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ABSTRACT 

The purpose of this study was to investigate how corporate culture maintenance 

influences customer satisfaction at New Kenya Cooperative Creameries (New KCC). 

The study objectives were to establish the nature of corporate culture maintenance, 

determine the extent of customer satisfaction, establish relationship between customer 

satisfaction and maintenance of a corporate culture, and determine other factors that 

influence customer satisfaction in New KCC. The study applied the descriptive 

research survey design with a target population of 1200 customers and 75 managers 

based at the head office. The study collected both qualitative and quantitative data 

through a questionnaire. The qualitative data was analysed using translation and 

thematic analysis, while the quantitative data was analysed using descriptive statistics. 

The average mean score of corporate culture maintenance at New KCC was 

established to be 3.50 and 3.29 according to the managerial and customer 

respondents, respectively, implying a moderate extent. Overall, on customer 

satisfaction, 35% of the respondents indicated a large extent, 30% a small extent, 25% 

a very small extent, while only 10% stated a large extent. The findings of the 

regression analysis further revealed a coefficient of determination R square of 0.554, 

which implies that 55.4% of changes in the customer satisfaction are explained by the 

studied factors. The study also found out other six factors that influence customer 

satisfaction, namely previous experience, complaint handling, employee attitude, 

personal needs, marketing communications, and level of the involvement in the 

purchase. One of the study’s recommendations is that organizations need to 

strengthen the set of principles governing their corporate cultures. Further studies can 

be conducted investigating the challenges affecting corporate culture maintenance as 

well as other factors affecting the satisfaction of customers. 
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Corporate culture influences the interpretative schemes and behaviour of everyone in 

an organization and, therefore, it is the basis for other components and management. 

According to Janicijevic (2012), the top management of a company selects strategy 

depending on the values and norms exhibited in their corporate culture. Belias and 

Kouselios (2014) also agreed with the use of corporate culture to shape attitudes and 

foster motivation among all members of a corporation. This is possible because the 

corporate culture through behavioural expectations and normative beliefs, bind 

employees together, and they are also factors that can be changed.  

However, the effect of the corporate culture maintenance on customer satisfaction is 

yet to be comprehensively established by the existing literature which necessitated the 

study with key emphasis being new Kenya Cooperative Creameries (new KCC). This 

chapter forms a background that informed the study and it comprised of the 

background of the study, statement of the problem, purpose of the study and the study 

objectives. The chapter also encompasses the study rationale, significance, 

assumptions made, scope of the study, limitations, and delimitations as well as 

definition of terms.  

Background to the Study 

In the current competitive business landscape, characterized by globalization and 

advancement in technology, managements are necessitated to constantly evaluate their 

dynamics to attain a competitive advantage (Belias & Kouselios, 2014). Particularly, 
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customer satisfaction has been established to highly determine not only the 

organizations’ performance but also the sustainability. This is largely because the 

customers have a high communication power, in that when they are well served, they 

are likely to lure more customers into the organization (Kiptoo & Mwirigi, 2014). 

This shows the importance of any firm to adopt a culture of keen monitoring of 

customer satisfaction management.  

Customer satisfaction may be termed as the customer attaining a positive state which 

is mostly emotional after purchasing a certain commodity or having been attended to 

(Singh, 2006). This relates mainly to how they are communicated to when they first 

contact a shop and on their subsequent visits. Proper communication enables the 

customer to feel they are of value hence satisfaction is attained. This has seen most 

corporate communication and public relation departments rely heavily on customer 

feedback to make strategic plans pertaining to the corporate culture (Rashid, 2008). 

In this regard, companies strive to maintain a positive corporate culture for the sake of 

their customer and if the public image or brand identity is threatened, immediate 

action must be taken (Kiptoo & Mwirigi, 2014). The immediate challenges which are 

experienced by the organizations include increased demands in returns, global 

expansions, and competitiveness (Oduor, 2013). This may not be possible if the 

customers are not contented by the services being rendered or the goods being 

provided by the corporate entity. Customer satisfaction thus acts as an important tool 

at gauging if the culture of an organization is effective and whether it should be 

improved. 

The backbone of any firm is its corporate culture, often referred to as organizational 

culture (Thompson 2016). It refers to a diverse combination of attitudes, policies, 

values, and ideas that serve as a direction for a company. The corporate culture is thus 
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reflected in the day-to-day practices, beliefs, and communications of a company. 

Guiso, Sapienza, and Zingales (2015), simplified corporate culture as the way an 

organization carries out its daily activities and how employees conduct themselves.  

Organization culture is a complex aspect of human life, often defined as the way a 

social group of persons conduct its day-to-day life (Kennedy & Deal, 2000). 

However, this broad definition does not consider the complexities of many variables 

that characterize different cultures (Pashiardis & Gary, 2008). This is because, culture 

is deeply entrenched into virtually every facet of human life hence, and it may be 

difficult to define it adequately and precisely without considering the diversified 

aspects. 

A corporate culture that is dysfunctional can affect a company’s business reputation 

and customer service negatively (Oduor, 2013). On the contrary, a healthy and 

positive culture not only ensures customers are retained; it also helps an 

organization/company attract new customers. A working corporate culture ensures 

feedback from customers is prudently taken into consideration (Morrison, See, & Pan, 

2015). The first people customers encounter are staff members, and they have insight 

as pertains to customer’s concerns and complaints, thus making them valuable assets 

in any organization. Open-door policy is quite useful in any organization as it ensures 

both the customer and management are satisfied (Thompson, 2016). 

Changes in a company’s corporate culture are important, regardless of whether the 

business is thriving at that moment, and there is always room for improvement 

(Gillespie, Denison, Haaland, Smerek, & Neale, 2007). A firm, whose culture is static 

and does not focus on the customer, can easily be condemned to oblivion (Mithas, 

Krishnan, & Fornell, 2013). However, Pollach, Johansen, Nielsen, & Thomsen, 

(2012) noted that corporate culture is not an easy concept to measure, and it cannot be 
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constrained to a list of dimensions or a two-matrix for qualitative research. 

Quantitatively, scholars have argued that management needs to have hard data for 

culture measurement, as there are several drawbacks of getting expensive and 

unreliable qualitative data, resulting to uncertainty in terms of information.  

Customer satisfaction strongly influences corporate culture and its maintenance 

(Rashid, 2008). Creating and maintaining a great customer base depends on the level 

of effectiveness of the corporate culture. Once the customer is satisfied, it means the 

culture is effective and this leads to better sales, delivery of service and staff 

motivation. However, the relationship that exists between corporate culture 

maintenance and customer satisfaction have been inconclusive.  

The new KCC despite being among the pioneers in the dairy sector has been 

experiencing unsatisfactory performance in the recent past. The organization portrays 

annual low returns which may be an indication of a struggle as a dairy powerhouse. 

Though rebranding to New KCC was expected to improve and outrun its predecessor, 

it is yet to regain its customer loyalty (Andae, 2015). This raises concern as to 

whether the current low customer satisfaction may be due to inefficiency(s) in New 

KCC maintaining its corporate culture.  

New Kenya Cooperative Creameries (New KCC) 

This study focused on New KCC, which experienced a major collapse and was 

eventually revitalized. However, the company is still struggling to busk in its former 

glory and one of the main issues impeding its success is lack of customer loyalty. The 

culture at New KCC which entails ensuring that the customers’ welfare and demands 

are highly prioritized remains unchanged despite leadership, policies, and 

management changes (Kimaiyo, & Ochiri, 2014). The reform of New KCC from 
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KCC by the government in 2003 is aimed at intervening to ensure that the company 

increases its contribution to the dairy sector (Atieno & Kanyinga, 2008).  

The new KCC was mainly put up to offer support to the settler farmers who had taken 

up dairy farming in highlands through offering insulation to them from economic 

downturn that had resulted from the First World War (Kimaiyo & Ochiri, 2014). The 

cooperative highly enjoyed the national monopoly it had at the time and grew steadily 

over the years. Due to market competition and inefficiencies on the part of directors 

and other internal problems, the cooperative collapsed having been sued by farmers 

and suppliers too, for non-payment. KCC at this point had become so inefficient in its 

service delivery (Chege & Bula, 2015).  

However, with rifts developing in the government, steps that had already been made 

in revitalization of the cooperation began to roll back due to interference from some 

of the politicians (Oduor, 2013). The norm becomes the corporate culture and 

maintenance of values that guarantee customer satisfaction become part of a firm’s 

organizational culture. New KCC has been plagued by continued decrease in the 

number of clients and their customer loyalty crisis has been in question from key 

stakeholders. For New KCC to offer great service, they must uphold the 

organizational values and maintain effective norms that aid in promotion of customer 

satisfaction.  

New KCC seems to be more promising as compared to the previous KCC. The 

company remained the leading player in milk products in 2016, with a retail value 

share of 29% (Toroitich, 2016). It was followed by RH Devani with a 14% value 

share, present with its Highland Brand. However, New KCC requires immediate 

intervention in terms of changing its culture to get customer confidence once again 

after a turbulent couple of decades (Kaitibie, et al., 2008).  
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A consumer study conducted in December 2012 in Kenya on the market share of 

dairy products revealed that, Molo Milk which is produced by Buzeki Dairy had the 

largest share in the market with 18%. This was followed by Tuzo produced by 

Brookside, and Ilara Brands having 15% each. While New KCC was the fourth based 

on this Consumer Insight Survey, having 10% market share ahead of Fresha produced 

by Githunguri which had 9% market share (Business Daily, 2015). 

This implies that New KCC has a relatively low consumer base rate as compared to 

the rest of the milk processing companies (Herbling, 2017). Measuring perceived 

customer satisfaction would not only enable New KCC adjust its cultural orientation, 

but it will help in investigating whether performance meets their expectations. This 

will also identify priority areas for improvement and will benchmark New KCC 

against other dairy organizations consequently, boost profits via improved customer 

loyalty hence the need for this study.  

Statement of the Problem 

Globalization, changing customer, investor demands, and cutthroat competition have 

drastically changed the environment in which organizations operate (Oduor, 2013). 

This heightens the need for firms to establish solid customer relationships, a 

significant number of loyal customers and good rapport with new customers enjoy 

great success. Having efficient communications in all organizational levels has been 

established to not only improve the success in the organization but also the customer 

relations (Froman, 2010).  

Organizations having proper corporate communications to its customers have been 

theorised to have higher returns (Belias & Kouselios, 2014).  The same relates to New 

KCC which has been analysed by both scholars and practitioners who have linked its 
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failed policies and underperformance that led to its collapse, as well as its 

revitalization to ineffective corporate communication (Andae, 2015). There is 

however inconclusiveness as to whether its customer’s base levels and satisfaction are 

influenced by maintaining a conducive corporate culture (Atieno & Kanyinga 2008; 

Nyaga, 2009).  

The literature is therefore not sufficient in explaining how customer satisfaction and 

maintenance of corporate culture interrelate.  Hence, there is a gap that the researcher 

intended to fill taking the case study of New KCC. New KCC has witnessed a 

decrease in the number in market share and questions have been raised time and again 

hence determination on the influence brought about by corporate culture maintenance 

was imperative. Understanding this is important in not only improving the 

organizational performance of New KCC but also ensuring overall customer 

satisfaction. This presents a research gap that this study addressed.   

Purpose of the Study 

The purpose of the study was to investigate how corporate culture maintenance 

influences the customer satisfaction.   

Objectives of the Study 

1. Establish the nature of corporate culture maintenance at New KCC. 

2. Determine the extent of customer satisfaction at New KCC. 

3. Establish relationship between customer satisfaction and maintenance of a 

corporate culture in New KCC. 

4. Determine other factors that influence customer satisfaction in New KCC. 
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Research Questions 

1. What is the nature of corporate culture at New KCC? 

2. What is the extent of customer satisfaction at New KCC? 

3. What is the relationship between corporate culture maintenance and customer 

satisfaction in New KCC? 

4. What other factors influence customer satisfaction in New KCC? 

Justification for the Study 

Understanding customer satisfaction is crucial for a company as it implies that the 

organization has understood the customers’ feelings, thoughts, and behaviour. In 

development of corporate culture, leadership style and the organization’s purpose are 

vital. The culture then develops within the constraints of technology, environment, 

leadership values and performance expectations (Thompson, 2016). Though the 

culture aims at ensuring capital maximization and profitability, it has been established 

to impact on various factors such as customer satisfaction. However, whether the 

influence that exists is positive or negative has not been well determined by the 

studies done. This is despite the studies establishing the consequences of poor 

corporate culture they were not able to fully determine the causes of this. This is of 

much importance as not only does understanding it have a potential of boosting the 

organization’s image but also enhancing the trust that exists.   

