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ABSTRACT 

The purpose of this study was to find out the effects of social media on employee 

performance in microfinance institutions in Kenya, with a focus on Kenya Women Finance 

Trust (KWFT). The study was anchored on the following objectives: to explore the social 

media sites accessed by KWFT employees and the purpose for which they accessed the 

sites, determine the effect of employee access to social media during working hours at 

KWFT, establish social media usage for official and personal work at KWFT, and access 

the relationship between social media access and employee performance at KWFT. The 

research used a descriptive research design approach, and a structured questionnaire was 

used in data collection. A sample of 384 respondents was targeted and the overall response 

rate was 73%, with 63.2% of the respondents using social media to advertise the 

organization. Multiple regression analysis and correlation analysis (Karl Pearson) were 

used to analyze data. The findings of the study showed that the majority, 76.1%, of the 

respondents always accessed Facebook. Additionally, most (61.4%) of the respondents 

strongly agreed that accessing social media during working hours leads to company time 

wastage. The study recommended that management of the microfinance sector should 

educate its employees on the benefits of social media usage for official business. Further, 

the Association of Microfinance Institutions should work towards introducing Workplace 

Leisure Internet Policy (WILP). This is because it is important to set up terms for 

acceptable usage of WILP for the protection of both employers and employees from 

internet and social media risks.  
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by the internet to better grow their companies. It is also my desire that the (AMFIs) can 

work towards introducing Workplace Leisure Internet Policy (WILP) to help streamline 
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Through the internet every facet of human society has been revolutionized, that 

entails the lifestyle, means of communication and networking, ways in which we conduct 

our day tasks and responsibilities as well as how we spend our recreational time (Hsu & 

Yen, 2016). Pending the last century the relevancy of the Internet has been enhanced 

exceptionally, during which social media gained enormous popularity, internet users, 

availability of unique services and assorted merchandise. The way in which individuals 

relate and network among themselves has changed over time. In the 21st century social 

media is the undeniable main communication tool in the corporate world where it is used 

as a channel for data sharing, networking and in-house communication among personnel 

which has led to significant results in the workspace. Social media is a fundamental and 

wholesome trade tool, and thus, it can be considered the contemporary mode of 

communication as well as a means to transfer knowledge, and boost employee and firm 

performance.  

Background to the Study 

The SixDegree.com was the first social site created when the social media era began 

in the year 1997. The site allowed users to formulate individualized profiles and have a list 

of acquaintances to communicate with. The site was after sometime outrun by other 

platforms such as Live Journal, Wikipedia, Myspace in 1991, 2001, 2003 respectively, 

among others new sites (Boyd & Ellison, 2007). With individuals and organizations 

embracing these technologies, growth was evident. 
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According to Shirky (2011), social media has shifted from computer savvy to 

mainstream and is quickly penetrating organizations as a key business tool. Between 1997 

and 2001, organizations moved quickly to invest in internet connections to avail staff and 

management with email and internet access. According to a 2013 report by the Association 

of Microfinance Institutions (AMFI), this development led to the progression of social 

media (SM) such that by 2019 SM platforms like social networks (Facebook, Tiktok, 

Myspace, Instagram Twitter, Bebo), business networking sites (LinkedIn), internet-based 

music sharing network (YouTube, Vimeo, Tubidy), as well as search engines(Yahoo, 

Google, Bing, and YouTube) have come up.  

Facebook’s top markets are Europe, North America, and Asia with 223 million 

users, 219 million, and 202 million users respectively. LinkedIn is most popular in 

Australia, Canada, Denmark, Finland, Norway, and Sweden, while Twitter wins in key 

markets in the USA and the UK. The US-based social network holds this position in 

Australia, Austria, Canada, Finland, India, Italy, Japan, Netherlands, Norway, and Sweden. 

Meanwhile, in China over half of China’s internet users have more than one social network 

profile, and 30% log into a social network at least once per day (Mwituria, 2015). 

Currently in East Africa, Kenya tops the list with regards to popularity in social 

media usage followed closely by Uganda and lastly Tanzania. Locally, social media sites 

are mainly used for entertainment, social purposes, intellectual purposes, and civic and 

political involvement. According to Mwituria (2015), Facebook is the most used site in 

Kenya with over 3.5 million Kenyan subscribers. 

Social media is an internet-based service that enables personnel to first design a 

general profile within a secure network, second, have a series of other subscribers whom 
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they are mutually connected, and finally, look at and ply their list of connections among 

members within the network (Boyd & Ellison, 2007). Due to the popularity and infiltration 

of social media, employees are now utilizing social media in the workplace to achieve 

workplace goals as well as for personal purposes (Munene, 2016). With the social media 

insurgency that the globe is currently going through, it is indisputable that platforms 

including Facebook, Instagram, Twitter, and Skype among others are widely used as a 

medium of communication. The ability to exchange knowledge, data, and information 

online among different groups of people in different places around the world, is one of the 

many merits of the use of social media. Shami, Nichols, and Chen (2014) asserted that 

social networking has become a paramount entrepreneurial advancement of the century for 

it has brought about a distinct dimension in which individuals communicate and conduct 

business across the globe. 

Several professionals have expressed mixed opinions on communication 

competency used as a predictor of employee performance. The significance of 

communication for institutions cannot be looked down upon (Madianou & Miller, 

2013).With effective communication, a company can have good coordination among its 

teams, whereby, the lack of communication will indicate problems in running day-to-day 

operations or largely cause damage between personnel, and social media has become a 

medium of effective and efficient communication. Similarly, social media has revamped 

the traditional discipline of corporate communication mainly in the manner of its customs, 

habits, and practices in dealing with professional communication. 

According to Langer (2014), social media has facilitated an effective and 

expressive model in everyday communication between personnel and their firms. Leonardi, 
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Huysman, and Steinfield (2013) asserted that through social media personnel can share 

information with their colleagues within or outside the organization at any particular time 

and are certain that they will get to receive the message. A study carried out by Babiker 

(2017) revealed that the enhanced speed of communication brought about by social media 

has, in turn, enabled quick knowledge exchange and has also made correspondence 

quicker. In addition, companies now view social media as a tool to create, better, or 

preserve a firm’s image. In today’s world, a firm’s name, brand, accomplishments, or 

downfall are all anchored on the image created by the firm on social media and the overall 

firm performance in the industry (Ali-Hassan, Nevo, & Wade, 2015). Appropriate 

utilization of social sites has diverse gains for small and medium companies and their 

personnel. Although these firms employ social networks majorly as a marketing tool, 

applicability can be elongated to the firm too (Kagaari, 2011). 

Therefore, for these kinds of firms, social media can be used as a channel of 

Knowledge sharing, communication, and interaction between personnel which will enable 

effective personnel involvement. Nonetheless, it is paramount to come up with policies and 

guidelines concerning the usage of social media in the workplace to avoid any harm as well 

as wastage of company resources which affects firm performance through employee 

performance (Divya & Regi, 2014). 

According to Mohammed, Sidek, Izharrudin, Kudus, and Abu Hassan (2017), 

social media has been identified as a key tool to assist an organization to improve 

performance among employees. A company's achievement is highly dependent on 

personnel who are integral assets of any firm, for they have the sole capability of creating 

value for the firm and ensuring that the firm is at its best performance compared to its 
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competitors. The overall achievements and development of any firm are anchored on the 

performance of the staff. Employee performance is complementary to the tasks that are 

expected of an employee and how effectively the employee performs those tasks (Omolo, 

2015). Researchers over the last few decades have been trying to identify ways through 

which to better employee performance in the workplace. Meanwhile, most organizations 

in the 21st century are using social network sites (SNS) to reach both their personnel and 

customers. Therefore, firms need to educate their workforce on the changing tech-savvy 

environment across the globe. In addition, Qiaolei (2014) asserted that a firm’s 

performance and profits are dependent on the overall performance of an employee at the 

firm and that current employees are strongly connecting to social networks. 

Therefore, the impact of social media usage in the workplace cannot be overlooked. 

Similarly, just like other emerging technologies, there are mixed reactions amongst 

personnel regarding social media networks and their accessibility in the workplace. 

Nevertheless, as social media became a necessity among personnel and firms, it has also 

become one of the contributing factors to the disruption of personnel performance (Qiaolei, 

2014). 

The Kenyan Microfinance Industry (MFI) has experienced an increase in 

microfinance penetration (Association of Microfinance Institutions, 2013). Muli (2013) 

posited that the major reason why the Kenyan monetary institutions have managed to 

record continuous growth even during times of global economic recession is because of 

embracing technology, internet resources, and innovations. According to Ombagi (2018), 

technology continues to be one of the largest disruptions within the modern-day economic 
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setting and the development of technology and embracing of social networks and sites may 

be a vital facet of business aggressiveness within the 21st century. 

However, among the challenges facing MFIs in Kenya, has been the need to grow 

the performance of their personnel to enhance service delivery and put a stop to wastage 

of the scanty resources (Ombagi,2018). In addition, firms have now been cornered to 

incorporate SM since it is robust as a two-way communication tool and its effective 

associations are undisputable (Cao, Guo, Vogel, & Zhang, 2016). Therefore, to ensure the 

growth and improved performance of MFIs in this rapidly changing environment, the firms 

in the financial sector need to embrace the role social media plays in ensuring both 

employee and organizational performance is enhanced (Mwituria, 2015). 

Personnel performance is a key variable to the growth of any firm with the 

undeniable growth and popularity of social media, the use of it in the workplace has become 

popular, and a majority of personnel are visiting the sites for personal use, with the 

company being at a loss. According to Ladika (2012) three - quarters of employees 

accessed social media through personal mobile phones at least once a day while at work, 

while 60% used cell phones numerous times each workday. Performance is destined to be 

influenced (Omar, Dahalan & Yusoff, 2016). While a majority of the individuals believe 

that social media is a timewaster, a substantial number of studies show the complete 

opposite that the use of social media may improve personnel performance. 

Past studies focusing on social media and employee performance have been done 

mainly in Europe. For instance, a study was done on the association between social media 

usage and personnel performance (Shami et al., 2014) in the US, which concluded that both 

have a positive relationship. Related research was carried out to highlight the impact of 
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social media usage on employee performance in Europe (Ouirdi, Ouirdi, Segers, & 

Henderickx, 2014), the study concluded that employee performance dwindled as a result 

of social media usage for personal purposes in the workplace. Similarly, a study was carried 

out to examine the influence of social media on employee work performance in China (Cao 

et al., 2016), which showed that lack of social media access did not necessarily result in 

high employee performance, but rather other mediating variables were at play.  

In 2016 in UAE, Omar et al. (2016) did research on social media and its influence 

on personnel in the oil and gas industry. The study concluded that social media negatively 

influenced the performance of employees, however, other factors were also in play. 

Similarly, Alguenza, Al-Kaseem, and Som (2012) conducted a study on social media and 

productivity in the workplace: challenges, and constraints in Cape Town. The study 

concluded that the use of social media has a positive impact on employee performance and 

two-way communication. However, the number of studies done to establish such impact in 

Kenya is limited. Ogaro (2014) carried out a study on the impact of social media in 

corporate organizations in Kenya, a case of Safaricom Limited. The findings of the study 

show that social media sites have an enormous effect on a firms’ consistent communication 

with customers. 

Similarly, Mwituria (2015) carried out a survey in commercial banks focusing 

mainly on NIC bank the topic being the impact of social networks on personnel 

productivity. The findings revealed that personnel were accessing social media during 

working hours and that a weak to moderate relation between social media use and 

employee performance did exist. This leaves a conclusive gap, namely none of the studies 
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focus on determining the effects of social media access on employee performance in the 

MFI sector in Kenya. 

Statement of the Problem 

The growth and popularity of social media over the years show that it is integrated 

in day to day lives of most Kenyans. A majority of the employees access social media sites 

while in the office. The merits and demerits of social media access while at work is an 

ongoing debate among academics and business practitioners. Some believe that access to 

the sites while in the office results in time wastage while others believe that it results in 

better employee performance. Social media platforms are being accessed by personnel as 

a daily routine; therefore, it is paramount to highlight the impact they have on employee 

performance (Alguenza et al., 2012; Ashraf & Javed .2014). 

