   Emergent   change preparedness was (0.751).  In this study, the overall Cronbach’s alpha reliability was at 0.7 which shows a high internal consistency of items in the questionnaire. The pilot study provided feedback that enabled the researcher to make essential modifications on the research instrument items. The respondents in the pilot study did not participate in the main study.
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3.7 Data Collection Procedure

Data was collected through the use of a structured questionnaire. The researcher made appointments with the managers and thereafter availed herself to issue the questionnaire by herself. This was to ensure that there was a positive response rate. The researcher assured the respondents of the confidentiality in the information provided. The managers then were left to fill in the questionnaire. The researcher called and e-mailed the respondents to remind them of the day that the questionnaires would be collected; which was five days after issuing them. Given their busy schedules, the five-day period was deemed appropriate to allow the managers to think thoroughly about their responses.

3.8 Data Analysis and Presentation

Descriptive and inferential statistics were used to analyze data from the questionnaires. The data results were presented in form of tables and graph. The data was first collected from the respondents. The researcher then checked the questionnaires to establish whether they were all properly and completely filled in. This process was done to ensure that the facts that would be gathered would be consistent and as uniform as possible. Having found the  questionnaires  as  fit  to  continue  in  the  analysis,  the  researcher  then  coded  the questionnaires and data was entered, organized and analyzed by the researcher using the Statistical  Package  for  Social  Sciences  (IBM  SPSS  24.0)  software.  These  generated descriptive statistics were to ensure that the  frequencies and percentages of the study variables were tabulated.

Inferential statistics were used to derive to a conclusion on the effects that customer preparation strategies have on the emergent change in the telecommunications industry in Nakuru Sub County. The Pearson product-moment correlation coefficient was used to ascertain the relationship and direction of the relationship between the study variables (Arkkelin, 2014).

In addition, multiple regression analysis was used to establish the association between the independent variables (customer motivation, customer training, and customer role clarity) and the dependent variable (emergent change preparedness).
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This study’s hypotheses were:

Ho1:  Customer  motivation  has  no  statistically  significant  effect  on  emergent  change preparedness  among  firms  in  the  Telecommunication  industry  in  Nakuru  Sub County, Kenya.

Ho2:  Customer  training  has  no  statistically  significant  effect  on  emergent  change preparedness  among  firms  in  the  Telecommunication  industry  in  Nakuru  Sub County, Kenya.

Ho3:  Customer  role  clarity  has  no  statistically  significant  effect  on  emergent  change preparedness  among  firms  in  the  Telecommunication  industry  in  Nakuru  Sub County, Kenya.

The identified Regression model for the study was:

Y= β0 +β1x1+ β2x2 + β3x3+ ε

Where:

Y:  emergent change preparedness (by coding 1 as high emergent change preparedness and

0 as low emergent change preparedness)

β0: constant

β’s: regression coefficients.

X1: customer motivation (by coding 1 as the presence of motivation and 0 as the absence

of motivation)

X2: customer training (by coding 1 as  the presence of training and 0 as the absence training)

X3: customer role clarity (by coding 1 as the presence of customer clarity and 0 as the

absence of customer role clarity)

ε:e error term

Dummy variables were introduced as they are numerical values that represent subgroups found in the study variables.  For instance,  subgroups under the  customer motivation, customer training, customer role clarity and emergent change preparedness variables were transformed  in  to  dummy  variables  called  Customer  Motivation,  Customer  Training,
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Customer Role Clarity and Emergent Change Preparedness respectively; which were coded with 0 (absence) and 1(presence). The use of dummy variables in multiple linear regression is advantageous as nominal-level variables are treated as interval-level variables (Arkkelin, 2014). The multiple regression analysis was based on the assumption that linearity and normality of the variables existed. The results of the Pearson correlation analysis, however, led to the researcher conducting a multicollinearity test to ensure that high correlations of the study variables did not affect the study.

The coefficient of determination (R squared) explained the contribution of this study’s three independent variables to the dependent variable (emergent change preparedness). This  was  followed  by  the  determination  of  ANOVA  which  was  used  to  establish significance between and within the study variables. Thereafter, the beta coefficient was used to understand which independent variable had a greater effect on emergent change preparedness.

The testing of the hypotheses was to determine the significance of independent variables. If P≥0.05, the null hypothesis was accepted and vice versa.

3.9 Ethical Considerations

The researcher ensured that all ethical guidelines as pertains to research procedures were strictly adhered to. The researcher also ensured that the research supervisors had approved the proposal and was given the mandate to go to the field for data collection. Thereafter, a letter from NACOSTI was additionally sought after as well as permission for a go-ahead from the management of Telkom Kenya, Safaricom Limited  and Airtel Kenya. In the fieldwork, the researcher ensured that the respondents voluntarily gave their consent to participate in the study with an option of withdrawing at any time from the study. The responses  were  upheld  with  utmost  confidentiality  and  anonymity.  The  researcher explained and assured the respondents that the responses provided were for academic purposes only. This helped in sustaining the privacy of the respondents.

3.10 Chapter Summary

This chapter has discussed the research design used in the study which was descriptive research  design.  Using  a  census  survey,  the  study  was  conducted  at  the  three  main telecommunications  companies  at  Nakuru  Sub  County  in  Kenya  and  it  targeted  the
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managers in these companies. A structured questionnaire was the main research instrument whose validity was tested through content and face validity. The questionnaire was also subjected to a Cronbach’s Alpha reliability test whereby pilot testing at Kericho County was conducted and the results revealed a Cronbach Alpha value of 0.7. Descriptive and inferential statistics were used to analyze the data. Ethical considerations were also taken into account to ensure anonymity and confidentiality of the respondents.
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CHAPTER FOUR

DATA ANALYSIS AND RESULTS PRESENTATION

4.1 Introduction

The  main objective  of this study was to analyze  the  effect  of customer participation strategies on emergent  change  preparedness in the  mobile  communication industry in Nakuru Sub County. This chapter analyzes the data collected and presents the results. The chapter is organized under distinct headings that include: the respondents’ background information, customer motivation, customer training, customer role clarity and customer participation strategies and emergent change.

4.2 Response Rate

The   target   population   for   this   study  was   the   39   managers   of   the   main   three telecommunications companies in Nakuru Sub County: Safaricom, Airtel, and Telkom Kenya. The researcher issued 39 questionnaires to all the managers so as to acquire the required information. The researcher issued the questionnaire herself. However, only 38 managers availed themselves in the participation of the study. Thus, the response rate was at 97 percent.   This is the scope from which all findings and generalizations that were made in this study were derived from.

Table 4.1: Rate of Response

Organization


Target

Respondents


Respondents who

participated


The rate of Response

(%)

Safaricom Limited
16
16
41

Airtel Kenya
8
7
18

Telkom
15
15
38

Total
39
38
97

Source: (Survey Data, 2018)

Table 4.1 indicates that a total of 38 respondents successfully participated in the study. From the questionnaires given, Safaricom had 41 percent; Telkom Kenya had 38 percent while Airtel had an 18 percent response rate. According to Kothari (2009), a response rate of above 70 percent is considered as very good. A response rate of 97 percent is, therefore, excellent since it reduces biased risks in the responses provided by the respondents. It is
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also acceptable in the current study as it is up to standard for drawing conclusions. The high response rate was attained through collaboration between the respondents and the researcher.

