



SOCIAL MEDIA INFLUENCE AND CUSTOMER EXPERIENCE IN PUBLIC SECTOR KENYA: A CASE OF HUDUMA CENTER GENERAL POST OFFICE 

Abstract
The study assessed how social media affects public sector customer experiences of Huduma centre GPO in Nairobi County, Kenya. Research specifically assessed effects of social media data gathering, mobilization and usage on customer experience. The research was anchored by agenda-setting, technological determinism and service determinant logic theories respectively. A descriptive study design served as foundation for the research.  Target population comprised of 1200 customers of Huduma Centre GPO in Nairobi, Kenya. Employing a random sampling approach, responses was generated from customers totalling 360 respondents. First hand information was collected via a questionnaire with semi-structured. The study looked at reliability and validity of research tools. Data was analyzed using both inferential and descriptive analysis. Inferential analysis employed regression techniques, while descriptive analysis used tables. Moral principles were upheld fully. Findings revealed that social media data gathering had a positive and insignificant effect (B = 0.084; p = 0.068) on customer experience. Results showed that social media mobilisation positively, but insignificantly, affects customer experience (B = 0.086; p = 0.219). Using social media also positively contributed to public sector customer experiences of Huduma centre GPO in Nairobi County, Kenya significantly (B = 0.308; p = .000). The study recommends that the matter pertaining to Huduma Centre GPO in Kenya needs to be dealt with by providing better training regarding data collection tools, which should relate to metrics, as well as analytics analysis, in order to derive insights from data collected. Government institutions, including other stakeholders, must provide customized training to employees regarding using tools for demographic analysis so that they get an opportunity to convert data into actions to work upon complaints received by them.
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1.1
Background
Globally, customer experience is a concept that has gained significant attention over the past century and continues to do so. It significantly influences how clients interact with, judge, and trust the business (Sheedy, 2021). According to Verssimo and Menezes (2019), several researchers stress the significance of customer experiences and how it influences processes of service evaluation. Customer experience influences how valuable a customer thinks a product or service is. The customer's decision regarding purchasing may be significantly impacted by this and customer experiences with various businesses are frequently compared (Ali, 2019). Customers must voice their expectations and opinions regarding goods and services. Through interactions with businesses, customers are able to evaluate their experiences throughout time and channels (Maklan & Klaus, 2019). Customer experience is a process with a clear purpose that affects customer loyalty and concentrates on creating good behavioural intentions.
The public's need for trust should be the first priority for the public sector (Mutanana, 2019). Furthermore, integrity and transparency should be reflected in public sectors. This is possible through communicating about several of its actions. Social media was recently used by the government to inform the populace (Zacka, 2019). However, paradigms have changed as online communication has grown. In particular, use of social media by public sector as a means of interaction and communication with public is noteworthy (Bannister & Connolly, 2019). According to Statista 2021, there exist 3.6 billion users on social media, or around 45.5% of world's population (Statista 2021). Additionally, according to Gottfried and Shearer (2019), 62% of adults acquire their news via social media, and number of users has been growing rapidly. With 68% of adults in United States alone using Facebook, it is most popular (Li, 2020).
Due to the widespread use of social media platforms, social media has altered or impacted the consumer experience today. The pleasant connections possible on social media can lead to long-term relationships and involve looking up product details, transactions for purchases, and/or the provision of services (Rose, Hair, & Clark, 2021). Online customer encounters have received less attention than in-person ones in terms of customer experience. Platforms for social media allow for interaction and user-to-user communication (Bannister & Connolly, 2019). It makes it simpler for companies to interact with their customers and offer options like paying bills online, purchasing goods, and product finding. Companies are working to improve the consumer experience through social media platforms as social media usage increases globally (Rose, Hair, & Clark, 2021).

In the US and UK, there is a substantial change in favour of utilizing new social media platforms to improve customer experience as social media was not only seen as the advancement of digital experiences but also as the employment of careful procedures or tools (Lahav & Zimand-Sheiner, 2019). Globally, there has been a change in the way that citizens and public sector employees communicate. This discourse involves broadcasting and conversation. Social media makes it possible to both hear and reply (Yildiz, 2019).  In Hawaii, governments also favour social media since it provides forums for peer interaction and vastly enhances the customer experience. According to Bertot, Jaeger, and Grimes (2020), the total effect fosters communities while also inspiring action and awareness.

In Iraq, according to Cortright (2019), Iraqi anti-war movement was one in which social media was crucial in affecting change. Decentralized networks of activists used internet access to communicate, plan, and raise awareness, leading to worldwide rallies that involved ten million activists.  In Egypt, according to Eltantawy and Weist (2021), social media in Egypt contributed to success of anti-government rallies that led to resignation of nation's autocratic leader. It demonstrates how social media can have an impact on social, political, or economic development. In Malawi, by harnessing the internet through established changing, interactive channels, the government of Malawi can increase access to its information. Social media interaction enables government to react to public views in a timely manner (Aubrey & Felix, 2019). In Zimbabwe, according to Mutanana (2019), social media is evolving into a trustworthy form of communication in Zimbabwe. Now, Zimbabweans of all ages may talk about the topics that concern them.