Furthermore, a company's achievement is highly dependent on its personnel who 

are integral assets of any firm, the reason being that they have the capability of creating 

value for the firm and ensuring that the firm is at its best performance compared to its 

competitors (Munene, 2016). Nevertheless, as social media became a necessity among 

personnel and firms, it has also become one of the contributing elements to the unsettled 

personnel performance. Therefore, due to the huge infiltration, the majority of personnel 

are visiting the sites in the workplace for personal purposes resulting in poor employee 

performance. 

The financial sector in Kenya is rapidly growing and has boosted the economy, 

being a major contributor to the country’s GDP. In 2008 (Vision 2030), the financial sector 

was identified as one of the major sectors that will have a substantial role in achieving the 

envisioned economic advancement. To get there, the microfinance industry is required to 
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register continuous and sustainable gains over time. For this to be achieved the 

performance of its employee is paramount and thus cannot be ignored amid the 

proliferation of social media usage during working hours. Personnel performance with the 

notable effects resulting from the use of social media during official working hours for 

both leisure as well as professional purposes must therefore be at the core of each MFI 

enterprise. For if these two uses of social media are not well balanced, it would result in 

the downfall of MFI institutions as well as the financial sector as a whole to be on the 

losing end concerning economic gains. Studies have illustrated the positive significance of 

social media on workforce performance; some findings however contrast each other and 

thus illustrating some inconsistencies with regards to employee performance. Furthermore, 

a high number of studies concerning the association between SM and personnel 

performance were conducted mainly in Europe and only a small number have focused on 

this relationship in developing countries. 

Social media has emerged as an aspect that has been adopted by many if not most 

organizations for its benefits. This study sought to focus on the growth and productivity 

aspect of SM in relation to employees and their performance. However, it has been 

established that several employees are engaging in social media for personal use as opposed 

to official use: hence affecting their performance negatively. Therefore, this study seeks to 

establish the relationship between social media access and employee performance at 

KWFT. 

Purpose of the Study 

The purpose of this study was to determine the effects of social media on employee 

performance in microfinance institutions in Kenya. 
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Objectives of the Study 

1. To explore the social media sites accessed by KWFT employees and purpose for which 

they access the sites. 

2. To determine the effect of employee access to social media during working hours at 

KWFT. 

3. To establish social media usage for official and personal work at KWFT 

4. To access the relationship between social media access and employee performance at 

KWFT. 

Research Questions 

The research addressed the following questions: 

i. Which social media sites are accessed by KWFT employees and for what purpose do they 

access the sites? 

ii. What is the effect of employee access to social media during working hours at KWFT? 

iii. How is social media used for official and personal work at KWFT? 

iv. What is the relationship between social media access by employees and performance at 

KWFT? 

Justification for the Study 

The focal point of the study was on the effects of social media in microfinance 

institutions and determining whether this has impacted employee performance of 

microfinance institutions in Kenya focusing on KWFT. The relevance of studying this 

concept is due to its timely and pertinent aspect. The majority of the studies conducted to 

investigate the relation between SM and employee performance have been examined in 
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Europe and limited research has been conducted in Kenya. Kenya Women Microfinance 

Bank is one of the pioneers and top-performing MFIs in the country and thus was suitable 

for the study. In addition, the majority of the studies done on MFIs in Kenya have focused 

on financial variables, employee productivity, and organizational performance rather than 

employee performance. Therefore, this implies that both a knowledge gap and a literature 

gap exist. 

Significance of the Study 

The government and stakeholders in the country’s policy formulation may gain 

from the findings of this research because they cannot ignore the financial sector (MFIs) 

since it is the paramount donor to the country’s GDP.   

The Kenyan financial sector may also find the findings to be important since they 

can use them to measure their employee’s performance with relation to access to social 

media and improve where necessary to improve their firm performance.  

Those who have a scholarly interest in social media and employee performance 

may use this research as it provides a source of reference and basis upon which future 

studies can be developed. 

Assumptions of the Study 

The respondents of the study will be honest in their responses and will provide 

information promptly as requested. In addition, the respondents will avoid generalization 

and will answer the questions as presented. 
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Scope of the Study 

The research focused on MFIs in Kenya with specific relevance to Kenya Women 

Microfinance Bank Headquarters in Nairobi Kenya. Nairobi County was chosen as 

representative of other regions because that’s where the headquarters of the firm is based 

and where key decisions on the firms’ human resources as well as overall firm strategy are 

made. The respondents were selected from the different main functional departments. The 

reason for selecting this scope was to be able to traverse the personnel's habits from diverse 

divisions in the institution. In comprehending their usage of SMS, it was feasible to 

establish how visiting social media influences their performance. The time frame in which 

the study was done is between August 2020 and March 2021.  

Limitations and Delimitations of the Study 

The respondents were hesitant to provide detailed information due to the fear of 

revealing privileged information. This setback was resolved by reassuring the personnel all 

information they gave will be confidential and only used for scholarly purposes.  

As a result of the study being undertaken during the COVID-19 pandemic, limited 

employees were working in the office since a majority were working from home. This 

setback was resolved by the researcher distributing the questionnaires in shifts to ensure an 

adequate response rate was achieved. 

Following that the research was carried out purely among the MFIs, the conclusions 

of the study are restricted to, and can are only be used to the research organization and 

population. Therefore, the findings, conclusions, and recommendations are only limited to 

other MFIs.  
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Definition of Terms 

Cyberloafing: Refers to personnel’ use of internet services availed the firm for 

personal recreation during official office hours (Vitak et al., 2011). In this study, Cyber 

loafing was used to mean surfing through the internet during official company hours for 

leisure purposes. 

Employee performance: Refers to a gauge of monetary or other results of the 

personnel that has a straight association with the productivity of the firm (Anitha, 2013). 

This study defined employee performance as tasks that are expected of an employee and 

how well the employee does the assigned tasks. 

Microfinance: The provision of monetary services to those not part of the traditional 

financial services industry (Aryeetey & Gockel, 2014). 

Social media: Kaplan and Haenlein (2001) defined social media as a group of 

Internet-based applications that build upon the ideological and technological foundations 

of Web 2.0, and that assents to the conception and transfer of user-generated content. This 

study defined social media as an internet-based service that enables personnel to 1. design 

a general profile within a secure network, 2. have a series of other subscribers whom they 

are mutually connected, and 3. look at and ply their list of connections within the network 

(Boyd & Ellison, 2007). 

Summary 

This chapter has discussed the background, problem statement, general and specific 

objectives of the study, research questions, assumptions, and justification of the study. The 

next chapter discusses the theoretical background, general literature, and empirical review 

of the study and illustrates the conceptual framework. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

The theoretical, empirical review and conceptual framework of the study are 

explained in this chapter. This research used the media dependency theory to shed light on 

the widespread accessibility of social media and its notable effects on personnel 

performance in the office. The empirical literature on social media and employee 

performance is also reviewed. The chapter concludes with a conceptual framework of the 

factors that relate to social media and the effects they have on employee performance. 

Theoretical Framework 

The research discussed the media dependency theory coined by Ball-Rokeach and 

DeFleur (1976). The theory elaborates on the relationship between social media and 

employee performance. 

Media Dependency Theory 

Ball-Rokeach and DeFleur (1976) defined the media dependency theory as a theory 

that has its foundation in classical sociological literature inferring that media and their 

audiences should be examined in relation to wider social systems. The theory combines the 

social systems, mass media, and individuals into a combined illustration of media effects. 

The theory goes ahead to state that the dependency of an individual on any type of media 

is dependent on whether the media fulfils the needs of the individual. However, in the 

middle of need fulfilment, there exists an association between media, audience, and social 

system and are thus dependent on each other. Personal traits and social relationships among 

individuals are highly stressed in this theory. The theory submits that when individuals 
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become excessively reliant on the media, the control of media users’ perceptions and 

behaviors becomes more robust. So as the environment and end goals change so does 

reliance on media. The study agrees with the tenets of the theory and thus it relates to the 

study in that it explains how media usage and employee performance in the workplace 

relate. 

Devito (2008) asserted that due to the change in social engagement and 

environment in the 21st century, traditional media users have switched to the use of online 

social media networks, and thus a noticeable effect of social media on users’ attitudes and 

behaviors in their personal lives as well as in their workplaces. Burrus (2010) agreed with 

this theory that individuals have become highly reliant on SNS such as Facebook, Twitter, 

and Instagram. Individuals access these sites to obtain current information and keep in 

touch with friends and family. This shows that in today’s world people have become highly 

dependent on SMS in relation to the time spent on average per day visiting the sites (Burrus, 

2010). It is also about information, happiness, and sadness, social life, and cohesion that 

bring them to the heavy use of social media. Ball-Rokeach and DeFleur (1976) asserted 

that there exist three media needs that define how valuable media is to a person at any time. 

First, the need to understand one’s social world (surveillance), secondly, the need to act 

meaningfully (social utility) effectively in the world, and lastly, the need to escape from 

the world when tensions are high (fantasy escape).  

The media dependency theory applies to dependency relationships at multiple 

levels such as group, institutional and societal. Therefore, this theory provides insight into 

the usage of social media for personal use and official work. Similarly, the theory helped 

to address the objective on social media access by personnel in the office during office 
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hours and for what purpose they access the sites; be it surveillance, social utility, or just 

simply fantasy escape. In addition, this theory emphasizes the dependent association 

between media usage and the day-to-day activities of the users. Thus, it shed light on the 

relationship between social media usage in the workplace and the performance of the 

employees in the firm. The theory states that the dependency of an individual on any type 

of media is dependent on whether the particular media fulfils the needs of the individual. 

This is illustrated in the findings of the research that illustrates that the primary purpose of 

using social media in the office was to connect with family, create new relationships, and 

networking respectively. This shows that their dependency on social media was because it 

fulfilled their need to socialize, therefore, building on the media dependency theory. 

General Literature Review 

In this section, the research focuses on social media and employee performance in 

the microfinance sector in Kenya. 

Micro Finance Institutions in Kenya 

According to Aryeetey and Gockel (2014), the word microfinance is used to explain 

the availing of monetary services to those not included in the traditional banking sector. 

The Kenyan microfinance sector was first introduced and became functional in the late 

1960s with several non-governmental organizations that introduced programs ensuring the 

provision of donor-funded credit services. By December 2011, the AMFIs had 53 

registered institutions namely, commercial banks undertaking microfinance services, 

microfinance banks, wholesale MFIs, retail MFIs, SACCOs, and development institutions 

(AMFI, 2013). KWFT then known as Kenya Women Microfinance Bank was founded in 

1981 as a branch of Women’s World Banking (WWB) to provide monetary services to 
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Kenyan women. The firm's mission is to improve and further the unswerving involvement 

of economically dynamic women towards feasible businesses, to upgrade their financial 

and social class by availing monetary and non-monetary services. 

Muli (2013) posited that the key reason why the Kenyan monetary institutions have 

managed to record continuous growth even during times of global economic recession, is 

as a result of embracing technology, internet resources, and innovations. Despite this, 

accessibility to the internet for staff members in the Kenyan financial industry is majorly 

contingent on the firm’s policy (Wachira, 2013). Some firms provide free unmonitored 

internet access, while others allow limited access by prohibiting specific websites.  In 

addition, some provide internet access only to those in top supervisory positions. These 

measures have been put in place to certify that social media usage during working hours is 

monitored. 

Griffiths (2010) asserted that when personnel allocate a lot of office hours on SM, 

the productivity of financial firms is set to be negatively influenced. Among the challenges 

facing MFIs has been the need to grow the productivity of their personnel to enhance 

service delivery and put a stop to wastage of the scanty resources. Firms have now been 

cornered to incorporate SM since it is robust as a two-way communication tool and its 

effective associations are undisputable (North, 2010). Despite skepticism on its merits 

because of data leakage from personnel and cyber crook scams, many firms have 

acknowledged that SMS and SNS in the office lead to improved personnel performance 

(Ollington, Gibb, & Harcourt, 2013). However, the huge worry of SM usage in the office 

during working hours has remained to be time resource wastage and the reduction on 

personnel performance. 
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Critique of Existing Literature and Research Gaps 

Several works of literature that were reviewed were conducted in the context of 

developed countries mainly the Western countries. The literature highlighted many diverse 

perspectives on the relation between social media and personnel performance which is a 

key concern of organizational performance. Some studies (Adzovie, Nyieku, & Keku, 

2017; Mohammed et al., 2017) found many of the profitable firms having to have a hybrid 

of workplace internet leisure and for official use to attain desired results. The literature 

analysis also showed that there seems to be little agreement on one precise theory that is 

most effective in attaining employee performance. The studies that focused on social 

media/internet are mainly done in large industries and as a result, cannot be generalized 

from an MFI perspective.  