This study’s main aim was to establish whether New KCC’s corporate culture needs 

to be changed as customer satisfaction is extremely important for business to thrive.  

Therefore, the study highlighted that change in the corporate culture leads to 

improved customer satisfaction. This enables determination of the various factors 

which also have an influence on the customer satisfaction such as competitive brands, 
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which has not been established yet by the available literature. Justification for this 

study is due to the need for improved communication, both inside the corporate 

setting and with the customers to improve attitude in the firm and enhance the 

satisfaction among the consumers.  

Significance of the Study 

The revitalized New KCC’s performance is vital for the government, farmers and 

citizens who utilize the New KCC products at large as it is a tool used for 

development and economic growth by ensuring the stability of the dairy industry. 

Thus, this study provides data that can be used by not only stakeholders but scholars 

as a point of reference to the revival of other firms and organizations. This study also 

highlighted the crucial aspect of maintaining a reputable corporate culture, not only in 

New KCC but all organizations in general. This aims to ensure both customer and 

employee satisfaction so that employees would be motivated to improve service and 

increase their participation in target creation for their work.  

Assumptions of the Study 

1. There are challenges faced by New KCC in maintenance of its corporate culture. 

2. Customer satisfaction influences corporate culture maintenance at New KCC. 

3. Organizational leadership in New KCC influences maintenance of corporate   

culture in New KCC. 

4. System management influences the maintenance of a corporate culture in New 

KCC. 
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Scope of the Study 

The study aimed to investigate New KCC by looking at its performance beyond 

profits to establishment of a culture which fosters the goal of an expanded business 

role to ensure customer satisfaction. This study sought to take a different approach 

and focus on the involvement, adaptability, consistency, and mission of stakeholders, 

management at New KCC. The study focused on all the customers and managers of 

New KCC located at headquarters in Nairobi at Industrial Area in the Eastern part of 

Nairobi. The independent variable for the study was the corporate culture 

maintenance, the moderating variables was the various determinants of corporate 

culture maintenance in the organization namely, organization leadership and strategic 

management while the dependent variable was customer satisfaction. 

Limitations and Delimitations of the Study 

Limitations 

Limitations refer to the research conditions, which are beyond the control of the 

researcher and may restrict the data collection process and generalization of results 

(Best & Kahn, 2003). Most of the people in management level positions were very 

busy people and getting them was challenging also due to them working in shifts due 

to the Covid-19 pandemic to social distance while working. Senior level management 

employees were reluctant to offer current information related to the study that 

concerns customer satisfaction as they deemed such information to be very private 

and confidential as it may be accessed by their competitors. 

Delimitations 

Due to the respondents’ busy schedule, the researcher called ahead of time and made 

appointments with all the respondents. The researcher also assured them of 
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confidentiality during the entire study. The researcher also had approval from the 

Daystar University Ethics Review Board (DU-ERB) and the National Council for 

Science, Technology and Innovation (NACOSTI) for further reassurance. 

Definition of Terms 

Corporate culture: This involves a diverse combination of attitudes, policies, values, 

and ideas that serve as a guiding for an organization. It manifests itself in a company's 

daily operations, beliefs, and communications. (Oduor, 2013). In this study the 

corporate culture related to how the activities are done at New KCC. 

Corporate culture maintenance: This refers to the retention of current norms and 

practices in an organization (Rashid, 2008). In this study the corporate culture 

maintenance was accessed by the communication styles, management and 

organization structures maintained at New KCC over the years.  

Customer satisfaction: This relates to what the consumer anticipates will be the 

quality of a product or service, how they are served and how their complaints are 

addressed (Wu & Ding, 2007). In this study, it was determined by the customers’ 

satisfaction to New KCC’s products and services. 

Strategic management: These are measures put in place ensuring that organization's 

goals and objectives are accomplished that, in turn, influence the overall performance 

(Nedelea & Paun, 2009). In this study, it related to the strategies implemented in 

promoting customer satisfaction at New KCC. 

Leadership: This is the ability to influence others to achieve a common purpose and 

goal (George, 2000).  In this study, it comprised the New KCC management that has 

been put in place to ensure that the organization’s targets and objectives are 

accomplished. 
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Summary 

This chapter has provided background information pertaining to corporate culture, 

customer satisfaction and how the two relate. It has also brought forth the problem 

statement which necessitated the study. Additionally, the chapter has covered the 

study objectives and significance, providing an anchor on which the entire study was 

based on. The assumptions, scope, limitations, and delimitations have also been 

highlighted and finally key terms have been defined and operationalized. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

The literature review chapter examines other works by scholars and organizations 

related to customer satisfaction and corporate culture maintenance. The researcher 

also introduces the theoretical frameworks that underpin the study and which the 

researcher used to guide the study supporting the relationship that exists. It also 

outlines the conceptual framework of the study which is a diagrammatical 

presentation and summary of what the researcher intends to carry out with the 

research that sets the stage for the presentation of the research. 

Theoretical Framework 

Impression Management Theory 

The impression management theory was proposed by Edward E. Jones (1960). The 

theory provides a framework for understanding the establishment and maintenance of 

communication in entities. It brings out the uniformity and interlink between personal 

and organizational goals. Hence, impression management should be viewed as a basic 

interpersonal process. However, individuals may attempt to exercise control on the 

impression of other people based on their traits (Tedeschi, 2013). 

The main assumption of the theory is that humans, regardless of whom they are, are 

constantly concerned about how the outside individual views them, and as the setting 

changes, the contexts and ethics end up changing with the impression management 

techniques (Froman, 2010). Communication and the quality thereof can drastically 

change the quality of life for not only the communicator, also the individuals 
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surrounding them. The theory therefore boils down to an observer, and the sources of 

messages. However, it excludes the other models of communication because the other 

models of communication require another individual at the other end of the conduit, 

or they assume the communication constitutes the environment. This implies that 

communication is only serving a satisfaction to one primary individual at a given 

moment. 

The theory therefore emphasizes that the perception reality is tied on the desired 

impression and forms a basis on how operations are undertaken. The proposition of 

the study is that the creation of proper public perception is a key corporate culture 

strategy which improves the customer satisfaction. From the corporate 

communication view, the importance of the theory is ensuring that personal and 

organizational goals of New KCC are similar, and their actions create positive public 

perceptions which will in turn affect the overall customer satisfaction.  

Organizational Culture Model (OCM) 

Organization culture model (OCM) was introduced by Denison (1990). The theory is 

founded on four main cultural attributes, namely mission, adaptability, consistency, 

and involvement, as shown in Figure 2.1. Integration of all these four will translate 

into increased effectiveness of the organization (Denison, 1990). Involvement 

describes the commitment that employees place in their delegated duties, consistency 

describes the source of stability of the firm, adaptability ensures that the demands of 

the environment are well addressed while mission shapes the organization in ensuring 

the organization’s goals and targets are well achieved (Denison, Janovics, Young, & 

Cho, 2006). 
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The theory's significance is that it depicts involvement and participation as implying 

the development of human potential, ownership, and a sense of accountability, 

thereby meeting the firm's aims and dedication (Denison, 1990). The importance of 

the theory to the study is through providing a framework through which efficient 

corporate cultures are created and maintained.  

 

Figure 2.1: Denison Organizational Culture Model 

Source: Denison (1990). 

 

General Literature Review 

Corporate Culture Maintenance 

Janicijevic (2012) defined corporate culture as the assumptions, norms, and values of 

an organization, which are manifested by the symbols through which the organization 
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has been developed. Similarly, Johnson and Scholes (2006), described an 

organization’s culture to be the pattern in values and beliefs which are regarded to act 

as guidelines through which opportunities and problems facing the organization are 

managed. From the above definitions, the culture of an organization means that every 

member understands the organization, how it functions and changes. 

Organizational culture is a constituent of a set of resources and capabilities that 

generally define the appropriate quality methods and tool an organization can adapt 

(Oliver, 2011). Organizations have various working environments, work attitudes, and 

leadership styles, all of which influence the quality management approach's adoption. 

As a result, it's critical for businesses to understand their organizational culture 

profiles in order to integrate quality management principles and select the best 

strategy development and continuous improvement technique. 

Corporate culture can be analysed as the system being influenced by environmental 

inputs and outputs such as products, technology, and behaviour (Guiso, et al., 2015). 

According to Janicijevic (2012), corporate culture influences the interpretative 

schemes and behaviour of everyone in an organization, the top management of an 

organization selects strategy based on the characteristics they exhibit in their 

corporate culture. Belias and Kouselios (2014) also agreed with the use of corporate 

culture to shape attitudes and foster motivation among all employees. This is possible 

because the corporate culture through behavioural expectations and normative beliefs, 

binds workforces together, and they are also factors that can be changed. 

As stated by Ricardo and Gonzalez (2015), organisations should incorporate risk 

management in its corporate culture as this minimizes uncertainties. Thompson 

(2016) found out that, changes in a company’s corporate culture are important and an 
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organisation, whose culture is static and does not focus on the customer, can easily be 

condemned to oblivion. However, Pollach et al. (2012) established that corporate 

culture is not an easy concept to measure, and it cannot be constrained to a list of 

dimensions. Quantitatively, scholars argued that management needs to have hard data 

for culture measurement as there are several drawbacks of getting expensive and 

unreliable qualitative data, resulting to uncertainty in terms of information (Guiso, et 

al., 2015). 

The new KCC needed major strategic improvement, drastic change in their culture 

and better leadership. Despite its revitalization in 2003, New KCC is still 

experiencing stiff competition from other dairy companies such as Brookside and 

Githunguri Farmers as discussed in chapter one. KCC lost loyal customers and 

employee confidence due to leadership crisis and poor culture that led to subsequent 

employee and customer dissatisfaction (Oduor, 2013). This is expected to be 

improved by the development of the New KCC. However, for an organization to 

revive lost status and renew trust as well as gain employee confidence, they require a 

radical strategic overhaul which heavily touches on the firm’s culture. Changing an 

organization’s culture requires a firm to rethink its values, mission, vision, and 

structure as well as its leadership (Belias and Kouselios, 2014). 

Determinants of Corporate Culture Maintenance 

Strategic Management 

There are mainly three levels of strategy: namely corporate, business, and operational 

levels. This study focused on the corporate level of an organization which 

encapsulates the overall purpose and scope the entity, and the value addition thereof 

(Johnson & Greenwood, 2008). Strategic decisions should specify activities and 
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implementation agenda for the purpose of attaining organizational goals by way of 

scanning, forecasting, and assessing the business environment (Hitt, Ireland, Sirmon, 

& Trahms, 2011). According to Arasa, Aosa, and Machuki (2011), two major schools 

of thought exist within the strategic management field. They are the rational school 

and the emergent/adaptive strategy school. 

Porter (1979) conceptualized strategic positioning of a company in the wake of 

competition within its industry in order to attain stability and organizational success. 

The goal of the five forces framework cannot be gainsaid. Researchers in different 

geographical contexts including Europe, the United States of America (USA), South 

America and Asia have established the effect of strategy and other factors on 

organizational performance (Schmidt, 2010). Since these studies were conducted in 

different jurisdictions with varying manifestations, they may not be fully applicable to 

the phenomena obtaining in the Kenyan situation.  

Many studies in Kenya and sub-Saharan Africa have also established a correlation 

between strategy and performance. Managers, according to Grundy (2006), place a 

greater emphasis on the external environment than on traditional strengths, weakness, 

opportunity, and threat (SWOT) analysis. Hitt et al. (2011) postulated that a new 

competitive landscape has emerged based on technological revolution, increased 

globalization, and that the strategic discontinuities encountered by firms transform 

competition. 

As noted by Ongonge (2013), the time between strategic planning exercise and the 

period when formulated strategies are applied is a great challenge to many 

organizations. This is due to lack of effective process ownership and structures that 

can effectively transmit and successfully transform the strategies into strategically 
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useful and mission relevant actions. The challenge in strategy execution is a 

phenomenon that confronts organizations immediately after the initial strategic 

planning exercise when theory has to be transformed into actual strategy execution. 

The strategic management theory acknowledges that behind every organisation is a 

management team that comprises professionals who are empowered to make 

decisions about strategic alternatives, internal resources allocation, directions on an 

organisation’s activities, and so on. This means that the strategic behaviour and 

practices of an organisation in this context is represented by strategic choices of 

managers (Todeva, 2007). However, an organisation becomes successful when all 

these groups participate in setting goals as well as in making decisions. This is 

because priorities as well as information held by these groups may vary by group and 

could be an important source of conflict. 

