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Abstract- The increasingly business development and witnessed decades of technological advancement has brought e-
business growth in Kenya. The realized push and pull technology in Mobile telephony business drifting from ordinary 
service, to Mpesa services (mobile money transfer) ecitizen (government centralized services) and to personalized e-business 
has led to huge profit margin across mobile technology in Kenya and beyond. Mobile telephony technology advancement 
continues to develop with more of drastic business development where push services which includes instant messaging, chat 
messages, whatsapp, conferencing, skyping  and  emails and others including  online betting and gaming, sport results, 
monitoring consoles and sensor network monitoring online betting and gaming, sport results, monitoring consoles and sensor 
network monitoring  have enabled has formed transmissions from client in business transaction today. Pull technology on the 
other hand has been realized by Kenyan e-business by technologically pulling for information that the client require through 
research. The study was motivated to determine the extent to which Mobile telephony technological advancement has 
impacted on e-business development in Kenya, to ascertain the extent to which Mobile telephony technological innovation 
has impacted on e-business development in Kenya, to establish the extent to which Mobile telephony technological 
proactiveness has impacted on e-business development in Kenya. The research adopted a descriptive research design. Target 
population constituted registered business entities, Government agencies, Mobile telephony companies and mobile services 
users. The sample size of the study was 200. Primary data were collected using an interview guide and a semi-structured 
questionnaire, which was administered to respondents from sampled target population. The study established that mobile 
telephony e-business development was influenced by the proactiveness of the mobile telephony technology in aspects such 
as identifying business ventures that has been actively pushed and pulls in e-business. Further, the study established that 
innovation was important and influenced the e-business development especially e-business creation and tap technological 
innovation. The study also revealed that technological advancement, technological innovative, technological proactiveness 
directly has impacted on e-business development. The study recommends that due to continued e-business development 
especially in Kenyan market and with entrepreneurial Kenyan spirits should E-business can significantly enhance be 
enhanced through push and pull technology innovative and proactiveness.  
 
KEY Words- Technological advancement, Technological Innovation, Technological Proactiveness , Push and Pull 
Technological. 
 
I. INTRODUCTION 
 
The Information and communication technology 
(ICT) departments of different financial institutions 
are struggling to keep up with the demand for 
computing, rapid technology changes and the 
fundamental transformation of work (Taiton and 
Sorensen, 2004). As a result, E-Commerce brings the 
universal access of the Internet to the core business 
processes of buying and selling goods and other 
services. ICTs have penetrated virtually every 
segment of society and projections suggest increased 
penetration rates. Though distinctions are often made 
between new ICTs such as computers and mobile 
phones, and old ICTs such as radio, television, and 
landline telephony, the current technological 
convergences increasingly blur such divisions. Thus, 
single devices such as mobile phones can now 
receive, process, store and display text, image and 
sound together. Judged by the number of users 
worldwide, the cell phone is by far the most popular 
personal communications device for consumers and, 
therefore, is emerging as a coveted media platform 
for marketers (Yuan and Steinberg 2006). The use of 
mobile coupons and advertising is rapidly growing 
and marketers are developing innovative strategies to 
exploit this medium (Sultan and Rohm 2005). 