In Kenya, the tremendous advantages of social networking have also been recognized by Kenyan government public sectors. Most governmental organizations have social media presences. Using social media handler, government organization can educate the public and solicit input from them. According to studies, the open government project, which aims to increase openness and promote public participation, is to blame for the use (Wangui, 2019). County governments have pushed for technology adoption among its representatives. Deputy county commissioners have advised local leaders to create social media profiles, which allowed them to engage with their communities (Kinyanjui, 2021). The usage of social media among government public sector officials has been affected by calls from various government authorities. Through a structured educational forum, social media has provided leaders with opportunities to learn (Chepkemoi, 2021).
Social media refers to online communication platforms such blogs, social networking sites, and web-based applications for sharing images and videos (He, 2019). According to Eger (2020), It is also known as social media platform since it lets users interact with friends and communicate with them. Examples include Facebook, Twitter, and Instagram (Silvia 2019). Social media is very vulnerable to the anonymity that allows anyone to quickly broadcast either fake or real news (Kim & Dennis 2019). Utilization of social media by government public organizations, according to Bertot and Jaeger (2020), offers a variety of potential.  Governments can also use the platform to make information more accessible. Social media platforms offer a ready audience due to their enormous user bases and allows for real-time contact. Consequently, it is possible to reach an enormous demographic and propagate a message (Smith, 2021).
Customer experience refers to the belief that people prefer gratifying experiences above things (Cambra, Polo & Trifu, 2021). Customers' experiences and decision-making are significantly influenced by psychological aspect of human behaviour. It is a multidimensional and comprehensive model, according to Quiones and Rusu (2022), that demands the customer's mental, social, psychological, and bodily reactions to merchants. Brakus, Schmitt, and Zarantonello (2019) define customer experience as an individual's emotional and behavioural response to stimuli associated with a brand that is an element of a brand's identity.  Client's internal, personal response to any sort of interaction with a firm is referred to as their customer experience (Rojas, Quiñones, & Rusu, 2021). 

In Kenya, the government designed the Huduma centre initiative as an all-encompassing service concept that would offer top-notch client services. The project also aims to offer Kenyan people top-notch, successful, and productive public services. Secretariat was established on March 31, 2014, and its establishment was announced in Kenya Gazette notice number 2177 and the creation of the Huduma centre and its administration (GoK, 2020). Since then, Huduma centres have offered a variety of services via an online platform where Kenyans access to obtain the services online, in the convenience of their own homes, or through visiting the Huduma centre’s physical offices. Huduma centre implementation has helped succeeding governments achieve success in terms of public happiness, social effect, and administrative outcomes. Achievement of public sector firms determined provision of public services. 
The public can access Huduma centre services whenever it's convenient for them (Oyugi, 2019). They were created by the Kenyan government to provide citizens with government services on an open platform and modernize public services into consumer-oriented public services. It sought to give citizens access to a single location where they could conveniently obtain public services. Huduma centres in Kenya were created with the goal of strengthening governmental interactions with both foreign investors and the general public (GOK, 2020). Due to severe underperformance, the customer experience in the public sector has been given several considerations from the general public, policy analysts, the media, and researchers. 

1.2
Problem Statement

Kenyan government has been developing plans to enhance the public service sector for the last few decades (Jemesunde, 2021). Citizens should be satisfied with the services supplied to them, which means that they must be of high quality. This calls for ways to increase the effectiveness and efficiency of providing citizens with public services at various government entities (Nkanata, 2022). Due to the variety of services being supplied under one roof, Huduma centre services were developed to be effective. However, Customers at Huduma Center GPO have certain difficulties in spite of the government's attempts to address their needs and improve their experience.  Among these are their experiences with delayed service delivery, a lack of promptness in responding to client concerns, and diminished customer service. Although Huduma centres offer reasonable services, efficiency needs to be improved in order to eliminate the significant backlogs and lines seen there so as to enhance the customer experience. 
Public complaints and dissatisfaction with the subpar services provided by Huduma centres have been widespread verbally. According to ROK (2019), "despite the government's efforts to change how public services are delivered through Huduma centres, citizens' expectations have still not been met as inaccuracies and ineptness are still a problem.  All clients who want quality services from Huduma centres in Kenya are being affected by growing customer experience challenges and complications. Since enormous sums of taxpayer money are utilized to operationalize public sectors, the customer experience in the public sector is a never-ending process that requires ongoing research. Because optimal human and financial resources are employed to encourage the necessary development, the magnitude of responsibility and openness may need to be thoroughly evaluated in order to be given attention (Muiruri & Ayodo, 2020). Despite several attempts by the government to enhance the customer experience of Huduma centres with its public services, it was nevertheless marred by poor workmanship, lengthy processes, and low-quality services.
The Kenyan government has yet to fully embrace cutting-edge social media platforms like Twitter, Facebook and many more. These social media platforms could assist in enhancing customer experience gaps faced by Huduma Centers. Improvements in systems efficiency and effectiveness, information management, service value, and decision-making effectiveness would result from this, and Huduma Centers would perform better overall by delivering better services (Kariuki, 2019). The majority of studies evaluate how social media are used by the private sectors; studies including: In the Kenyan hotel industry, Akunja (2020) explored the relationship between customer pleasure and customer loyalty. Gacu (2021) evaluated how Kenyan oil marketing companies performed in relation to customer experience management. Al-Shawabkheh, Nuseir and Urabi (2023) assessed impacts of the usage of social media on customer service relationships in UK and Germany. Little is known about government organizations and representatives, as well as how they make use of social media tools like Twitter, and to enhance customer experience. According to Stromback and Kiosis (2019), communications have a significant role in government public sectors. Hence, the inquiry sought to evaluate social media effect on public sector customer experience in Nairobi City County on Huduma centre GPO.
1.3
Study Objectives

