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CHAPTER ONE: INTRODUCTION 

1.1Background of the Study 

According to Poon & Swatman (1999) E-business can be defined as the use of internet 

based programs to do business activities such as conducting transactions, sharing 

information and maintaining business relationships. Previously an Internet service 

involved more of information services but has since evolved to the creation of interactive 

services on the internet platform. This was promoted by the need to cut on costs, enhance 

accessibility, and speed up transactions among other benefits. Rajkumar (2001) stated that 

E-business has a significant contribution to the national economy and its growth by 

removing non value addition activities in the business transactions. However the adoption 

of E-business in Kenya has been low with some authors noting the difficulties in getting 

such a system operational is due to lack of implementations and discussion of E-business 

models and their benefits for companies, supplier and the customer in Kenya. This means 

there lacks information of the adoption and implementation that can be used as a point of 

reference for successful implementation. 

Several theories have been put forward to explain the relationship between application of 

E-Business systems and organization performance. Among the theories is the diffusion of 

innovation theory which focuses on the path a new technological idea or technique or the 

use of a new system moves form the creation point to the use end. Then there is the 

transaction cost theory which states that transactions form the basis of an economic idea .It 

argues that a transaction cost is incurred in an economic exchange. The theory 

conceptualizes intra organizational business as a series of activities linked by transactions 

that has some cost attached. The third theory used in this study is the Business to business 

model which highlights the transactions that take place between businesses such as a 

business transaction between a whole seller and a retailer. The model provides an insight 

into how technology such as e-business can be used to connect various businesses without 

the physical meeting thus making activities such as purchasing, invoicing, information 

sharing as well as payment easier. 

The Kenya manufacturing sector is the third largest after agriculture and the transport & 

communication sectors in terms of contribution to the national GDP. Although it’s the  
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1.1.2 Organizational Performance 

This refers to how well an organization is able to achieve its goal as set within the specified 

period of time and in the expected quality. Such goals are both financial and non-financial 

in criteria. Financial goals can be measured in terms of profits made, return on investments, 

and increase in growth. Non-Financial goals can be measured through criteria such as 

innovation, market share quality improvement, and resource planning and organization 

effectiveness (York & Miree 2004). 

Richard et al. (2009) stated that organization performance encompasses three specific areas 

of company outcomes. These are product Market performance in terms of sales and market 

shareholder returns in terms of total shareholder returns and thirdly the financial 

performance in terms of profits, return on investments and return on assets. In summary 

organization performance is the actual output measured against its intended output in terms 

of goals and objectives. However according to Snider & Rendon (2008) some elements of 

external environment becomes challenge to the performance of the business. These include 

the economic, political, technological and social cultural environment. 

Organization performance target to achieve organization efficiency and effectiveness 

through a continuous improvement process .This involves setting achievable goals and 

objectives and monitoring them in a continuous process to measure the ability to achieve 

them .At the organization level it involves measuring customer satisfaction by conducting 

surveys to get the view point of customers while at the individual level it involves such as 

the statistical quality control (Kaplan & Norton 2001). With the advent of internet based 

business it’s possible to conduct online survey to measure customer satisfaction and also 

get product performance in the global market. 

1.1.3 Large-Scale Manufacturing Firms in Kenya 

Although there is no specific definition of what is a large scale firm, several studies have 

used the number of employees as the base criteria to categorize them. KAM (2011) defined 

large scale manufacturing firms as those with over 100 employees. The organization further 

defines large scale firms as those with a turnover of over 250 million Kenyan shilling, 

medium scale to be those with a turnover of between twenty million and  
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                                  CHAPTER TWO: LITERATURE REVIEW 

2.1 Introduction 

This chapter explores the various studies conducted in the area of E-business and 

organizational performance with a focus on manufacturing industries. Other thematic areas 

covered include the theoretical review, empirical studies and conceptual framework. The 

chapter also covers the summary of reviewed literature and the identification of the 

research gaps. 

2.2 Theoretical Review 

A theoretical review establishes the other previous theories that already exist. Several 

theories have been put forward to explain the E-business platform and its effect on 

organizational performance .Some of the relevant theories to this study are discussed 

below. 

2.2.1 Resource-based view (RBV) Theory 

The RBV theory has been developed to facilitate the understanding of how organizations 

achieve sustainable competitive advantages (Caldeira and Ward, 2003). The theory focuses 

on the idea of costly-to-copy attributes of the firm as sources of business returns and as a 

means to achieve superior performance and competitive advantage .The theory argues that 

sustained competitive advantage is generated by the unique bundle of resources at the core 

of the firm where business owners build their businesses from the resources and capabilities 

that they currently possess or acquired. The RBV theory addresses the central issue of how 

superior performance can be attained relative to other firms in the same market by acquiring 

and exploiting unique resources of the firm (Saffu, 2004). 