Past literature shows that research has been done on SMN and employee 

performance. However, a large number of these studies have not concentrated on MFIs but 

rather other industries (Adzovie et al., 2017; Alguenza et al., 2012; Mohammed et al., 2017; 

Moqbel, 2012; Quoquab, Halimah, & Salam, 2015; Stanton, 2002). However, previous 

studies on MFIs in Kenya (Muli, 2011; Ombagi, 2018; Wachira, 2013) to a large proportion 

focused on the financial performance of MFIs and not communication. Ombagi, (2018) did 

research on challenges that face the operation of microfinance institutions in Kenya. 

Similarly, Mwituria (2015) did a study on the impact of SNS on employee productivity in 

commercial banks in Kenya, focusing on NIC banks. Muiruri (2014) did a study on the 

role of MFI in the growth of SMEs in Thika Town. From these studies, none focused on 

SM and staff performance. The utilization of social media as a means of corporate 

communication can go a long way in ensuring effective two-way communication between 
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the employees and the organization at large. Therefore, a gap in the literature as far as 

research on the effects of social media and personnel performance of MFIs in Kenya does 

exist. The study similarly sought to fill the theoretical gap on whether employees at KWFT 

are dependent on social media sites and whether their individual needs are meet as they 

visit the social media sites. In this study, social media will include both social media 

networks and media sharing sites. Employee performance will be measured in terms of 

efficiency, attained goals, level of knowledge possessed, and creativity.  

Empirical Literature Review 

This empirical literature review section documented the viewpoints of diverse 

academicians and scholars on social media and employee performance.  

Internet and Social Media Growth 

In 1996 the United States had the leading number of internet servers at 64%, 

distantly followed by Germany at 5% and lastly the United Kingdom at 3%. In the last 

decade internet access has gone up tremendously from 36% in 2005 to 65.9% in 2017. By 

2017, internet access had risen in the United States, Arab, Asian, European and Africa 

countries by 65.9%, 43.7%, 43.9%, 79.6% and 10% respectively. This is in comparison 

with the year 2005 where internet access in these countries was at 36%, 8%, 9%, 46% and 

2% respectively (International Telecommunication Union, 2019). In addition, Internet 

World Stats (2020) showed that, the globe’s sum internet penetration totalled to 58.7%. 

Similarly, the statistics revealed that as of end of year 2019 internet users were 4.5 billion, 

and a growing growth rate of 1.167% between the years 2000 and 2020. As of 2019, Africa 

penetration rate was at 39.3% which illustrated a high growth, Asia was at 53.6%, Europe 

stood at 87.2%, Latin America documented a penetration rate of 68.9%, while the Middle 
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East stood at 69.2%, lastly North America and Australia penetration rate stood at 94.6%, 

67.4% respectively. 

The SixDegree.com was the first social site created when the social media era began 

in the year 1997. The site allowed users to formulate individualized profiles and have a list 

of acquaintances to communicate with. The site was after some time outrun by other 

platforms such as Live Journal, Wikipedia, Myspace in 1991, 2001, 2003 respectively, 

among others new sites (Boyd & Ellison, 2007). Social media is divided into various social 

media site subsets which include social networks, business networking sites, music sharing 

sites and search engines. Facebook, Twitter, Instagram and Tiktok are classified under 

social networks. While LinkedIn is the most commonly used business networking site. 

Sites such as YouTube, Vimeo, Tubidy form the most commonly used music sharing sites 

and lastly the search engines include Yahoo, Google, Bing among others. Facebook is 

considered the most popular social media network across the globe. Europe leads with 223 

million Facebook users, closely followed by North America with a total of 219 users, and 

lastly Asia with 202 million users. Meanwhile, LinkedIn the business networking site has 

more subscribers in Australia and Canada. While in the States and United Kingdom twitter 

is more predominantly popular compared to other social sites. However, despite the 

popularity of social media across the globe, in China, as a result of the state's rule on 

Internet censorship more than 2600 websites are blocked (World Map of Social Networks 

(2012), 

Currently, in East Africa, Kenya tops the list with regards to popularity in social 

media usage followed closely by Uganda and lastly Tanzania.  In Asian countries, regional 

companies openly compete with popular social media networks. However, as a result of 

Daystar University Repository

Library Archives Copy



21 

 

immense cyberspace restrictions, the implementation of social sites has been crippled. In 

Pakistan, Facebook’s popularity in the country is undeniable as it is currently ranked 27th 

worldwide with users totaling to almost 6.8 million. Meanwhile, social media usage in 

Russia is quite predominant. Statistics reveal that the country records a total of 56 million 

social media visitors, this stands for eighty five percent of the total internet community in 

Russia. Meanwhile, in Germany Facebook has made void all the local site and tops as the 

most popular social site. In Mexico, 20.7 million people are users and frequent social media 

networks, with that population representing above 90% of the entire internet community. 

According to eMarketer (2012), approximately each individual who visits a social site uses 

an average of 7.1 hours a day which is considered more or less two hours over and beyond 

the universal internet user average. 

Social Media Sites Accessed by Employees and the Purpose for which they accessed 

Online Social Network is a blanket term for a wide scope of internet-derived tools 

that enables the material to be developed by individuals using readily available and credible 

broadcasting technologies. According to Statcounter (2019), the dominating social 

networks include Facebook, Twitter, and LinkedIn respectively and the leading sites used 

in the sharing of music include YouTube, Instagram, and Snapchat. Social networks are 

used for networking and connecting with individuals and brands online while media 

sharing networks are used to exchange and share pictures, videos, and other forms of 

media. 

Facebook 

Facebook is a social networking site designed to connect users across the globe. It 

enables people to create profiles that highlight their interests, affiliations, photos, and 
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whatever else a subscriber feels comfortable posting or sharing. As of April 2017, 

Facebook was the market leader of the social media world, with 1.97 billion monthly users 

(Internet World Stats, 2017). With the posts notwithstanding, 50 million businesses are 

active on Facebook business pages and two million businesses are using Facebook for 

marketing. 

Twitter 

Twitter is a SNS allowing subscribers to post and network through short messages 

referred to as ‘tweets. 88% of businesses use Twitter for marketing purposes. Registered 

account holders can read, post, and re-tweet tweets, however, but non-registered users are 

only limited to reading. Twitter users access it through the website interface, smartphone 

mobile application, or SMS. Twitter plays a big role in today’s online official 

communication. It also helps businesses in brand awareness and relationship building. 

Similarly, employees use Twitter to share opinions on various issues either official, 

personal, political, global, or environmental.  

LinkedIn 

LinkedIn is a business-related social networking site mainly used for professional 

networking. Users maintain a list of contact details of people with whom they have some 

level of relationship, called Connections. This list of connections can then be used to 

develop a contact network, follow diverse organizations, and find job openings and 

business opportunities. LinkedIn enables subscribers who are both personnel and 

employers to create profiles and connections with each other in the online space which 

could lead to individualized professional relationships (Richards, 2012).  

  

Daystar University Repository

Library Archives Copy



23 

 

YouTube 

YouTube is a video-sharing website to which users can upload, share, and view 

videos. A wide variety of user-generated video content is displayed, including film and TV 

clips as well as amateur content such as video blogging. International media corporations 

such as CNN and BBC and local media corporations such as Citizen, KTN, and NTV offer 

some of their material via the site. Most videos enable users to leave and exchange 

comments. It allows users to upload, view, rate, share, add to playlists, report, comment on 

videos, and subscribe to others. It offers a wide variety of user-generated and corporate 

media videos. However, most people visit the site to view videos. YouTube and selected 

creators earn advertising revenue from Google. As of August 2019, YouTube was ranked 

as the second most popular site in the world (Statcounter, 2019). 

Instagram 

Instagram is an American photo and video sharing social networking service owned 

by Facebook. The application enables subscribed account holders to upload photos and 

videos, which can be modified through the use of filters and organized with tags and 

location. Instagram stories and posts can be shared publicly or with pre-approved 

followers. Instagram is mostly used to communicate and create connections between peers 

across the globe but is also used as an advertising medium by institutions (Seman, 2014). 

Snapchat 

Snapchat is a multimedia messaging application; one distinct primary aspect of 

Snapchat is that photos and texts are ordinarily only viewable for a limited time before they 

become inaccessible to other account holders. The site also incorporates features that let 
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firms broadcast short advertisement clips for purposes of marketing. It allows account 

holders to store personal pictures in a password-protected space, encouraging more users. 

Changes in business SNS usage may affect personnel relationships and corporate 

business functions. According to Ashraf and Javed (2014), research on social network 

usage in business environments indicated that the nature of the business force itself is 

changing. Employee training is more likely to be delivered with online content or through 

informal methods. Personnel has far more access to accurate, up-to-date information about 

current and potential clients, and supervisors can track employees with SNS usage 

(Bennett, Owers, Pitt, & Tucker, 2010). Sales regions may be less pertinent in a few sectors, 

as travel and one on one selling are superseded by less costly contact methods like 

WhatsApp, Skype, Instagram, and Facebook (Babiker, 2017). 

Company executives and management still frown on the idea of personnel spending 

any part of the workday on their social media sites. The worries that management has 

regarding use of social media sites during office hours include perceived loss in staff 

performance, data leakage from staff gossiping freely in an open environment, damage to 

a company’s reputation, scams practiced by cyber crooks, and the open access to company 

information because of outdated passwords (Capgemni, 2014). 

 Furthermore, another possible use of the networks that is a source of concern to 

management is the possible damage to the company’s reputation that can be brought about 

by posts online. Secondly, some individuals overlook the access of social media sites in 

the workplace without putting into account the effects of such sites on employee 

performance or the gains that the company could get from the usage of social networking 

sites in the workplace (Mohammed et al., 2017). As more workers become dependent on 
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using social media in their daily lives, it is crucial to examine at the effects of these tools 

on employee performance and the overall performance of a business. This study, therefore, 

sought to determine the social media sites accessed by employees and its effect on 

employee performance, focusing on microfinance firms in Kenya, particularly the KWFT.  

Effects of Employee Access to Social Media During Working Hours 

Access to social media and networking sites has highlighted as an aspect that has 

been shown to have significant and negative effects on both the individuals and the overall 

organization in today’s world. Social media has deeply and widely penetrated the office 

space where it has consequently not only influenced personnel work ethic, skills, 

knowledge, and satisfaction but also their performance in the workplace (Munene, 2016). 

Richards (2012) asserted that, personnel who visit social media sites during 

working hours are 15% more productive than those who opt not to. Alternatively, other 

studies show that the usage of social media in the workplace has led to more work 

disruption, low level of concentration as well as decreased level of performance. However, 

Seman (2014) posited that social network offer an excellent channel for communication 

among individuals. It enables users to interact and forge new relationships with other 

diverse users from across the globe.  

The media dependency theory states that the dependency of an individual on any 

type of media is dependent on whether the particular media fulfils the needs of the 

individual. Social media has helped meet the corporate needs of a firm for example through 

making use of corporate social networks, employers are now better positioned to minimize 

redundant e-mails and enable prompt communication among personnel. In addition, using 

SNSs in the workplace allows clients to reach and interact with the firm more promptly 
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and can obtain information easily. As a result, corporates are now dependent on social 

networks (Patel & Jasani, 2010).  

At the same time, SNS accelerates the promptness of communication, makes 

information easily available as well as accessible, inspires collaboration among colleagues 

and friends, and alleviates work-related stress. Wilson (2009) pointed out that, firms that 

diligently take advantage of the power of social media may come up with smart ideas, 

shape a new breed, create like-minded individuals and firms, and formulate modern sources 

of industry definitive expertise, discernment, and knowledge. As highlighted by Ashraf 

and Javed (2014), SNS are essential for strengthening personnel to extensively analyse, 

develop and implement fresh ideas. 

However, irrespective of the identified merits, opportunities, and benefits of the 

internet, security of information and content control are among the predicaments it faces. 