With particular interest, the inquiry was required to:

1. To assess the influence of social media data gathering on public sector customer experience.

2. To determine the influence of social media data mobilization on public sector customer experience.

3. To analyse social media usage influence on public sector customer experience.
1.4
Research Questions

The below listed questions served as a guide for the investigation.

1. What effect does social media data gathering exert on public sector customer experience?

2. To what extent does social media mobilization influence public sector customer experience?

3. To what extent does social media data usage influence on public sector customer experience?

1.5
Study Significance and Justification
The investigation examined how social media affects public sector customer experience in Nairobi County, Kenya of Huduma centre GPO. In Kenya, the introduction of technical advancements such as social media has been hailed as a window of opportunity that, if properly tapped into, would play a crucial role in finding solutions to the problems that are stifling societal growth. Customers' difficulties in obtaining services from GPO also show that there are areas that want development and that consumer opinions should be considered to make services responsive to their demands.  Consequently, it is wise to do this study. The important pillars of the national development strategy are identified as well as the role of ICT in their achievement in the Vision 2030. 
Facebook, WhatsApp, Twitter, Instagram, and other platforms of the social media are amongst the largely popular in Kenyan society and are revolutionizing communication as well as other facets of the individual, society, and country. A study on how social media influences customer experience of public sectors would specifically address problems faced by customers and present trends for resolving issues related to them in Kenya. Thus, this study provides information on social media's contribution to challenges at public sectors based on customer experience.
The study was of beneficial use in educating public sector officials on use of social media for enhancement of customer experience. This would educate the nation's public employees about social media usage and potential advantages. Government employees are expected to utilize social media more frequently as a result, which would improve governmental services more accessible to the general population.

Study findings would also be helpful to policy makers to reveal issues and trends that can be utilized to guide policies about public communication by the government public sector organizations via social media. General public would also benefit from study's findings. This is the case as a result of study's assessment of benefits of utilized social media platforms. Citizens would make aware of what is expected of them, which may influence their decisions and level of participation. Findings would be crucial for researchers and scholars as a basis for future research. The study would advance the understanding of how social media is used in government communication. As a result, it would provide a more depth of the research comprehension.

2.1 Literature Review
2.2 
Empirical Review

The researcher determined the present study's key focus areas, which are independent variables that contribute to study’s dependent variable and particularly effect they have on it.

2.2.1 Customer Experience

In the Kenyan hotel industry, Akunja (2020) explored the relationship between customer pleasure and customer loyalty.  Six marketing managers served as key informers, and the study's sample size was 253.  Purposive, stratified, and systematic random sampling were used in the investigation.  The data was reduced using factor analysis, and the hypothesis was examined and tested using simple regression.  As per findings, client loyalty was strongly impacted by customer satisfaction. The investigation deduced that increased customer satisfaction would probably lead to increased consumer loyalty. Previous inquiry focused on the hotel sector in Kenya while the present investigation focused on public sector customer experience in Kenya.

Gacu (2021) evaluated how Kenyan oil marketing companies performed in relation to customer experience management. 85 oil marketing companies in Kenya were the subject of the inquiry. The inquiry was conducted using a census survey. Multiple linear regression, correlation analysis, and descriptive analysis were used in the analyses.  The outcome indicated that, customer experience management enhances business performance. This study came to the conclusion that enhancing the performance of oil marketing organizations still requires the use of the management of customer experience. The prior study utilized Kenyan oil marketing enterprises. The recent study focused on public sector customer experience in Kenya.