1.1 Africa’s Experience of Mobile Phones  
The demand for mobile phones across African is huge 
and rapidly expanding. ‘An Overview of Evidence’ 
pointed out that less than 3% of the population had 
access to a telephone in 2001, but the number of 
mobile subscribers has already grown to over 50 
million, representing over 7% of the population1 
(McKemey et al., 2003). The number of subscribers 
is currently expanding at around 35% a year, and is 
forecast to continue over the next few years. The 
rapid expansion of markets is clearly linked to liberal 
regulatory environments, where operators have been 
given freedom to respond to customer requirements. 
Globally, the industry recognizes that its next 1billion 
customers will be won (Scott et al., 2004).  
Mobile phones are, therefore, becoming increasingly 
important to African countries: as an infrastructure 
service - improving efficiency of markets, promoting 
investment, reducing risk from disasters, and 
contributing to empowerment; as an economic sector 
– mobile operators can make big profits, and pay 
taxes; as a development tool – case studies present 
innovative applications where mobile phones have 
increased the efficiency of service delivery to the 
poor (e.g. weather information, market prices), or 
opened opportunities for new services e.g. tracking of 
diseases and as a household expenditure that 
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maintains social capital and contributes to economic 
management (Scott et al.,, 2004). 
The poor in Africa tend to use public access facilities 
and to share phones, so low teledensity figures can 
mask the extent to which the poor access 
telecommunications services. Research shows that in 
‘typical’ rural districts of Africa, up to 80% of 
households make regular use of phones (McKemey et 
al., 2003). One of the key features driving growth in 
mobiles is that they are mobile, and inherently suited 
to remote areas with poor infrastructure. In addition, 
the prepaid system of low denomination scratch cards 
is perfectly matched to the economic situation of 
many Africans, and it is recognized that mobiles offer 
potentially cheap means of communicating, 
especially through the use of SMS and ‘beeping’ 
(McKemey et al., 2003). It is important to consider 
constraints facing women in access to and use of 
mobile phones, but preliminary evidence indicates 
that the phone appears to be a gender neutral tool.  
1.1.1 Push and Pull Mobile Banking In Kenya 
The transformational mobile banking is made 
available by mobile phone service providers as part of 
their value added services. It is embedded among 
other services within the service providers menu. The 
perceived difference between mobile service 
providers mainly lies on the pricing strategy, quality 
and scope of services as well as the pricing strategy. 
Mobile banking provides a ray of hope for the 
unbanked. The rapid uptake has systematically 
ensured that the critical mass required as a threshold 
for sustainable expansion is reached. With the 
potential outburst of M- banking showing signs of 
reaching the wider population segment, the mobile 
banking divide (gap between those with access and 
those without enhanced banking services) can be 
expected to gradually diminish. Sustained 
introduction of new mobile based banking services, 
tend to complement existing services thus those 
without access to the original services are actually 
thrust into a further distance from access. (Njenga D. 
K, 2010) 
April to June 2016 indicate that there are now 26.3 
million mobile money subscribers in Kenya. At the 
same time, a total of 227.3 million mobile commerce 
transactions were made which translated to Kes. 
404.1 billion in terms of purchases made. The person 
to person mobile money transfers recorded in the 
period was valued at Kesh. 429.4 billion. Indeed 
SMS sent during the quarter increased significantly to 
11.6 billion messages from 6.5 billion registered last 
quarter. This is MASSIVE! This growth came from 
the ‘Create Your Plan Bundles’ SMS tariff that was 
introduced by Safaricom during the period under 
review. This tariff lets Safaricom customers send as 
many as 50 messages per day for only Kes. 10.00 
1.2 Push and Pull Mobile Technology 
The emergence of mobile phones as the leading 
personal communications device has led to their 
attractiveness as a potentially lucrative media 