Qiaolei (2014) stated that the use of the internet in the office enables staff to tap into 

innovative styles to immerse in leisure stirs that are likely to result in severe effects on the 

firm and workspace. Liu (2014) referred to these activities as workplace internet leisure 

which he referred to as personnel’s’ free-willed conduct in employing firms’ internet 

access while on company hours for leisure goals. His research also revealed that 60 percent 

of employees’ time online was utilized on engaging in online purchases while on official 

working time and a large number of the purchases were personal. The misuse of firm’s 

cyberspace assets by staff has attracted the attention of several researchers’ (Mohammad 

et al., 2017). 

However, a survey carried out by Razmerita, Philips-Wren, and Jain (2015) showed 

that the usage of SMS mainly Facebook during office hours, lead to a decline in personnel 
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productivity by 1.5%. Similarly, Griffiths, (2010) argued that time wastage through social 

media activities is a big unseen expense to any firm. Consequently, Alguenza et al. (2012) 

posited that social media has indeed become a source of disruption in the workplace with 

reports showing that more than 65% of personnel universally visit the sites not less than 

once a day. For instance, Hsu and Yen (2016) argued that the average Internet user can 

spend on average, 2 hours a day and 6 h per month on Facebook while at work. On many 

occasions, personnel have their internet-enabled gadgets which they use for blogging or 

tweeting for personal leisure during office hours (Munene, 2016). 

Langer (2014) did research in the UK which revealed that social media usage in the 

workplace has been responsible for a total of £132 million per day of loss in productivity 

and 233 million hours lost every month. Due to the addictive nature of these sites, a 

decrease in job performance and time wastage are some of the visible consequences. Firms 

are concerned that sites such as Facebook and Twitter can be easily accessed by hackers 

and used to plant and dispense worms and spyware using trusted accounts. Consequently, 

if personnel unknowingly take the bait and click on any malicious links this in return 

breaches the firm’s security. 

Social media usage in the workplace has also posed a challenge concerning the fact 

that most of the time, it is hard to differentiate whether what personnel post on the sites is 

their viewpoints or that of the institution they work for. Similarly, another negative 

aftermath of using social networking sites during company time is the utilization of 

additional bandwidth that would wind up influencing the effectiveness of central business 

tasks. According to Shami et al. (2014), social networking sites, such as YouTube, are 
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high-bandwidth sites that consume between 75% and 90% of bandwidth within a majority 

of organizations.  

Social Media Usage for Official and Personal Work 

Current scrutiny on workplace social media usage showed a sophisticated 

composition. The composition includes the discovery that personnel considerably use SNS 

for official reasons as well as personal communication and recreation. Quoquab et al. 

(2015) posited that the intensity of social media is differs depending on the size, age of the 

user, and the purpose of access. Since people are different so are the reasons as to why they 

access specific sites. For instance, people specifically subscribe to LinkedIn for 

professional purposes, Facebook for personal recreation, Twitter for networking as well as 

professional purposes, while individualized Blogs are for personal thoughts and 

perceptions (Ehrlich, 2011). 

Consequently, firms are using SNS for professional advancement such as fostering 

new customer relations while maintaining ongoing relationships (Ashraf & Javed, 2014). 

This shows that in today’s world people have become highly dependent on SNS in relation 

to the time spent on average per day visiting the sites as highlighted by the media 

dependency theory informing the study (Burrus, 2010). In today’s world, MFIs are using 

social media to attain the following. 

Recruitment 

In the 21st century, most organizations have embraced social networks to help them 

in recruiting new employees. Previously, organizations were fully dependent on oral and 

print advertisements when it came to recruitment. However, there has been a shift and 

employers are now using their current personnel to identify potential employees through 
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their accounts or by using the company's official social media accounts. The firms' current 

personnel are deemed to be in a better position to perfectly spot individuals for diverse job 

openings and are even better positioned to sell the position to the potential candidate 

especially if it involves poaching them from a rival company (Ollington et al., 2013). 

Similarly, firms are using social media sites for the advertisement of job positions and 

through the sites, they can reach a large number of potential candidates. 

Corporate Communication 

According to Jones and Holmes (2011), corporate communication is a channel for 

cultivating relationships with the market environment which consists of investors, 

stakeholders, and personnel who all have vested interest in increasing the value of the 

company. It works towards building the brand and reputation of the firm, which is the 

foundation for the communication of the firm with both the external and internal 

environment. Social media tools play a part in facilitating the duties of corporate 

communication in the 21st century. Firms across the globe are working towards the central 

topic of fostering openness and encouraging personnel engagement while attempting to 

become well-versed in the correct modes of communication. 

In the contemporary business world, the advancement or downfall of any firm is 

dependent on the public image (Babiker, 2017). The sentiments of fundamental firm 

stakeholders, like investors, clients, personnel, or members of the community, are all 

significant to the future development and advancement of the organization, and therefore 

there is a high need for the management to view it from the same angle. Social media has 

also facilitated internal communication and has made it easier for firms to adequately 

engage with their employees internally. 
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Marketing 

Hansche and Henry (2016) asserted that, among the advantages of firms 

implementing social media usage is that they get to market their commodities to a bigger 

following and at a lesser fee comparison to traditional channels of marketing. According 

to Camhi (2013), firms in the microfinance banking industry have begun using targeted 

advertisements and using the data tools availed by sites such as Facebook to market their 

products as well as services. Research indicates that Starbucks, one of Facebook’s top ten 

clients reports $261 million in product spending by Facebook fans compared to $162 for 

non-Facebook fans showing the effect of social media presence. As a result of social media 

being a social interactive platform, it has made it easy for firms to collect information on 

the perceptions of customers about their products or services. 

Hansche and Henry (2016) believed that this information can also be utilized to 

communicate personalized messaging, promotions, and online behavioral marketing. To 

lower overall advertisement and marketing expenditure MFIs can also employ targeted 

marketing campaigns online. As a result of the wide reach of SM as compared to non-

digital media tools, client awareness of current products and services can be highly 

increased (Capgemni, 2014). 

Customer Service 

Through social media sites, MFIs in the banking sector are now able to adequately 

address any issues raised by customers online and through the same channel, they can 

showcase exceptional customer service. This enables firms and their customers to have 

personalized interaction online far from the call center environs and to address precise 

issues as they arise. Social media sites allow firms to communicate a particular message to 

Daystar University Repository

Library Archives Copy



31 

 

a large number of clients at once on whatever development occurs in their commodities 

and services (Hansche & Henry, 2016). Consequently, Ryan (2014) posited that apart from 

social media sites being employed as a channel to transmit official messages and 

announcements, the sites could also be put to use as an engagement place for the firms to 

interact with their clients. Through this, organizations get to identify their clients’ needs 

and are also able to get timely feedback on their services. MFIs are also in a position to 

collect clientele insights by ranking customer information on social media. Through this 

acquired information MFIs can acquire a comprehensive view of their clients by combining 

internal and external data and advising their customers on their current commodities and 

services (Capgemni, 2014). 

Brand Awareness and Image 

One of the primary goals for a firm’s involvement in social media is to better its 

image and advance brand awareness. Reaching out to current and potential clients through 

the various social media sites such as Instagram, LinkedIn, Twitter, Facebook companies 

can expand their brand and while interacting and connecting with their customers in a 

personalized manner. This connection also strengthens a brands reputation by providing 

consumer awareness and positioning; availing information concerning the firm’s 

community-based participation such as charity work as well as availing timely updates 

concerning changes in locations, opening of other outlets as well as any other information 

that affects customers (Hansche & Henry, 2016). 

Social Media Access and Employee Performance 

Generally, social media sites form an exclusive stage through which social 

associations are made and carried out from a user approach. At the same time, as diverse 
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as the firms are, so is their usage of SMS. While a majority of the individuals believe that 

social media is a timewaster, a substantial number of studies show the complete opposite 

which is that the use of social media may improve personnel performance. According to 

Fahmy (2009), past studies illustrate that personnel who visit show social media sites are 

9% more productive compared to those who opt not to. Fahmy concluded that 70% of 

internet users experienced increased levels of concentration in the workplace as a result of 

visiting SMS for personal recreation. This is derived from the assumption that by taking 

brief breaks, the brain will be replenished. Cyber loafing activities have been shown to 

have a significant impact on the mood of the workplace. Anandarajan and Simmers (2005) 

and Lara, Tacoronte, and Ding (2006) carried out studies that revealed that cyberloafing 

can help to lessen employee’s stress levels, encourage work and life balance as well as 

develop personnel's knowledge depth. 

In addition, Ferreira and Plessis (2009) in their study titled effect of online social 

networking on employee productivity revealed that internet access in the firm helps 

encourage cooperation, participation, knowledge exchange between colleagues, facilitate 

mental recovery, generates fresh ideas, boost personnel motivation and eventually improve 

their performance. Similarly, Quoquab et al. (2015) and Stanton (2002) agreed that as a 

result of proper work-life balance, the greatest perk is that employees learn more on 

effective time management. 

Many studies have been done across the globe in the last decade to gauge the 

association between social media and personnel performance while looking at key elements 

at play. Personal traits and social relationships among individuals are highly stressed in the 

media dependency theory. The theory submits that when individuals become excessively 
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reliant on the media, the control of media users’ perceptions and behaviors becomes more 

robust. These can be seen with how personnel opinions are highly influenced by what they 

read and see on social media sites. Among the studies, was one carried out by North (2010) 

which sort to examine the advantages as well as the dangers of the use of SNS during office 

hours. The study concluded that the usage is beneficial.  

This conclusion was not shocking, since among the key goals of using social media 

is to create and deepen relationship ties, meaning that individuals can develop and 

strengthen relationships. Ellison, Steinfield, and Lampe (2007) found out that the usage of 

social media assists users dealing with esteem issues as well poor self-perception. In 

addition, the study revealed that there exists a significant correlation between the intensity 

of Facebook usage and social capital. Similarly, the survey also revealed that the freedom 

to Facebook access during working hours was an incentive for personnel and showed the 

firms’ commitment to recruits as they can socially stay connected to their friends and 

family while in the workplace. Consequently, some of the benefits of social media usage 

in the office include knowledge exchange, mental rejuvenation, improved personnel 

performance, morale, and productivity (Bennett et al., 2010). 

Furthermore, some surveys note that despite the said benefits the usage of social 

media during working hours by personnel might result in a decrease in personnel 

performance. Indeed, it was noted that unrestricted Facebook access in the office during 

official company time results in a 1.5% decline in performance (Nucleus, 2009). Over time 

it has been noted that social media use can lead to work disruption, unnecessary 

distractions, and declining individual duty performance. In addition to this, by not 

stipulating the boundaries between life and work realms, social media access by personnel 
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creates high chances of personal leisure activities interfering with official responsibilities, 

thus resulting in dwindling personnel performance (Allen, Herst, Bruck, & Sutton, 2000). 

Flynn (2011) did a survey on how the internet affects human resources and the 

findings concluded that social networking affects personnel’s performance significantly by 

improving their intellectual capital and skills. The study also revealed that the performance 

of the personnel dwindled as a result of too much browsing and surfing during official 

office hours. Consequently, as a result of these behaviors, many employers have opted to 

restrict the visiting of the sites during office hours. As such, this study sought to provide 

additional insight into the topic of social media and personnel performance specifically the 

effects of social media sites accessed by workers has on employee performance in MFIs in 

Kenya.  

Employee Performance 

Performance is a gauge of the accomplished outcomes across the set goals. 

Performance is measured in both monetary and non-monetary. Monetary terms include 

indicators such as returns on assets (ROA), investment (ROI,) and profit while non-

monetary include quality of product, company image, and customer satisfaction (Karatepe, 

2013). Personnel performance refers to the results attained for every assigned task in the 

course of a specified period. It can be signified by improved production, proficiency in the 

use of modern tech-savvy equipment, or as self-driven personnel. Concurrently, in simple 

terms personnel performance can be viewed as workers partaking in tasks as required and 

articulated in their job description (Athar & Shah, 2015). 

According to Elnaga and Imran (2013), employee performance comprises of every 

facet which forthrightly or secondarily impact and associate with the job of the personnel. 
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Most organizations track their employee’s performance through frequent performance 

appraisals to certify the attainment of precise tasks gauged against present standards of 

efficiency, exhaustiveness, expenditure, and swiftness. All firms long to see the consistent 

improvement of their employees’ performances to better the firm’s overall performance, 

boost profit and ensure market growth. Omolo (2015) asserted that top personnel 

performance can be in terms of their level of participation and cooperation in the workplace 

as well as the capability of personnel to attain the agreed-upon goals. Employee 

performance is more leaned no ascertaining solutions to queries for the good of the 

employees and the firm rather than focusing on the problems. It further, focuses on the 

personnel's capability to achieve the set goals productively and skilfully while 

economically using the resources availed by the firm. 

