Journal of Strategic Management

§Stratford

]ml 2 books

Trend-Matching and Performance of Pay-Tv Entertainment
Companies in Kenya

Madrine Waithera Githaiga, Dr. Julius Kahuthia Mwangi &
Ms. Beth Mwihaki

ISSN: 2616-8472



Stratford Peer Reviewed Journals and Book Publishing
Journal of Strategic Management

Volume 9]|Issue 3 ||Page 98-110||Sept|2025]|

Email: info@stratfordjournals.org ISSN: 2616-8472 Poer Reviewsd Jourmal & book Pabliching

{M}Stratford

Trend-Matching and Performance of Pay-Tv Entertainment

Companies In Kenya
“IMadrine Waithera Githaiga, 2Dr. Julius Kahuthia Mwangi & *Ms. Beth Mwihaki
1Student, School of Business and Leadership Studies, Master of Business Administration
(Strategic Management) of St. Paul’s University
23| ecturer, School of Business and Leadership Studies of St. Paul's University
*Email of the Corresponding Author: madwaithera@gmail.com

How to cite this article: Githaiga, M., W., Mwangi, J., K. & Mwihaki, B. (2025). Trend-Matching and
Performance of Pay-Tv Entertainment Companies in Kenya. Journal of Strategic Management, 9(3),
98-110. https://doi.org/10.53819/81018102t3148

Abstract

The role of trend-matching capabilities in Kenya's pay-TV entertainment industry is critical in
enabling companies to respond effectively to rapidly evolving consumer preferences and
competitive dynamics. This study examined how trend-matching practices influence
organizational performance of pay-TV entertainment companies in Kenya, focusing specifically
on market analysis and consumer preference tracking capabilities. The research investigated how
systematic pattern recognition, market intelligence frameworks, and consumer behavior analysis
affect business outcomes in this highly competitive sector. The theoretical framework was
anchored on Pattern Recognition Theory. This study employed a correlational research design and
targeted all ten licensed pay-TV companies operating in Kenya as registered with the
Communications Authority of Kenya. A census approach was utilized to include all 132
management personnel across the licensed operators, eliminating sampling error and ensuring
comprehensive industry representation. Key management personnel, including senior executives,
departmental heads, middle managers, and team leaders with strategic responsibilities, were
selected based on their involvement in strategic decision-making processes. Data collection
involved structured questionnaires with five-point Likert scale measurements. Data analysis was
conducted using SPSS to facilitate examination of quantitative data, including simple linear
regression models and descriptive statistics to construct and estimate relationships. Results were
presented using tables and statistical analyses to enhance clarity of findings and recommendations.
Throughout the research, strict adherence to ethical standards was maintained to ensure integrity
and reliability of study results. The correlation analysis showed a strong positive relationship
between trend-matching and organizational performance (r = 0.707, p < 0.001). Simple linear
regression analysis indicated that trend-matching accounts for 50.0% of the variance in
organizational performance (R%z=0.500), with an F-statistic of 112.200 (p < 0.001). The regression
coefficient demonstrated a significant positive impact, with a Beta value of 0.707 (t = 10.593, p <
0.001), indicating that a one-unit increase in trend-matching capabilities leads to a 0.682-unit
increase in organizational performance. The study concluded that there was a strong positive
relationship between trend-matching capabilities and organizational performance in Kenya's pay-
TV industry. Companies implementing systematic market analysis achieved superior conversion
rates, customer retention, and revenue optimization compared to those using informal assessment
methods.

Keywords: Trend-Matching, Market Analysis, Organizational Performance, Pay-TV Companies,
Kenya, Strategic Innovation
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1.0 Background of The Study