platform for marketers. One of the many applications 
on the mobile phones that have gained widespread 
use is the push and pulls technology. The impacts of 
push and pull mobile technology has been realized in 
the business world in various fields. The following 
sections will explore the extent of usage of push and 
pull technology it has led to expansion of business 
Africa. 
In response to increases in mobile phone coverage 
and adoption in Africa, mobile phone-based 
development projects have proliferated in a variety of 
sectors, including agriculture, health, education, 
emergency response, and governance. The objective, 
target group, and use of mobile phones in each 
project differ significantly, but the underlying belief 
is that mobile phones can offer a useful platform for 
providing information and services. 
1.2.1 Mobile Technology and Banking   
Electronic Banking – the execution of financial 
services of a Bank via the Internet – is one of most 
appreciable examples of E-Commerce. Because it has 
changed the business of retail banks significantly, at 
the same time reducing costs and increasing 
convenience of customer (Mantel, 2000). Banks and 
other financial institutions are exploring the use of 
mobile commerce to allow their customers to not only 
access account information, but also make 
transactions, such as purchasing stocks, remitting 
money via mobile phones and other mobile 
equipments. This service is often referred to as m-
Banking. Since cellular networks has become an 
essential component of the economic and social 
infrastructure of the developed and developing 
countries, a new subset of electronic banking has 
created, mobile banking (m-Banking). m-Banking 
refers to that technology which covers account 
management via mobile devices (Mantel, 2000).  On 
the other hand, customers get the convenience of 
accessing the bank directly from their home or 
workplace. In addition, messaging solution adds real 
value by its event based alerts. A customer is 
informed about all the transactions happening in 
his/her account. It can include range of services like 
information about bank accounts, Time deposits, 
ATM card transactions, Credit card transactions, 
Fund transfer, Personal loan details, Mutual Funds 
1.2.2 SMS Technology Adoption Module 
Short Messaging Service (SMS) is a communication 
protocol allowing the interchange of short text 
messages between mobile telephone devices. Most 
SMS messages are mobile-to-mobile text messages, 
though the standard supports other types of broadcast 
messaging as well. The SMS is a store and forward 
service. In other words, short messages are not sent 
directly from sender to recipient, but via an SMS 
center. Each mobile telephone network that supports 
SMS has one or more messaging centers to handle 
and manage the short messages. This process of 
communication has been done through a number of 
attention commands (AT). This AT commands makes 
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our bank server modem to be able to send and receive 
SMS from customers mobile and vice-versa (King & 
Hufnagel, 2009). 
1.3 Statement of the problem 
The competitive pressure of the global economy is 
compelling businesses and countries to embrace ICTs 
at a frenetic pace for competitive advantage, 
convenience, quality of life, affordability, creativity 
and many other factors. Most of the advocators of the 
business process reengineering movement highlight 
the importance of the role that IT plays in the 
reengineering process. Many argue that IT should be 
seen as an enabler of organisational change rather 
than as a tool to implement business processes 
(Davenport, 1993). Using ICT also facilitates the 
production of goods in a short time with the help of 
computerized information systems, and services are 
quick and effective (Miles, 2001, 232). Information 
and Communication Technology known as ICT 
technology has become themain tool in business 
activities in the modern world (Dimovski & 
Škerlavaj, 2004, 636). 
Internet is becoming part of everyday life for the 
whole world. In recent times electronic 
business has developed in an important business 
discipline. The idea that information technology can 
contribute to the optimization of enterprise resources, 
strengthen, enable and enhance business 
performance, is accepted and supported by many 
empirical studies (Sethi & King, 2014; Chan, Huff & 
Barclay, 2012; Croteau & Bergeron, 2013). The level 
of the use of technology varies according to the 
country. Mobile telephony has become an important 
Information and Communication Technology (ICT) 
tool used by organizations. There are approximately 
38.08 million mobile subscriptions in Kenya; it is 
assumed that this number represents that of active 
SIM cards (CAK, April 2016). In 2015, 36% use 
internet for market research, 24.4 % for promotion 
and advertising activities, 21.5% for selling goods 
and services. Furthermore, in 2015 the survey 
encompassed the E-Banking factor as a reason for 
internet usage, and the results assert that 28.4% of 
companies use internet particularly for E-banking. E-
business has been reported to be developing steadily 
which has as well been the case of mobile telephony 
technology. However there is a knowledge gap as to 
whether e-business development is as a result of 
mobile technology. This study therefore sought to fill 
this gap by establishing the impact of push and pull 
mobile technology on e-business development in 
Kenya.  
 
1.4 Research Objectives  
The study sought to assess the impact of push and 
pull mobile technology on e-business development in 
Kenya. The specific objectives were; 

i. To determine the extent to which Mobile 
telephony technological advancement has 
impacted on e-business development in Kenya. 

ii. To ascertain the extent to which Mobile 
telephony technological innovation has 
impacted on e-business development in Kenya.  

iii. To establish the extent to which Mobile 
telephony technological proactiveness has 
impacted on e-business development in Kenya. 

 
1.5 Scope of the study  
The research study focused on the impact of push and 
pull mobile technology on e-business development in 
Kenya specifically with emphases on Mobile 
telephony technology advancement, innovation and 
proactiveness. 
 