The new KCC is in dire need of redeeming its brand moreover, it also needs to work 

on its strategic management to have a total culture restructuring (Belias & Kouselios, 

2014). The relationship between strategic management and corporate culture in 

achieving good performance and success for a firm is a subject under study by 

scientists and business theorists. Strauss and Sayles (2002) argued that the chain of 

command and span of control influences effective strategy implementation and are, 

therefore, important aspects of an organization.  

Similar sentiments were expressed by Rao (2010) who stated that the organization’s 

overall strategy determines the goals and objectives that in turn influence the 

structure. For instance, an organization whose goal is to provide certain services will 

ensure that its structure promotes standardized and efficient services for ultimate 

customer satisfaction. Another example is an organization trying to employ a growth 
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strategy to enter global markets. Such an organization will need to adopt a flexible 

structure that readily adapts to a changing business environment. 

Organizational Leadership 

Every organization yearns survive and sustain its presence by improving performance 

(Alhadid, 2016). Effective leadership has thus shown to be essential for implementing 

strategies that engage employees and ensure organizational. Effective leaders highly 

determine how the firms operated, not only internally but also externally and therefore 

have the potential to affect job-related behaviour and performance. However, all 

leaders are not the same; some may possess certain leadership styles which others do 

not have. What raises concern thus is whether these styles impact differently on an 

organization.  

Leadership is an important aspect in the organization with critical roles attributed to 

the contribution of leaders. The ability of leaders to take up their obligation to provide 

a vision for the organization in line with its vision lies in their perception of the 

expected leadership roles especially as applies to change management. Whether the 

leaders can support the envisage change highly depends on the enabling environment 

for leaders at all levels to take up their responsibility, the skills to provide leadership 

and the willingness of the followers to be lead. Factors such as the values and norms 

of the organization, the existing structures and policies equally are key catalysts to be 

put into consideration in the quest to achieve successful change implementation. 

Change can be said to be successful if there is a buy-in-by the entire organization to 

move in a specific direction with little or no resistance to change, change targets are 

achieved as planned, and the desired change becomes the new way of life in the 

organization. 
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Organizational culture is closely related to organizational leadership. From the norms 

of the corporate culture, managers can shape their leadership and define the motives 

and needs of employees (Janicijevic, 2012). The top management should also clarify 

the firm’s strategic intent, to effectively shape the organizational culture. The results 

are strategic plans aligned to opportunities and change. The second responsibility is to 

provide management the skills to cope with a dynamic and a rapidly changing 

business environment. Thus, organizational leadership guides employees and the rest 

of the organization towards a common vision (George, 2000). 

The transformational model, which is widely discussed in academic literature is the 

preferred leadership style for most businesses, it is thought to contain both features of 

strong and democratic leadership that tries to expand an organization (Heather, 2017). 

In contrast to both transformational and transactional leaders, situational leaders are 

context dependent. Their leadership is influenced by the environment in which they 

find themselves. The efficacy of a situational leader is determined by the environment 

in which the organization operates, such as organizational structure, type of 

organization, type and quantity of personnel, and organizational culture. 

Other varieties of leadership, such as autocratic and democratic leadership styles, as 

well as laissez-faire leadership, are also discussed in the literature. In autocratic 

leadership, power and authority are centralized and rest on the leader of the 

organization or department. There is no delegation of authority and there is a lack of 

good communication between the leader and his or her subordinates (Saad, 2017). 

Democratic leadership, on the other hand, exhibits openness and a readiness to 

negotiate, as well as excellent communication and delegating. Democratic leadership, 
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as the name implies, is consultative and focuses on demonstrating power 

decentralization and group participation. 

On the other hand, autocratic leadership style is the concentration of authority in the 

hands of the leader, with no room for delegation and a lack of clear communication 

routes between the leader and others in the company (Budohi, 2014). Another 

leadership style mentioned in the literature is laissez-faire, which focuses on giving 

employees the flexibility to make their own decisions without relying on the leader's 

input. As the name implies, this leadership style involves the leader taking a hands-off 

approach (Spendlove, 2017). 

In a company, the Board of Directors is responsible for making the long-term 

decisions and drawing corporate strategies (Kiptoo & Mwirigi, 2014). Another 

primary function of the management is to offer leadership and guidance on the 

direction the business should take in the process of undertaking the strategic plan. The 

management employs tools such as Porters five forces, SWOT analysis, competitor 

analysis and gap analysis to analyse its external environment and come up with an 

inclusive strategic plan.  

Leaders’ actions are affected by organization policies (leader’s decisions must be 

within organization policies) and organization structure (leaders’ actions will be 

implemented within existing organization structures). Leaders’ activities have to make 

sense to the followers where the “sense” is determined by organization culture, 

structure and policies. Change implemented through organizational structures and 

policies makes it simpler for followers to identify with the change. This means that 

change implementation will be restrained by the existing organization policies and 
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organization structure and hence cannot be ignored to decrease follower resistance 

and enhance their support. 

 

 

Organizational Structure 

The design of an organization through people positions and responsibilities in order to 

achieve organizational goals refers to organizational structure. A formal structure is 

not always the result of a small informal business environment. In large organizations, 

responsibilities must be distributed. As a result, policies and processes are in place to 

assign responsibilities to various jobs. Various organizational functions influence and 

shape the organizational structure of your organisation (such as marketing, finance, 

human resources, and operations). The three main types of organizational structures 

are functional structure, divisional structure, and matrix structure. 

Organizational structures exist in two basic forms, the organic and the mechanical, 

each in opposition to the other. The length and frequency of future activities and 

change implementations are also considered, as measured by four key organizational 

characteristics: standardization, formalization, role specifications, and centralization 

of its operating unit. A structure acts as a foundation for laying down clear operating 

principles in order to keep the business running smoothly. It establishes job duties and 

responsibilities, sets hierarchical lines of power, and specifies communication 

channels to determine how information should move inside the company. A well-

designed organizational structure will provide the following advantages: positive 

impacts on both its employees’ and its performance. 
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The organizational structure has been established to be greatly determined by its set 

vision and mission. Vision and mission have been recognized as a part of the more 

practical view on the strategy formulation process for all types of organizations (De 

Salas & Huxley, 2014). To meet the current and future demands of the business 

environment, businesses formulate and implement strategic plans. In the modern 

economy, capital and physical assets no longer provide a competitive edge; businesses 

must get more creative to ensure customer satisfaction. As posited by Nedelea and 

Paun (2009), strategic use of information, knowledge assets and other resources are 

necessary for any competitive firm. 

According to Belias and Koustelios (2014), a corporation’s vision, mission statement, 

objectives and action form its strategic thinking model. A model of strategic thinking 

is a cognitive structure that conditions how a business reflects on its business project, 

that, why it deserves to exist and what it wants to be and to do. A mission statement’s 

concept expresses the crucial aspects of the firm, the reasons for its existence, nature 

of business and the groups the company serves.  

A company’s mission is a strategic plan and therefore, it should be drawn with the 

future in mind. A strategic mission defines the management’s view of what the 

organization wants to achieve and to become in the long-term. A company’s vision 

answers the questions “where do we want to go?” and “what do we want to be?” 

Belias and Koustelios (2014) defined vision as the strategic intention, the dream 

widely shared by each and every one of the people the organization gets involved 

with.  

Influence of Corporate Culture Maintenance on Customer Satisfaction 
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The potential of corporate culture is a major determinant of effective organizational 

performance. Corporate culture should be developed to fit a firm’s strategy through 

cultural innovation and maintenance. Culture maintenance is the process of 

integrating the new culture by uniting concepts in both the new and old cultures. 

Kiptoo and Mwirigi (2014) agreed that organizations must embrace cultural change 

for strategic planning to succeed.  Corporate culture determines the level of customer 

satisfaction.  

As Guiso et al. (2015) asserted, advertised values are irrelevant as anybody can claim 

them however what matters is how an organization measures values and principles 

that are supposed to inform of all the organization’s employees. According to 

Cornelissen (2008), corporate communication provides a framework of maintaining 

and establishing a more favourable reputation among key stakeholders. The corporate 

communication department is responsible for ensuring the corporate culture is upheld 

and that the identity of the company is not compromised (Cornelissen, 2008). 

The dynamic market in the dairy industry has improved tremendously due to product 

innovations and demand for quality (Michael, Christopher, Tzu-Hui, & Michelle 

2008). The milk processing companies are thus necessitated to highly prioritise the 

customers’ demands and interests during formulation of companies’ strategies. 

Particularly, the customer satisfaction has been linked to enhance the company’s 

future competitive nature and overall improvement of the customers’ satisfaction in 

New KCC. The customer’s satisfaction is hypothesized to improve the customer base 

value of the company which had been relatively low in the recent past. By satisfying 

the customers’ needs, it will enhance their loyalty and preferences towards New 

KCC’s products and services (Bei & Chiao, 2001). 
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Kenya’s Dairy Industry 

In terms of capacity and industry players, Kenya's dairy sector is the most advanced in 

East and Central Africa. The industry plays an important part in the Kenyan economy, 

providing essential nutrients to Kenyans, creating jobs, and contributing 6 to 8% of 

the country's gross domestic product. The industry contributes 14% of the agricultural 

sector's GDP. The dairy business generates around 1.5 million employment each year, 

both directly and indirectly. The industry provides a source of income for this 

population (Africa Food Manufacturing & Safety Summit [AFMASS] Kenya, 2017). 

The supply chain of the dairy industry mainly consists of small-scale farmers, co-

operative societies who package the products and distributors. An interesting trend in 

the industry is that eighty-four percent of the milk produced is available for purchase, 

without being processed.  

Despite the industry's important role in the Kenyan economy, it continues to face 

challenges from competition and customers' ever-changing tastes and preferences. 

The competition primarily comes from the numerous small-scale processors 

(AFMASS Kenya, 2017). Other limiting factors for the industry include fluctuations 

in production and hence milk prices, high production costs such as electricity, poor 

roads and, therefore, inability to transport the product to preservation zones, a lack of 

preservation equipment, poor animal husbandry resulting in low milk quality, and a 

lack of well-established markets. Furthermore, because the majority of farmers are 

small-scale, they are unable to streamline the industry (AFMASS Kenya, 2017). 

The advancement and affordability of milk preservation apparatus has resulted in the 

emergence of small dairy firms, which has had a significant impact on market prices 

and heightened competition. Technological progress has also made it easier to store 
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and process milk while preserving its quality. The Kenyan dairy industry is mainly 

dominated by few big processors including the New KCC and Brookside. This creates 

an opportunity for the big processors to grow their market share since they have the 

resources and the customer goodwill. This implies that the big players would find it 

easy to introduce new products or offer solutions to challenges facing farmers 

including provision of equipment for milk storage and hence increased supplies. In 

addition, since most of the product is consumed raw, running campaigns on the 

dangers of consuming raw milk would further grow the use of the milk proposed milk 

by the operators (AFMASS Kenya, 2017). 

History of KCC and its Decline 

In an attempt to strengthen the farm production of the small-scale farmers, 

cooperatives and agencies were formed with the aim of assisting in marketing of the 

produce. This explains the formation of KCC. Kenya Cooperative Creameries was 

appointed as the only agent to carry out milk processing. The regulation also required 

that only pasteurized milk would be sold in the areas through the formal markets. The 

dairy industries act was enacted after the Africans had been allowed to partake dairy 

farming and it was the most strategic move due to apprehension over inability to 

coordinate and monitor dairy products market either through direct negotiation or 

voluntary cooperation by the farmers. The white settlers also laid an elaborate 

infrastructure for dairy farming (Atieno & Kanyinga, 2008). 

The cooperative also served as an agent for the implementation of statutory milk price 

controls. The cooperative at this point offered a stable marketing system as it 

cushioned the smallholder farmers from fluctuating milk prices, hence, was a reliable 

outlet for them. In the late 1980s, KCC was struggling to meet the excess supply of 
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milk from the small-scale farmers. New dairy cooperatives were also registered 

during this time to fill the gap resulting from KCC’s declining capacity. It was 

estimated that by 2004 the small-scale traders accounted for about 86% of the total 

retail milk sales made (Atieno & Kanyinga, 2008).   

Consequently, there was the emergence of formal private processors such as the 

Delamere and Brookside who also had their own milk supplies. As of 2005, there 

were about 45 registered processors, but many did not survive the market as the 

competition from the raw milk traders was high and people preferred cheaper milk. 