Machiri, Oloko, Ngugi, and Odhiambo (2024) investigated the link amongst the performance of companies listed on the Nairobi Securities Exchange and customer experience management.  A structured questionnaire was used to interview 240 senior management employees selected from the 64 listed companies as part of the study's descriptive-exploratory research design. Regression and structural equation modeling were used to analyze the data, respectively.  The outcome showed that the performance was significantly impacted by customer experience management. Previous study based on NSE firms performance. Hence, recent inquiry was based on public sector customer experience in Kenya.
2.2.2 Social Media Data Gathering and Customer Experience
The gathering of data of Social media explains social media statistics and socioeconomic information obtained with the aid of social network analytics applications (Damota, 2019). Social media data may additionally refer to data collected from openly shared posts on social media networks. Social listening tools can be used for marketing purposes to collect this kind of social media data. It entails monitoring and evaluating social media activity, such as posts, comments, likes, shares, and other interactions, in order to compile data and learn more about a specific subject, brand, item, or target market (Ige & Adewale, 2022). Data collection objective is to exploit it to provide beneficial information that can help the company thrive in terms of superior efficiency, quicker results, fewer hours spent, greater earnings ratio, and eventually higher returns on investment (Mulugeta, 2019).

Impacts of public administrators' data gathering of social media on Nakuru County’s community mobilizations and security augmentations in Kenya was studied by Tagi (2019). Descriptive research design was employed.  General public and residents of Lanet Sub County was targeting demographic. The 28,012 adults who lived in the area, along with the area chief, assistants, police officers, and support staff, were the target group. 68 people made up study's sample size through convenience sampling. Questionnaires for both authorities and citizens were utilised to obtain data. Analyses of study's information and description were used. According to study findings, social media has increased civic engagement in areas including local law enforcement, managerial transparency, accessibility of public employees to public, and dialogue among officials in government and general population. Previous study utilized convenience sampling and was focused on security augmentation of public administrators in Kenya while the present study utilized random sampling technique and focus on public sector customer experience in Kenya.
In Nairobi City County, Kenya, Wanja and Muna (2021) explored how social media data gathering affects security-agenda setting. A descriptive research strategy was employed. Data was collected using semi-organized surveys, and qualitative as well as quantitative assessment was done. Quantitative information was examined using descriptive statistics. Thematic analysis was done on qualitative data. Bloggers, security personnel, members of the news media, and young people living in Nairobi City County between the ages of 18 and 35 were among the group targeted. By employing proportionate stratified sampling as the study's sampling design, a sample size of 227 respondents was attained. According to the research, social media significantly affects how Nairobi City County sets its security priorities. The prior study utilized semi structured questionnaires and concentrated on security agenda setting. The recent study focused on customer experience and utilized structured questionnaires.
Ayoub and Balawi (2022) looked at how social media data gathering in Hungary affected consumer experience. Research design used was explanatory. Data were located and analysed using literature synthesis method. Articles were located using Google Scholar and EBSCO Discovery of Science databases. Over thirty (30) items were produced from one hundred and ninety query search. Results showed social media, which users can easily access and is widely used, has significant impacts on customer experience. It allowed businesses to categorize clients, learn a lot about them, and quickly learn what their perceptions were of their goods or services. The aforementioned study utilized explanatory research design and took place in Hungary whereas the current study utilized descriptive research design and take place in Kenya.
Impacts of social media data gathering on customer experiences at Hermes in China was evaluated by Ding (2022). Cross-sectional research design was applied. Purposive sampling was adopted in selecting fifty (50) Hermes customers in China for questionnaire research.  They gave the researcher the opportunity to ask the participants pertinent questions about the study. Responses of participants to questionnaire were kept anonymous. Results of survey have demonstrated that Hermes' social media data gathering meets needs of its clients. Thus, social media marketing can aid Hermes in boosting sales and strengthening its position in the Chinese market.  Hermes has to be more active on social media in China as this would help it draw in more consumers and boost productivity. The study was performed in China utilizing design of research that is cross-sectional. The present study was performed in Kenya and employed descriptive research design.
2.2.2 Social Media Mobilization and Customer Experience

Social media mobilization entails the use of social networking platforms to magnify voices, instantly share information, and foster collaboration across various groups of individuals (Romanov, 2019). The introduction of social media mobilization as a global venue for communication that prioritizes identity-sharing and the right to free speech has resulted in a new arrangement of social and communicational realities. These aspects also improve social media's technological potential (Kaplan, 2020). Thus, social media serves as both a virtual forum for the exchange of ideas involving people with like-minded viewpoints and a potent weapon for swaying public opinion and influencing governmental action (Benklar, 2019). However, the public sphere has changed as a consequent of technological innovation.