4.3 Background Information

This section presents the respondents’ demographic characteristics based on gender, age, level of education, and employment status.

4.3.1 Gender of the Respondents

The researcher sought to understand the respondents’ gender. 47% of the respondents were female while 53% were male. This is a show of a nearly equal representation of two genders. This is graphically represented in figure 4.1 below.

Figure 4.1: Gender of the Respondents Source: (Survey Data, 2018)

This is an indication that as the managers implement the customer preparedness strategies, there are gender considerations in opinions provided due to gender parity that exists in the telecommunications industry in Nakuru Sub-County.

4.3.2 Age of Respondents

In seeking to find out the age distribution of the respondents, the researcher found out that 37%  of  the  respondents  were  aged  between  the  ranges  of  20-30  years,  29%  of  the respondents were aged between 31-40 years, 21% of the respondents were aged between 41-50 years, while those aged between 51-60 years were only 13%. Thus, as shown in
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Table 4.1, most of the respondents were aged between 20-30 years. This shows skewness towards an industry workforce that has young managers. This is a show that the managers at the Mobile communications companies in Nakuru Sub-County are young and can be considered to be at an age bracket that is quite productive.

Table 4.2: Age of the Respondents

Age of Respondents
Frequency
Percent (%)

20-30
14
37

31-40
11
29

41-50
8
21

51-60
5
13

Total
38
100

Source: (Survey Data, 2018)

4.3.3 Educational Level of the Respondents

The researcher sought to understand the highest level of education that the respondents had attained.  The  study found,  as  shown  in  Table  4.2,  that  60%  of  the  respondents  had university degrees, 32% of the respondents had reached up to Vocational schooling and 8% of the respondents had secondary education as the highest level of education. It was clear that  the  majority of the  respondents, 60%, are degree  holders while those  with secondary education  were  the  least  with  8%.  As  in  line  with  the  telecommunication industry that requires post-secondary school qualifications, most of the respondents are degree  holders.  This  is  an  indication  that  highly  skilled  individuals  manage  the telecommunications companies in Nakuru Sub County. This is thereby an assurance that the respondents are capable of providing reliable responses which will, in turn, provide reliable findings for the study.
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Table 4.3:  Level of Education

Highest Level of Education Attained




Frequency




Percent (%)

Secondary education
3
8

Vocational schooling
12
32

University degree
23
60

Total
38
100

Source: (Survey Data, 2018)

4.3.4 Respondents’ Employment Status

The researcher also sought to find out the employment status of the respondents. The study found 71% of the respondents were permanently employed while 29% of the respondents were on contract. Being on permanent employment is an indication that the managers have a forward-looking strategy for the customers as opposed to when the managers are on contract basis. Therefore, the responses by the respondents can be relied upon for analysis of customer participation strategies and emergent change preparedness.

Figure 4.2: Respondents’ Employment Status Source: (Survey Data, 2018)
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4.4 Customer Motivation

The researcher sought to understand how the telecommunications industry motivates their customers. Thus, it was important to understand the level of the managers, their preferred communication   method   to   the   customer,   frequency   of   customer   access   to   the organization’s products, the frequency of buying products and services, and the rewards the organization offers.

4.4.1 Level of Management

The researcher sought to understand the level of management of the respondents. 53% of the respondents were on the middle level of management. 37% of the respondents were in the lower level of management and 10% of the respondents were in the top management as shown in figure 4.3 below. This shows consistency with the study’s population as there are fewer top-level managers as compared to the middle and lower managers. This study posits that this is a good indication as the study involves understanding the customers and it is the middle and lower levels of management that most deal with the customers and are able to best identify the customer participation strategies in use.

Figure 4.3: Level of Management Source: (Survey Data, 2018)

37

                                                                                                                                                                                

4.4.2 Preferred Method of Communicating to Customers

This study sought to understand the preferred communication method to customers. 79%

of  the  respondents  preferred  a  face  to  face  communication,  18%  of  the  respondents preferred to communicate via a telephone call, and only 3% preferred to use the internet. A face to face communication is preferred as a dyadic communication which helps to bring about a two-way communication that enables real communication to take place.

Table 4.4: Method of communication to customers

Method of Communication
Frequency
Percent (%)

Face to face
30
79

Telephone call
7
18

Internet
1
3

Total
38
100

Source: (Survey Data, 2018)

4.4.3 Customers’ Access to Organization’s Products and Services

The  researcher  also  wanted  to  find  out  the  frequency  the  customers  accessed  the organization’s products. Table 4.4 below shows that there was 87% frequency of daily access to the organization’s products by the customers and a 13% access to products when it is necessary. A daily access frequency shows that there is a high degree of access to the mobile communication products and services in Nakuru Sub County.

Table 4.5: Customers’ Access to Products and Services

Customer Access to organization’s products


Frequency


Percent (%)

Daily
33
87

When necessary
5
13

Total
38
100

Source: (Survey Data, 2018)
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4.4.4 Frequency Customers Buy Products from the Organization

The  researcher  was  interested  in  finding  out  how  often  the  customers  buy  the organization’s products. 42% of the respondents cited that customers buy products thrice a week, 31% cited that customers buy products monthly, 24% cited that customers buy products once a week, and 3% cited that customer buy products twice a week. This is an indication of high degree usage of the mobile communication products and services in Nakuru Sub County.

Table 4.6: Frequency Customers Buy Products

Access time
Frequency
Percent (%)

	Once a week

Twice a week Thrice a week Monthly
	9
24

1
3

16
42

12
31

	Total
	38
100


Source: (Survey Data, 2018)

4.4.5 Rewards Provided to Customers

There was an interest to understand whether the customers received any rewards.  As indicated in figure 4.4, 97% of the respondents acknowledged that the customers receive rewards. These rewards were in form of loyalty points, promotional giveaway products such as hats,  t-shirts, bags,  umbrellas, and  cars. 3%  of the  respondents said that  the customers do not receive any rewards. Kaufmann et al. (2011), posits that rewards are a vital  component  in  the  motivation  of  customers.  When  customers  are  appropriately rewarded, they are able to participate in the organization more and in a voluntary manner which provides the organization with insights into the customer’s needs, wants, and ideas.
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Figure 4.4: Rewards Provided to Customers Source: (Survey Data, 2018)

4.5 Customer Training

In line with the study’s second objective, the researcher wanted to determine whether the telecommunications companies in Nakuru Sub County involve their customers in training.

4.5.1 Importance of Customer Training

First, the researcher wanted to establish whether the respondents thought that customer training was important. Figure 4.5 shows that 97% of the respondents stated that customer training was important, while 3% thought that customer training is not important.

Figure 4.5: Customer Training Importance Source: (Survey Data, 2018)

40

 

This finding is in line with the study by Atwal and Williams (2017) that found out that customer training is quite vital in increasing customer participation in an organization. This is because customer training provides an avenue in which the customer can understand the organization better and also gain abilities that help the customer participate in a meaningful way in the organization.