These formal private processors tried to restrict the activities of the informal traders 

through their representation in the Kenya Dairy Board and through numerous 

advertising campaigns without much success.  Views on the effect of liberalization of 

the sector were mixed from different quarters and players in the field. Some donors 

such as International Livestock Research Institute (ILRI) that had championed for it 

considered it a worthy course and had created opportunities for small vendors who 

had taken up milk trading.  

While the price increase due to liberalization was modest, the move created volatility 

of prices for the producers. This was due to introduction of a competitive market in 

the industry as opposed to the earlier administered pricing system and partly also due 

to changes in the processing industry. KCC collapsed in 1999 and the cooperative was 

acquired by very powerful politicians after it was auctioned by Kenya Commercial 

Bank due to non-serviced loans (Wanyama, 2007). This raises concern as to whether 

the customers’ acceptance and content for the New KCC products does contribute to 

how the organization performs.  
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Effective response to customer’ demand in line with the changing environment has 

compelled New KCC to come up with strategies in their manner of approaching 

environmental dynamics. New KCC successful formulation of innovative strategy is 

based on specific requirements. These innovative strategies must start with 

consideration of the demand gap which is about defining the needs of the customers 

which are not met. This is followed by creating a niche of the customers with the 

unmet needs and deciding on how best to address the needs not met. Argument by 

Porter (1979) pointed out that innovation strategy is a result of need to create 

competitive advantage and that a strategy cannot be innovative if it does not lead to 

competitive advantage in a specific industry, improve organization capabilities and 

resources. 

Empirical Literature Review  

Business profitability is directly affected by customers’ satisfaction. Due to cut-throat 

competition, a firm needs to have a competitive advantage. Development of a good 

customer relationship and the management of that relationship are critical for 

customer retention (Pollach et al., 2012). As argued by Schweitzer (2008) it is 

essential to determine the behaviours and intentions in the consumers to be able to 

know what lies in the customer loyalty levels.  Cronin and Taylor (1992) established 

three main variables that measure the relationship between the constructs which 

include product and service quality. 

Guiso et al. (2015) argued that it is important to assess how employees perceive 

values rather than how they are advertised by an organization. The employees’ 

perception of integrity translates to their behaviour subsequently, affects productivity, 

industrial relations, and profitability. Customer satisfaction heavily determines 
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whether services being received increase their loyalty and whether the current culture 

is effective. With technology being a powerful contemporary voice, it is essential for 

the customer to receive great service however, it is also crucial for employees to 

genuinely deliver the service or promote a product if they believe and trust in the 

corporate culture.  

Souitaris and Maestro (2014), researched the cultural dimensions affecting returns of 

organizations. The study used a cross sectional approach and found out that 

polychronicity was a crucial aspect of the decision-making speed as most of the 

employees preferred to undertake simultaneous activities at a go. In another 

comparable study, Uzelac, Bauer, Matzler, and Waschak (2016), examined decision 

making process among merger and association (M&A) firms. The results of the study 

were that the style employed by those in charge strongly affected the decision-making 

speed among the M & A firms.  

Giampaoli, Ciambotti, and Bontis (2017) set out a study that aimed at investigating 

the relationship between problem solving, knowledge management and performance. 

Using a survey from 112 companies in Italy, the study showed that creativeness in 

problem solving as well as problem solving speed strongly affected the decision-

making process. The study also concluded that problem solving speed and creative 

problem solving had a positive impact on organizational performance. In a 

comparative study conducted in China and Australia, Zhao and Sheu (2019) also 

established that corporate cultures had a strong impact on the nature of decision-

making process in firms.  

Nielsen (2013) accessed the intervening effect of managerial authority on 

performance. The study targeted students in schools in Danish over a four-year 
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period. The findings of the study were that managerial authority played a significant 

moderating effect on the nature of decision-making process in the firms and 

subsequent impact on performance. This concurs with Keraro, Gakure, Katse, and 

Cheluget (2013) who did a case study of the public sector in Kenya investigating 

strategic planning and governance. The study concluded that managerial autonomy 

positively influenced the performance of the public firms. The findings compare to 

those of a study done by Inkinen (2016), who found out that having autonomous 

managers in the organization positively affected not only the speed but also the 

overall performance of the entities. 

According to Guiso et al. (2015), offering great service is costly and the negative 

consequences of providing subpar customer service may not be instantly felt. One 

terrible episode can hardly damage an ‘excellent reputation’ that has been long-

standing. Hence, without the appropriate motivation, employees and managers are 

likely to skimp on delivery of service or the quality of services offered. Guiso et al. 

suggested that the only solution is to raise impeccable service to a “value” level that 

has to be always respected and not a goal that can be traded off against other goals. 

A statistical analysis of over 20,000 customer surveys, carried out in 40 different 

countries by Growth Strategies International (GSI) on customer satisfaction indicated 

that total customer satisfaction increases revenue in an organization by up to 17 times 

more as compared to an organization where customers are dissatisfied (Singh, 2006). 

The study’s focus is New KCC, which experienced a painful collapse and is still 

struggling to revive itself besides major revitalization efforts from various 

stakeholders. 
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Conceptual Framework 

The independent variable for the study was corporate culture maintenance, the 

moderating variables was the various determinants of corporate culture maintenance 

in the organization namely, organization leadership and strategic management while 

the dependent variable was customer satisfaction. 
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Figure 2.2: Conceptual Framework 

Source: Author (2021) 

Discussion  

Corporate Culture 

This is the system of publicly and collectively accepted meanings operating for a 

given group at a given time in terms, forms, categories, and images that interpret 

people’s own situation to themselves. Subsequently, an organization’s culture 

describes values, beliefs and ideologies and organization holds and influences their 

behaviour. Management of organizational behaviour is crucial for the alignment of 

organizational objectives. Corporate culture may be effective at a particular time and 

ineffective at another time.  Corporate culture can be analysed as the system being 

influenced by environmental inputs and outputs such as products, technology, and 

behaviour (Guiso et al., 2015). 
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In this study, corporate culture was measured by brand awareness, corporate 

communication, corporate visual identity, corporate brand personality and customer 

relationship management. Brand awareness and corporate visual identity are 

concerned on the outward perception and recognition of the organization by the 

customers and other stakeholders. Corporate communication refers to how 

information is relayed in the entity in term of the communication channels, 

communication protocols and nature of communications made. On the other hand, 

corporate brand personality and customer relationship management are associated 

with how the organization relates with the customers as well as addressing any 

suggestions or complaints that may arise.  

Leadership 

Leadership is an important management function assisting an individual or a business 

in increasing efficiency and achieving goals. Leadership means different things to 

different authors. Most commonly, leadership is the influence, or the art of persuading 

others to work willingly and enthusiastically toward the achievement of group goals 

(Koontz, 2005). The process of influencing the activities of a formal or informal 

group in the task of goal setting and goal achievement refers to leadership. Leadership 

is the ability to influence others to achieve a common purpose. 

Few issues have been established to have more controversial history as compared to 

leadership traits. This is attributed majorly due to varying traits being found in 

individuals, of which some have been linked to effective leadership. Traits such as 

height, weight, physique are acquired hereditarily while others such as knowledge of 

the industry and cognitive ability are attained through experience and learning. The 
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leadership traits have been classified broadly into four including personality, social 

ability, and physical traits. 

The traits, however, are not sufficient in determining how good a leader will be. They 

only act as a pre-condition and the leader who possesses these traits must also 

accompany the appropriate actions for the desired effects to be achieved. Therefore, 

understanding the relative importance the leadership traits have may be used as an 

indicator for predicting leadership effectiveness in organizations. This may prove 

handy in the selection for leaders in firms and also assessing their performance.  

Leadership elicits governance that is voluntary in action, and this differentiates it from 

other forms of governance in exercising formal authority (Kinicki, 2008). Leadership 

is comprised of three major aspects. To begin with there must be a leader who 

exercises a command of authority. Also, there must be followers or staff who are 

willing to put the ideas of the leader into action. Finally, the leadership ought to result 

in the orientation of the employee’s behaviour in a manner aimed at attainment of the 

organizations goals. 

Organizational leadership is key in maintaining a company’s culture by ensuring 

employee satisfaction and subsequent customer satisfaction. The management also 

makes decisions pertaining to the economic, social, technological, and political 

environment the business operates in. The leadership is thus important in formulation 

of the appropriate plans and strategies that will drive the organization positively in 

attaining improved corporate cultures. Particularly, poor and uncoordinated leadership 

has been established to be the main cause of failure of most organizations.  

Strategic Management 
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Today's business world still struggles with change, and great organizations in the past 

are now extinct whereas most of the businesses that are currently thriving never 

existed beyond few decades, majorly resulting from change. Strategic management 

thus aims at putting measures which will see the organization achieve its set targets 

and goals.  To enable proper strategic management, it requires that the organization to 

properly analyse the external environment so as to establish any possible threats and 

opportunities. SWOT analysis has been established to be helpful in aiding in making 

appropriate strategic choices such as through changing the corporate culture, 

opportunities and countering the threats. Ultimately, an organization can satisfy both 

their customers and employees alike (Nedelea & Paun, 2009). The strategic 

management comes in place in formulation, implementation and evaluation of the 

measures put in place in enhancing the organization’s corporate culture. 

Customer Satisfaction 

Customer satisfaction is an important indicator of how likely a consumer is to make a 

profit in the future. In fact, asking customers to rate their satisfaction is a good way to 

determine whether they will be repeat customers or even brand advocates. Whether a 

buyer is satisfied after a purchase often depends on the offer’s performance in 

relationship to the expectations of the buyers and how the buyer interprets any 

deviations that exist between the two. In general, satisfaction can be defined as a 

person's feeling of disappointment or pleasure due to comparison of a product's 

perceived performance or outcome to the expectations. If the performance of the 

product falls below the expectation, then the customer can be described as being 

dissatisfied. However, if the performance meets or exceeds expectations, the customer 

is satisfied; if it exceeds expectations, the customer is highly delighted and satisfied.  
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Satisfied customers positively impact an organization’s profitability thus, for an 

organization to be successful and thrive, satisfied customers are the foundation. 

However, scholars criticize customer satisfaction measurement as it does not relate to 

crucial business variables such as customer retention, repeat purchase and 

profitability. Surveys are considered weak tools in measurement of service 

effectiveness and customer loyalty (Rashid, 2008).   In this regard, the American 

Customer Satisfaction Index was adopted by the study in creating the research 

questionnaire. As shown, integrating all these aspects of customer satisfaction in the 

organizations will not only ensure the customers’ demands are met but also in 

improving the organizations’ entity and corporate culture. 

 

 

Figure 2.3: The American Customer Satisfaction Index 

Source: American Customer Satisfaction Index (n.d.)  

Summary 

This chapter has presented a general overview of the role of corporate culture 

maintenance on customer satisfaction, with the theoretical framework supporting the 

relationship that exists. The empirical data relating to the objectives of this study has 

also been reviewed and finally presentation of a conceptual framework depicting the 

scholar’s understanding of the relationship between these two variables. Due to the 

available literature being limited, with scarce studies being conducted locally, the 
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researcher wished to ascertain whether customer satisfaction is in anyway influenced 

by the satisfaction levels of corporate culture maintenance taking a case of New KCC.  

The following chapter delves into the research methodology. It will provide a detailed 

description of the research design, population and sampling technique, data collection 

tools used, data collection procedures, how data was analysed, and the study's ethical 

considerations. 

 

 

 

 

  

Daystar University Repository

Library Archives Copy



 

39 

 

CHAPTER THREE 

 RESEARCH METHODOLOGY 

Introduction 

This chapter presents the research methodology used by the researcher in this study. It 

describes the research design, population and sampling technique, data collection 

tools utilised, data collection procedures, data analysis, and the study's ethical 

considerations. 

Research Design 

The study design describes the procedure or blueprint used by the researcher to 

answer the research questions (Cooper & Schindler, 2014). The research design 

should be comprehensive and reliable to enable valid conclusions to be made as 

appropriated by Marshall and Rossman (2014). This study applied the descriptive 

research survey design. The approach is important because it allows a great deal of 

data to be collected, it is fast and thus makes it an overwhelming choice of researchers 

for collecting primary data (Aaker, 2011).  