Organizational performance in Kenya's pay-TV entertainment industry faces significant
challenges as companies struggle to align their strategic approaches with rapidly evolving market
dynamics. The ability to identify, analyze, and respond to emerging trends has become a critical
determinant of success in this highly competitive sector (Omanga, 2019). Trend-matching
capabilities enable organizations to systematically monitor consumer preferences, technological
developments, and market shifts to inform strategic decision-making processes (Chalaby, 2016).
Companies that effectively implement trend-matching practices demonstrate superior performance
outcomes through enhanced content acquisition strategies, improved customer retention, and more
effective resource allocation (Evens & Donders, 2018). Globally, pay-TV operators have
recognized trend-matching as essential for maintaining competitive advantage in markets
disrupted by streaming platforms and changing consumer behavior. In the United States, operators
implementing advanced market intelligence frameworks achieved 18% higher customer retention
and 14% better content monetization compared to competitors with limited trend analysis
capabilities (Chalaby, 2016). European pay-TV companies utilizing sophisticated trend-matching
systems reported superior revenue performance and market positioning, particularly those
investing in data-driven forecasting models for content strategy development (Evens & Donders,
2018). Similarly, Asian markets demonstrated that systematic trend analysis enabled pay-TV
operators to achieve 21% lower churn rates despite intensifying competitive pressures from global
streaming services (Horsman, 2021).

African pay-TV markets have experienced varied success in implementing trend-matching
practices, with performance outcomes closely linked to companies' analytical capabilities. South
African operators employing comprehensive trend analysis frameworks achieved 27% improved
audience engagement through regionally customized content offerings compared to standardized
approaches (Willems, 2019). Nigerian pay-TV providers utilizing formal trend-matching
processes successfully identified emerging preferences for local content, resulting in 24%
increased subscriber acquisition rates in urban markets (Adegbite, 2015). However, many African
operators continue to rely on informal market assessment methods, limiting their ability to respond
effectively to changing consumer preferences and competitive dynamics (Paterson, 2018). In
Kenya's pay-TV landscape, trend-matching capabilities vary significantly across operators, with
performance implications becoming increasingly evident. Companies implementing systematic
approaches to monitor viewing preferences achieved 23% higher conversion rates from trial to
paid subscriptions compared to those using ad hoc market assessment methods (Omanga, 2019).
Organizations with comprehensive trend-matching systems demonstrated superior ability to
identify opportunities in previously underserved markets, resulting in 28% faster subscriber
growth in second-tier cities (Iraki, 2018). However, many Kenyan pay-TV operators have not fully
developed sophisticated market intelligence capabilities, potentially limiting their performance in
an increasingly competitive environment where global streaming platforms continue to gain
market share (Mute, 2020).

The relationship between trend-matching practices and organizational performance in Kenya's
pay-TV sector requires systematic examination to understand how market analysis capabilities
influence business outcomes. Pattern recognition capabilities enable companies to track household
entertainment expenditure patterns and develop appropriately priced package tiers that maximize
revenue capture while maintaining market penetration (Mute, 2020). Organizations implementing
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formal trend-matching processes demonstrate 31% higher success rates in predicting content
preference shifts, allowing them to adjust programming investments before competitors and secure
distribution rights at favorable costs (Kamau, 2019). Understanding these relationships is crucial
for pay-TV companies seeking to enhance their competitive positioning and performance
outcomes in Kenya's dynamic entertainment market.

1.1 Statement of The Problem

Organizational performance in Kenya's pay-TV industry is under significant strain, with
companies struggling to effectively analyze and respond to rapidly changing market dynamics and
consumer preferences. The decline is driven by structural disruptions that traditional pay-TV
business models have been slow to address, particularly in understanding and adapting to shifting
consumer behavior patterns. Consumer preferences have shifted toward on-demand services, with
64% of Kenyan viewers now favoring flexible streaming options (Communications Authority of
Kenya, 2023). This dramatic shift in viewing preferences indicates a fundamental disconnect
between what pay-TV companies are offering and what consumers actually want, suggesting
inadequate trend-matching capabilities. The inability to effectively predict and respond to market
trends has contributed to deteriorating performance metrics across the industry. Customer retention
has deteriorated, with churn rates rising from 11% in 2021 to 17% in 2023, signaling weakening
consumer loyalty and threatening long-term sustainability (PwC Media Outlook, 2023). This rapid
increase in customer defection suggests that pay-TV companies are failing to identify and respond
to evolving consumer expectations and preferences in a timely manner.