Impacts of social media mobilizations on citizen participations in Nigeria’s general elections were studied by Aleyomi and Ajakaye (2019). Techniques for gathering information that is primary and secondary were engaged in the inquiry. 452 respondents completed surveys to assess the effectiveness of social media in engaging and mobilizing individuals during Nigeria's most recent general elections. Newspapers, online resources, relevant academic textbooks, and periodicals were the sources of secondary data. Using the chi-square approach, the produced data were descriptively analyzed. The investigation deduced that, when taking into account how various electoral players used it, social media mobilization had a modicum of beneficial influence on the general elections in Nigeria. Previous study utilized both primary and secondary data and took place in Nigeria. Hence, recent study utilized primary data and take place in Kenya.
Zunu (2022) studied social media mobilization and its effects in Nigeria.  The potential of social media technology for transformational change was assessed. The research method used was a causal research design. It discussed how social media may support social mobilization as a strategy for Nigeria's sustainable development. Within the larger context of genuine needs and ongoing issues in the nation, possibilities for using social media in a way that wasnefit social media mobilization agents were examined. Extent to which social media is used and can be modified to enhance the social mobilization process was one of the topics the paper focused on.  According to research findings, social media can be a useful and alternative tool for social mobilization given its distinctive numerous platforms for novel forms of involvement. Causal research design was utilized by aforesaid study in Nigeria. Descriptive research design was utilized by present study in Kenya.
Impact of social media mobilization on Jordan's customer experience was investigated by Batainch (2022). Customers who had previously utilized social networking sites in Jordan made up the study population, and they were polled using a self-administrative questionnaire.  Correlational method of design was employed. Between July and October 2021, data were collected from Amman, Irbid, Zarqa, and Balqa, four of Jordan's largest cities.   437 bank customers' questionnaires were used to collect the research's data through purposive sampling method. The key findings of structural equation modelling (SEM) provided significant evidence supports viability of current paradigm and importance of success expectancy, hedonic incentive, interaction, quality of information, and impression of significance on customer experience. Findings showed social media mobilization significantly impacted customer satisfaction. Jordan was the study location of prior study and utilized correlational research design. The location of Kenya and the utilization of the design of descriptive was applied.
Wahyudi and Parahiyanti (2022) investigated impacts of social media mobilizations on consumer satisfaction in India. Cross-sectional and quantitative approach was applied, and it used an easy sampling strategy to gather participants. Data was acquired from 421 respondents via a questionnaire, of which only 325 were legitimate. Respondents followed brand on social media and used brand's social media platforms. Xiaomi and Realme are brands chosen for research survey. Students and general public who follow particular brands on social media are study's target audience. 325 people made up studied sample, of which 53% were men and 47% were women. Analysis using partial least squares (PLS) was done. Results showed that customer experience was indirectly impacted by social media mobilization. The previous study adopted cross-sectional method of design and was done in India. Locally was Kenya and employed technique of descriptive.
2.2.3 Social Media Usage and Customer Experience
Usage of social media refers to implementation of platforms like websites and apps that foster conversation, dialogue, exchange of content, and partnership (Jue, 2020). People interact with acquaintances, relatives, and other groups using social media. Social media platforms allow users to share information, engage in conversations, and produce content for the internet. Numerous platforms exist for social media, including blog posts, microblogs, web pages, social networking sites, sites for exchanging photos and videos, chat rooms, widgets, podcasts, instant messaging, and more (Auer, 2020). Around the world, 4.8 billion people use social media, which accounts for 92.7% of internet users and 59.9% of the global population. An additional 150 million people joined social media in April 2022 and April 2023, a 3.2% rise over the previous year (Ajijola, 2023).

Dodock and Al-Maaithah (2019) analyzed impacts of social media usage on organizational performances of Jordanian Dead Sea cosmetic sector. Jordanian Dead Sea sector was one of study's target populations.  Overall, a list of 25 groups representing various Jordanian demographic regions was obtained from the source. Structured survey strategy was applied in gathering data from respondents using quantitative survey method. Marketing department contacted all 23 of the organizations' managers and senior staff. A convenience sample of the Jordanian Dead Sea cosmetic industry included 200 managers, who received the questionnaire by hand. After providing reminders, 169 usable responses were obtained. The theories were tested using structural equation modelling. Outcomes pointed that incorporating and utilizing social media has significant positive impacts on organizational performances. Convenience sampling was utilized by the aforementioned study took place in Jordan. The present study utilized random sampling and took place in Kenya.
Boss and Begorgis (2019) analysed effects of social media usage on customer experiences in Sweden. Quantitative (survey online) and qualitative (semi-structured expert interviews) methodologies were applied. In the beginning, 133 businesses were contacted, 100 of which were from the Värmland region and 33 from other parts of Sweden. 25 businesses responded in some way, and 6 of them expressed interest in taking part. Semi-structured interviews were applied, which made procedure more adaptable and it was urged that the interviewee share their own viewpoints. 34 of their corresponding customers and four Swedish small- and medium-sized businesses' digital managers participated in the interviews and online poll. The results showed that corporations' social media use did not result in improved relationship performance. The prior study utilized both quantitative and qualitative methodologies and was done in Sweden while the present study utilized a quantitative methodology and took place in Kenya. 