Descriptive design is appropriate as it aims at observing and describing a situation or 

research subject (Thomas, 2011). Additionally, it minimizes biasness as the researcher 

has no control over the research variables and hence will enable reporting the 

situation exactly the way it is. Descriptive design fits into this study as it aimed at 

observing and describing a situation or research subject.  

Population 

The study population constituted all the licenced processing factories of New KCC. 

New KCC is registered in Kenya under the Company’s Act and has four different 
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licensed processing factories. These are: New KCC Nairobi, New KCC Eldoret, New 

KCC Kitale and New KCC Sotik. The population in the study was thus all the top 

management and customers located at all four (4) different licensed processing 

factories as indicated in Table 3.1. 

Table 3.1: Population Under Study 

Level Top Management 

Middle Level 

Management 

KCC 

Customers  

New KCC Nairobi 35 40 1200 

New KCC Eldoret 20 35 880 

New KCC Kitale 15 20 650 

New KCC Sotik 18 25 550 

Grand Total 88 120 3280 

Source:  KCC HR Manual (2018) 

 

Target Population 

In this study, all the 1200 customers and 75 managers based at the Head office in 

Nairobi County at Industrial Area in the Eastern part of Nairobi were targeted. The 

customers entailed the wholesalers and retailers of the New KCC products as well as 

the consumers within the selected area. Identification of the customers was based on 

the distribution or consumption of the New KCC products within the past six months. 

These three categories of customers were chosen to equally represent their perspective 

on the study topic. This ensured that the study was objective, capturing the 

phenomenon from both the company’s perspective and the corporate consumers hence 

no biasness in the responses.  

Sample Size 

The sample size ought to be manageable and 10% of randomly selected sample can be 

representative where the population is not very large. Therefore, a sample size of 120 

customers which is 10% of the target population was obtained. Due to the managerial 
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respondents being small and manageable, the entire population was used for the study 

thus making a total of 195 respondents.  

Sampling Technique 

Simple random sampling technique was used to identify study sample. Simple 

random sampling refers to whereby every subject meeting the inclusion a criterion is 

randomly selected until the desired sample is achieved (Mathieson, 2014). Random 

sampling is the most preferred as it ensures equal representation of the entire 

population while minimizing biasness. In addition, the sampling technique is most 

appropriate where there is a very large population, and it is difficult to identify every 

member of the population. 

 

Data Collection Instruments 

The study used primary data for analysis and information which was collected using 

questionnaires. Separate questionnaires were used in obtaining information from the 

selected top management of the organization and external customers to minimize 

biasness. The questionnaires were divided into sub-sections each addressing a 

particular research question (Hair, 2015). Likert scale was used to gauge the responses 

given.  

Data Collection Procedures 

Data collection was taken up once the recommended amendments by the supervisors 

were made. A letter of approval to collect data was sought from the DU-ERB. After 

the final questionnaire was designed, a survey monkey that incorporated all the 

questions in the questionnaire was developed. To ensure that the response rate is 

good, respondents were given a strict one-week period and reminded through 
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reminder emails or any other pre-agreed method. The questionnaires were filled and 

collected from the respondents. This process continued until 125 questionnaires were 

collected.  

Pretesting 

Pretesting was carried out on 10 respondents who did not participate in the actual 

research. The pretesting was done at Naivasha Milk Cooling Plant which is a minor 

branch of New KCC and did not constitute part of the actual target population. The 

responses obtained were used in amending the questionnaire in case any short 

comings established. 

Data Analysis Plan 

The collected data was checked for completeness then analysed using qualitative and 

quantitative means. Qualitative data included content analysis where the quantitative 

data was descriptive statistics such as means and standard deviations.  To determine 

the relationship between corporate culture maintenance and customer satisfaction, 

inferential statistics, was sought. Tables and graphs were used in presentation of the 

summarized data.  

Ethical Considerations 

Before commencement of the study, the researcher comprehensively informed the 

respondents what the research was about, its objectives, scope as well as benefits. 

Additionally, the respondents were informed of the approaches to take or whom to 

report to in case they were uncomfortable with the study in any way. Specifically, the 

study adhered to the ethical guidelines set up by Daystar University regarding 

academic research. The researcher obtained ethical clearance for the research from the 
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DU-ERB and thereafter obtained a research permit from NACOSTI prior to collection 

of data. 

The researcher also took time to explain the purpose and objectives of the research to 

the respondents and explained that participation in the research was voluntary upon 

their agreeing to participate in the research.  

The researcher also assured the respondents that their opinions and views were 

confidential and that all information collected during the course of the research was 

strictly confidential and used only for the purpose of the study which was for the 

researcher to attain the objectives of the study. They were also notified that they 

would not be identifiable in any reports or publications. No names were written on 

any of the questionnaires or interviews, instead numbers were used to mark the 

difference in the scripts. 

Any data collected from the questionnaires was stored in a form protected by 

passwords and other relevant security processes and technologies. Data collected may 

be shared when need be in an anonymized form to allow reuse by the research team 

and other third parties. The researcher also ensured that every idea and concept 

borrowed from another author other than herself acknowledged the originator of the 

ideas both in the study and references and included a Turnitin report showing proof of 

the same as an appendix of the report. 

Summary 

This chapter has discussed the research methodology that the researcher used in this 

study. It has presented a systematic description of the research design, population and 

sampling techniques used. It has also outlined the data collection tools that were used, 

Daystar University Repository

Library Archives Copy



 

44 

 

data collection procedures and gave an overview of how data was analysed. The 

ethical considerations were also presented.  

This next chapter encompasses the results of the data collected from the field, 

presented, analysed, and interpreted by the researcher. The research sought to 

determine how corporate culture maintenance influences the customer satisfaction at 

New KCC. Particularly, the chapter will constitute the study response rate, reliability 

analysis, descriptive analysis, and inferential analysis.  

CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

The results of the data collected in the field, as presented, analysed, and interpreted by 

the researcher, are included in this chapter. The goal of the study was to find out how 

corporate culture maintenance affects customer satisfaction at New KCC. The study 

response rate, reliability analysis, descriptive analysis, and inferential analysis are also 

covered in this chapter. 

Analysis and Interpretation 

Response Rate 

The study’s target population entailed customers and managers based at the head 

office of New KCC based in Nairobi County at Industrial Area in the Eastern part of 

Nairobi The response rate is shown in Table 4.1. 

Table 4.1: Response Rate 

Status Frequency Percent 

Responded 125 64% 

Not Respond   70 36% 

Total 195 100% 
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A total of 195 questionnaires were issued out of which 125 were duly filled and 

returned. Of these, 45 were filled by managerial employees while 80 were filled by 

customers of New KCC. This translated to a response rate of 64%, as shown in Table 

4.1. The response rate was appropriate as it was line with Mugenda and Mugenda's 

(2008) assertion that a response rate of 60% and above is very good and enables 

generalization of findings.  

 

Reliability Analysis 

The findings of the reliability test obtained are shown in Table 4.2.  

Table 4.2 Reliability Analysis 

Variable No of items Cronbach's Alpha 

Corporate Culture Maintenance 5 0.786 

Organization Leadership 5 0.721 

Strategic Management 4 0.744 

Customer Satisfaction 6 0.798 

 

As shown, corporate culture maintenance had a Cronbach Alpha of 0.786, 

Organization Leadership had a Cronbach Alpha of 0.721, and strategic management 

had a Cronbach Alpha of 0.744, while customer satisfaction had a Cronbach Alpha of 

0.798. This shows that all the variables had Cronbach Alpha greater than 0.7 and 

hence the research instruments were reliable and valid. 

Demographic Data 

This section sought to determine the demographic of the respondents which was 

essential in establishing their appropriateness as respondents in participating in this 

study.  

Demographic Data for Managerial Respondents 

Gender 
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The study also sought to find out the gender of the respondents. The findings are 

summarised in Figure 4.1.  

 

         Figure 4.1: Gender of Managerial Respondents 

The study found out that 51% of the respondents were male while 49% were female. 

This shows that there was equal representation of both genders in the responses.  

Education Level 

As per the findings obtained, Table 4.3 shows the education level of the respondents.   

Table 4.3: Education Level of Managerial Respondents 

Level of Education Frequency Percent 

Diploma                          12 27% 

Undergraduate Degree                       18 40% 

Master/Postgraduate Degree 12 27% 

PhD degree 3 6% 

Total  45 100% 

 

As captured in Table 4.3. 40% of the respondents had undergraduate degrees, 27% 

had masters, 27% had diplomas while 7% had PhDs. This indicates that all the 

managerial respondents had post-secondary education. 

Age 

  On the age of the respondents, the findings are as summarised in Table 4.4. 

  

51% 

49% Male

Female
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Table 4.4: Age of Managerial Respondents 

Age  Frequency Percent 

Below 25 years    4 9% 

26 – 35 years    12 27% 

36 – 45 years                14 31% 

Above 45 years  15 33% 

Total  45 100% 

 

The findings revealed that 33% were above 45 years, 31% were between 36-45 years, 

27% were between 26-35 years while 9% were below 25 years, as shown in Table 4.4. 

This shows that most of the respondents (64%) were above 35 years.  

Position at New KCC 

The study sought to determine the position the respondents held at New KCC. Figure 

4.2 indicates the findings.  

 

        Figure 4.2: Position of Managerial Respondents at New KCC 

 

The findings revealed that 51% were middle level managers, 32% were senior 

managers while 17% were departmental heads. Therefore, all the respondents were 

directly engaged with the operations of the firm thus knowledgeable on the study 

topic. 

32% 

51% 

17% 
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Senior Management
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Duration at New KCC 

The study sought to find out the duration that the respondents had been at New KCC, 

the findings are as shown in Table 4.5.  

Table 4.5: Duration of Managerial Respondents at New KCC 

Duration at New KCC  Frequency Percent 

Less than 5 years      7 16% 

6-10 years  20 44% 

Over 10 years  18 40% 

Total   45 100% 

 

The findings revealed that 44% had been for duration of 6 to 10 years, 40% for over 

10 years, while 16% for less than 5 years (as per Table 4.5). This shows that all the 

respondents had been at New KCC for a considerable duration of time hence 

conversant with the firm’s undertakings.  

Demographic Data for Customer Respondents 

Gender 

This section sought to determine the gender of the customer respondents.  

 

                            Figure 4.3: Gender of Customer Respondents 

The study found out that 54% of the respondents were male while 46% of the 

respondents were female, as shown by Figure 4.3. This shows that there were both 

male and female customers who took part in the study hence no biasness.  

 

54% 

46% Male

Female
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Education Level 

On the education level of the respondents, the results are shown in Table 4.6. 

Table 4.6: Education Level of Customer Respondents 

Highest level of education Frequency Percent 

Secondary Certificate 31 39% 

Diploma                          21 26% 

Undergraduate Degree                       18 23% 

Master/Postgraduate Degree 10 12% 

Total  80 100% 

 

The findings revealed that 39% of the respondents had secondary certificates, 26% 

had diplomas, 23% had undergraduate degrees, while 12% had masters (as per Table 

4.6). This shows that only few of the respondents had furthered their education past 

undergraduate levels. 

Age 

The study also investigated the age of the respondents, and the results are as shown in 

Table 4.7. 

Table 4.7: Age of Customer Respondents 

Age  Frequency Percent 

Below 25 years    18 23% 

26 – 35 years    13 16% 

36 – 45 years                24 30% 

Above 45 years  25 31% 

Total  80 100% 

The findings indicate that 31% of the respondents were above 45 years, 30% were 

between 36-45 years, 23% below 25 years whereas 16% between 26-35 years. This 

implies that there was representation of all age groups hence no biasness in the 

responses.  
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Category 

On the category of the respondents, the findings were as shown in Figure 4.4  

 

 Figure 4.4: Category of Respondents 

 

The findings revealed that 53% were consumers, 33% were retailers while 15% were 

wholesalers. This is an indication that all the respondents were directly engaged with 

New KCC.  

Duration using or Distributing New KCC Products 

The study further aimed at finding the duration the respondents were using or 

distributing New KCC products and the findings were as shown in Table 4.8.  

Table 4.8: Duration Using or Distributing New KCC Products 

Duration use or selling New KCC products Frequency Percent  

Less than 2 years      14 18% 

3-5 years   34 43% 

Over 6 years  32 39% 

Total   80 100% 

The findings showed that 43% were involved for 3-5 years, 39% for over 6 years, and 

18% for less than 2 years. The preference for these products was found out to be due 
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to market innovation strategies adopted by the firm including direct marketing, 

improved service delivery, branding, and continuity in innovations. These ensured 

that market dominance and competition edge by the company while venturing into 

new markets. 