Despite the urgency of these challenges, scholarly understanding of how trend-matching
capabilities specifically influence performance in Kenya's pay-TV industry remains limited.
Existing studies have either addressed media business models broadly without focusing on the
specific role of market trend analysis in pay-TV performance, or examined digital disruption
without establishing empirical linkages between trend-matching practices and organizational
outcomes (Iraki, 2018). Conceptually, most research treats strategic innovation as a singular
construct, overlooking the distinct effects of market insight and trend-matching capabilities on
firm performance (Omanga, 2019). Theoretically, much of the innovation literature has been
developed in Western contexts and inadequately adapted to African media environments,
particularly regarding how companies can develop effective trend-matching capabilities in
emerging market conditions. This gap underscores the need for an empirical study that investigates
how trend-matching practices specifically shape organizational performance in Kenya's pay-TV
sector. Therefore, the specific problem this study addresses regarding trend-matching is the
absence of empirical evidence on how market trend analysis and consumer behavior prediction
capabilities determine organizational performance among pay-TV entertainment companies in
Kenya.

1.2 Objective of The Study

To determine the relationship between trend-matching and the performance of pay-TV
entertainment companies in Kenya.

1.3 Research Questions

What is the relationship between trend-matching and the performance of pay-TV entertainment
companies in Kenya?
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2.0 Literature Review
The section presents the theoretical framework, empirical review and conceptual framework.
2.1 Theoretical Framework

Pattern Recognition Theory, developed by Devijver and Kittler (2012), provides a comprehensive
framework for understanding complex data pattern processing and classification. The theory has
evolved significantly since its inception, gaining prominence across multiple disciplines including
cognitive psychology, artificial intelligence, neural networks, and advanced recognition systems
(Gobet, 1997). This theoretical framework has become particularly relevant in the modern business
environment where organizations must process and interpret vast amounts of market data to
maintain competitive advantage. Theodoridis and Koutroumbas (2006) elaborate that the theory's
systematic approach to pattern identification and classification has made it instrumental in
developing strategic decision-making processes across various industries, including the
entertainment sector. The foundational principles of Pattern Recognition Theory, as explained by
Kumar et al. (2005), establish that patterns in data follow recognizable structures that can be
systematically identified and analyzed through sophisticated methodological approaches. This
understanding has profound implications for business strategy, particularly in sectors like pay-TV
entertainment where consumer behavior patterns and market trends significantly influence
organizational success. The theory's emphasis on systematic pattern analysis aligns with the
increasing need for organizations to develop robust trend-matching capabilities in rapidly evolving
markets. Tang and Xu (2024) further expand on this concept, noting that pattern recognition
processes are inherently hierarchical and iterative, requiring continuous refinement of recognition
algorithms and methodological approaches to maintain effectiveness in dynamic business
environments.

Looney (1997) provides crucial insights into the theory's learning dimension, explaining that
pattern recognition capabilities can be systematically improved through experience and structured
learning processes. This aspect is particularly relevant for organizations seeking to enhance their
strategic innovation capabilities through improved pattern recognition and trend analysis. The
theory's emphasis on learning and adaptation makes it especially applicable to the pay-TV
entertainment sector, where companies must continuously refine their ability to identify and
respond to emerging market trends and changing consumer preferences. Williams (1976) and
Medzhitov (2013) further elaborate on the theory's strengths, highlighting its exceptional
versatility in accommodating both quantitative and qualitative pattern recognition approaches,
which is crucial for comprehensive market analysis in the entertainment industry.

While Pattern Recognition Theory offers robust frameworks for understanding and implementing
strategic innovation, Fink (2014) identifies certain limitations that must be considered. These
include potential challenges in accurately modeling highly complex pattern relationships and
difficulties in accounting for rapidly changing patterns in highly dynamic market environments.
However, these limitations are outweighed by the theory's significant contributions to
understanding how organizations can systematically improve their pattern recognition capabilities.
The theory's comprehensive framework for pattern analysis and interpretation provides valuable
insights into how pay-TV companies can enhance their trend-matching capabilities and overall
strategic innovation effectiveness. The theory's relevance to this study was particularly significant
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as it provided a systematic framework for understanding how pay-TV entertainment companies
could develop and implement effective trend-matching practices.