II. LITERATURE REVIEW 
 
2.1Theoretical review 
2.1.1 Innovation Diffusion Theory 
Rogers’ (1995) Diffusion of Innovation theory 
explains user adoption of new technologies. 
According to Rogers (2003), the factors which 
influence the diffusion of an innovation include; 
relative advantage, compatibility, complexity, 
trialability and observability. IT diffusion, involves 
more than acquiring computers and microelectronics 
based gadgets and related know-how. It involves 
preparedness and development of technical change-
generating capability to adopt given technology to 
diverse needs. In advanced market economies, where 
large volume and value of goods are traded, the 
modern banking system provides an efficient 
payment mechanism for settlement of claims through 
banks. Access into a globalised economy would only 
be through IT inputs provided there is enabling 
facilities and constant power supply. Companies are 
now in a better position to respond speedily to change 
in demand patterns and change in international 
comparative advantages, courtesy of 
telecommunication technology (Bamidele, 2006). 
2.2.2 Technology Acceptance Model (TAM)  
The Technology Acceptance Model (TAM) is a 
theoretical model that explains how users come to 
accept/adopt and use a technology. Original TAM 
was proposed by Davis in 1989. The model suggests 
that when a user is presented with a new technology, 
a number of factors influence their decision regarding 
how and when they will use it. This includes its 
perceived usefulness and its perceived ease of use. 
However, the TAM does not account for the 
influence and personal control factors on behavior. 
Other factors such as economic factors, outside 
influences from suppliers, customers and competitors 
are also not considered by the TAM (van Akkeren & 
Harker, 2003). 
2.2.3 Task Technology Fit (TTF) Theory  
This theory contends that it is more likely to have a 
positive impact on individual performance and be 
used if the capabilities of Information 
Communication and Technology (ICT) match the 
tasks that the user must perform (Goodhue and 
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Thompson, 1995). Goodhue and Thompson (1995) 
mention the factors that measure task-technology fit 
as; quality, locatability, authorization, and 
compatibility, eases of use/training, production 
timeliness, systems reliability and relationship with 
users. The model is useful in the analysis of various 
context of a diverse range of information systems 
including electronic commerce systems and 
combined with or used as an extension of other 
models related to information systems outcomes. 
2.3 Empirical review 
2.3.1 Mobile telephony Technological advancement 
Mobile phones have brought a paradigm shift in the 
corporate world and various innovative technologies 
for the users. They are improved entertainment and 
access to information such as internet access. As the 
development of mobile devices advances, the 
increased functionality is providing interfaces with 
numerous iconified applications (apps) to the users. 
Mobile apps have blossomed in popularity and 
ubiquity. With each generation, the multitude and 
diversity of apps continues to grow. A recent tally 
revealed 380,000 iOS apps, 250,000 Android apps 
and 35,000 Windows Phone (WP) apps. With so 
many apps out there, systems support that can 
improve our daily app interaction experience is 
poised to be widely beneficial (Yan, 2012). 
 2.3.2 Mobile telephony Technological Innovation  
Mobile telephony Technological innovation is, 
currently, recognized as one of the key factors on the 
firms’ competitive advantage as well as a critical 
element in improving the economic and financial 
results of firms. Indeed, increased economic and 
financial performance have been observed among 
firms capable of using innovation to improve their 
processes or differentiate their products and services 
in relation to their competitors (Laudon, and Traver, 
2008). 
2.3.3 Mobile telephony Technological Proactiveness 
Mobile data communications is evolving quickly 
because of Internet, Intranet, Laptops, PDAs and 
increased requirements of workforce mobility.  
According to Vennesa (2006) the cell phone is a 
realistic option for many people living in rural Kenya 
because of availability, affordability, simplicity and 
flexibility. A unique aspect of the ICT phenomenon 
in Kenya has been the widespread proliferation of 
mobile money. Starting with the M-PESA system 
launched by Safaricom in 2007 where users use SMS 
platform to transact. 
 
III. RESEARCH METHODOLOGY 
 
The study adopted a descriptive research design. 
According to Cooper and Schindler (2003), a 
descriptive study is concerned with finding out the 
what, where and how of a phenomenon.  Target 
population constituted registered business entities, 
Government agencies, Mobile telephony companies 
and mobile services users.    The sample size of the 

study was 200. Primary data were collected using an 
interview guide and a semi-structured questionnaire, 
which was administered to respondents from sampled 
target population. 
 