4.5.2 Organization Provision of Customer Training

The  researcher  sought  to  understand  whether  the  customers  were  trained  in  the organization’s products and services. As indicated in Figure 4.6, 76% of the respondents indicated  that  their  organization  did  provide  customer  training while  24%  were  of  a contrary  viewpoint.  This  signifies  that  the  telecommunication  companies  not  only understand the importance of customer training, they also implement the customer training to the customers. The respondents also pointed out that training has to be provided because the telecommunication industry is quite vibrant and there are emergent issues that come up everyday due to situations such as changes in technology. By itself, the training that is provided mainly focuses on the products that are offered by the organization such as access to the internet and voice bundles as well as usage of money transfer platforms.

Figure 4.6: Customer Training Provision Source: (Survey Data, 2018)
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4.5.3 Frequency of Providing Training

The researcher sought to understand how often training programs are provided in the organizations. The data collected was analyzed and presented in Table 4.7 below.76.3% of the  respondents that  had indicated that their organizations conduct  customer training,

28.9% indicated that the training was conducted monthly, 2.6% indicated that the training is conducted half-yearly, 2.6% of the respondents indicated that training was conducted annually, and 42.1% indicated that training was done at other times when necessary.

Table 4.7: Training Frequency

Training times
Frequency


Percent


Valid

Percent


Cumulative

Percent

Valid   Monthly
11
28.9
37.9
37.9

Half yearly
1
2.6
3.4
41.4

Annually
1
2.6
3.4
44.8

Others
16
42.1
55.2
100.0

Total
29
76.3
100.0

Missing   System
9
23.7

Total
38
100.0

Source: (Survey Data, 2018)

4.5.4 Informing Customers

This  study  was  interested  in  understanding  if  the  organizations  kept  the  customers informed  on  new  service  features.  This  is  an  important  aspect,  asthe  provision  of information is a way of increasing the abilities of the customers. In line with organizational development, this can be seen as participation by information giving in which information is passed to the customers. All the respondents indicated that the customers were informed of the new service features that are introduced by the organization. The medium used for communication include Short Message Services (SMS) and media. The media used was mass media such as television, radio, newspapers, and social media. These tools are used because of their simplicity in sending information to the customers and the customers are able to easily access the information.
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4.6 Customer Role Clarity

The researcher sought to understand whether the telecommunication companies provide clarity of the role that the customer plays in the organization; in accordance to the third objective of the study.

4.6.1 Customer Participation in the service provision process

The study was interested in comprehending whether it was necessary for the customers to be part of the service provision process. Figure 4.7 shows that 16% of the respondents thought it was not necessary to include the customers. 84% of the respondents thought that there is a need for the customer to take part in the service provision process.  This shows that there is a realization in the telecommunications industry that customers do play a vital role in service provision and it is important for them to have a clear idea of the roles that they can play in addition to the roles they ought to play in the organization. Additionally, the respondents said that the customers provide ideas on the services that they want and those  that  they  would  like  to  be  improved.  However,  not  all  ideas  are  used  by the organizations because of their complex nature.

Figure 4.7: Customer participation in the service provision process Source: (Survey Data, 2018)
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4.6.2 Ways of Customer Communication

The study sought to understand the ways in which the customers communicate with the organization about the products and services. The main medium of communication that was identified was through social media and the customer care center.

4.6.3 Customer Feedback

The respondents were asked to indicate how often the customers provide feedback to the organization.

Figure 4.8: Customer Feedback Source: (Survey Data, 2018)

As shown in Figure 4.8, 8%  of the respondents indicated that the customers provide feedback monthly, 26% indicated that the customers provide feedback weekly, and 66% of the respondents indicated that the customers provide feedback when it is necessary for them to do so. The respondents also indicated that the feedback is important in measuring the extent to which the customers are satisfied with the services provided. Clear lines of communication ensure a two-way communication process between the customers and the telecommunication companies.
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4.7 Customer Participation Strategies and Emergent Change Preparedness Respondents were required to rate their agreement level on the three customer participation strategies  which  include:  customer  motivation,  customer  training,  and  customer  role clarity; and Emergent change preparedness. The statements were rated on a five scale- Likert rating whereby; 1= Strongly Disagree and 5= Strongly Agree. An arithmetic mean was calculated on each statement of the Likert scale questions so as to understand the central limit tendency.

4.7.1 Customer Motivation

The data on customer motivation was analyzed and presented in Table 4.8 below.

Table 4.8: Customer Motivation

Response Rate Scale of 1-5

Statements


Strongly

Disagree


Disagree
Neutral
Agree
Strongly

Agree


N

When  customers put effort, they are able to perform self-service successfully during abrupt changes




2.6%




2.6%




15.8%




39.5%




39.5%




100%

Rewards motivate customers to be more involved in the organization during changes in the organization




5.3%




0




7.9%




21.1%




65.8%




100%

Customers feel a sense of accomplishment when performing services by themselves during abrupt changes in the organization




10.5%




7.9%




21.1%




50.0%




10.5%




100%

Customers feel more innovative when interacting with their service providers during abrupt changes




0%




7.9%




10.5%




65.8%




15.8%




100%

Customers are involved in co-creation in the organization during abrupt changes




36.8%




10.5%




28.9%




21.1%




2.6%




100%

Source: (Survey Data, 2018)
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Table 4.8 indicates the responses given by the respondents on the Likert scale statements concerning   the   relationship   between   customer   motivation   and   emergent   change preparedness. On whether customers put more effort to be able to perform self-service successfully during abrupt changes, 39.5%  of the respondents strongly agreed, 39.5%

agreed, 15.8% were neutral, 2.6% strongly disagreed while 2.6% disagreed. The study also sought  to  find  out  whether  rewards  motivate  customers  to  be  more  involved  in  the organization during changes; the findings show that  65.8% were in strong agreement,

21.1% agreed, 7.9% were neutral, while 5.3% strongly disagreed. Half of the respondents 50% felt that customers feel a sense of accomplishment when they perform services on their own during abrupt changes in the organization, 10.5% strongly agreed, 21.1% were neutral, 7.9% disagreed, while 10.5% strongly disagreed. Majority of the respondents felt

65.8%  felt  that  customers  are  more  innovative  when  they interact  with  their  service

providers during abrupt changes, 15.8% strongly agreed, 10.5% were neutral, while 7.9%

disagreed.  On  the  involvement  of  customer  in co-creation,  36.8%  of  the  respondents

strongly disagreed that customers are involved in co-creation, 28.9% were neutral, 21.1%

agreed, 10.5% disagreed, while only 2.6% strongly agreed.

These findings are in agreement with the findings by  Leimeister et al., (2009), who indicated that  incentives  and  rewards are  an important  aspect  of increasing customer participation.  Incentives  and  rewards  have  long-term  benefits  for  any  organization especially in times of emergent change. The rewards motivate the customers to be more involved in the organization. Additionally, Meuter et al., (2008), posit that rewards make sense to the customers in which they would be able to contribute their time, effort and knowledge. There was an indication that organizations do not involve their customers in the co-creation process during abrupt changes. A complex environment such as that of the telecommunications  sector  is  bound  to  experience  emergent  change.  According  to Kaufmann et al. (2011), organizations operating in such a complex environment should involve  their customers in the  co-creation process. The  co-creation process gives the customers a sense of ownership and involvement  in the organization. Ultimately, this motivates the customers to participate in matters of the organization. From this stance, participation becomes voluntary.
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The indication that customers are unable to identify diverse and different solutions during abrupt changes shows that the training given to the customers may not be sufficient to tackle changes that are rampant in complex environments. Training should be continuous and not only in times of abrupt changes. This helps the customers to be change-ready at all times.