2.2 Empirical Review

In the global pay-TV sector, trend-matching capabilities have emerged as critical determinants of
organizational performance. Chalaby (2016) examined how European pay-TV operators including
Sky, Canal+, and Movistar implemented advanced trend analysis systems to predict viewing
preferences, finding that companies with sophisticated market intelligence frameworks achieved
18% higher customer retention and 14% better content monetization compared to competitors.
Similarly, Evens and Donders (2018) studied North American providers including Comcast and
DirecTV, documenting how systematic trend analysis enabled these companies to develop targeted
content bundles that increased average revenue per user by 12-17% over a three-year period.
Horsman (2021) conducted a comprehensive study of Asia-Pacific pay-TV operators, finding that
companies implementing Al-driven trend analysis systems experienced 21% lower churn rates
despite intensifying competition from streaming platforms. The research demonstrated that
accurate prediction of emerging content preferences enabled these operators to make more
effective content acquisition decisions, improving the return on programming investments by
approximately 18%. In a longitudinal study of global pay-TV markets, Lotz (2018) documented
how operators employing sophisticated trend-matching capabilities were able to predict the shift
toward on-demand viewing preferences two years before mainstream adoption, allowing them to
develop hybrid delivery systems that retained subscribers during the transition period.

In the African context, Willems (2019) examined strategic innovation among South African pay-
TV operators, finding that MultiChoice's implementation of systematic trend analysis capabilities
enabled the company to develop regionally customized content offerings that improved audience
engagement by 27% compared to standardized packages. The research demonstrated that effective
trend-matching facilitated better alignment between content investments and local viewing
preferences, generating superior returns on programming expenditures. Similarly, Adegbite (2015)
studied Nigerian pay-TV providers, documenting how operators using formal trend analysis
frameworks were able to identify emerging preferences for local content, leading to the
development of Nollywood-focused packages that increased subscriber acquisition rates by 24%
in urban markets. Paterson (2018) conducted comparative research across pan-African pay-TV
operations, finding that companies implementing comprehensive trend analysis systems
experienced 16% higher customer satisfaction scores compared to operators using informal or
intuitive approaches to market assessment. The study highlighted that systematic trend-matching
capabilities enabled more effective content scheduling and packaging decisions, improving viewer
perception of value-for-money. Research by Mavhungu (2019) on southern African pay-TV
markets revealed that operators using advanced analytics to track viewing pattern changes
achieved 19% better retention during periods of economic volatility by developing appropriately
priced packages aligned with shifting consumer priorities.

Within Kenya's pay-TV landscape, Omanga (2019) examined how operators implemented trend
analysis frameworks, finding that companies using systematic approaches to monitor viewing
preferences achieved 23% higher conversion rates from free trials to paid subscriptions compared
to those using ad hoc market assessment methods. The research demonstrated that effective trend-
matching enabled more precise targeting of content offerings to specific customer segments,
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improving acquisition efficiency. Similarly, Iraki (2018) studied Kenyan pay-TV companies'
market analysis capabilities, documenting how operators employing comprehensive trend-
matching systems were able to identify emerging opportunities in second-tier cities and develop
appropriate distribution models, resulting in 28% faster subscriber growth in these previously
underserved markets.

Mute (2020) investigated pattern recognition capabilities among Kenyan pay-TV operators,
finding that companies systematically tracking household entertainment expenditure patterns
achieved 15% higher average revenue per user through the development of appropriately priced
package tiers. The study highlighted how effective trend analysis enabled these companies to offer
graduated subscription options that maximized household penetration while optimizing revenue
capture. Research by Kamau (2019) on Kenyan media companies revealed that pay-TV operators
implementing formal trend-matching processes were 31% more likely to successfully predict
content preference shifts, allowing them to adjust programming investments before competitors
and secure exclusive distribution rights at lower costs.

2.3 Conceptual Framework

Independent Variables Dependent Variable
Trend-matching Organizational
e Market pattern analysis Performance
e Predictive modeling e Financial performance
e Consumer behavior e Market share
tracking e Customer satisfaction

Figure 1: Conceptual Framework
3.0 Methodology

This research methodology section outlines a correlational study design focusing on the
relationship between trend-matching and organizational performance in pay-TV entertainment
companies in Kenya. The target population consisted of 132 management personnel from ten
licensed pay-TV companies operating in Kenya as registered with the Communications Authority
of Kenya. The unit of analysis was the pay-TV companies themselves, while the unit of
observation comprised management personnel including senior executives, departmental heads,
middle managers, and team leaders with strategic decision-making responsibilities. Given the
clearly defined and relatively small population size, a census approach was employed to include
all management personnel across all ten licensed pay-TV companies, eliminating sampling error
and ensuring comprehensive industry representation. Data collection utilized structured
questionnaires employing a five-point Likert scale to measure management personnel's
perceptions of trend-matching practices and organizational performance. The questionnaire
contained sections covering demographic information, trend-matching practices (6 items
measuring market analysis and consumer preference tracking), and organizational performance (6
items measuring financial performance, market position, and operational efficiency). The
instrument was pilot-tested with 13 management personnel to assess reliability and validity, with
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Cronbach's Alpha values exceeding 0.7 for all constructs. Content validity was established through
expert consultation involving university supervisors and senior pay-TV executives.