Mohammed (2020) investigated how social media use affects customer satisfaction in Ghana. Using a sample of various social media users, an online survey known as Qualtrics, which is considered to be standard, was used. For the SEM analysis, a sample size of 100 participants was used. 401 social media users from Ghana provided sample population primary data with close-ended structured questionnaire. A hypothesis test and confirmatory factor analysis (CFA) were performed. The results show that monitoring, social connection, entertainment, information sharing, and payment have favourable effects on participation in contribution, creativity, and consumption. The previous study was focused on customer satisfaction and took place in Ghana whereas the present investigation was centred on customer experience and took place in Kenya.
Al-Shawabkheh, Nuseir and Urabi (2023) assessed impacts of usage of social media on customer service relationships in UK and Germany. Quantitative strategy was used, utilizing a self-administered questionnaire.  People living in Germany or the United Kingdom between the ages of 17 and 40 were given the questionnaire. In order to take into account, the influences of age, occupation status, and culture on the survey results, this target group was chosen for the study.  Due in large part to intimate relationships with university professors and trustworthy contacts throughout the communities, the questionnaire received a very high response rate. A total of 325 questionnaires were chosen through purposeful sampling, and these were distributed.  Later, 268 replies were utilized.  Findings showed targeting younger demographics with social media marketing methods for fashion retailers would be most successful. The previous study obtained information from both UK and Germany through purposive sampling whereas the present study obtained information from Kenya and utilized random method of sampling.
2.3 
Theoretical Review

Agenda Setting, Technological Determinism and Service Determinant Logic theories was discussed in this study.

2.3.1 Agenda Setting Theory

McCombs and Shaw (1972) introduced agenda setting hypothesis for the first time. This theory illustrates how news media can affect significant subjects on public agenda. According to this notion, news has significant roles in affecting reality of politics. Accordingly, when the media considers the perspectives on a rising star during a mission, they are also formulating and making decisions about the topics of significance. This may ultimately establish the course for a political mission.

However, the agenda-setting theory illustrates the link involving popular perception and the media by stating that a topic's public relevance depends on how well it is covered by the media in addition to how the agenda is set. The detractors of this theory typically assert that different factors affect a person's decision to stand up. This is due to the fact that people are more afraid of seclusion in their close-knit communities than they are in the general population.  There is conflicting information regarding how subject salience affects whether or not someone would speak up in online media. According to the theme, issue notability relates to connecting and keeping social capital, suggesting that interactions with one's online community could influence how someone feels about a critical issue.

This theory is more appropriate because it looks at how media, in this instance social media, shapes public views. Iyengar (1990) supports this viewpoint by stating that social media has recently gained significant notoriety relative to traditional media and can make decisions and structure other internet-based data-gathering plans by allocating certain areas to each of its users. In order to ensure that their issues receive more time and attention, which in turn informs agenda planning, public sector organizations continuously rely on Kleinnijenhuis and Rietberg's (1995) viewpoints. The theory supports social media data gathering and usage in this study.
2.3.2 Technological Determinism Theory

Thorstein Veblen (1897), an American social scientist propounded the theory and coined the phrase. According to technological determinism, innovation is the main force behind history's and society's social changes, not random events, media, or media outlets. The idea of technological determinism seeks to understand impacts of innovation on human behaviour and thought. The primary driver of change in the public sphere is advancements in technology. A key driver of historical and social change, according to technological determinism (Feenberg & Andrew, 2004), are specialized twists of events, media, or invention. According to the theory, rapid globalization will inevitably occur as a result of innovation's wide accessibility. As social media has made globalization possible, this viewpoint serves as basis for this study. According to this hypothesis, some common emotions spread throughout society when people who believe they are in the minority refrain from speaking out for fear of social exclusion (Noelle-Neumann, 1974). 

It happens when people decide against sharing their opinions on social or moral issues out of fear of being rejected by their friends. People search for ways to avoid separation due to their fear of imprisonment. Karl Marx, a German academic and business analyst, is credited with developing the technological determinist viewpoint on financial progress. According to Roland (2011), Marx's theoretical framework was based on the idea that shifts in inventiveness, particularly commercial invention, have profound impacts on human social connections and hierarchical structure, and that finally relationships and customs centre around institutional and financial underpinnings of government. Therefore, this research applies this theory to show how technology has impacted online social networking and interactions between people.  The lack of technical innovation forcing itself on members of the general population is a criticism of technological determinism. The theory supports customer experience in this study.

2.3.3 Service Determinant Logic Theory
This supposition clarifies how value is produced, for instance, via the transfer of items and services between consumers, suppliers, and employees.  It is predicated on the notion that individuals make use of their abilities through service-for-service exchanges.  It has constantly undergone development and expansion, for instance with advancements in information technologies (Lüftenegger, 2015; Altar, 2010; Michel, 2008). Service environment helps managers understand service connectivity and function that it plays in organization, along with collaborative administration - how to work together inside the network - these help managers move their attention from the business to the customers.  