Contrarily, Alagaraja and Shuck (2015) disclosed that through consistent training 

and development a firm is in a better position to evaluate personnel productivity. 

Additionally, Anitha, (2013) revealed that the workplace atmosphere, the association with 

superiors and colleagues and other team members, and the firms’ reward system are 

determining variables for productivity and performance. As far as this study is concerned 

employee performance will be measured in terms of efficiency, accuracy, level of 

knowledge possessed and creativity (Liao, Lu, Huang, & Chiang,2012)  

Conceptual Framework 

Lewis (2015) posited that a conceptual framework is an aspect of research in which 

a precise idea is described as a quantifiable incident that provides a coherent interpretation 

of the notion. The conceptual framework in figure 2.1 presents the relationship between 

the independent and dependent variables. 
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Independent Variable       Dependent Variable 

Social Media        Employee 
Performance 
 

 
Figure 2.1: Conceptual Framework 

Source: Author (2021) 
 

The conceptual model in Figure 2.1 outlines the association between social media 

and employee performance as discussed in the literature review. Past studies have 

illustrated that social media (sites, access, and usage) influence employee performance both 

negatively and positively, therefore it’s a model that hypothesizes that social media 

influences employee performance. 

Social Media Sites 
1. Facebook 
2.Twitter 
3. YouTube 
4. LinkedIn 
5. Instagram 
6. Snapchat 

Social Media Access 
1. Cyber loafing 
2. Efficiency 
3. Communication 

Social Media Usage 
1. Brand and Image Awareness 
2. Corporate communication 
3. Customer Service 
4. Recruitment 
5. Marketing 

Employee Performance 
1. Efficiency 
2. Accomplished goals 
3. Creativity 
4. Level of knowledge possessed 
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Summary 

This chapter is founded on the theory that guides the research, the Media 

dependency theory as explained above, the conceptual framework, general literature, 

empirical review, and the study gaps.  The conceptual model illustrated the association 

among the constructs of interest. The dependent construct being employee performance 

and the independent being social media. The literature review tries to portray the relation 

between SM and employee performance.  Similarly, most studies tend to agree that there 

exists a notable association between the internet-SM and the performance of personnel. A 

large number of the studies done to explore the relation between SM and employee 

performance have been examined in Europe and insubstantial studies have been conducted 

in Africa. In addition, the majority of the studies done on MFIs in Kenya have been carried 

out focusing on financial variables and organizational performance rather than employee 

performance, communication, and social media engagement. Therefore, there exists a need 

to conduct this study in a Kenyan context. 

Chapter three outlines the research methodology, the research design, target 

population, research quality, tools for data collection, data analysis, and the ethical 

considerations. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

This section discusses the research design, population, target population, data 

collection instruments, data collection procedures, pretesting of research tools, data 

processing, and analysis, and ethical considerations. 

Research Design 

Panneerselvam (2014) posits that a research design is a blueprint adhered too in the 

midst of assembling data and executing the task of analysis. A descriptive research design 

was chosen and applied, this design was adopted reason being that it postulates an avenue 

to conceptually expound and apprehend the relation between social media and personnel 

performance. Due to the designs ability to effectively allow for generalization of findings 

in vast population, it was then deemed fit. Creswell and Creswell (2017) assert that a 

descriptive study demystify a precise narrative of the community, status, or occurrence 

painting the existent probability and advent through impression and interpretative 

techniques. 

According to Mugenda and Mugenda (2010) descriptive and quantitative 

approaches are considered adequate for certifying associations appropriate for studies 

which focus on scrutinizing a position by taking into consideration a fragment of the 

population at a time and therefore fitting for this individual study. 
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Population 

A population constitutes of an exhaustive array of happenings, peripherals, and 

beings with a prevalent conspicuous attribute (Lewis, 2015). Personnel at the KWFT head 

office located in Nairobi County formed the population of the study. 

Target Population 

The target population for the study was personnel at KWFT HQ in Nairobi County. 

The unit of analysis is KWFT and the employees at KWFT HQ are the respondents of this 

study. The total number of employees is 1,000. The staff was drawn from the main 

functional departments in the institution which include operations, marketing, 

communication/PR and innovation, finance and strategy, internal audit, HR, microfinance 

and credit administration, risk and compliance, and insurance agency departments. 

Sample Size 

The study targeted all employees at KWFT HQ. The total number of employees is 

1,000 (KWFT website). To calculate a sample, Fisher, Laing, Stoeckel, and Townsend 

(1991)’s formula will be employed as below. Fisher et al. (1991) described formula for 

sample calculation as follows:  

n = (z2 pq)/d2  

where:  

n = desired sample size  

z = standard normal deviation set at 1.96 which statistically corresponds to 95% confidence 

level  
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p= proportion of target population. Since there is no reasonable estimate, this study has 

used the maximum of 50%  

q = 1.0 – p  

d = degree of desired accuracy. This study sets it at 0.05 which correspond to 1.96  

n = ((1.96)2 x 0.5 x (1.0 – 0.5))/ (0.05)2  

n = 384.16 Respondents 

Therefore, the sample size was three Hundred Eighty-Four (384) employees.  The sample 

size was distributed to adequately represent all the departments.  

Table 3.1:Sample Size Distribution Table 

Respondents’ Departments  Distribution  
Sample %  

Marketing, Communication and, 
Innovation 

42 10.9 

Central Data Processing 38 9.9 
Human Resource 38 9.9 
Credit Administration 38 9.9 
Internal Audit 38 9.9 
Microfinance 38 9.9 
Operations 38 9.9 
Finance and Strategy 38 9.9 
Risk and Compliance 38 9.9 
Insurance Agency 38 9.9 

Total  384 100  

Sampling Technique 

Stratified random sampling was used to preordain subgroups that represent the 

personnel at KWFT HQ in relation to the respondent’s portrayal drawn from diverse 

departments in the firm. Using stratified random sampling, the selected population was 

divided into strata’s according to the diverse departments in the firm and from these strata’s 

the appropriate number of respondents were identified. This is to ascertain that each 

department was appropriately and equally represented in the study.  Stratified sampling 
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was employed to make sure that the chosen sample was an excellent illustration of the 

entire population at KWFT Bank as well as lessening instances of bias.  

Data Collection Instruments 

This research utilized primary sources to collect data, which was collected directly 

from the respondents in KWFT. The study is quantitative. A questionnaire was employed 

as the main research instrument for data collection. According to Yin (2013), 

questionnaires are easier to administer, analyze, and saves both time and money. The 

questionnaire was adapted from the work of Mwituria (2015). Some modifications were 

made to the questionnaire to suit the intention of the research. A 5-point Likert scale was 

employed, while the research instrument had only close-ended questions (Saunders, 

Thornhill& Lewis, 2016).  Data collection was done through a questionnaire accompanied 

by an introductory letter notifying the research respondents of the identity of the researcher 

and the goal of carrying out the research. The questionnaire was administered through 

personal delivery by the researcher and where this was impossible, the research instrument 

was shared through e-mail and the need for accuracy was communicated.  

Data Collection Procedures 

Structured questionnaires were employed in the study as the data collection tool. 

The types of questions used were close ended. Since this design encourages confidentiality, 

it was therefore deemed appropriate. Similarly, non-open-ended questions were employed 

to make sure that the documented responses are pertinent. To reach the targeted population, 

research assistants were used to assist in the distribution and collection of the 

questionnaires.  
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Pretesting 

A pilot study was carried out to verify the research quality (validity and reliability) 

of the research tool. This was done on personnel of KWFT microfinance to determine the 

reliability and validity of the questionnaires. 38 respondents were reached out for 

responses, being at least 10% of the sample size as recommended by Mugenda and 

Mugenda (2003). A record of the 38 respondents was kept and they were precluded from 

the primary study. The selection of respondents was done randomly from the target 

population who were the staff at KWFT HQ in Nairobi.  

Reliability Test 

In quantitative research, reliability aims to determine if surrogate researchers would 

exhibit information that is identical (Panneerselvam 2014). In his study, Yin (2013) defined 

it as the extent to which assembled data begets consistent results if replicated calculations 

are carried out on the traits. Cronbach’s Alpha coefficient which measures internal 

consistency was employed to measure the reliability of the research tool. Reliability was 

conducted for every research objective in an effort to find out if indeed the questionnaire 

would bring forth a uniform outcome for the research. Cronbach‘s alpha reliability 

coefficient ranges between 0 and 1. A reliability coefficient of 0 means that there lacks 

internal reliability while 1 means sufficient internal reliability. The research employed 0.7 

as the cut-off value of reliability as advocated for by Sekaran (2005). Employee 

performance had an alpha value of 0.945 and the scale combination was 0.988 which is a 

sound and reliable measure. 
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Validity Test 

Validity, in quantitative research is the proportion to which each and every research 

instrument rates what it is expected to rate (Yin, 2013). Content validity was employed to 

reexamine the researcher’s notion. Content validity brought forth a logical inclination if 

the instrument comprises of what is needed. Similarly, it guaranteed that all respondents 

apprehended the information on the research tool (Saunders et al., 2016). 

Data Analysis Plan 

The data was analyzed according to the variables and objectives of the study. The 

data produced by the study was processed through the Statistical Package for Social 

Sciences (SPSS v.21.0). Editing and data cleaning are important steps in data processing 

and should always precede data analysis (Mugenda & Mugenda, 2003). Editing of 

responses occurs to check for errors and omissions made by the respondents. The data 

collected from the target population was analyzed through both descriptive and inferential 

statistics. 

Descriptive statistics tools consisting of frequencies and percentages were used to 

analyze quantitative data. Multiple regression analysis was used to determine the might of 

the relation between the dependent and independent variables. This analysis allows the 

researcher to test several variables in relation to the dependent variable. Analyzed data was 

presented by the use of frequency distribution tables. The regression model that was used 

in this study is as shown in equation 3.1.  

Y=β0+β1X1+β2X2+β3X3+ε……………………………………………………………3.1 

Where Y is the Employee Performance;  

β0is the constant/Y-intercept,  
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X1 is Social media sites 

X2 is Social media access 

X3 is Social media usage 

εis an error term,  

β1…β4 are the regression coefficients of the respective independent variable.  

The overall significance of the model was tested using analysis of variance 

(ANOVA) by use of F statistics at 95% confidence level while the coefficient of 

determination R2 was used to show the contribution of the independent variable on the 

dependent variable. The study used both F-test and a t-test. F-test was used to test the 

overall significance and t-test tested the statistical significance of the regression model. 

Ethical Considerations 

Ethical issues concerning research subjects are informed consent, voluntary, 

anonymity, confidentiality, privacy, and plagiarism. The respondents’ consent was 

acquired before carrying out data collection. The participants participated voluntarily and 

no one time where they were coerced. A researcher provides anonymity by separating the 

identity of individuals from the information they give (Nachmia & Nachmia, 1996). 

Therefore, in this study, no personal information, such as names, were required. The 

researcher ensured the confidentiality and anonymity of the respondent by use of 

pseudonyms in the data gathered. The information collected was regarded with high 

privacy and only used for research purposes. The researcher acknowledged the authors and 

contributions of all literature used in the study to avoid plagiarism. Relevant authorization 

was sought, first from The Daystar University Ethics Review Board, then afterward the 
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National Commission for Science, Technology and Innovation (NACOSTI) and the 

institution of research for clearance before data collection. 

Summary 

Chapter three has discussed the research methodology employed in this study: 

descriptive research design was used while the target population was personnel at KWFT 

HQ in Nairobi County. The total sample size was 384 while the respondents were personnel 

from the main functional departments at the firm who were sampled through stratified 

sampling. The primary data collection instrument was the questionnaire which was 

formulated based on the research objectives of the study.   
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

The primary objective of the study was to determine the effects of social media on 

employee performance in microfinance institutions in Kenya with a focus on Kenya 

Women Finance Trust (KWFT) Nairobi. This section concentrates on data presentation, 

analysis, and interpretation in line with the study’s specific objectives. The responses have 

been captured, analyzed, and presented in tables. 