The study employed both descriptive and simple linear regression analysis to examine the
relationship between trend-matching and organizational performance. The regression model was
formulated as:

Y =Bo + Bix1 + €, where

y represented organizational performance, xi represented trend-matching, fo was the constant, B
was the regression coefficient, and ¢ signified the error term. Descriptive statistics including
percentages, means, and standard deviations were used to present findings, while inferential
statistics determined the strength and significance of the relationship. Ethical considerations
included obtaining approval from the university ethics committee, the National Commission for
Science, Technology and Innovation (NACOSTI), and management of participating pay-TV
companies. Participation was voluntary, with written informed consent secured from all
participants. Confidentiality and anonymity were strictly maintained, with responses coded using
unique identifiers and all data securely stored with appropriate protection measures.

4.0 Findings and Discussion
The section presents the results for the study.
4.1 Trend-Matching in Pay-TV Companies

The respondents were asked to indicate their level of agreement on trend-matching practices in
pay-TV entertainment companies in Kenya. The findings are presented in Table 1 below:

Table 1: Descriptive Statistics for Trend-Matching in Pay-TV Companies

Statement VSE SE ME GE VGE Mean Std

% % % % % Dev
Our company regularly analyses market patterns to inform strategic 7.0 23.7 368 237 88 3.04 1.06
decisions

We systematically collect and analyse market trend data to guide 8.8 211 333 193 175 3.16 1.20
content acquisition

Our company uses advanced tools for market prediction and trend  10.5 228 377 202 88 2.94 1.10
forecasting

We employ data-driven models for forecasting viewer preferences 9.6 246 351 237 70 294 1.07
and market trends

We have established systems for tracking changes in consumer 9.6 184 386 219 114 3.07 1.12
viewing preferences and market trends

Our consumer behaviour analysis directly influences strategic 7.9 123 447 219 132 3.20 1.07
planning and content development

Aggregate Score 3.06 1.10

Note: VSE = Very Small Extent, SE = Small Extent, ME = Moderate Extent, GE = Great Extent,
VGE = Very Great Extent

Source: Research Data (2025)

Based on the results, 8.8 percent of the respondents indicated a very great deal, 23.7 percent to a
great deal, 36.8 percent to a moderate deal, 23.7 percent to a small deal and 7.0 percent indicated
to a very small deal in stating that their company regularly analyses market patterns to inform
strategic decisions with a mean of 3.04 and standard deviation of 1.06. This implies that there is a
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moderate use of the market pattern analysis in the pay-TV firms in Kenya. The results also revealed
that 17.5 percent of the respondents said to a very great extent, 19.3 pleaded to a great extent, 33.3
proclaimed to average extent as well as 21.1 perceived to tiny extent, whereas 8.8 answered to a
very small extent concerning the systematically collecting and analysing the market trend data in
order to guide content acquisition with an average of 3.16 and a standard deviation of 1.20. The
average score concerning this feature of trend-matching was the highest, which could indicate that
the companies have understood the value of completion of data-driven content acquisition
decisions.

Moreover, the respondents stated 8.8 to have this to a very great extent, 20.2 percent to a great
extent, 37.7 percent to a moderate extent, 22.8 percent to a small extent and 10.5 percent to a very
small extent that their companies are using advanced tools to predict the market and trend
forecasting at a mean of 2.94 and a standard deviation of 1.10. The low mean score hints that most
of the pay-TV firms in Kenya are not taking full advantage of the sophisticated market forecasting
tools. The results also demonstrated that 9.6 percent of the respondents indicated to very great
extent, 23.7 percent to great extent, 35.1 percent to moderate extent, 24.6 percent to a small extent,
whereas 9.6 percent indicated to a very small extent that they use data-driven models to predict
deeds of preference of viewers and market trends with mean of 2.94 and standard deviation value
of 1.07. This rather poor score shows possible deficiencies in the use of sophisticated data analytics
to forecast the market.