4.7.2 Customer Training

The study sought to establish how customer training prepares the customers for emergent change situations.   The respondents were required to state their agreement levels to the indicated Likert scale statements and the results were analyzed in Table 4.9.

Table 4.9: Customer Training

Response Rate Scale of 1-5

Statements


Strongly

Disagree


Disagree
Neutral   Agree
Strongly

Agree


N

Training   has
helped
the

customer  to  be  capable  of using services on their own




2.6%




2.6%




10.5%
26.3%
57.9%




100%

Training   has
helped
the

customer to be confident in

their
ability
to
perform

services
during
abrupt

changes




2.6%




5.3%




10.5%
55.3%
26.3%




100%

Customers  feel  qualified  to participate
in
the

organization   during  abrupt changes




2.6%




5.3%




13.2%
47.4%
31.6%




100%

When
confronted
with

abrupt   changes,   customers are  able  to  identify diverse and different solutions




5.3%




63.2%




5.3%




21.1%
5.3%




100%

Training helps the customer remain   calm   in   times   of unanticipated challenges




7.9%




21.1%




10.5%
42.1%
18.4%




100%

Source: (Survey Data, 2018)
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Majority of the  respondents 57.9%  believed that training has helped customers to be capable of using services on their own, 26.3% agreed, 10.5% were neutral, 2.6% and 2.6%

disagreed and strongly disagreed respectively. There was also an agreement 55.3% that training helps the customers to be confident in their ability to perform services during abrupt changes, 26.3% strongly agreed, 10.5% were neutral, 5.3% disagreed, and 2.6%

strongly disagreed. Majority of the respondents 47.4% agreed that customers feel qualified

to participate in the organization during abrupt changes, 31.6% strongly agreed, 13.2%

were neutral, 5.3% disagreed, while 2.6% strongly disagreed. Majority of the respondents

63.2% disagreed that when confronted with abrupt changes, customers are able to identify

diverse and different solutions, 5.3% were neutral, 21.1% agreed, 2 5.3% strongly agreed,

and 5.3% strongly disagreed. On whether training helps the customer to remain calm in

times of unanticipated challenges, 42.1% agreed, 18.4% strongly agreed, 21.1% disagreed,

10.5% were neutral, while 7.9% strongly disagreed.

Training enhances the ability of customers so that they can participate more significantly in the  organization.  (Dong et  al., 2015), posit  that the  only way for customers to react favorably to  the  organization  in  times of  occurrence  of  unforeseen  events  is  for  the customers to be trained. Customer training leads to customer participation readiness. The study also indicates that training boosts the confidence of the customers as they become equipped with knowledge and skills that make them feel qualified to handle challenges and disequilibrium that is brought about by the emergent change.

4.7.3 Customer Role Clarity

The study sought to ascertain whether the customers had role clarity in times of emergent change. This data is presented in Table 4.10.
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Table 4.10: Customer Role Clarity

Response Rate Scale of 1-5

	Statements
	Strongly
Disagree
Neutral
Agree
Strongly

Disagree
Agree

	Customers
are
not

certain
on
how
to

effectively
use
self-

service
options
when

there  abrupt  changes  in 

the organization 

Customers know what is 

expected  of  them  when 

sudden changes occur in 

the sector

Customers
share
any

new  information  related

to
the
services
they

receive
with
the

organization
that
is

beneficial to them during 

abrupt changes

The
organization

acknowledges
the

feedback that customers 

give
during
abrupt

changes

Customers
would

recommend the products

provided
by
the

organization
to
other

customers
	5.3%
0%
7.9%
15.8%
71.1%
100%

5.3%
42.1%
31.6%
15.8%
5.3%
100%

0%
7.9%
15.8%
50.0%
26.3%
100%

0%
5.3%
13.2%
36.8%
44.7%
100%

0%
0%
10.5%
44.7%
44.7%
100%


Source: (Survey Data, 2018)

Table 4.10 shows that majority of the respondents 71.1% strongly agreed that customers are not certain on how to effectively use self-service options when there are abrupt changes in the organization, 15.8% agreed, 7.9%, while 5.3% strongly disagreed. 42.1% of the respondents  disagreed  that  customers  know  what  is  expected  of  them  when  sudden changes occur in the sector, 31.6% were neutral, 5.3% strongly disagreed, 15.8% agreed,
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while 5.3% strongly agreed. Half of the respondents 50% agree that the customers share new information related to the services they receive with the organization that is beneficial to them during abrupt changes, 15.8% were neutral, while 26.3% and 7.9% strongly agreed and disagreed respectively. 44.7% of the respondents strongly agreed that the organization acknowledges feedback that customers give during abrupt changes, 36.8% agreed, 13.2%

were  neutral,  while  5.3%  disagreed.44.7%  of  the  respondents  strongly  agreed  that customers  would  recommend  the  products  provided  by  the  organization  to  other customers, 10.5% were neutral, while 44.7% agreed.

These findings indicated that customers are not certain on how to effectively use self- service options when there abrupt changes in the organization. Moreover, there was an indication  that  the  customers  are  not  fully  aware  of  the  roles  that  they  play  in  the organization  when  emergent  changes  occur.  This  shows  that  a  gap  exists  in  the telecommunications companies in Nakuru Sub County regarding the roles that customers play during emergent changes. According to Xiaoyun and Qingyu, (2012), there is a wide range of roles for customers to play. There is, however, a misconstrued idea of what these roles  are  as  there  is  neither  a  comprehension  nor  a  conveyance  of  these  roles.  The organizations should be clear on what the roles of the customer in the organization are; whether they are just to use the organization’s services, co-develop services, or provide information. In the service provision industry, self-service is an essential characteristic and telecommunications companies should be clear on the roles that customers play in this aspect. Role clarity should be intensified in times of emergent change.

4.7.4 Emergent Change Preparedness

The  study  sought  to  establish  whether  the  organization  prepares  the  customers  for emergent changes. This data was captured and presented in Table 4.11.
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Table 4.11: Emergent Change Preparedness

Response Rate Scale of 1-5

Statements


Strongly

Disagree


Disagree
Neutral
Agree
Strongly

Agree

Customers
are
fully

equipped
with
2.6%
15.8%
42.1%
31.6%
7.9%
100%

knowledge on the abrupt change  that  takes  place in the organization Customers  are  able  to embrace  abrupt  change that   happens   at
the

organization




2.6%




7.9%




36.8%




47.4%




5.3%




100%

Customers  are  able  to voluntarily   give   ideas that   deal   with   abrupt change
at
the

organization




5.3%




10.4%




21.1%




28.9%




34.2%




100%

Customers   have
been

involved  in  co-creation to  solve  issues  dealing with abrupt changes




44.7%




42.1%




7.9%




0%




5.3%




100%

Source: (Survey Data, 2018)

The findings show that 42.1% of the respondents were neutral on whether customers are fully equipped with knowledge on abrupt change take place in the organization, 31.6%

agreed, 15.8% disagreed, 7.9% strongly agreed, while 2.6% strongly disagreed. Majority of the respondents 47.4% believed that customers are able to embrace abrupt change that happens at the organization, 36.8% were neutral, 7.9% disagreed, 5.3% strongly agreed while 2.6% strongly disagreed. 34.2% of the respondents strongly agreed that customers are able to voluntarily give ideas that deal with abrupt change at the organization, 28.9%

agreed, 21.1% were neutral, 10.4% disagreed, while 5.3% strongly disagreed. Majority of the customers 44.7% strongly disagreed that customers are involved in co-creation to solve issues dealing with abrupt changes, 42.1% disagreed, 7.9% and 5.3% were neutral and strongly agreed respectively. This means that because the customers are not co-creators, they are not prepared to tackle issues when an emergent change occurs. This agrees with
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the study by Carbonell et al., (2009), that showed that in organizations, managers and customers do not always blend their ideas and this can be detrimental on the organization as the customers have an effect on how services are delivered and the performance of new services.