Reliability Test 

The reliability of the research instrument was evaluated using Cronbach’s alpha to 

measure its internal consistency. The results are presented in Table 4.1 

Table 4.1: Reliability Statistics 

 Variables Cronbach’s alpha Items 

Employee performance 0.945 5 

Social media sites accessed by employees 0.968 16 

Effect of social media access during working hours 0.845 12 

Usage of SM for official and personal communication 0.952 8 

Scale Combination 0.988 40 

 

Social media site access, the effect of social media access during office hours, usage 

of social media for official and personal communication had alpha values of 0.968, 0.845, 

and 0.952 respectively. An Alpha coefficient of 0.70 and above illustrates sound and 

reliable measures for further analysis (Gliem & Gliem, 2003). Employee performance had 

an alpha value of 0.945 and the scale combination was 0.988 which is a sound and reliable 

measure. 
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Analysis and Interpretation 

Response Rate 

The study participants were staff at KWFT Head Office in Nairobi. The rate is 

presented in Table 4.2. 

Table 4.2: Response Rate 

Response rate  Frequency Percent 

Response 280 73.0 
Non-response 104 27.0 

Total 384 100 

 

The questionnaire return rate was 73%, which according to Mugenda and Mugenda 

(2008) is adequate for analysis. 

Staff Demographics 

The background information of the respondents included the gender, age, 

department, and duration at KWFT. 

Gender of Staff 

The respondents were required to indicate their gender. Table 4.3 below presents 

the staff gender. 

Table 4.3: Gender of Staff 

Gender  Frequency (F) Percent 

Male 100 35.7 
Female             180                    64.3 

Total  280 100.0 

 

The findings show that 35.7% (100) of the respondents were male while 64.3% 

(180) were female.  
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Age of Staff 

Respondents were required to tick on their age bracket. Findings are presented in 

Table 4.4 summarizes the findings. 

Table 4.4: Age of Staff 

Age Frequency (F) Percent 

20-29 72 25.7 
30-39 140 50.0 
40-49 46 16.4 
50 and above 22 7.9 

Total 280 100.0 

 

The majority of the employees fell between ages 30-39 at 50%, followed by those 

at 20-29 years at 25.7%, followed by those at 40-49 years at 16.4%, while the lowest was 

at 50 years and above at 7.9%.  

Department 

To establish whether all the departments were presented in the study, respondents 

were asked to tick the department in which they worked. The results are illustrated in Table 

4.5.  

Table 4.5: Staff Department 

Department Frequency (F) Percent 

Marketing, Communication, and 
Innovation 

41 14.6 

Credit Administration 33 11.8 
Operations 29 10.4 
Central Data Processing 29 10.4 

Finance and Strategy 29 10.4 
Risk and Compliance 28 10.0 

HR 25 8.9 
Internal Audit  24 8.6 
Microfinance  22 7.9 

Insurance Agency  20  7.1 

Total  280 100    
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The findings indicate that a large number of the employees 14.6% (41) worked in 

the marketing, communication, and innovation department, followed by 11.8% (33) who 

worked in the credit administration department, followed by 10.4% (29) who worked in 

the operations department, central data processing department and finance and strategy, 

followed by 10.0% (28) who worked in the risk and compliance department, followed by 

8.9% (25) in the HR department, followed by 8.6 % (24) who worked in the internal audit 

department, followed by 7.9% (22) who worked in the microfinance department and the 

lowest being 7.1% (20) who worked in the insurance agency department.  

Working Duration 

The study also sought to find out the duration the respondents had worked at 

KWFT. The findings are presented in Table 4.6 

Table 4.6: Working Duration 

Period of working in the organization Frequency (F) Percent 

Less than one year 46 16.4 
1-3 years 65 23.2 
4-9 years 145 51.8 
More than 10 years 24 8.6 

Total 280 100 

 

Majority of the employees have worked in the firm for 4-9 years at 51%. Followed 

by 1-3 years at 16.4%, followed by for less than a year at 16.4%, while the lowest was at 

more than 10years at 8.6%.  

Social Media Sites Accessed and Purpose 

The first objective sought to explore the social media sites accessed by the 

respondents at KWFT and the purpose for accessing the site. The respondents were asked 

whether they are subscribed to any social media sites. Table 4.7 illustrates the findings.  
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Table 4.7: Social Media Subscriptions 

Responses  Frequency  Percent 

Yes 280 100.0 
No 0 0.0 

Total  280 100.0 

 

The findings show that all respondents 100% (280) were subscribed to various 

social media sites. Some employees subscribed to the organization's social media handles, 

others use their social media accounts and others have subscribed to both the organization 

and personal social media accounts. The accounts both personal and organization included 

Facebook, Twitter, LinkedIn, YouTube, Instagram, and Snapchat which were subscribed 

either by the organization or on personal initiative. Since there exists a 100% subscription 

to various social media sites, this implies that the employees were familiar with the merits 

and demerits of the use of the social sites and were in a position to offer adequate 

information with in relation to the effects of social media usage. 

Gadgets used to Access Social Media 

The study also sought to find the gadget(s) used to access social media sites while 

in the office. Figure 4.1 illustrates the response. 

 
Figure 4.1: Gadgets Used to Access Social Media 

66, 24%

214, 76%

Office PC/Laptop/Phone Personal mobile phone
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Findings shown in Figure4.1 shows that a greater number of the respondents 76% 

used personal mobile phones and 24% used office PC/Laptops and office phones. The 

convenience of the gadgets and easily available internet connection is a temptation for 

employees to avoid surfing the net using office gadgets during working hours.  The finding 

is in agreement with Munene (2016) who found that staff members use their gadgets for 

blogging and tweeting during official working hours.  

The respondents were further asked to rank the social media sites that they accessed 

in a normal workday and the findings are shown in Table 4.8:  

Table 4.8: Social Media Sites Accessed in a Normal Day 

N=280 

Scale: 1-Not Used, 2-Sometimes, 3-Often, 4- Always, 5-Not Sure 

Statements  1 2    3 4  5 Mean  
F % F % F  % F  % F  %  

Facebook 5 1.8 16 5.7 34 12.1 213 76.1 12 4.3 3.75 

Twitter 16 5.7 34 12.1 61 21.8 148 52.9 21 7.5 3.44 
LinkedIn 76 27.1 125 44.6 17 6.1 34 12.1 28 10 2.33 
YouTube 19 6.8 32 11.4 66 23.6 154 55.0 9   3.2 3.36 
Instagram 28 10.0 46 16.4 143 51.1 37 13.2 26 9.3 2.95 
Snapchat 145 51.8 18 6.4 12 4.3 36 12.9 69 24.6 2.52 
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Figure 4.2: Social Media Sites Accessed in a Normal Day 

 

The study went ahead to establish the time spent on social media sites in a day 

during working hours. The findings are presented in Table 4.9. 

Table 4.9: Time Spent on Social Media in the Office 

Responses  Frequency  Percent 

Less than an hour 56 23.6 
1-2 hours 146 76.4 
More than 2 hours 78 27.9 

Total  280 127.9.0 

 

The findings show that 76.4% of the respondents spent1-2 hours on social media 

sites in a day while in the office, followed by more than 2 hours at 27.9% while the lowest 

was at 23.6%. This implies that the company could have strict adherence to work schedules 

and deadlines thus employees have limited time to access social media. This also implies 

that a considerate amount of office time is spent on social media hence significant working 

time is lost while using social media in the office. The finding is in agreement with 

Alguenza et al. (2012) who mentioned that social media is a timewaster since employees 

visit the sites at least once a day. Findings are also in agreement with Griffiths (2010) who 

Facebook , 76%

Twitter, 53%

Linked In, 45%
YouTube, 55%

Instagram, 52%

Snapchat, 51%

Facebook Twitter Linked In YouTube Instagram Snapchat
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pointed out that when personnel allocate a lot of office hours on SM, the productivity of 

financial firms is set to be negatively influenced. 

Purpose of using Social Media in the Office 

The study went ahead to find out the purpose of using social media while at work. 

Table 4.10 highlight the outcome. 

Table 4.10: Purpose of Using Social Media in the Office 

N=280 
Scale: 1-Not Used, 2-Sometimes, 3-Often, 4- Always, 5-Not Sure 

 

Findings show that 63.2% of the respondents use social media to advertise the 

organization, 56.4% always use social media to create new relationships,55.7% have never 

used social media for research purposes, 53.9% sometimes used social media to 

communicate with colleagues, 53.6% always use social media to connect with family and 

friends, 51.4% use social media for networking and 39.3% of the respondents sometimes 

use social media to reach out to customers and offer customer service. This implies that the 

primary reason for using social media in the office was to connect with family, create new 

Statements  1 2    3 4  5 Mean  
F % F % F  % F  % F  %  

Connect with 
family and 
friends 

15 5.4 42 15.0 76 23.9 150 53.6 6 2.1 3.32 

Communicate 
with colleagues 

21 7.5 151 53.9 58 20.7 44 15.7 6 2.1 2.51 

For research 
purposes 

15
6 

55.7 50 17.9 37 13.2 26 9.3 11 3.9 1.88 

To create new 
relationships 

8 2.9 39 13.9 68 24.3 158 56.4 7 2.5 3.42 

Networking 14 5.0 32 11.4 50 17.9 144 51.4 40 14.3 3.59 
Company 
advertising 

12 4.3 31 11.1 36 12.9 177 63.2 24 8.6 3.61 

Reach out to 
customers and 
offer customer 
service 

34 12.2 110 39.3 44 15.7 20 7.1 72 25.7 2.61 
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relationships and networking which is for personal use and not for the benefit of the 

organization. This affects employee performance negatively and consequently 

organization performance. This concurs with Seman (2014) that staff often use social sites 

to communicate with acquaintances and rarely for the firm's benefit.  

Effect of Social Media Access During Working Hours 

The second objective was to determine the effect of employee access to social 

media during working hours at KWFT. The respondents were asked to tick the extent to 

which they either agreed or disagreed with statements on the effects of accessing social 

media sites during working hours. The results are shown in Table 4.11. 
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Table 4.11: Effects of Social Media Access During Working Hours 

N=280 
Scale: 1. Strongly Agree 2. Agree    3. Neutral   4. Disagree   5. Strongly disagree 

 

Statements  1 2    3 4  5 Mean  

F % F % F  % F  % F  %  

Accessing social 
media during 
working hours leads 
to company time 
wastage 

172 61.4 52 18.6 31 11.1 14 5.0 11 3.9 1.53 

Accessing social 
media during 
working hours leads 
to low performance 

73 26.1 139 49.6 39 13.9 18 6.4 11 3.9 2.13 

Visiting social 
media during 
working hours leads 
to exposure of 
confidential 
information by staff 

155 55.4 52 18.6 14 5.0 21 7.5 38 13.6 1.64 

Browsing through 
social media during 
working hours leads 
to mental recharge 

16 5.7 39 13.9 6 2.1 144 51.4 75 26.8 3.80 

Use of social media 
during official work 
hours encourages 
two-way 
communication in 
the firm 

22 7.8 34 12.1 18 6.4 144 51.4 62 22.1 3.46 

Use of social media 
during working 
hours leads to 
effective 
collaboration among 
staff member and the 
firm 

12 4.3 34 12.1 11 3.9 163 58.2 60 21.4 3.80 

The use of social 
media during 
working hours helps 
improve employee’s 
intellectual capital 
and skills 

18 6.4 42 15.0 14 5.0 150 53.6 26 20.0 3.66 
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Findings shows that a majority 61.4% of the respondents strongly agreed that 

accessing social media during working hours leads to company time wastage,26.1% 

strongly agreed that use of social media during official work hours leads to effective 

collaboration among staff member and the firm, 55.4% strongly agreed that visiting SMS 

during official working hours leads to exposure of confidential information by staff, 6.4% 

strongly agreed that use of social media during working hours helps improve employee’s 

intellectual capital and skills, 5.7% strongly agreed that browsing through SMS during 

working hours leads mental recharge, 7.8 % strongly agreed that use of SMS during 

working hours encourages two-way communication in the firm and 49.6% of the 

respondents agreed that accessing SMS during working hours leads to low performance. 

This implies that social media access during office hours has many negative effects 

on the organization such as loss of productive hours failing to meet deadlines and exposure 

of confidential information by staff which could fall into the hands of the organization's 

rivals. Accessing social media during working hours also leads to low employee 

performance and consequently poor organizational performance.  The findings concur with 

Langer (2014) that social networking sites exposed the organization to insecurity and loss 

of productivity due to and time wastage in the workplace.  