Two biggest additions have placed focus on institutions and institutional arrangements as tools for systemic coordination and the development of service ecosystems as a perspective that facilitates value generation (Vargo & Lusch, 2016).  It is a logic that is also based on a dedication to cooperative methods.  Customer orientation is a relevant variable for this idea and experience considering the production of human worth through meeting his needs, resolving his issues, and guaranteeing service effectiveness. Partnership between business partners is important for element of marketing strategy since it can help actors who depend on each other and profit from service exchange maintain an increase in their welfare and viability (Lusch & Vargo, 2014).
Value co-creation, rather than value creation, is a more realistic term for what happens when numerous actors share resources in networks (Vargo, 2009).  Because no one department can innovate in service delivery and customer experience, the Huduma theory permits employees to engage in interdependency.  In order to deliver services at the Huduma Centre GPO, departments depend on one another. Through this collaboration, service flow and customer experience can be strategically oriented both directly and indirectly.  The improvement of interoperability and the strengthening of public sector approach amongst various sectors in the public service at Huduma Centre GPO provide this theory more relevance to the study. This theory supports customer experience of public sectors.
3.1 Research Methodology
Descriptive research is appropriate for this study because it aims to analyse social media effect on public sector customer experience. The researcher's intended audience was inhabitants of Nairobi who use Huduma services provided by Huduma centre GPO. 1200 clients from Nairobi was the focus of this study since, according to the Huduma Center database (2023), 1200 customers visit the center every day. The study sampled 360 customers from Nairobi, Huduma Center which was scientifically enough. 

3.10 
Presentation and Data Analysis

The inquiry used quantitative data analysis techniques. In order to compute descriptive statistics, the information which was compiled from the questionnaire was coded into SPSS. Technique of description encompassed frequency, percentages, mean, and standard deviation and was used to illustrate the data's trends. This generated quantitative data, which was subsequently utilized to bolster quantitative data. The variable's regression analysis was calculated in order to meet the study's overall goal. Utilizing inferential statistics and multiple regression analyses, relationships between variables was determined.

The Regression Model is shown below:

CE = β0 + β1SMDi + β2SMMi + β3SMUi + ε

Where:

CE = Customer Experience

β0= Constant Term

SMD1= Social Media Data Gathering

ε = Error term

SMM2= Social Media Mobilization

β1-β3= Beta Coefficients 

SMU3 = Social Media Usage

4.1 Research Findings and Discussion
The estimation of the magnitude of one variable from another is what is known as regression analysis. This involves the estimation or determination of explanatory variable(s) effect on the explained factor. Therefore, within the purview of this study, the effect of social media with components such as data gathering, mobilization and utilization is ascertained on the public sector customer experience. More so, the model summary, analysis of variance and coefficients was determined. 

Table 1: Model Summary

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

	1
	.583a

	.340
	.332
	.38600


Source: Field Survey (2025)

Table 1 shows the multiple regression model which researches the effects of gathering social media data, mobilisation and usage on customer experience at the Huduma Centre GPO in Kenya. There is also a moderate correlation coefficient (R= 0.583) between the predictors and the dependent variable in the model. Coefficient of determination (R 2= 0.340) implies that these social media variables account for an estimated 34 percent of the variance of customer experience in public sectors. Considering the number of predictors and the sample size, the adjusted R2 (0.332) gives a more conservative estimate of the model, emphasising the large, but not comprehensive explanatory power of the model. This implies that properly executed social media usage can greatly increase the responsiveness, efficiency in communication as well as the decrease in complaints in Kenyan public services.

Table 2: Model Summary

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	20.168
	3
	6.723
	45.119
	.000b

	
	Residual
	39.186
	263
	.149
	
	

	
	Total
	59.354
	266
	
	
	


Source: Field Survey (2025)

The ANOVA of the regression model is presented in Table 2, indicating that it is statistically significant (F = 45.119, p = <.001). This shows that the overall impact of social media data collection, mobilisation and use are not coincidental factors that affect the customer experience at Huduma Centre GPO. The high F-statistic emphasizes the utility of the model to policymakers, showing that the application of specific social media interventions might result in the practical changes in timely services and the reduction of complaints.
Table 3: Coefficients Results

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.981
	.170
	
	11.656
	.000

	
	Social Media Data Gathering
	.084
	.046
	.131
	1.835
	.068

	
	Social Media Mobilization
	.086
	.070
	.111
	1.233
	.219

	
	Social Media Usage
	.308
	.065
	.393
	4.700
	.000


Source: Field Survey (2025)

Results in Table 3, reveal that having a constant of 1.981 as in the baseline coefficient, it indicates that in the absence of saturation of this model by the factors explained, customer experience is positive and significant, which further validates the importance of this set of variables in explaining increments of responsiveness, efficient communication, timely services, as well as complaint reduction at Huduma Centre GPO.