Meuter et al. (2008), indicate that when organizations train their customers, the customers are equipped to handle unforeseen events. However, training in itself is not enough; the customers should be motivated intrinsically or extrinsically and there should be clarity on the roles that the customers play. When these three aspects are well balanced, then, the customers will divulge ideas on a voluntary base.

4.8 Relationship between Customer Participation Strategies and Emergent Change Preparedness

This study took on a trans-disciplinary approach which makes it important to understand the   relationship   between   customer   participation   strategies   and   emergent   change preparedness. Correlation analysis was used to describe the study variables in terms of their strength and direction of their linear relationship within a range of -1 to 1. Pearson product-moment correlation coefficient was used to investigate the relationship between the study variables and the findings were illustrated in Table 4.12 below.
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Table 4.12: Customer Participation Strategies and Emergent Change Preparedness Correlation

Customer

training


Emergent

change

preparedness


Customer

role

clarity


Customer

motivation

Customer

training


Pearson

Correlation


1


.475**


.522**


.556**

Sig. (2-tailed)
.003
.001
.000

N
38
38
38
38

Emergent change preparedness


Pearson Correlation Sig. (2-tailed)


.475**

.003


1


.496**

.002


.461**

.004

N
38
38
38
38

Customer role clarity


Pearson

Correlation


.522**


.496**


1


.581**

Sig. (2-tailed)
.001
.002
.000

N
38
38
38
38

Customer

motivation


Pearson

Correlation


.556**


.461**


.581**


1

Sig. (2-tailed)
.000
.004
.000

N
38
38
38
38

**. Correlation is significant at the 0.01 level (2-tailed). Source: (Survey Data, 2018)

Table 4.12 shows that emergent change (r=0.475, p=0.003), customer role clarity (r=0.522, p=0.001),  and  customer  motivation  (r=0.556,  p=0.000)  has  a  significant  relationship (p=0.01) with customer training. Similarly, customer role clarity (r=0.496, p=0.002), and customer  motivation  (r=0.461,  p=0.004)  are  significantly  related  to  emergent  change preparedness. Finally, the results also show that customer motivation (r=0.581, p=0.000) has a significant relationship with customer role clarity.

Arkkelin (2014) deems a correlation value of about 0.10-0.29 as low correlation, 0.30-0.49 as moderate correlation, and 0.50-1.0 as high correlation. It can, therefore, be deduced that a  very strong positive  relationship exists between customer role  clarity and customer motivation (r=0.581, p=0.000). Emergent change preparedness and customer motivation (r=0.461, p=0.004) is seen as a moderate positive correlation.
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These findings indicated a positive correlation strength that ranges between moderate and strong relationships. However, it is important to note that correlation does not imply a causal relationship between the independent and dependent variables (Arkkelin, 2014). Therefore, a causal relationship was analyzed in the subsequent section.

4.8.1 Multicollinearity Test

Ahead of testing a causal relationship through regression analysis, multicollinearity test was done so as to ensure that the study variables are not highly correlated which can be a problem in regression analysis thus limiting the inferred conclusions (Arkkelin, 2014).

To test multicollinearity, Tolerance levels and Variation Inflation Factor (VIF) values were utilized and the results presented in Table 4.13.

Table 4.13: Multicollinearity Results

Coefficientsa

	Model
	Collinearity Statistics

	Model
	Tolerance
VIF


1


Customer

Motivation

Customer

Training




.716

.701




1.397

1.426

Customer

Role Clarity




.742




1.348

a. Dependent Variable: Emergent Change Preparedness

Tolerance  and  VIF measure  the  degree  of  variability of  an  independent  variable  not

explained by the other independent variables in the regression model. Multicollinearity

exists when the tolerance value is less than 0.10 and the Variance Inflation Factor is above

10 (Pallant, 2013).

Table 4.13 shows that customer motivation had a tolerance level of .716 and a VIF value of 1.397. Customer training had a tolerance level .701 and a VIF value of 1.426 while customer role clarity had a tolerance level of .742 and a VIF value of 1.348. These findings conclude  that  there  are  no  high  inter-correlations  between  the  study’s  independent variables as multicollinearity was not present.
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4.8.2 Testing of the Study Hypothesis

This section provides the findings of the research hypotheses which are presented in this study. The regression analysis model used assumed a linear relationship existed between the study variables and had already established the absence of multicollinearity.

To  measure  the  likelihood  of  the  statistical  model  in  predicting  future  outcomes,  a coefficient of determination was carried out. The coefficient of determination, which is R squared, explained the contribution of this study’s three independent variables (customer motivation,  customer  training,  and  customer  role  clarity)  to  the  dependent  variable (emergent change preparedness). This information was summarized in Table 4.14.

Table 4.14: Model Summary
Model


R


R Square


Adjusted R Square


Std. Error of the

Estimate

1
.608a
.369
.314
.415

a. Predictors: (Constant), Customer Role Clarity, Customer Motivation, Customer Training

This indicated that a 36.9% variance of the dependent variable was predicted by the independent variable.  This, however, did not provide a formal hypothesis test for the relationship between the independent and dependent variables. Therefore, the statistical model Analysis of Variance (ANOVA) was conducted.

ANOVA examined the group means and assessed the potential variations. The results were summarized in Table 4.15.

Table 4.15: Analysis of Variation (ANOVA)

Model
Sum of Squares
df
Mean Square
F
Sig.

Regression
3.420
3
1.140
6.632
.001b

1
Residual
5.844
34
.172

Total
9.263
37

a. Dependent Variable: Emergent  Change Preparedness

b. Predictors: (Constant), Customer Role Clarity, Customer Motivation, Customer Training

55

                                                                                                                                    

There was a statistically significant difference between the study variables as indicated in Table 4.15 (F (3, 34) =6.632), p=0.001). The results suggest that customer motivation, customer training, and customer role clarity which are the independent variables are very significant predictors of emergent change preparedness. This is because the significance value was 0.001 which is less than 0.05. Having established significance between and within the study variables, this study sought to understand which independent variable had a greater effect on emergent change preparedness. A beta coefficient was analyzed as indicated in Table 4.16.

Table 4.16: Regression results

Model


Unstandardized

Coefficients


Standardized

Coefficients


t


Sig.