Descriptive Statistics 

The main objective of the study was determination of the influence of corporate 

culture maintenance on satisfaction of customers. Two sets of respondents formed the 

population of the study including the managerial employees as well as the customers 

to enable generalization of the findings. Descriptive statistics including percentage 

frequencies, means and standard deviation were used in analysing the responses 

obtained from the respondents.  

Managerial Responses 

Corporate Culture Maintenance at New KCC 

The study aimed at determining the extent of corporate culture maintenance at New 

KCC. To achieve this, a 5-point Likert Scale was utilized. Table 4.9 shows the 

findings obtained. 
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Table 4.9: Corporate Culture Maintenance at New KCC 

Corporate Culture 

Maintenance at New 

KCC 

SD D N A SA Mean Std Dev 

There is existence of 

proper corporate 

communication in the 

firm 

20% 4% 36% 22% 18% 3.13 0.4479 

The organization products 

and services facilitate 

corporate visual identity 

4% 9% 11% 18% 58% 4.16 1.1771 

Corporate brand 

personality is maintained 

in the firm 

13% 4% 20% 18% 45% 3.76 0.8673 

There is efficient 

customer relationship 

management 

2% 4% 20% 44% 30% 3.93 0.7939 

There is efficiency of 

operations 

4% 27% 22% 27% 20% 3.31 0.4111 

The firm has been able to 

maintain profitability 

27% 29% 11% 16% 17% 2.69 0.2487 

Average Mean Score 3.50 0.6577 

 

The findings, as shown in Table 4.9, revealed that most the respondents (58%) 

strongly agreed on the organization products and services facilitate corporate visual 

identity having a mean of 4.16 and standard deviation of 1.1771. Forty four percent of 

the respondents also strongly agreed that corporate brand personality is maintained in 

the firm while 44% agreed on there is efficient customer relationship management 

having a mean of 3.76 and 3.93 respectively. Most of the respondents (36%) were 

however neutral on there being the existence of proper corporate communication in 

the firm and there is efficiency of operations having means of 3.13 and 3.31, 

respectively.  

Further, on whether the firm has been able to maintain profitability, 27% of the 

respondents disagreed with a mean of 2.69. The average mean score was further 

established to be 3.50 and standard deviation of 0.6577 which indicates a moderate 

extent (mean 3.5). The low variability is a good indication that the sample mean could 

be taken as a stable estimator of the population mean supporting the case for further 
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statistical analysis. In a similar manner, Guiso et al. (2015) argued that management 

of organizational culture is crucial for the alignment of organizational objectives, and 

this is influenced by environmental inputs and outputs such as products, technology, 

and behaviour.  

Factors influencing Corporate Culture Maintenance 

Organizational Leadership 

The study sought to find out the influence of organizational leadership on corporate 

culture maintenance at New KCC. To achieve this, a 5-point Likert Scale was utilized. 

Table 4.10 shows the findings obtained. 

Table 4.10: Influence of Organizational Leadership  

Statement SD D N A SA Mean Std Dev 

There is proper 

communication between the 

management and employees 

with regards to corporate 

culture maintenance 

0% 20% 11% 24% 45% 3.93 0.8762 

The management involves the 

employees in setting up 

organizational strategies 

27% 29% 11% 16% 17% 2.69 0.2487 

The leadership in place at 

New KCC is chosen fairly 

with no biasness 

20% 18% 11% 29% 22% 3.16 0.4626 

The leadership highly 

prioritizes corporate culture 

maintenance during strategy 

formulation practices 

2% 18% 29% 22% 29% 3.58 0.5465 

The success at KCC may be 

largely linked to the 

organization leadership being 

competent 

4% 9% 20% 31% 36% 3.84 0.7326 

Average Mean Score      3.44 0.5733 

 

As shown in Table 4.10, on whether there was proper communication between the 

management and employees with regard to corporate culture maintenance, the success 

at New KCC may be largely linked to the organization leadership being competent 
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and the leadership in place at New KCC is chosen fairly with no biasness the 

respondents strongly agreed with percentage frequencies of 45%, 36%, 29% 

respectively. It can therefore be noted that the respondents expressed agreement with 

these activities and practices. On the leadership in place at New KCC is chosen fairly 

with no biasness, the respondents were neutral with a mean of 3.16 with 11% 

indicating a neutral extent.  

However, the respondents disagreed on the management involves the employees in 

setting up organizational strategies with 27% of them strongly disagreeing. The 

average mean score of the influence of organizational leadership on corporate culture 

maintenance was 3.44 and standard deviation of 0.5733 which implies a moderate 

extent of influence (mean <3.5) on customer satisfaction. This relates to George, 

(2000) who also established that leadership is important in formulation of the 

appropriate plans and strategies that will drive the organization positively in attaining 

improved corporate cultures. 

Strategic Management 

The study aimed at determining the influence of strategic management on corporate 

culture maintenance at New KCC. To achieve this, a 5-point Likert Scale was utilized. 

Table 4.11 shows the findings obtained. 
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Table 4.11: Influence of Strategic Management  
Statement SD D N A SA Mean  Std Dev 

There are appropriate strategic 

measures put in place in 

enhancing corporate culture 

maintenance at KCC 

11% 13% 11% 18% 47

% 

3.76 0.9116 

The policies and regulations 

set up at KCC ensure greatly 

that the organization is geared 

forward 

2% 33% 22% 23% 20

% 

3.24 0.3789 

The strategies at KCC are 

more customer oriented rather 

than organizational oriented 

4% 29% 22% 25% 20

% 

3.27 0.3880 

There are proper guidelines 

set on how strategies are 

formulated and implemented 

2% 4% 20% 34% 40

% 

4.04 0.8477 

There are strategies in place to 

ensure communication is 

maximised at KCC 

2% 18% 22% 27% 31

% 

3.67 0.6000 

Average Mean Score      3.60 0.6252 

 

The findings obtained showed that a considerable number of the respondents (40%) 

strongly agreed there are proper guidelines set on how strategies are formulated and 

implemented having a mean of 4.04. 47% of the respondents also strongly agreed 

there are appropriate strategic measures put in place in enhancing corporate culture 

maintenance at New KCC and 31% strongly agreed there are strategies in place to 

ensure communication is maximised at New KCC with means of 3.76 and 3.67, 

respectively.  

However, the respondents were neutral on the policies and regulations set up at New 

KCC ensure greatly that the organization is geared forward and the strategies at New 

KCC are more customer oriented rather than organizational oriented having 

percentage frequencies of 22% each. The average mean score of strategic 

management was 3.60 and standard deviation of 0.6252, which implies a large extent 

of influence (mean >3.5) on customer satisfaction. As posited by Nedelea and Paun 

(2009), strategic use of information, knowledge assets and other resources are 
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necessary for any competitive firm. This compares to Belias and Koustelios (2014) 

who held that by strategic intention, the dream widely shared by each and every one 

of the people the organization gets involved with. 

Influence of Corporate Culture Maintenance on Customer Satisfaction 

The study aimed at determining the extent to which corporate culture maintenance at 

KCC affected customer satisfaction. To achieve this, a 5-point Likert Scale was 

utilized. Table 4.12 shows the findings obtained. 

Table 4.12: Corporate Culture Maintenance and Customer Satisfaction 
Statement SD D N A SA Mean Std Dev 

Customer satisfaction has a 

positive effect on image 

2% 9% 16% 49% 24% 3.84 0.8081 

Customer satisfaction has a 

positive effect on 

performance 

2% 11% 22% 16% 49% 3.98 0.9608 

Customer satisfaction has a 

positive effect on customer 

Loyalty 

2% 11% 9% 51% 27% 3.89 0.8738 

The organization yearns to 

improve its operations based 

on the customers’ feedback 

2% 11% 13% 31% 43% 4.00 0.8682 

The customers’ demands 

determine the organizational 

strategies set 

16% 11% 9% 27% 37% 3.60 0.7514 

Average Mean Score      3.86 0.8524 

 

The results obtained showed that majority of the respondents, (43%), strongly agreed 

that the organization yearns to improve its operations based on the customers’ 

feedback with a mean of 4.00. The respondents also agreed that customer satisfaction 

has a positive effect on image, customer satisfaction has a positive effect on 

performance, customer satisfaction has a positive effect on customer loyalty and the 

customers’ demands determine the organizational strategies set with means of 3.84, 

3.98, 3.89, 4.00, and 3.60, respectively. On average, according to the managerial 

respondents, corporate culture maintenance had an average mean score of 3.86 (mean 

>3.5) and standard deviation of 0.8524 which implies a large extent of influence. 
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Kiptoo and Mwirigi (2014) agreed with this, indicating that corporate culture 

determines the level of customer satisfaction. 

Customer Responses 

Corporate Culture Maintenance at KCC 

The study aimed at determining the extent of corporate culture maintenance at KCC 

form the customer perspective. To achieve this, a 5-point Likert Scale was utilized. 

Table 4.13 shows the findings obtained. 

Table 4.13: Corporate Culture Maintenance at New KCC 

Corporate Culture 

Maintenance at KCC 

SD D N A SA Mean Std 

Dev 

There is adequate KCC 

brand awareness amongst 

the customers 

3% 5% 19% 36% 37% 4.01 0.8254 

The organization products 

and services facilitate easy 

recognition 

8% 15% 13% 23% 41% 3.78 0.8234 

The products are highly 

reliable 

14% 28% 26% 16% 16% 2.94 0.2731 

There is efficient customer 

relationship management 

18% 20% 39% 13% 10% 2.80 0.3676 

The organization has been 

able to establish a strong 

customer loyalty 

15% 18% 40% 15% 12% 2.93 0.3951 

Average Mean Score      3.29 0.5369 

 

As shown in Table 4.13, 37% the respondents strongly agreed there is adequate KCC 

brand awareness amongst the customers with a mean of 4.01. The respondents (41%) 

also agreed on the organization products and services facilitate easy recognition with 

a mean of 3.78. However, the respondents disagreed on the products are highly 

reliable, there is efficient customer relationship management, and the organization has 

been able to establish a strong customer loyalty having means of 2.94, 2.80, and 2.93 
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respectively. The average mean score of corporate culture maintenance was further 

established to be 3.29 and standard deviation of 0.5369 which indicates a moderate 

extent (mean <3.5). Similarly, Morrison et al. (2015) concluded that working 

corporate culture ensures feedback from customers is prudently taken into 

consideration. 

Level of Customer Satisfaction 

This section sought to determine the overall level of customer satisfaction. The 

findings were as shown in Figure 4.5. 

 

      Figure 4.5: Level of Customer Satisfaction 

The findings revealed that 35% indicated a large extent, 30% a small extent, 25% a 

very small extent while only 10% stated a large extent. This shows that only 45% of 

the customers were fully satisfied at New KCC. Schweitzer (2008) argued that it is 

essential to determine the behaviours and intentions in the consumers so as to be able 

to know what lays in the customer loyalty levels.  Whereas Guiso et al. (2015) 

indicated that customer satisfaction heavily determines whether services being 

received increase their loyalty and whether the current culture is effective. 
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Influence of Corporate Culture Maintenance on Customer Satisfaction 

The study aimed at determining the customers’ perspective on the influence of 

corporate culture maintenance on customer satisfaction at New KCC. To achieve this, 

a 5-point Likert Scale was utilized. Table 4.14 shows the findings obtained. 

Table 4.14: Corporate Culture Maintenance at New KCC 

Customer Satisfaction SD D N A SA Mean Std 

Dev 

KCC highly prioritizes the 

customer satisfaction 

6% 8% 11% 29% 46% 4.01 0.9474 

 

Customer satisfaction has a 

positive effect on customer 

Loyalty 

1% 19% 12% 30% 38% 3.84 0.7569 

 

The organization yearns to 

improve its operations 

based on the customers’ 
feedback 

1% 8% 13% 39% 39% 4.06 0.8730 

 

The customers’ demands 

determine the 

organizational strategies 

set 

1% 13% 11% 29% 46% 4.06 0.9415 

 

There is good customer to 

KCC management 

relations 

0% 18% 38% 26% 18% 3.45 0.4958 

Average Mean Score      3.89 0.8029 

 

The results of the study revealed that most of respondents strongly agreed on the 

organization yearn to improve its operations based on the customers’ feedback, 

customers’ demands determine the organizational strategies and New KCC highly 

prioritizes the customer satisfaction with percentage frequencies of 39%, 46%, and 

46% respectively. The respondents also agreed on customer satisfaction has a positive 

effect on customer loyalty having a mean of 3.84 which implies a large extent. The 

respondents were, however, neutral on whether there is good customer relations with 
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a mean of 3.45. On average, according to the customer respondents, the influence of 

corporate culture maintenance on satisfaction had an average mean score of 3.89 

(mean >3.5) and standard deviation of 0.8029, which implies a large extent of 

influence. 