Effects of Social Media on Employee Performance 

The respondents were asked to respond to various questions regarding the effect of 

social media use on employee performance. Findings are presented in Table 4.12. 
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Table 4.12: Effects of Social Media on Employee Performance 

N=280 

Findings in Table 4.12 show that 86.8% of the staff opined that the usage of social 

media leads to wastage of company time and resources, 67.9% opined that the use of social 

media does not make employees more effective in doing their assigned tasks, 67.1% of the 

staff do not believe that the use of SM leads to improved performance among employees 

while 61.4% opined that the use of social media networks during office hours does not 

result in better communication between the firm and employees. This implies that the use 

of social media has adverse effects on employee performance. The finding concurs with 

Flynn (2011) that excessive surfing of the internet contributes to low employee 

performance.  

  

Questions  Yes         No        Not sure 
 F  P F  P  F  P 

Do you believe the 
use of social media 
leads to improved 
performance among 
employees? 

33 11.8 188 67.1 59 21.1 

Does the use of 
social media during 
working hours result 
in better 
communication 
between the firm and 
employees? 

67 23.9 172 61.4 41 14.6 

Does the use of 
social media make 
employees more 
effective in doing 
their assigned tasks? 

30 10.7 190 67.9 60 21.4 

Does the use of 
social media lead to 
a wastage of 
company time and 
resources? 

243 86.8 37 13.2 0 0 
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Usage of Social Media for Official and Personal Work 

The third objective sought to establish social media usage for official and personal 

work at KWFT. 

Usage of Social Media for Official Work 

The respondents were asked whether KWFT uses any social networking sites for 

official business.  The results are highlighted in Figure 4.3.  

 

 

Figure 4.3: Use of Social Media for Official Business 

 

Figure4.3 illustrates that 88% of the respondents indicated that KWFT uses social 

networking sites for official business while 12% were not sure whether KWFT uses social 

networking sites.  

Uses of KWFT Social Media Sites 

The study in addition purposed to establish how the microfinance staff used social 

media sites. The respondents were therefore asked to indicate how KWFT uses social 

media sites to achieve official goals. Findings are presented in Table 4.13. 

247, 88%

33, 12%

YES NOT SURE
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 Table 4.13: Uses of KWFT Social Media Sites 

N=280 
Scale: 1-Not Used, 2-Sometimes, 3-Often, 4- Always, 5-Not Sure 
 

The findings indicate that 61.4% of the staff indicated that KWFT often uses social 

media for corporate communication, 59.3% of the respondents indicated that KWFT 

always uses social media to better the KWFT company image, 58.6% indicated that KWFT 

sometimes uses social media for recruitment of new employees, 58.2% indicated that 

KWFT often uses social media to market new products and services, 51.4% indicated that 

KWFT has never used social media for interpersonal relations within the firm, 48.9% 

indicated that KWFT sometimes use social media for customer service, and  This implies 

that KWFT frequently uses social media for corporate communication and marketing since 

it enables it to reach its publics including the potential clients. Findings concur with Ashraf 

and Javed (2014) that organizations use SNS for professional purposes such as building 

customer relations. 

  

Uses of Social 
Media 

1 2    3 4  5 Mean  

F % F % F  % F  % F  %  
To better the 
KWFT company 
image  

10 3.6 18 6.4 64 22.9 166 59.3 22 7.9 3.61 

To market new 
products and 
services 

16 5.7 26 9.3 163 58.2 35 12.5 40 14.3 3.20 

For customer 
service  

15 5.4 137 48.9 52 18.6 44 15.7 32 11.4 2.79 

For interpersonal 
relations within 
the firm 

144 51.4 53 18.9 14 5.0 22 7.9 47 16.8 2.20 

For recruitment 
of new 
employees 

21 7.5 164 58.6 26 9.3 24 8.6 45 16.1 2.67 

Corporate 
communication 

27 9.6 34 12.1 172 61.4 19 6.8 28 10.0 2.46 
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Usage of Social Media for Personal Work 

The researcher further sought to determine if the respondents use social media sites 

for personal work and communication. The results are presented in Figure 4.4. 

 

Figure 4.4: Use Social Media Sites for Personal Communication 

 

The results in figure 4.4 show that a large number of the respondents 65% use social 

media sites for personal communication while 35% do not use social media sites for 

personal communication. This implies that the respondents use social media for personal 

purposes as supported by the findings in Table 4.14. 

Table 4.14: Staff’s Use of Social Media 

Social media uses   Frequency   Percent 

Communicating with family 103 56.6 
Communicating with close friends 141 77.5 

Networking 165 90.6 
Blogging 40 22.0 
Playing online games 36 19.7 

Shopping 122 67.0 
Personal research 31 17.0 

N=182 

The findings show that the staff used the social media sites to communicate with 

family 56.6%, to communicate with close friends 77.5%, for networking 90.6%, for 

182, 65%

98, 35%

YES NOT SURE
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blogging 22.0%, for playing online games 19.7%, for shopping 67.0% and for personal 

research 17.0%. This demonstrates that social media is put to use for personal 

communication to a great extent.  

The respondents were asked to indicate the extent to which they agree or disagree 

with the listed statements related to their performance at KWFT. The results are shown in 

Table 4.15. 

Table 4.15: Employee Performance 

N=280 

Scale: 1. Strongly Agree 2. Agree 3. Neutral 4. Disagree 5. Strongly Disagree 

 
The results indicate that 61.1% of the respondents disagreed that social networks 

have improved the level of efficiency among staff, 60% agreed that through social media 

employees have improved their knowledge and skills, 55.7% disagreed that social media 

contents have improved the accuracy levels of staff in their work and 48.6% of the 

respondents strongly disagreed that social media usage has developed the level of 

Statements  1 2    3 4  5 Mean  

F % F % F  % F  % F  %  

Social media 
usage has 
improved the level 
of employee 
creativity 

17 6.1 23 8.2 32 11.4 72 25.7 136 48.6 4.03 

Social networks 
have improved the 
level of efficiency 
among staff 

23 8.2 10 3.6 34 12.1 171 61.1 42 15.0 3.71 

Social media 
contents have 
improved the 
accuracy levels of 
staff in their work 

21 7.5 33 11.8 8 2.9 156 55.7 62 22.1 3.73 

Through social 
media, employees 
have improved 
their knowledge 
and skills 

45 16.1 168 60.0 13 4.6 30 10.7 24 8.6 2.36 
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employee creativity. This implies that employee performance has been low because of 

social media use during office hours. 

Relationship between Social Media Access and Employee Performance 

The fourth objective of the study was to assess the relation between social media 

access and employee performance at KWFT. Inferential statistics specifically correlation 

and regression were carried out to establish the association between social media access 

and employee performance at KWFT.  

Coefficient of Correlation 

The study used Karl Pearson’s coefficient of correlation (r) to determine the 

correlation between the independent and dependent study variables. Findings are presented 

in Table 4.16. The study applied the Pearson correlation coefficient which is used to 

measure statistical association or relationship between two variables of interest. It was used 

to measure the degree of association between the dependent and independent variables. 

The coefficient value normally abbreviated as “r” can range from +1 to -1, where -1 

indicates a negative relationship while +1 indicates a positive relationship and 0 indicates 

no relationship. Where the Pearson coefficient is less than 0.3, the correlation is weak and 

0.5 implies a strong correlation. 
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Table 4.16: Correlation Analysis 

 
 

Variables 
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Employee 
performance 

Pearson Correlation 1    

 Sig. (2-tailed)     
Social media sites  Pearson Correlation .592** 1   
 Sig. (2-tailed) .000    
Social media access  Pearson Correlation .014 .636 1  
 Sig. (2-tailed) .716 .000   
Social media usage Pearson Correlation .745** .318 .765 1 
 Sig. (2-tailed) .000 .000 .000  

**. Correlation is significant at the 0.05 level (2-tailed) 

Table 4.16 shows the correlation summary where the associations between the 

dependent variable and each of the independent variables were significant at the 95% 

confidence level. The outcomes in Table 4.16 show that there was a strong positive 

correlation between social media sites and employee performance (r = 0.592, p-

value=0.000). The study establishes an insignificant weak correlation between SMS access 

during office hours and employee performance (r = 0.014, p-value=0.716).  The outcome 

also shows that there exists a strong positive correlation between the use of social media 

for official use at KWFT and personnel performance (r = 0.745, p-value=0.000). The 

finding agrees with Ashraf and Javed (2014) that social media usage in the workplace has 

a significant effect on employee performance. 

Regression Analysis 

An assessment was conducted on the association between social media sites, social 

media access during office hours, social media usage, and employee performance. From 

Table 4.20, the model was significant (p-value = 0.000) at 0.05 level in illustrating the 

linear relation between the study variables. Similarly, the F-statistic is greater than 1 thus 
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explaining the qualification of the model in evaluating the association between independent 

and dependent variables. This infers that the model is appropriate for use running a proper 

analysis.  

Table 4.17: Analysis of Variance 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 253.570 3 84.523 507.170 .000b 
Residual 45.997 276 .167   

Total 299.568 279    
Predicators: (constant) Social media sites, Social media access, Social media usage. 

Dependent variable: Employee performance 

The coefficient of determination was carried out to determine how well the 

statistical model was expected to forecast future outcomes. Table 4.18 presents the model 

summary. 

Table 4.18: Model Summary. 

Model R r2 Adjusted r2 Std. Error of 
the Estimate 

1 0.920 0.846 0.845 0.408 

Predicators: (constant) Social media sites, Social media access, Social media usage. 

Adjusted R squared shows the changes in the independent variables due to changes 

in the dependent variable, from the results, the study’sindependent variables contribute 

84.5% to employee performance as represented by the adjusted (r2) at 95% confidence 

level. This points out that other variables that this study did not concentrate on contributing 

to 15.5% of employee performance. 

Multiple regression aims at attesting a clear understanding of the association 

between social media sites and personnel performance. The study employed SPSS to 

analyze responses from the respondent to help in computing the extent to which a unit 

change in a given independent variable causes a change to the dependent variable. Table 

4.19 presents the multiple regression. 
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Table 4.19: Regression Coefficients 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 

Β Std. Error Beta 

Constant/Y Intercept .836 .150  5.581 .000 
Social media sites 1.036 .048 .703 21.651 .000 
Social media access .018 .062 .011 .281 .779 

Social media usage .300 .050 .289 6.058 .000 

 

As per the SPSS generated in Table 4.19, the equation, 

Y=β0+β1X1+β2X2+β3X3 

becomes; 

Y = 0.836 + 1.036 X1 + 0.300 X2 + 0.018X3 

From the above regression model, holding social media sites, social media access, 

social media usage at constant zero, employee performance would be at 0.836. It was also 

established that a unit change in social media sites would lead to a change in employee 

performance by a factor of 1.036, a unit change in social media access during office hours 

would cause a change in employee performance by a factor of 0.018 and a unit change in 

use of social media for official business would lead to a change in employee performance 

by a factor of 0.300.  

From the model social media sites (p=0.000) and social media usage (p= 0.000) had 

a significant relationship with the dependent variable (employee performance) as their p-

values were below 0.005 while social media access (p= 0.779) had an insignificant 

relationship with the dependent variable as its p-values were above 0.005. 
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Summary of the Key Findings 

This chapter concentrated on data presentation, analysis, and interpretation in line 

with the study’s specific objectives. The responses were captured, analyzed by both 

descriptive and inferential statistics. Descriptive analysis was exhibited in the frequency 

tables and charts. Inferential statistics was done through correlation and multiple 

regression. The study applied the Pearson correlation coefficient which is used to measure 

statistical association or relationship between two variables of interest. It was applied to 

measure the degree of association between the dependent and independent variables. 

Correlation findings showed that there was a strong positive correlation between social 

media sites and employee performance. The study also establishes an insignificant weak 

correlation between SMS access during office hours and employee performance. 

The outcome also revealed that there exists a strong positive correlation between 

the use of social media for official. Multiple regression analysis was employed to determine 

the strength of the relation between the dependent and independent variables. The 

regression model showed that social media sites and social media usage had a positive 

significant association with the dependent variable employee performance while social 

media access had a negative relationship with employee performance.  