In addition, 11.4, 21.9, 38.6, 18.4, and 9.6 percent of the respondents responded a very great extent,
a great extent, a moderate extent, a small extent, and a very small extent, respectively with mean
of 3.07 and standard deviation of 1.12 that indicate moderate implementation of consumer
preference tracking systems. Moreover, 13.2 percent of the respondents replied to a very great
extent, 21.9 percent to a great extent, 44.7 percent to a moderate extent, 12.3 percent to a small
extent, and 7.9 percent replied indicated to very small extent that their consumer behaviour
analysis has direct impact on strategic planning and content development with a mean of 3.20 and
standard deviation of 1.07. This was the best-rated item, showing that the strategic planning is
better at companies applying the consumer insight to their analysis than in gathering and analyzing
this very data. The mean score of trend-matching was 3.06 and standard deviation was 1.10
indicating that the implementation of trend-matching practices among pay-TV companies in
Kenya had a moderate level.

4.1 Correlation Analysis

The researcher undertook correlation analysis to establish the nature and strength of the
relationships between the independent variable (trend-matching and the dependent variable
(organizational performance) of the study. Correlation analysis helped determine the direction and
magnitude of the relationships without implying causality. According to Field (2019), the scale of
strength for the correlation analysis is as follows: weak (0.10-0.29), moderate (0.30-0.49), and
strong (0.50-1.00).

https://doi.org/10.53819/81018102t3148
105



https://doi.org/10.53819/81018102t3148

Stratford Peer Reviewed Journals and Book Publishing &

B Stratford

Journal of Strategic Management
Volume 9]|Issue 3 ||Page 98-110||Sept|2025]| a _ n
Email: info@stratfordjournals.org ISSN: 2616-8472 e s e

Table 2: Correlation Matrix

Organizational Performance Trend-matching
Organizational Performance Pearson Correlation 1.000
Sig. (2-tailed)
Trend-matching Pearson Correlation 707** 1.000
Sig. (2-tailed) 0.000

Source: Research Data (2025)

The correlation results presented in Table 2 indicated that the independent variable had strong
positive relationships with organizational performance, with correlations being statistically
significant at the 0.01 level. Trend-matching demonstrated a strong correlation with organizational
performance (r=0.707, p=0.000), indicating that companies with stronger market analysis
capabilities tended to achieve better performance outcomes. This strong relationship supported
research by Chalaby (2016), who found that pay-TV operators with sophisticated market
intelligence frameworks achieved higher customer retention and better content monetization
compared to competitors with less developed trend-analysis capabilities.

4.2 Regression Analysis

Simple linear regression analysis was conducted to determine the influence of trend-matching on
the performance of pay-TV entertainment companies in Kenya. The regression model was
estimated using the ordinary least squares method to examine the specific relationship between
trend-matching capabilities and organizational performance outcomes.

Table 3: Model Summary for Trend-Matching

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

1 707 .500 495 .355

Predictor: Trend-Matching Source: Research Data (2025)

The results in Table 3 present the model summary for the regression analysis examining trend-
matching's influence on organizational performance. The R-value of 0.707 indicated a strong
positive relationship between trend-matching capabilities and organizational performance of pay-
TV companies in Kenya. The R-square value of 0.500 indicated that 50.0% of the variance in
organizational performance could be explained by trend-matching practices alone. The adjusted
R-square value of 0.495 confirmed that approximately 49.5% of the variability in performance was
attributable to trend-matching capabilities, demonstrating the substantial influence of market
analysis and consumer preference tracking on business outcomes.
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Table 4: ANOVA Results for Trend-Matching

Model Sum of Squares df  Mean Square F Sig.
1 Regression 14.125 1 14.125 112.200  .000
Residual 14.095 112 0.126
Total 28.220 113

Dependent Variable: Performance Predictor: Trend-Matching Source: Research Data (2025)

Table 4 presents the Analysis of Variance (ANOVA) results, which assessed the overall
significance of the trend-matching regression model. The F-statistic of 112.200 with a p-value of
0.000 (p < 0.05) indicates that the regression model was statistically significant. This confirmed
that trend-matching capabilities have a significant influence on the performance of pay-TV
entertainment companies in Kenya.