Further, the respondents stated other six factors that influence a customer satisfaction, 

namely previous experience, complaint handling, employee attitude, personal needs, 

marketing communications, and level of the involvement in the purchase. Schweitzer 

(2008) argued that it is essential to determine the behaviours and intentions in the 

consumers to be able to know what lies in the customer loyalty levels. Comparably, 

Belias and Kouselios (2014) established that customer satisfaction has been 

established to highly determine not only the organizations’ performance but also the 

sustainability. 

Inferential Statistics 

Correlation Analysis 

Correlation analysis was used to find the relationship between variables under study. 

In this study, Karl Pearson’s coefficient of correlation was employed in establishing 

the relationship that existed. The results of the correlation analysis are presented in 

Table 4.15. 

Table 4.15: Correlation Analysis 
 Customer 

Satisfaction 

Culture 

Maintenance 

Leadership Strategic 

Management 

Culture 

Maintenance 

Pearson 

Correlation 

.620** 1   

 Sig. (2-tailed) 0 0.001   

Leadership Pearson 

Correlation 

.332** 0.012 1  

 Sig. (2-tailed) 0.001 0 0  

Strategic 

Management 

Pearson 

Correlation 

.432** 0.256 .535** 1 
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 Sig. (2-tailed) 0.003 0.762 0 0. 

N  125 125 125 125 

**. Correlation is significant at the 0.01 level (2-tailed). 

As shown in Table 4.15, corporate culture maintenance had Pearson Correlation of 

0.620 and a p-value of 0.000, organization leadership had Pearson Correlation of 

0.332 and a p-value of 0.001 while strategic management had Pearson Correlation of 

0.432 and a p-value of 0.093. The correlation matrix therefore implies all the variables 

have a strong positive influence on customer satisfaction at New KCC. The p-value 

indicated that all the variables had significant relationships at 99% confidence level 

(p<0.01). This indicates that these factors can predict changes in the satisfaction of the 

customers. Rashid (2008) concurred that an effective culture creates a satisfied 

customer and in turn leads to better sales, efficient delivery of service, and staff 

motivation. 

Regression Analysis 

The regression analysis was used to establish the relationship that exists between the 

research variables. The independent variable for the study was corporate culture 

maintenance, the moderating variables was the various determinants of corporate 

culture maintenance in the organization namely organization leadership and strategic 

management while the dependent variable was customer satisfaction. The regression 

model summary results obtained are shown in Table 4.16. 

Table 4.16: Model Summary  

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

.580a 0.554 0.499 0.0024  
a. Predictors: (Constant), Corporate Culture Maintenance, Organization Leadership, Strategic 

Management 

 

As shown in Table 4.16, the coefficient of determination R square is 0.554, which 

implies that 55.4% of changes in the customer satisfaction are explained by the 
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studied factors. This means that only 44.6% of the changes in the customer 

satisfaction are accounted by factors not included in the model. Analysis of Variance 

was conducted to check on the significance of the Model as per Table 4.17. 

Table 4.17: ANOVA 

 Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Regression 66.556 3 22.185 38.225 .000a 

Residual 94.828 84 0.491   

Total 161.384 87     

a. Predictors: (Constant) Corporate Culture Maintenance, Organization Leadership, Strategic 

Management 

b. Dependent Variable: Customer Satisfaction 

 

As captured in Table 4.17, the significance of the model is 0.000 less than both 0.01 

and 0.05, showing that the model was significant in explaining influence of the 

variables on the levels of customer satisfaction. The model coefficients obtained by 

the study are shown in Table 4.18. 

Table 4.18: Model Coefficients  
 Unstandardized Coefficients Standardized Coefficients 

 B Std. Error Beta T Sig. 

(Constant) 0.441 0.235  1.876 0.062 

Corporate Culture 

Maintenance 0.362 0.122 0.453 2.972 0.007 

Organization Leadership 0.43 0.156 0.443 2.759 0.011 

Strategic Management 0.369 0.099 0.315 3.742 0.000 
a. Dependent Variable: Customer Satisfaction   

 

The results in Table 4.18 indicate that corporate culture maintenance had a model 

coefficient of 0.362, organization leadership had a model coefficient of 0.43 while 

strategic management had a model coefficient of 0.369. This implies that all the 

variables have a positive effect on customer satisfaction. Hence, unit increase in these 

factors will result in a unit increase in customer satisfaction. All the variables have 

significant effect at 95% level of significance as their p values are less than 0.05. The 
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positive relationship is explained by Thompson (2016), who indicated that 

organizational culture entails a multifaceted set of attitudes, policies, values and 

beliefs that act as an organization’s guide. Nedelea and Paun (2009) postulated that 

strategic management comes in place in formulation, implementation and evaluation 

of the measures put in place in enhancing the organization’s corporate culture. 

Summary of Key Findings 

This study sought to determine the effect of New KCC’s corporate culture on 

customer satisfaction using the descriptive research survey design. The population in 

the study was all the top and middle level management as well as customers based at 

the head office based in Nairobi County at Industrial Area in the Eastern part of 

Nairobi. The recruitment of the study respondents was done with the aid of two 

research assistants and data was collected using structured questionnaires. Qualitative 

data was analysed using translation and thematic while quantitative data was analysed 

using descriptive statistics which included measures of central tendency such as 

frequencies, percentages, means and standard deviations. Key findings obtained by 

the study are as follows.  

Based on the managerial participants’ responses, the study found out that on 

maintenance of corporate culture at New KCC, the average mean score was 3.50 and 

standard deviation of 0.6577 which indicates a moderate extent. The study also found 

out that organizational leadership and strategic management affected corporate culture 

maintenance with respective means of 3.44 and 3.60. On average, according to the 

managerial respondents, corporate culture maintenance had an average mean score of 

3.86 and standard deviation of 0.8524 which implies a large extent of influence. 
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The customer respondents further revealed that the average mean score of corporate 

culture maintenance was further established to be 3.29 and standard deviation of 

0.5369 which indicates a moderate extent. On average, according to the customer 

respondents, corporate culture maintenance had an average mean score of 3.89 and 

standard deviation of 0.8029, which implies a large extent of influence. The 

respondents further stated other six factors that influence customer satisfaction 

include previous experience, complaint handling, employee attitude, personal needs, 

marketing communications, and level of the involvement in the purchase. Out of 

these, customers’ past experience, of the services or products and what other people 

say about it had the most impact on the satisfaction levels. 

The results of the correlation analysis showed that corporate culture maintenance had 

Pearson Correlation of 0.620 and a p-value of 0.000, organization leadership had 

Pearson Correlation of 0.332 and a p-value of 0.001 while strategic management had 

Pearson Correlation of 0.432 and a p-value of 0.093. The correlation matrix, 

therefore, implies all the variables have a strong positive influence on customer 

satisfaction at KCC. The p-value indicated that all the variables had significant 

relationships at 99% confidence level (p<0.01). This indicates that these factors are 

able to predict changes in the satisfaction of the customers on the products or services 

of New KCC at any particular time. 

The regression analysis further revealed a coefficient of determination R square is 

0.554 which implies that 55.4% of changes in the customer satisfaction are explained 

by the studied factors. This means that only 44.6% of the changes in the customer 

satisfaction are accounted by factors not included in the model. The significance of 

the model is 0.000 less than both 0.01 and 0.05 showing that the model was 
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significant in explaining influence of the variables on the levels of customer 

satisfaction. Further, corporate culture maintenance had a model coefficient of 0.362, 

organization leadership had a model coefficient of 0.43, while strategic management 

had a model coefficient of 0.369. This implies that all the variables have a positive 

effect on customer satisfaction. Hence, unit increase in these factors will result in a 

unit increase in customer satisfaction.  

Summary 

This chapter has discussed key findings as per the specific research objectives that 

were obtained from the field. The results were followed by interpretation of the 

findings and their implications to the study. The data was presented in form of charts, 

bar graphs, and tables through descriptive statistics. Discussions of the findings, 

conclusions and study recommendations are presented in the next chapter. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Introduction  

In this chapter, a summary of the key findings of the study and discussion is 

presented. This is followed by conclusions made thereafter and recommendations to 

both policy and practice.  

Discussions of Key Findings 

This is presented per study objective as follows:  

The Nature of Corporate Culture Maintenance at New KCC. 

The study sought to determine the nature of corporate culture maintenance at New 

KCC. Based on the managerial participants’ responses, the respondents strongly 

agreed on the organization products and services facilitate corporate visual identity. 

The respondents also agreed that corporate brand personality is maintained in the firm 

and there is efficient customer relationship management. The respondents were 

however neutral on there is existence of proper corporate communication in the firm 

and there is efficiency of operations. Belias and Kouselios (2014) also agreed with the 

use of corporate culture to shape attitudes and foster motivation among all members 

of a corporation as corporate culture through behavioural expectations and normative 

beliefs, bind employees together, and they are also factors that can be changed.  

Further, on the firm has been able to maintain profitability, the respondents disagreed.  

Comparably, the customer respondents strongly agreed that there is adequate 

awareness of the New KCC brand amongst the customers. The respondents also 

agreed that organization products and services facilitate easy recognition. However, 
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on whether the products are highly reliable, there is efficient customer relationship 

management, and the organization has been able to establish a strong customer 

loyalty, the respondents disagreed. The average mean score of corporate culture 

maintenance was further established to be 3.50 and 3.29 according to the managerial 

and customer respondents, respectively. This implies that corporate culture was yet to 

be fully attained and maintained at New KCC.   

These findings compare to those of Oduor (2013), who established that a corporate 

culture that is dysfunctional can affect a company’s business reputation and customer 

service negatively. On the contrary, a healthy and positive culture not only ensures 

customers are retained; it also helps an organization/company attract new customers. 

Further, Kiptoo and Mwirigi (2014) argued that for an organization to maintain its 

competitive advantage and maintain its success over competitors, the firm must adopt 

a culture of keen monitoring of customer satisfaction management. 

Extent of Customer Satisfaction at New KCC. 

The study aimed to determine the extent of customer satisfaction at New KCC. The 

respondents strongly agreed that the organization yearns to improve its operations 

based on the customers’ feedback, customers’ demands determine the organizational 

strategies and New KCC highly prioritizes the customer satisfaction. The respondents 

also agreed that customer satisfaction has a positive effect on customer loyalty. The 

respondents were, however, neutral on whether there is good customer to New KCC 

management relations. Overall, on the customers being satisfied, 35% indicated a 

large extent, 30% a small extent, 25% a very small extent while only 10% stated a 

large extent. This shows that 45% of the customers were fully satisfied at New KCC. 

This relates with Guiso et al. (2015), who maintained that offering great service is 
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costly and the negative consequences of providing subpar customer service may not 

be instantly felt. 

Relationship Between Customer Satisfaction and Maintenance of a Corporate Culture 

in New KCC 

To determine the relationship that existed between customer satisfaction and 

maintenance of corporate culture in New KCC, regression analysis was undertaken. 

The findings of the regression analysis revealed a coefficient of determination R 

square of 0.554, which implies that 55.4% of changes in the customer satisfaction are 

explained by the studied factors. This means that only 44.6% of the changes in the 

customer satisfaction are accounted by factors not included in the model. The 

significance of the model was 0.000 less than both 0.01 and 0.05 showing that the 

model was significant in explaining influence of the variables on the levels of 

customer satisfaction. Further, corporate culture maintenance had a model coefficient 

of 0.362 which implies a positive effect on customer satisfaction. Hence, unit increase 

in corporate culture maintenance will result in a unit increase in customer satisfaction. 

This similar effect is supported theoretically whereby according to impression 

management theory, creation of proper public perception is a key corporate culture 

strategy which improves the customer satisfaction. While based on organizational 

culture model (OCM) involvement and participation to entail building of human 

capability, ownership and a sense of accountability and consequently meet the firm's 

objectives and dedication positively affects the customer satisfaction. Further, 

Kimaiyo and Ochiri (2014); Kiptoo and Mwirigi (2014), Kwenin, Muathe, and 

Nzulwa (2013) found a positive association between corporate culture maintenance 

and performance in their respective studies.  
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Other Factors that Influence Customer Satisfaction in New KCC 

The respondents further stated other six factors that influence a customer satisfaction, 

namely previous experience, complaint handling, employee attitude, personal needs, 

marketing communications, and level of the involvement in the purchase. Out of 

these, customers’ past experience of the services or products and what other people 

say about it had the most impact on the satisfaction levels. This compares with Chege, 

and Bula, (2015) who investigated market forces on performance of dairy industries 

in Kenya as well as Hafiza, Shah, Jamsheed, & Zaman, (2015) who studied 

satisfaction of customers among NGOs in Pakistan and concluded that there is a direct 

relationship between extrinsic rewards and the employee’s motivation.  