B
Std. Error
Beta

(Constant)
.499
.266
1.873
.070

1


Customer

Motivation

Customer

Training




.012

.234




.159

.162




.012

.236




.076

1.450




.940

.156

Customer Role Clarity




.458




.158




.458




2.896




.007

a. Dependent Variable: Emergent Change Preparedness

The results in Table 4.16 showed that customer motivation had (B= 0.012, P=0.940). This shows that holding all factors constant, a change in one unit of customer motivation would lead  to  change  in  the  dependent  variable  (emergent  change  preparedness)  by  1.2%. Customer training had a (B=0.234, P=0.156), indicating that holding all factors constant, a change in one unit of customer training would lead to change in the dependent variable (emergent change preparedness) by 23.4%. These low significance levels are an indication of  the  existence  of  other  influencing  variables  that  affect  customer  motivation  and customer training respectively not part of the presented variables.
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Customer role clarity had a (B=.458, P=.007), showing that holding all factors constant, a change in one unit of customer role clarity would to a change in the dependent variable (emergent change preparedness) by 45.8%. It can be deduced that among the independent variables, customer role clarity has the greatest effect on emergent change preparedness. Nonetheless, a positive beta value for all the independent variables further indicated that a positive correlation existed between the study variables.

Three main hypotheses were presented:

i)   Ho1:  Customer  motivation  has  no  statistically  significant  on  emergent  change preparedness among firms in the Telecommunication industry in Nakuru Sub County, Kenya.

The study findings showed that there was no significant effect of customer motivation on emergent change preparedness as shown by the p-value of 0.940 while the confidence level was 0.5. The decision rule was that we reject the null hypothesis if the calculatedP-value is greater than 0.5. This study, therefore, accepts the null hypothesis. Customer motivation, therefore, does not have a statistically significant effect on emergent change preparedness among firms in the Telecommunications industry in Nakuru Sub County, Kenya.

ii)  Ho2: Customer training has no statistically significant effect on emergent change preparedness among firms in the Telecommunication industry in Nakuru Sub County, Kenya.

The findings also indicated that there was no significant effect of customer training on emergent change preparedness as shown by the p-value of 0.156 while the confidence level was 0.5. This study, therefore, accepts the null hypothesis. Customer training, therefore, does not have a statistically significant effect on emergent change preparedness among firms in the Telecommunications industry in Nakuru Sub County, Kenya.

iii) Ho3: Customer role clarity has no statistically significant effect on emergent change preparedness among firms in the Telecommunication industry in Nakuru Sub County, Kenya.
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It was also found that there was a statistically significant effect of customer role clarity on emergent change preparedness as shown by a p-value of 0.007 while the confidence level was 0.5. This study, therefore, rejects the null hypothesis. Customer role clarity, therefore, does have a statistically significant effect on emergent change preparedness among firms in the Telecommunications industry in Nakuru Sub County, Kenya. This is in line with a study by  Carbonell  et  al. (2009) who indicated that  in times of abrupt  change, it  is important for the organization to involve the customers and communicate to the customers effectively of what is expected of them in the organization. Establishing the roles that a customer  should  play  in  an  organization  paves  way  for  more  involvement  in  the organization.  Consequently,  customer role  clarity acts as the  foundation for customer motivation and customer training.

4.9 Chapter Summary

This chapter has discussed the data analysis that was undertaken for the study. Descriptive and inferential analyses were undertaken. The chapter has also discussed the findings of the study which are presented in form of tables and charts.
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CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSIONS,AND RECOMMENDATIONS

5.1 Introduction

This chapter provides a summary of the study outcomes. An account of the findings and their interpretation are given and the conclusions that are drawn from the study findings are laid down. The researcher then gives recommendations based on the gaps recognized in the study. The researcher also provides recommendations for further research studies that can be undertaken in the transdisciplinary area of customer participation and emergent change.

5.2 Summary of Findings

This  study  sought  to  examine  the  effect  of  customer  participation  strategies  on  the emergent change in the Telecommunications industry. This section gives an account of the summary of findings from the study. Specifically, the study sought to determine the effect of   customer   motivation   on   emergent   change   preparedness   in   Telecommunication industries, assess the effect of customer training on emergent change preparedness in Telecommunication industries, and to establish the relationship between customer role clarity and emergent change preparedness in Telecommunication industries, Nakuru Sub- County. This was achieved through the use of a descriptive research design. A structured questionnaire was used to collect primary data. The collected data were analyzed through descriptive and inferential statistics.

The study began by identifying the gender of the respondents and it emerged that the mobile communications companies in Nakuru Sub-County have more male employees as compared to their female counterparts. There was also a clear show of gender parity with no huge differences between the two genders. 53% of the respondents were male while 47% were female. Majority of the respondents were in the age bracket of 20-31 years. They were closely followed by respondents in the age bracket of 31-40 years. Then those who were in the age bracket of 41-50 years and finally the least percentage was by those in the  age  bracket  of  51-60  years.  This  is  a  show  that  the  managers  at  the  mobile communications companies in Nakuru Sub-County are young and at a productive age. In terms of academic qualification, it was clear that the majority of the respondents are degree holders  while  those  with  secondary  education  were  the  least  which  shows  that  the
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managers in the telecommunication companies are highly skilled. On the employment status, most of the managers are permanently employed and most of them were in the middle level of management.

5.2.1 Customer Motivation

The first objective of the study sought to determine the effect of customer motivation on emergent change preparedness. The findings indicated that during abrupt changes, 36.8%

strongly disagreed that customers are involved in co-creation.

However, there was an indication that rewards motivate customers to be involved in the organization39.5%.The respondents also felt that customers do indeed put more effort into theself-service  provision  in  times  of  emergent  change.  Innovation  comes  about  when customers  interact  with  the  service  providers.  The  respondents  were  neutral  when indicating whether the customers felt a sense of accomplishment when performing services by themselves during times of abrupt changes.

There  was  a  positive  moderate  correlation  between  customer  motivation  (r=0.461, p=0.004)  and  emergent  change.  Multiple  regression  analysis  indicated  that  customer motivation  was  a  significant  predictor  of  emergent  change  preparedness  (B=  0.012, P=0.940). The null hypothesis that customer motivation has no effect on emergent change preparedness among firms in the Telecommunication industry in Nakuru Sub County, Kenya was accepted. It was therefore found out that customer motivation does not have a statistically  significant  effect  on  emergent  change  preparedness  among  firms  in  the telecommunication industry in Nakuru County, Kenya

5.2.2 Customer Training

The second objective sought to assess the effect of customer training on emergent change preparedness. The findings showed that 57.9% of the respondents strongly agreed that training does help customers to be able to use services on their own. This can be attributed to the fact that55.3% of the respondents agreed that the customers are more confident in their ability to perform services when emergent changes occur. However, when confronted with abrupt changes, the study shows that 63.2% of the respondents disagreed that the customers are able to identify diverse and different solutions. This shows a great inability for the customers to identify diverse and different solutions in times of abrupt changes. The
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findings also pointed out that the customers feel qualified to participate in the organization during abrupt  changes  with  47.4% of the  respondents agreeing;  because  they receive training from the organization. The findings also pointed towards training customers to help them remain calm in times of unanticipated challenges with 42.1% of the respondents agreeing.