Summary 

The overall concept of the research was to find out the effect of social media on 

employee performance and the study findings reveal that social media access during 

working hours negatively influences the performance of employees. The next chapter of 

the research concentrates on the discussion of findings and conclusions of the research in 

reference to the research objectives and research questions.  
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Introduction 

This chapter, centers on interpretations and implications of the research anchored 

on the research objectives and research questions. The general objective of the study was 

to determine the effects of social media on employee performance in microfinance 

institutions in Kenya with a focus on KWFT. The chapter outlines the discussions of key 

findings, conclusion, recommendations, and areas of further research. 

Discussions of Key Findings 

This section provides the discussion of findings in accordance to the research 

objectives. 

Social Media Sites Access and for What Purpose 

The study findings revealed that all respondents were subscribed to various social 

media sites and that every employee had access to at least one social media site. Similarly, 

the study showed that the frequently used social media sites were Facebook, Twitter, and 

YouTube. This finding concurs with Statcounter (2019) that the biggest social networks 

include Facebook, Twitter, and LinkedIn respectively.  

Majorly, the study revealed that the primary purpose of using social media in the 

office was to connect with family, create new relationships, and networking respectively. 

This implies that socializing and networking were among the primary use of social media 

at work and personnel were highly dependent on the sites to aid in socializing. This 

consequently results in a decrease in performance and wastage of company resources. This 

conclusion is parallel with Seman (2014), who stated that social network helps to 
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communicate with others, and it also allows subscribers to collaborate and make advance 

relationships with diverse users from across the globe. 

Effects of Social Media Access During Working Hours 

Findings of the research illustrated that a large number of the staff steadily agreed 

that accessing social media during working hours leads to company time wastage and that 

accessing SMS during working hours leads to low performance. In addition to this, the 

study findings also illustrated those personnel visiting social media sites through personal 

gadgets, leads to work interruption and this should be of immense interest to the company 

as it eventually leads to a decline in individual performance. These findings concur with 

Griffiths (2010) and Razmerita et al. (2015) who posited that access to social media sites 

in the workplace resulted in a decline in performance and wastage of company resources. 

Similarly, the study also revealed that the staff disagreed that the use of SMS during 

official hours encourages two-way communication in the firm and that the use of SMS 

during office hours leads to effective collaboration among staff members and the firm. 

Similarly, the study concluded that there exist negative effects to accessing social media 

during working works which include poor employee performance which in the long run 

affects the growth and performance of the firm and should be dealt with adequately. 

Usage of Social Media for Official and Personal Work 

The study revealed that KWFT mainly uses SMS to better their company image, 

recruitment of new employees, and most often for corporate communication.  These 

findings agree with and Babiker (2017) who mentioned that in the 21st-century business 

world, the achievement or downfall of any institution is dependent on public image and the 

company’s use of social networking sites for professional interests such as creating client 
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relations. This implies that the firm wants to grow and expand and thus targeting potential 

clients on social media sites. Similarly, employees agreed that they mainly use social media 

for personal communication the main communication being with family and close friends 

respectively. This finding concurs with Seman (2014) who pointed out that social network 

is an effective medium for communication. 

Social Media Access and Employee Performance 

The study findings revealed that a more than half of the respondents pointed out 

that the use of social media leads to wastage of company time and resources and does not 

lead to improved performance among employees. This is supported by the fact that a 

substantial number of the employees believed that the usage of social media does not make 

employees more effective in doing their assigned tasks but rather encourages time wastage. 

These findings contradict Anandarajan and Simmers (2005) and Lara et al. (2006) who 

found out that cyberloafing can aid in stress reduction, accommodate work-life balance, 

and improve employee performance. Similarly, inferential statistics showed that there 

exists an insignificant association between social media access and employee performance. 

This finding concurs with the previous studies by Munene (2016) and Shami et al. (2014) 

who stated that internet access does not positively influence employee performance. A 

conclusion can then be made that social media use in the office has more demerits 

compared to the merits and that the firm is always on the losing end of employee access to 

social media during company time which leads to decreased performance and poor firm 

performance in the long run.  
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Conclusion 

The primary goal of the study was to establish the effects of social media on 

employee performance in microfinance institutions in Kenya with a focus on KWFT. The 

study established that, social media sites are accessed by employees and the key reason for 

using social media in the office was to connect with family, create new relationships, and 

network. However, the study concluded that there exists a negative relation between 

employee access to social media during working hours and employee performance at 

KWFT.  

The study revealed that personnel at KWFT use social media for official and 

individual use with personal use being at the forefront. However, KWFT showed prompt 

use of social media for official use mainly for corporate communication. Employees at 

KWFT also believe that the overall access to social media during office hours does not lead 

to improved performance. The research, therefore, concluded that KWFT should invest 

more in educating employees on the merits and demerits of internet use during working 

hours as well as facilitate ways to work with social media sites and enable adequate 

monitoring to ensure that the performance of personnel is not influenced negatively.  

Recommendations 

As per the findings of the study, the highlighted recommendations were made: 

Managerial Recommendations 

The overall microfinance sector should educate its personnel on the benefits of 

social media in the 21st century especially for officials as well as encourage its employee 

to use the available channels provided by the internet to better grow their company. 
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Similarly, the management of all MFIs should work hand in hand with the relevant 

technology firms as well as their employees to ensure that internet access during working 

hours, benefits both the firm as well as the employees. 

Policy Recommendations 

The AMFIs can work towards introducing Workplace Internet Leisure Policy 

(WILP) which is a general agreement that is by common consent agreed by the firm and 

personnel to instruct the personnel in cyberloafing and to encourage shrewd workplace 

internet leisure behavior. It is deemed paramount to highlight terms and conditions for 

appropriate employment of WILP for the safety of management and personnel from online-

related threats. Since a fit and unbiased policy could help increase personnel motivation 

and reduce job turnover and increase personnel retention. In the same manner, a signed 

consent can help raise personnel awareness with regards to the usage of the firm’s internet.  

Recommendations for Further Research 

Social media and employee performance in microfinance institutions in Kenya was 

only tested at KWFT HQ which is located within Nairobi County. Future research can be 

carried out in other KWFT county branches to find out how the findings would compare to 

the current study.  

Additionally, this research only concentrated on employee performance. Further 

studies could focus on both employee performance and firm performance as variables.  
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APPENDICES 

Appendix A: Questionnaire 

This questionnaire seeks information on social media and employee performance in 

microfinance institutions in Kenya. A Case Study of Kenya Women Microfinance Bank 

(KWFT).  The study hopes to obtain the required data by filling out the questionnaire by 

ticking in the answer box that goes with your choice. For confidentiality purposes, do not 

indicate your name or that of the organization.  

 

Thanking you for your cooperation 

 

PART 1: General Information 

Tick where appropriate  
 
1. Gender     Male [ ]    Female [ ] (Please tick one) 
 
2. What is your age group    (Please tick one)       20 - 29 [    ]               30 – 39 [    ]             
 
  40– 49 [  ]           50 and above   [   ]  
 
3. Which department do you report to? (Please tick one) 

Marketing, Communication, and Innovation  

Central Data Processing  

Human Resource  

Credit Administration  

Internal Audit  

Microfinance  

Operations  

Finance and Strategy  

Risk and Compliance  

Insurance Agency  

 

4. How long have you worked at KWFT? (Please tick one) 
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Less than a year [   ]              1-3 years [   ]              4-9 years [   ]            More than 10 years 

[  ]  

PART 2: Social media sites access and for what purpose 

5.   Are you subscribed to any social media sites? (Please tick one) 

Yes [  ]    No [   ] 

6. In your opinion, please rank the social media sites that you access in a normal workday. 

(1-Not Used, 2-Sometimes, 3-Often, 4- Always, 5-Not Sure) 

 1 2 3 4 5 

Facebook      

Twitter      

LinkedIn      

YouTube      

Instagram      

Snapchat      

 

7. Which gadget(s)do you use to access social media sites while in the office? (Please tick 

all that apply) 

Office PC/Laptop/Phone [  ]   Personal mobile phone [    ]      Others 

…………………….  

 

8. How much time in total do you spend on social media sites in a day while in the office? 

(Please estimate the cumulative time spent)  

Less than an hour [   ]          1hour -2 hours [   ]          More than 2 hours 

[  ]  

 

9. In your opinion, what purpose do you use social media sites while in the office? Please 

rank from (1-Not Used, 2-Sometimes, 3-Often, 4- Always, 5-Not Sure) 
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 1 2 3 4 5 

Connect with family and 
friends 

     

Communicate with 
colleagues 

     

For research purposes      

To create new relationships      

Networking      

Company advertising      

Reach out to customers and 
offer customer service 

     

 

PART 3:  Effects of social media access during working hours. 

10. To what extent do you agree with the following effects of accessing social media sites 

during working hours. (Scale: 1. Strongly Disagree 2. Disagree    3. Neutral   4. Agree   5. 

Strongly Agree). 

 Strongly 
Agree 

Agree Neutral Disagree Strongly 
Disagree 

Accessing social media 
during working hours leads 
to company time wastage 

     

Accessing SMS during 
working hours leads to low 
performance 

     

Visiting SMS during 
working hours leads to 
exposure of confidential 
information by staff 

     

Browsing through SMS 
during working hours leads 
to mental recharge 

     

The use of SMS during 
working hours encourages 
two-way communication 
in the firm 
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The use of SMS during 
working hours leads to 
effective collaboration 
among staff member and 
the firm 

     

The use of SMS during 
working hours helps 
improve employee’s 
intellectual capital and 
skills. 

     

 

PART 4:  Use of social media at KWFT and its effects on employee performance 

(Please tick appropriately for each question) 

11. In your opinion do you believe the use of social media leads to improved performance 

among employees? 

Yes [  ]     No [  ]           Not Sure [  ]  

 

12. Does the use of social media during working hours result in better communication 

between the firm and employees? 

Yes [  ]     No [  ]           Not Sure [  ]  

13. Does the use of social media make employees more effective in doing their assigned 

tasks? 

Yes [  ]     No [  ]           Not Sure [  ]  

14. Does the use of social media lead to wastage of company time and resources? 

Yes [  ]     No [  ]           Not Sure [  ]  

PART 5: Use of social media for official and personal communication 

15. Does KWFT use any social networking sites for official business?  

Yes [  ]     No [  ]           Not Sure [  ]  
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16. In your opinion, please rank from (1-Not Used, 2-Sometimes, 3-Often, 4- Always, 5-

Not Sure) how KWFT uses social media sites to achieve the below official goals  

Uses   1 2 3 4 5 

1.  To better the KWFT company image      

2.  To market new products and services      

3.  For customer service       

4.  For interpersonal relations within the firm      

5.  For recruitment of new employees      

6  Corporate communication      

 

17. Do you use social media sites for personal communication? 

Yes [  ]     No [  ]           Not Sure [  ]  

18. I use social for [(Please tick all that apply) 

Communicating with family [  ]      Communicating with close friends [  ]  

 Networking [  ]  Blogging [  ]  playing online games [  ]

 Shopping [  ] 

Personal research [  ] 

PART 6: Employee Performance 

19. To what extent do you agree or disagree with the following statements related to your 

performance at KWFT? Rate where 1 is to a strongly disagree and 5 is to strongly agree. 

(Scale: 1. Strongly Disagree 2. Disagree    3. Neutral   4. Agree   5. Strongly Agree). 

 
Statement 

Strongly 
Disagree 
(1) 

Disagree 
 
(2) 

Neutral 
 
(3) 

agree 
 
(4) 

Strongly 
agree 
(5) 
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The use of social media has led 
to improved accuracy in 
assigned tasks 

     

Social media usage has 
improved the level of employee 
creativity 

     

Social networks have improved 
the level of 
efficiency among staff 

     

Social media contents have 
improved the accuracy levels 
of staff in their work 

     

Through social media, 
employees have improved their 
knowledge and skills 

     

 

Thank You for your participation! 

 

 

  

Daystar University Repository

Library Archives Copy



85 

 

Appendix B: Ethical Clearance 

 

Daystar University Repository

Library Archives Copy



86 

 

Appendix C: Researcher’s Letter of Introduction from Daystar University 

 

  

Daystar University Repository

Library Archives Copy



87 

 

Appendix D: Research Permit 

 

Daystar University Repository

Library Archives Copy



88 

 

Appendix E: Plagiarism Report 

 

Daystar University Repository

Library Archives Copy