The aggregation of the social media data also played a positive, although not significant role in customer experience (B = 0.084; p = 0.068). An increment in the score of these practises by one unit would contribute to the customer experience score by 0.084. Although this implies that gathering social media measures and demographic data may have some slight positive effect on the performance of the public sector like quicker communication and reduced complaints, it is not statistically significant at the traditional 0.05 threshold. Thus, the null hypothesis that the data collection through social media does not impact on customer experience at the Huduma Centre GPO significantly is accepted. The small effect might be accredited to the piece of evidence that, despite the data collection arousing awareness of the customer demographic and perception, the constraints of the Kenyan public sector, including the lack of analytics tools and hindrances in integration, limit its applied capabilities to service delivery. This result is contrary to Ayoub and Balawi (2022), which have observed a huge and positive effect in Hungary, and Ding (2022), who found that comparable practises led to a stronger market positioning of Hermes in China. Nevertheless, it can be resolved with the opinion of Tagi (2019) that, in the Nakuru County, Kenya, the data collection through social media is appertaining to civic participation and safety improvement rather than direct customer experience advancement. Likewise, Wanja and Muna (2021) linked the practise to setting the security agenda in Nairobi mostly, but not provision of services.

Results showed that social media mobilisation positively, but insignificantly, affects customer experience (B = 0.086; p = 0.219). This suggests that for every unit of social media mobilisation, an increase of 0.086 units is observed for customer experience. This would mean that in the amplification of voices, information dissemination, as well as cooperation in social networks, practitioners only make small contributions to outcomes in the public sector, but this is insignificant to attain significant results to reject the null hypothesis. This result is explained by conceivable weaknesses in Huduma Centre GPO social mobilisation approaches, which may have inconsequential differences in capabilities of regular coverage, frequency, etc., to essentially contribute to customer responsiveness as well as complaint decrease in an apparently diversified digital platform in Kenya. These results support Aleyomi and Ajakaye (2019) in identifying merely small benevolent impacts of social media mobilisation to citizens' election involvement in Nigeria, as well as those of Zunu (2022) who assures an aid in sustainable development in Nigeria as an assisting platform, but for sustainable development; but disagrees with Batainch (2022) in identifying significant improvement in customer satisfaction in Jordan via hedonic principles, as well as data quality, as well as those of Wahyudi & Parahiyanti (2022) in identifying an indirect beneficial influence in India in shared interactions of Xiaomi & Realme in support of customer satisfaction level of respective performance in Indian markets).

Using social media also positively contributed to customer experience (B = 0.308; p = .000). Interestingly, this finding indicated that an increment in social media usage level would result in an increment of customer experience by .308 of a unit. This means that leveraging platforms for teamwork, resource sharing, as well as interactions, greatly impacts the effectiveness of Huduma Centre GPO in achieving better customer outcomes in relation to timeously delivered services, as well as optimal communication, rejecting the null hypothesis as social media usage is known to greatly influence customer experience, which is attributed to platforms offering real-time interactions, such as those of Facebook, Twitter, which greatly promote customer relationship-building in Kenyan government platforms for services. These results agree with those of Mohammed (2020) in Ghana, where social media usage factors of listening and information dissemination contributed to increased involvement/consumption, which led to high customer satisfaction, also by Al-Shawabkheh, Nuseir, & Urabi, (2023) who positively correlated customer relationships in relation to customer interactions in fashion retail by demographic targeting in Germany, United Kingdom, respectively, contrary to Boss & Begorgis (2019) who in Sweden correlated social usage of social networks in corporations to an ineffective development of relationship performance, also by Dodock & Al-Maaithah (2019) who similarly in Jordan’s cosmetic industry indicated positive business performance, although ineffective in relation to customer experience in cosmetic industry of Jordan, respectively. 

5.1 Conclusion

While carrying out social media effect analysis in shaping customer experience in the public sector in Kenya, at Huduma Centre GPO, this study drew a conclusion from an empirical finding. Concerning the effect of data gathering in customer experience, it is clear that data gathering has a positive, insignificant result. A concluding remark is that data gathering does not play any pivotal part in shaping experience results independently. A close look at this implication reveals that, despite providing capabilities for metrics and perceptual understanding, data gathering faces challenges in playing significant roles in developments related to insights in the public sectors, as they neither have powerful tools to work upon data insights nor in instances of independent exploration to apply holistically.

The research question also incorporated an issue pertaining to the influence of mobilization on customer experience. It is clear that mobilization has a positive but non-significant influence. The study finally concludes that voice amplification, as well as collaborative approaches, are useful but secondary in increasing customer experience at Huduma Centre GPO. This is a significant point that emphasizes support for mobilization as an outreach promoter, but it is only effective if it is consistently implemented to influence responsiveness, as complaints remain a significant issue.

The study also focused on usage patterns’ influence as far as customer experience is concerned. The output disclosed that customer experience has a strong direct positive influence on usage patterns for customers of social platforms and services. The study concludes by stating that the uptake of platforms for social interactions is a critical determinant of an improvement in service experience, as they allow for customer feedback in real time, which is an efficient means of fostering relationships for an increased response in better timeliness for services in the public domain.
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