Applying the RBV theory in discussing E-business usage and value creation, Zhu and 

Kraemer (2005) attempted assesses the use and value of e-business in organizations. By 

investigating the e-business functionalities that make use of the unique characteristics of 

the internet, which consequently enable value creation, they posit that e-business leverages 

the unique characteristics of the internet to improve business performance. In this case, e-

business capabilities are classified as front-end functionalities and back-end integration. 

The front-end functionalities refer to the medium in which customers interact with the 

market space. It refers to the seller's portal, electronic catalogues, a shopping cart, a search 

engine and a payment gateway. On the other hand, activities related to order aggregation 



10 
 

and fulfillment, inventory management, purchases from supplier, payment processing, 

packaging, and delivery are known as back-end integration of the business (Turbanet al., 

2006). By applying the RBV theory in looking at the adoption variations in usage and value 

of e-business, Zhu and Kraemer (2005) found that both front-end functionalities and back-

end integration contribute to value creation and therefore promote adoption. 

2.2.2 Transaction Cost Economics theory 

This theory evolved from the idea that transactions form the basis for economic thinking. 

Maunola (2009) observed that transaction costs is a cost incurred in making an economic 

exchange .There are different kinds of transaction in a business such as bargaining costs 

,policy and enforcement, information search among others. This hypothesis conceptualizes 

the intra organizational production as a progression of exercises connected by interrelated 

exchanges (David and Han 2004). In this setting an activity is the partial production of a 

good or service while an exchange is the phase in the movement arrangement when one 

finishes and another starts. This theory concept is supported by the adoption of a 

comprehensive interconnected network such as the EBPS platform to enhance automation 

of transactions (Geyskens et al 2006). With the many transactions taking place in 

manufacturing firm form suppliers to buyers, they require the backing of a digital platform 

to enforce and monitor all transactions effectively. Hiede & John (2010) established that 

recent trends indicate that buyers and sellers are supplanting the arm’s length approach 

with alliances involving closer ties. This is imperative for a joint action for closeness 

between the buyer and the seller in enhancing their relationship. 

The theory is relevant to the study in explaining the role of e-business practices on 

managing the costs of operations through making it faster and easier to perform various 

activities regarding inventory keeping, invoicing, payment and marketing. The use of e-

business system makes it easier to manage various costs in transactions such as the costs 

of search and information and bargaining costs. 

It is easier to access information about the marketplace orders online, make invoices online 

and manage inventories thus managing extra transaction costs. 
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2.2.3 Dynamic Capabilities Theory 

Unlike traditional RBV that views firm resources relative static and slack, Teece et al 

(1997) define dynamic capabilities as the ability to achieve new forms of competitive 

advantage which is believed more relevant to uncertain and changing environment. The 

term dynamic focuses on firm capacity to renew existing competences to adapt to the 

changing environment .Dynamic capabilities are distinctive in serving as an enabler that 

facilitates reconfiguring and disposing other resources. The dynamic capabilities contribute 

to firm competitive advantages in three fundamental ways: reconfiguring extant resources, 

gaining additional resources and enhancing the productivity of other resources. Dynamic 

capabilities approach expands its focus to the rapidly changing environment and argues 

that there is different principle determining organizational performance in competition in 

such context. 

Recognizing the relevance of this approach to value creation in the changing world, e-

business researchers have begun to apply the perspective to investigating e-business value. 

Zhu (2004) views e-commerce a higher-order capability that requires alignment among 

organizational factors, changing technology and business environments. Khawaja et al 

(2005) introduce the e-commerce competence construct. These studies do demonstrate that 

e-business initiatives have significant implications in organizational performance in terms 

of business process, resource allocation, and appropriation of IT-related benefits. 

Through application of e-business-enabled capabilities, in reconfiguring firm resources and 

then generating sustainable competitive advantage. The conceptualization and 

operationalization of e-commerce capabilities can be used to measure and improve the 

performance of a business. 
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Table 3.1:  Sectorial Sampling Schedule  

Sector No.of firms Percentage Sample 

Building and mining 19 2.9 2 

Chemical and allied 86 13.1 9 

Energy and electronics 47 7.2 5 

Food and beverage 168 25.6 17 

Leather and footwear 9 1.4 1 

Metal and allied 64 9.8 6 

Motor and accessories 28 4.3 3 

Pharmaceuticals 29 4.4 3 

Paper and paper board 42 6.4 4 

Plastic and rubber 60 9.2 6 

Fresh produce 15 2.3 1 

Textile and apparels 63 9.6 6 

Timber and furniture 25 3.8 3 

Total 655 100 66 

 