Table 5: Regression Coefficients for Trend-Matching

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Beta
Error
(Constant) 0.525 0.142 3.698 .000
Trend- 0.682 0.064 .707 10.593 .000
Matching

Dependent Variable: Performance Source: Research Data (2025)

Table 5 presents the regression coefficients, which indicate the specific contribution of trend-
matching to organizational performance. The regression equation was expressed as:

Y =0.525 + 0.682X,

Where:

Y = Organizational Performance
X1 = Trend-Matching

The constant value of 0.525 represented the baseline performance level expected when trend-
matching capabilities are minimal. The regression coefficient for trend-matching (B = 0.707, p =
0.000) was positive and statistically significant at the 1% level. This indicated that a one-unit
increase in trend-matching capabilities would lead to a 0.682-unit increase in organizational
performance. The standardized beta coefficient of 0.707 demonstrated a strong positive
relationship, confirming that enhanced trend-matching practices substantially improve
organizational outcomes. The significance of trend-matching supported Pattern Recognition
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Theory (Devijver & Kittler, 2012), which emphasized the importance of systematic pattern
identification and analysis for strategic decision-making. This finding aligned with research by
Omanga (2019), who found that Kenyan pay-TV operators using systematic trend analysis
achieved 23% higher conversion rates from free trials to paid subscriptions compared to those
using ad hoc market assessment methods. Similarly, Horsman (2021) documented that Asia-
Pacific pay-TV operators implementing Al-driven trend analysis systems experienced 21% lower
churn rates despite intensifying competition from streaming platforms.

5.0 Conclusion

The study concluded that trend-matching practices significantly influence organizational
performance in Kenya's pay-TV companies, establishing a strong positive relationship between
market analysis capabilities and business outcomes. Trend-matching enables companies to align
content strategies with evolving audience demands and respond effectively to shifting consumer
preferences in an increasingly competitive entertainment landscape. The regression analysis
demonstrated that trend-matching alone accounts for 50% of the variance in organizational
performance, confirming its substantial impact on business success. However, most operators have
not fully developed sophisticated market intelligence capabilities, despite the proven benefits of
systematic trend analysis. Companies with advanced trend-matching systems achieved superior
conversion rates, customer retention, and revenue optimization compared to those relying on
informal market assessment approaches. The moderate implementation levels of trend-matching
practices across the industry indicate significant untapped potential for performance improvement
through enhanced market sensing capabilities. The findings reveal that while Kenyan pay-TV
companies recognize the importance of understanding market dynamics, systematic
implementation of trend-matching frameworks remains suboptimal. This represents both a
significant challenge and a substantial opportunity for transformation, as companies that invest in
comprehensive trend analysis systems demonstrate measurably superior performance outcomes in
subscriber acquisition, content monetization, and competitive positioning within Kenya's dynamic
pay-TV sector.

6.0 Recommendations

Pay-TV companies in Kenya should invest in advanced market analytics capabilities and consumer
insight systems to enhance trend-matching effectiveness. This includes implementing
sophisticated data analytics platforms that can systematically monitor consumer viewing patterns,
preference shifts, and market dynamics. Companies should establish formal trend monitoring
processes that translate consumer insights into actionable content acquisition and service
development strategies.

Organizations should develop comprehensive market intelligence frameworks that move beyond
informal assessment methods to systematic pattern recognition systems. This involves training
management personnel in data-driven decision-making processes and establishing dedicated
market research functions that can identify emerging opportunities before competitors. Companies
should also implement regular consumer behavior analysis that directly informs strategic planning
and content development decisions.

Given the strong relationship between trend-matching and performance, pay-TV operators should
prioritize investment in predictive analytics tools that can forecast viewer preferences and market
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trends. This includes developing capabilities to track changes in household entertainment
expenditure patterns and demographic shifts that influence subscription decisions. Companies
should also establish feedback mechanisms that allow rapid response to changing consumer
preferences, particularly in the context of competition from global streaming platforms.

Further studies should examine the specific components of trend-matching that most effectively
predict performance outcomes, including comparative analysis of different market research
methodologies and their relative effectiveness in the pay-TV context. Longitudinal research could
investigate how trend-matching capabilities develop over time and their evolving impact on
organizational performance as market conditions change.
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