There  was an indication of  a  positive  moderate  correlation (r=.475, p=.003)  between customer training and emergent change. In order to establish a causal relationship, multiple regression analysis was conducted and revealed that the relationship between customer training and emergent change was insignificant (B=0.234, P=0.156).The null hypothesis that customer training has no effect on emergent change preparedness among firms in the Telecommunication industry in Nakuru Sub County, Kenya, was accepted. Hence, it was found that customer training does not have a statistically significant effect on emergent change preparedness among firms in the Telecommunication industry in Nakuru County, Kenya.

5.2.3 Customer Role Clarity

The third objective was to determine the relationship between customer role clarity and emergent change preparedness. To be able to prepare the customers for the emergent change, it is important for the customers to be able to understand their roles which should be clearly defined. The study findings point out that 42.1% of the respondents disagreed that the customers understand what is expected of them when sudden changes occur in the sector. 71.1% strongly agreed that the customers were not certain on how to effectively use self-service  options when there  are  abrupt  changes.  Even so,  half of the  respondents indicated that customers share new information related to the services that they receive with the organization. This proves to be beneficial in times of abrupt changes as the customers recommend the products provided by the organization to other customers with

44.7%  of  the  respondents  agreeing.  44.7%  of  the  respondents  indicated  that  the organization does acknowledge the feedback that is given by the customers.

To  understand  the  relationship  between  customer  role  clarity  and  emergent  change preparedness, Pearson correlation was run and it was revealed that a positive moderate relationship exists (r=.496, P=.002). Further, to establish a causal relationship, multiple
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regression analysis was conducted which revealed that indeed there was a significant statistical relationship,(B=0.458, P=0.007), between customer role clarity and emergent change preparedness. This led to the rejection of the null hypothesis that there is no relationship  between  customer  role   clarity  and  emergent   change   preparedness  in Telecommunication  industries,  Nakuru  Sub-County.  Hence,  customer  role  clarity was found  to  have  a  positive  and  statistically  significant  effect  on  emergent  change preparedness among firms in the Telecommunication industry in Nakuru County, Kenya

5.2.4 Emergent Change Preparedness

On emergent change preparedness, 34.2% of the respondents directed that the customers voluntarily give ideas that deal with abrupt changes in the organization. The study also showed that the customers embrace abrupt changes that occur with 47.4% agreeing with the statement. There was also an indication that (42.1%) of the respondents were neutral in that the customers are fully equipped with knowledge on the abrupt change that takes place in  the  organization.  It  was,however,44.7%strongly  disagreed  that  the  customers  are involved in co-creation to solve issues dealing with abrupt changes.

5.3 Conclusion

Customer participation in the telecommunications industry has been embraced fully with the  mobile  communications  companies  seeking  to  involve  customers  in  the  service provision process. The recognition of the customers in service provision is a process that still continues to be adopted. This becomes even a complex dimension when the aspect of emergent  change  is  introduced.  The  mobile  communications  companies:  Safaricom Limited,  Airtel  Kenya  and  Telkom  Kenya  have  swiftly enacted  and  put  in  to  place strategies that enable their customers to deal with an emergent change such as abrupt changes in the economic and political arena, and technological changes.

This study sought to establish the effect of customer motivation on emergent change preparedness. The study concludes that there are many strategies that can be undertaken to bring about preparedness for emergent changes that may occur such as offering rewards to the customers. The rewards include gift packs, promotional materials such as t-shirts, umbrellas,and  cars,  as  well  as  loyalty  points.  The  loyalty  points  are  used  in  the
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exchangefor certain products and services offered by the organization such as mobile phones, airtime, and internet bundles.

Interaction with service providers also helps the customers to be innovative especially in times of abrupt changes. Face to face is a more preferred method of communication between the customers and the mobile telecommunication company representatives. When the customers are motivated, they are able to provide ideas voluntarily to the organization. The ideas can be used to deal with issues that are present during abrupt changes in the organization.

The  study also  sought  to  assess  the  effect  of  customer  training on  emergent  change preparedness.  The  study  concludes  that  training  is  a  vital  component  in  aiding  the customers to be prepared for emergent changes that may occur. The study concludes that the mobile telecommunications companies provide training to their customers. Training helps the customers to be able to use services on their own and be confident in their ability to participate in the organization when an abrupt change occurs. It is conducted when it is necessary to do so; such as when new products and services are introduced. The study also deduces that as a way of training their customers, there is a need to keep the customers informed at all times through the use of media. Media use comprises of mass media which includes the use of television, radio, and newspapers; and also the use of social media sites such as Facebook, Instagram, and Twitter.

Role clarity for the customers should be able to ensure emergent change preparedness. The study concludes that customers should take part in the service provision process in the organization. The study deduces that customers do not know what is expected of them when sudden changes occur in the sector. The study also concludes that during abrupt changes, the customers are not certain on how to effectively use self-service options. Despite  this, the  customers are  able  to share  new information related to the services provided by the  organization. Additionally, this study concludes that the  organization acknowledges the  feedback that is provided by  the  customers during times of abrupt changes. In return, the customers recommend the products provided by the organization to other customers. When customer roles are clear, they are able to embrace abrupt changes more.
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From the study, conclusions are drawn that the telecommunication companies only train and motivate their customers on planned change rather than emergent change. Therefore, illuminating  the  rationale  as  to  why  the  significance  level  of  customer  training  and customer motivation is relatively low as compared to customer role clarity.

Finally, this study deduces that there are other variables that influenced the independent variables; but were not captured in the present study leading to a study gap that needs to be explored.

5.4 Recommendations

According to this study, customer motivation plays a role in preparing customers for the emergent change. Therefore, this study recommends that customers should be involved in the co-creation so that they can become part of the organizational development. It is essential to note thatcustomers are a valuable resource to the organization and involving them in the co-creation enables them to spawn customer loyalty through innovation. In addition, when customers are involved in the co-creation process they are motivated to bring about products and services that they actually want and fully understand. Co-creation helps the customer to be prepared for emergent changes through the identification of diverse different solutions. Since all the stakeholders are involved in co-creation, the risk associated with the development of the product is mitigated hence preventing the product to become a total failure. The customers are adequate problem solvers as a result, they will be able to perform self-service successfully and confidently during abrupt changes.  A healthy relationship  between  customers  and  service  providers  should  be  strengthened through constant face to face interaction. This way, fear by the customers is reduced during abrupt  changes  and  motivation  increases  the  idea  generation  process  hence  more networking is encouraged leading to customer growth in the organization.

Customer training is warranted in ensuring the customers are ready at all times to ensure that even in times of abrupt changes, the customer is able to identify diverse and different solutions. Training moves the customer from being a passive participant to an active one, as a result, they are able to identify diverse and different solutions when confronted with abrupt changes. This study endorses that training should also be viewed as a way of motivating customers which also results to customer readiness for the emergent change
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and customer loyalty. When training is pegged on the organization goals, confidence is built on the customers and therefore, they are able to conduct self -service option with courage. It is important to include diverse training on the customer as well as keeping them up-to-date on the affairs of the organization including the changes that they may arise. The organization might also opt to use pamphlets as well as other media platforms.