Conclusion  

Based on the findings obtained, the study concludes that New KCC has made strides 

in maintaining its corporate culture. The study also concludes that corporate culture 

maintenance has a positive and significant effect on the level of customer satisfaction. 

This is attributed to the fact the culture dictates the values of consistency, adaptability 

and effective communication system, employees had a sense of identity which 

increased their commitment to work resulting in better products and services. 

Further, the study concludes that leadership and strategic management also have a 

significant moderating effect on the relationship between corporate culture 

maintenance and customer satisfaction. This is because these two attributes do not 

only determine the type of corporate culture maintained in the firms but also crucial in 

overseeing and shaping the course of these cultures. However, the study found out 

that some of the customers remain unsatisfied which calls for further action. The 

study thus concludes that customer satisfaction is important in maintaining customers 

Daystar University Repository

Library Archives Copy



 

71 

 

hence firms should first understand customer-specific needs, provide good quality 

products, and have the capacity to address customer complaints or problems in a 

friendly manner. 

Recommendations 

Recommendations for Practice 

Based on the findings obtained, the study makes various recommendations. To begin 

with, corporate culture was found to have a strong effect on customer satisfaction. 

The study thus recommends that organizations can strengthen the organizational 

policies pertaining to corporate culture. Organizations could also encourage 

employees to have a sense of identity which increases their commitment to work since 

this will positively influence satisfaction of the customers.  

The organizational culture could be constantly maintained and enhanced as a key 

business priority. Employees can be encouraged to pull towards a common goal. 

Quarterly or monthly surveys are recommended to receive customer feedback in order 

to find out what the customers are experiencing about company services and what 

more can be done or changed.  

Recommendations for Policy 

The study recommends that New KCC and other organizations can constantly review 

their organizational policy frameworks to ensure that they are current and provide a 

platform for adoption of appropriate cultures. The study also recommends that the 

government can put in place appropriate policies that favour the maintenance of 

corporate cultures more so among parastatals and government entities. This would act 

greatly to not only ensure that customer satisfaction is achieved but also uniformity in 
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the corporate cultures in these firms. Additionally, the management could constantly 

ensure that the set regulations and corporate policies are well adhered to. 

Recommendations for Further Research 

The study's methodology, which focused just on New KCC, limited its scope. This 

may or may not be a true reflection of the phenomena at other companies. Further 

research on other organizations in various sectors or regions of the country is 

recommended in order to make comparisons. 

The study established that customer satisfaction remains relatively low. The 

researcher thus recommends further studies be conducted investigating the challenges 

affecting corporate culture maintenance as well as other factors affecting the 

satisfaction of customers.  

Moreover, a similar study can be conducted at a different time frame to determine 

whether there would be any changes on the scenario.  
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APPENDICES 

Appendix A: Questionnaire for Top and Middle Level Management at New KCC 

My name is Maryann Nyambura Boro, a Master of Arts in Communication student at 

Daystar University, Nairobi. I am conducting research on: The Influence of Corporate 

Culture Maintenance on Customer Satisfaction: Case of New Kenya Cooperative 

Creameries (KCC). 

This is to kindly request for your participation in this study. Please note that 

participation in the research is optional and you could decide whether or not you 

would like to proceed with the study.  The researcher will ask you a series of 

questions and record the answers as you respond. You may decline to answer any or 

all questions and you may terminate your involvement at any time if you choose. 

This study will be of great importance to stakeholders, managers and even customers. 

Your responses to this research questions will be anonymous and your participation in 

this study is voluntary. If you decide to take part in this study, you will be asked to 

sign a consent form. After you sign the consent form, you are still free to withdraw at 

any time and without giving a reason.  

If you have questions at any time about this study, or you experience adverse effects 

as the result of participating in this study, you may contact the researcher or Ethics 

Review Board at Daystar University. I provide assurance that the information 

obtained from this study will be maintained as confidential and only utilized for 

academic purposes. 

Your accurate and frank responses are required to make this survey reliable and valid. 

Thank you. 

Section A:  General information 
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1. What is your gender? (tick where appropriate)  

Male (  )   Female (   )  

2. What is your highest level of education? (tick where appropriate) 

Secondary certificate (       )    Diploma (       ) Degree         (       )    Masters   (  )   

PhD (       )     Others (Please specify)............................................ 

3. Please indicate your age (tick where appropriate) 

Below 25 years          (       )     26-35 years                (       )  

36- 45 years               (       )                Above 45 years         (        )  

4. How long have you worked at the New KCC? (tick where appropriate)  

1-5 years              (       )   6-10 years (       )   over 10 years (       ) 

5. What is your position/ role in KCC? (tick where appropriate) 

Senior management     (    ) Middle level management     (    ) Supervisor  (    )      

Other (Please specify).................. 

 

SECTION B: Corporate Culture Maintenance  

Please indicate your rate of agreement with the following statements as pertaining to 

corporate culture maintenance at New KCC. This relates to communication styles, 

management and organization structures maintained at KCC over the years. 

 

Corporate Culture Maintenance at New 

KCC 

Strongly 

Disagre

e 

Disagre

e 

Neutra

l 

Agre

e

Strongl

y

  

Agree 

6. There is existence of proper 

corporate communication in the 

firm 

     

7. The organization products and 

services facilitate corporate visual 

identity  

     

8. Corporate brand personality is 

maintained in the firm 

     

9. There is efficient customer 

relationship management 

     

10. There is efficiency of operations       

11. The firm has been able to maintain 

profitability 
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12. How would you rate the level of corporate culture maintenance at New KCC? 

Tick appropriately 

a) Very large extent             (      )   

b) Large extent                     (      ) 

c) Small extent                     (      )   

d) No extent                   (     ) 

13. In what way(s) can the level of corporate culture maintenance at New KCC be 

improved? 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………. 
SECTION C: Factors influencing Corporate Culture Maintenance 

Please rate the following statements as pertains to the factors influencing corporate 

culture maintenance. 

Organizational Leadership Strongly  

Disagre

e 

Disagre

e 

Neutra

l 

Agree Strongl

y

  

Agree 

14. There is proper 

communication between the 

management and employees 

with regards to corporate 

culture maintenance 

     

15. The management involves the 

employees in setting up 

organizational strategies 

     

16. The leadership in place at New 

KCC is chosen fairly with no 

biasness  

     

17. The leadership highly 

prioritizes corporate culture 

maintenance during strategy 

formulation practices 

     

18. The success at New KCC may 

be largely linked to the 

organization leadership being 

competent 

     

Strategic Management Strongly  

Disagre

Disagre

e 

Neutra

l 

Agree Strongl

y
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e Agree 

19. There are appropriate strategic 

measures put in place in 

enhancing corporate culture 

maintenance at New KCC 

     

20. The policies and regulations 

set up at New KCC ensure 

greatly that the organization is 

geared forward 

     

21. The strategies at New KCC are 

more customer oriented rather 

than organizational oriented 

     

22. There are proper guidelines set 

on how strategies are 

formulated and implemented 

     

23. There are strategies in place to 

ensure communication is 

maximised at New KCC 

     

 

24. Which other factor(s) influence Corporate Culture Maintenance at New KCC? 

…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

 

SECTION D: Influence of Corporate Culture Maintenance on Customer Satisfaction 

Please rate your rate of agreement on the following statements on customer 

satisfaction.  

 

Customer Satisfaction Strongly 

Disagre

e 

Disagre

e 

Neutra

l 

Agre

e

Strongl

y

  

Agree 

25. Customer satisfaction has a 

positive effect on image 

     

26. Customer satisfaction has a 

positive effect on performance 
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27. Customer satisfaction has a 

positive effect on customer 

Loyalty 

     

28. The organization yearns to 

improve its operations based 

on the customers’ feedback 

     

29. The customers’ demands 

determine the organizational 

strategies set 

     

30. To what extent would you attribute the level of customer satisfaction to corporate 

culture maintenance? Tick appropriately 

a) To a very large extent             (      )   

b) To some extent             (      ) 

c) To a large extent                     (      )   

d) To no extent                         (     ) 

34. What other factors influences customer satisfaction at New KCC 

a) The product quality                        (     ) 

b) Price                                               (     ) 

c) There are no competitors               (     ) 

d) Other (Specify)…………………………………………………………………. 
END:  Thank you for your time 
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Appendix B: Questionnaire for Customers of New KCC Products 

Section A:  General information 

1. What is your gender? (tick where appropriate)  

  Male (  )   Female (   )  

2. What is your highest level of education? (tick where appropriate) 

Secondary certificate (       )    Diploma   (       ) Degree (       )    Masters     (       )  

PhD (       )    Others (Please specify)............................................ 

3. Please indicate your age (tick where appropriate) 

Below 25 years          (       )     26-35 years                (       )  

36- 45 years               (       )                Above 45 years         (        )  

4. Please indicate your category 

   Wholesaler (        )                              Retailers                      (        ) 

    Consumer (                                 others Please specify ………………………. 
5. How long have you used or distributed New KCC products? (tick where 

appropriate)  

Less than 2 years              (       )   3-5 years (       )   over 6 years (       

) 

6. Which New KCC product(s) do you often use/sell/distribute? 

………………………………………………………………………………………
………………………………………………………………………………………
……………………………………………………………………………………… 

7. Which feature(s) attract you to New KCC? 

………………………………………………………………………………………
………………………………………………………………………………………
……………………………………………………………………………………… 

SECTION B: Corporate Culture Maintenance at New KCC 

Please indicate your rate of agreement with the following statements as pertaining to 

corporate culture maintenance at New KCC. This relates to communication styles, 

management and organization structures maintained by New KCC over the years. 

 

Corporate Culture Maintenance at New 

KCC 

Strongly 

Disagre

e 

Disagre

e 

Neutra

l 

Agre

e

Strongl

y

  

Agree 

8. There is adequate New KCC brand 

awareness amongst the customers 

     

9. The organization products and 

services facilitate easy recognition 
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10. The products are highly reliable      

11. There is efficient customer 

relationship management 

     

12. The organization has been able to 

establish a strong customer loyalty 

     

13. How would you rate the level of corporate culture maintenance at New KCC? 

Tick appropriately 

a) Very large extent             (      )   

b) Large extent                     (      ) 

c) Small extent                     (      )   

d) No extent                   (     ) 

 

14. In what way(s) can the level of corporate culture maintenance at New KCC be 

improved? 

…………………………………………………………………………………………
…………………………………………………………………………………………
…………………………………………………………………………………………. 
 

15. According to you, which factor(s) influence how New KCC maintains its brand, 

culture and identity? 

…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………………… 

 

 

PART C: Influence of Corporate Culture Maintenance on Customer Satisfaction 

Please indicate your rate of agreement on the following statements on customer 

satisfaction.  

 

Customer Satisfaction Strongly 

Disagre

e 

Disagre

e 

Neutra

l 

Agre

e

Strongl

y

  

Agree 

16. KCC highly prioritizes the 

customer satisfaction  

     

17. Customer satisfaction has a 

positive effect on customer 

Loyalty 

     

18. The organization yearns to 

improve its operations based 
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on the customers’ feedback 

19. The customers’ demands 

determine the organizational 

strategies set 

     

20. There is good customer to 

KCC management relations 

     

 

21. To what extent would you attribute the level of customer satisfaction to corporate 

culture maintenance? Tick appropriately 

a) To a very large extent             (      )   

b) To some extent             (      ) 

c) To a large extent                     (      )   

d) To no extent                         (     ) 

22. What other factors influences your satisfaction to New KCC products? 

a) The product quality                        (     ) 

b) Price                                               (     ) 

c) There are no competitors               (     ) 

d) Other (Specify)…………………………………………………………………. 
 

23. What change(s) may improve your overall satisfaction to New KCC products? 

………………………………………………………………………………………
………………………………………………………………………………………
……………………………………………………………………………………… 

END 

Thank you for your time 
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Appendix C: Ethical Clearance 
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