IV. DATA ANALYSIS AND FINDINGS 
 
4.1 Mobile telephony technological advancement and 
e-business development  
The result of the study shows that mobile telephony 
technology advancement, enable online ordering 
mechanisms increase security of business 
transactions, enabled better customer relationship 
management, user identification, enhanced online 
servicing, easy communication regardless of time 
zone and language issues as shown by means of 4.50, 
4.35, 4.30, 4.26, 4.18, 4.07 and standard deviations of 
0.269, 0.294,0.290, 0.230,0.219, 0.240. 

 
Table 1: Mobile telephony technological advancement and e-

business development 

 

 
 
Jane, (2000) observes that mobile telephony 
technology guarantee security where the customer 
must first authenticate through a numeric or verbal 
password or through security questions asked by a 
live representative located in a call centre or a branch, 
although this feature is not guaranteed to be offered 
24/7. 
4.2 Mobile telephony technological innovation and 
e-business development  
The study found that mobile telephony technology 
innovation, enhance unlimited time for transacting, 
enhanced efficiency, minimize transaction costs, , 
enable essay accessibility to financial records, 
minimize fraud risks and guarantee transparency and 
accountability as shown by means of 4.43, 
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4.41,4.32,4.20,4.18 and standard deviation of 0.257, 
0.251,0.241,0.209 and 0.219 

Table 2: Mobile telephony technological innovation and e-
business development 

 
Aduda (20015) states that mobile telephony 
technology innovation enables customers to transact 
24-hour service, seven days a week. According to 
Sebastian and Lawrence (2004) mobile telephony 
innovations have numerous benefits for both 
customers and organizations. As far as the customers 
are concerned, it provides increased convenience, 
expanded access and significant time saving. On the 
other hand, from the organizations perspective, the 
costs of delivering telephone-based services are 
substantially lower than those of branch based 
services. 
4.3 Mobile telephony technological proactiveness 
and e-business development 
The study findings revealed that mobile telephony 
technological proactiveness enable niche marketing, 
enable online feedback mechanism, assist in 
identifying new opportunities, help in creating more 
market and user friendly applications for business 
operations as shown by mean of 4.29, 4.28, 4.27, 
4.24, 4.07 and standard deviation of 0.258, 
0.237,0.239,0.273 and 0.240. 

Table 3: Mobile telephony technological proactiveness and e-
business development 

 

Bawumia, (2007) observes that mobile telephony 
proactiveness enables e-businesses to employ cutting 
edge technologies to roll out their products to their 
customers in new markets. According to Axelson, 
(2005) technology proactiveness enhances creativity 
and knowledge creation friendly user applications. 
4.4 Regression analysis 
Regression Analysis Output 

 

 
The study model adopted was follows; 
Y = 1.456 + 0.727X1+ 0.777 X2 +0.689X3 +  .  
Where: Y = E-business development; X1 = 
technology advancement; X2 = Technology 
innovation X3 = Proactiveness;  = Error term 
The Adjusted R Square value tells us that Push and 
Pull Mobile Technology account for 70.6% of 
variance in the development of e-business. These 
results are significant as explained by the F-ratio of 
14.27 at a p-value =0.012 (α=0.05). The study found 
positive regression coefficients for the Push and Pull 
Mobile Technology confirming that there is a positive 
effect on the e-business development. Similarly 
Kariuki, N. (2005) opined that mobile technology 
provides a platform for e-business development. 
 
CONCLUSION 
 
The study found that Push and Pull Mobile 
Technology influences the development of e-
business. Push and Pull Mobile Technology accounts 
for 70.6% e-business development. Mobile telephony 
Technological advancement, technology innovation 
and proactiveness significantly enhance e-business 
development. 
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RECOMMENDATION 
 
The study recommends that organizations operating 
e-businesses should use modern technology in their 
business operations for the development. Such 
organizations should encourage technological 
innovations as well as be technologically proactive to 
facilitate their e-business development.  
 
SUGGESTION FOR FURTHER STUDIES 
 
The study focused and established the impact of push 
and pull mobile technology on e-business 
development in Kenya. The study further 
recommends study be done on the challenges faced in 
the adoption of push and pull mobile technology on 
e-business performance. 
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