The study recommends that organizations should focus on customer role clarity by first analyzing and understanding the roles that customers should play in their organizations during the emergent change. From this understanding, the organization is able to clarify to the customers the roles which they should play. Customer role clarity is the underpinning customer participation strategy that  should prompt  customer motivation and customer training for emergent change preparedness. Customer role clarity is the umbrella upon which  customer  motivation and  customer  training thrive.  The  organization  is  able  to distinguish  the  active  participants  and  the  passive  ones  so  that  it  can come  up  with strategies on how to improve both on different lengths. On the self-service provision, the organizations need to increase the engagement of the customers so that the customers can become  more  actively  involved  in  the  organization.  This  increases  emergent  change preparedness. Customer role clarity intensifies the ability to know what is expected of the customer during the abrupt change. This way, the customer is able to identify with the organization longer and become loyal despite the turbulence that the organization might face. Customer role clarity will enable existing customers tobecome role models to the new customers.

5.5 Suggestions for Further Research

Based on the findings made in this study, the researcher makes the following suggestions:

1.  A similar transdisciplinary research should be done on customer participation and

emergent change in other sectors such as the banking sector.

2.  Future  researchers  need  to  investigate  other  variables  influencing  customer

participation strategies.

3.  A  similar  study  can  be  replicated  so  as  to  understand  customer  participation strategies  and  emergent  change  preparedness  focusing  on  the  views  of  the customers.
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APPENDICES

Appendix 1: Letter of Introduction

My name  is  Joyce  Viata.
I am  a  Student  of  Masters  of  development  at  St. Paul’s

University, Nakuru campus, Kenya.  As part of the requirement for this degree, my study examines the effects of customer participation strategies on emergent change preparedness. I am carrying out this study in accordance with the regulations of St Paul’s University. You have been identified as a participant in the study because of your wide knowledge and experience. I am kindly requesting you to participate in this survey questionnaire. The information provided will be confidential and used for the purpose of this study. No reference to you or any other individual(s) shall be made in the report of the study unless you give your consent. You are free to withdraw from this study at any time and without giving any reasons. Thank you for accepting to my request as the contribution you are making will go a long way in enhancing this study

Thank you for your responses.

Yours faithfully

Joyce Viata

i

Appendix II: Questionnaire

Introduction

My name  is  Joyce  Viata.
I am  a  Student  of  Masters  of  development  at  St. Paul’s

University, Nakuru campus, Kenya.  As part of the requirement for this degree, my study evaluates the effect of customer participation strategies on emergent change preparedness. I am carrying out this study in accordance with the regulations of St Paul’s University. You have been identified as a participant in the study because of your wide knowledge and experience. I am kindly requesting you to participate in this survey questionnaire. The information provided will be confidential and used for the purpose of this study. No reference to you or any other individual(s) shall be made in the report of the study unless you give your consent. You are free to withdraw from this study at any time and without giving any reasons. Thank you for accepting to my request as the contribution you are making will go a long way in enhancing this study.

Section A: Background Information

1. Gender of the respondent. (Please tick one)

Male

Female

2. What is your age in years? …………………………………………..

3. What is your highest academic level that you have completed? (Please tick one)

No Formal education

Primary education

Secondary education

Vocational Schooling

University degree

Other Specify…………………………………………………..

4.   What is your employment status? (Please tick one)

Permanently Employed

On contract

ii

Section B:  Customer Motivation

1.   State your level of management ----------------------------------------------------------

2.   What is your preferred method of communication to the customer? (Please tick one)

Face to face

SMS

Telephone call

Internet

3.   How often does the customer access organization’s products? (Please tick one)

Daily

Day only

Evening only

Weekends

Seasonal

When necessary

4.   How often does the customer buy products from your organization? (Please tick one)

Once a week

Twice a week

Thrice a week

Monthly

5.   Does the customer receive any rewards from your organization?

Yes

No

If yes, describe the rewards---------------------------------------------------------------------------- -------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------

iii

Section C: Customer training

1.
Do you think that customer training is important?

Yes

No

2.   Does your organization provide training for the customers?

Yes

No

3.   If yes, how often are the training programs conducted? (Please tick one)- If no skip to

Qn. 5

Monthly

Half Yearly

Annually

Others specify--------------------------------------

4.   What kind of training have the customers benefitted from your organization?

-------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------

5.   Does the organization keep the customer informed about new service features?

Yes

No

If yes, which medium is used to pass information?

------------------------------------------------------------------------------------------------------------- -------------------------------------------------------------------------------------------------------------

iv

Section D: Customer Role Clarity

1.   Does  the  customer  need  to  take  part  in  the  services  provision  process  in  the

organization?

Yes

No

i.
If yes, what kind of ideas does the customer provide to the organization?

-------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------

ii.
Are those ideas used by the organization?

------------------------------------------------------------------------------------------------------------- -------------------------------------------------------------------------------------------------------------

-------------------------------------------------------------------------------------------------------------

2.   In  what  ways  does  the  customer  communicate  with  the  organization  about  the

products and services?

-------------------------------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------------------------- -------------------------------------------------------------------------------------------------------------

3.   How often does the customer give feedback to the organization? (Please tick one)

Weekly

Monthly

Annually

Others, specify---------------------------------------------------------------------------------

v

Section E: Customer participation strategies and emergent change preparedness

The following are statements on customer participation strategies and emergent change preparedness. Kindly tick the column that best describes your level of agreeableness on each statement where; SA=Strongly Agree A-Agree N=Neutral D=Disagree SD=Strongly Disagree

	
	Statements
	SA

5
	A

4
	N

3
	D

2
	SD

1

	
	Customer Motivation
	

	1
	When a customer put effort, they are able to perform self- services successfully during abrupt changes
	
	
	
	
	

	2
	Rewards motivate customers to be more involved in the organization during changes in the organization
	
	
	
	
	

	3
	Customers feel a sense of accomplishment when performing services by themselves during abrupt changes in the organization
	
	
	
	
	

	4
	Customers feel more innovative when interacting with their service providers during abrupt changes
	
	
	
	
	

	5
	Customers are involved in co-creation in the organization during abrupt changes
	
	
	
	
	

	
	Customer Training
	

	1
	Training has helped the customer to be capable of using services on their own
	
	
	
	
	

	2
	Training has helped the customer to be confident in their ability to perform services during abrupt changes
	
	
	
	
	

	3
	Customers feel qualified to participate in the organization during abrupt changes
	
	
	
	
	

	4
	When confronted with abrupt changes, customers are able to identify diverse and different solutions
	
	
	
	
	

	5
	Training helps the customer remain calm in times of unanticipated challenges
	
	
	
	
	


vi

	
	Customer Role Clarity
	

	1
	Customers are not certain on how to effectively use self-service options when there isabrupt changes in the organization
	
	
	
	
	

	2
	Customers know what is expected of them when sudden changes occur in the sector
	
	
	
	
	

	3
	Customers share any new information related to the services they receive with the organization that is beneficial to them during abrupt changes
	
	
	
	
	

	4
	The organization acknowledges the feedback that customers give during abrupt changes
	
	
	
	
	

	5
	Customers would recommend the products provided by the organization to other customers
	
	
	
	
	

	
	Emergent change preparedness
	

	1
	Customers are fully equipped with knowledge on the abrupt change that takes place in the organization
	
	
	
	
	

	2
	Customers are able to embrace abrupt change that happens at the organization
	
	
	
	
	

	3
	Customers are able to voluntarily give ideas that deal with abrupt change at the organization
	
	
	
	
	

	4
	Customers have been involved in co-creation to solve issues dealing with abrupt changes
	
	
	
	
	


Thank you for your participation
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