3.5 Data collection Process 

This study used a structured questionnaire to collect data .Kothari (2007) defined 

questionnaire as the most appropriate instrument in data collection especially when 

collecting large amount of information. This is because they guarantee confidentiality of  
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CHAPTER FOUR: FINDINGS AND DISCUSSION 

4.0 Overview 

This chapter presents the results of the analyses of data in accordance with the objective of 

assessing the extent of application of electronic business in the large scale manufacturing 

sector in Kenya and establishing the relationship between electronic business application 

and the performance in global operations by large manufacturing in Kenya 

4.1 Profile of Respondent Firms 

The respondents’ profile is the individual firms that take part in a market research. Profiling 

of firms is the process of using collective information from various firms to come up with 

a summarized finding about the subject. The purpose of profiling firms is to give a general 

overview about the intended firms for research. There will be information about the firms 

if they are profiled as well. This was done by away of interviewing the related parties in 

the firms that was  used in the process of generating information  from specific firms and 

analyzed accordingly. They were further classified into different categories such as the type 

of organization, the year in operation since adoptions and the sizes of the firms. The data 

collected was further analyzed and the specific numbers tabulated in terms of the weight 

and percentages each segment carries in the individual firms. 

4.2 Sectorial Distribution of the Respondent Firms 

An organization is a collection of people who have come together for a common objective and the 

people divide the work load amongst each other for the purpose of benefitting the firm. The purpose 

of this subject was to find out how receptive the large scale manufacturing firms have embraced 

the use of E-business in the process of their operations. The type of organization factored in the 

various list of the firms that the data was collected from and how each firm responded to the 

application of the E-business. This information was collected though questionnaires that was 

answered by the respondent individuals in the various firms and tabulated in the table below. 

 

 

Table 4.1 Sectorial Distribution of the Respondent Firms 
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The Sector Frequency Cumulative 
frequency  

Percentage 

Building and mining 2 2 2.9 
Chemical and Allied 9 11 13.1 

Energy and electronics 5 16 7.2 

Food and beverage 17 33 25.6 

Leather and footwear 1 3.4 1.4 

Metal and allied 6 40 9.8 

Motor and accessories 3 43 4.3 

Pharmaceuticals 3 46 4.4 

Paper and paper board 4 50 6.4 

Plastic and rubber 6 56 9.2 
Fresh Produce 1 57 2.3 
Textile and apparel 6 63 9.6 
Timber and furniture 3 66 3.8 
TOTAL 66 66 100 

From the above table, it was found out that the sector that highly adopted E-business is food and 

beverage with a percentage of 25.6%, followed by chemical and allied establishments (13.1%) 

in that order as shown in the above table with the least sector being leather and footwear at 

1.4%. The high percentage in food and beverage is also as a result of the largest number of 

respondents from the firm as compared to the numbers recorded form the other firms. The lowest 

percentage recorded by the fresh produce firm was also as a result of the lowest number of 

respondent. In a nutshell many firms in the manufacturing industry has adopted the use of E-

business in the business operations which has an impact on the performances of their firms as well. 

4.2.1 The Period in Operation since the Adoption of the E-business 

The period of existence is the time taken by the firms to adopt the E-business application 

since the application came to being. The purpose of the period of existence is to tell us how 

long the manufacturing firms have been using Electronic platforms in their operations and 

how it has impacted their business results since the adoption of the application. The data 

was collected through interaction with the employees of the intended firms and the 

researcher came up with a conclusive report on the same. The information was further 

tabulated in the table below. 

Table 4.2 The period of operation since the adoption of the E-business 

Period since Adoption Frequency Cumulative 

frequency  

 percentage 
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1-5 YEARS 35 35 45.5 

6-10 YEARS 29 64 43.9 

11-15 YEARS 10 74 6.1 

OVER 15 YEARS 8 82 4.5 

TOTAL 82 82 100 

It was noted that there are other firms that have been using E-business in the process of 

their business operations. It is also apparent that all the companies involved in this study 

had adopted e-business with a majority having used the e-business technology for at least 

1-5 years and 6-10 years at 45.5% and 43.9% years respectively. There were only few of 

the firms that had operated with E-business for over fifteen years at 4.5%.  This is a positive 

trend that many firms have received the E-business adoption well but the period in 

existence is what differs in the cases studied. It is evident that only a few firms have been 

using the E-business application to do business for over fifteen years with a small 

percentage. This is clear indication that as the years passes by more and more firms join 

the use of e-business in their operations which is a positive feedback. 

 4.2.2 The Size of the Firms 

The size of the firm can be measured and compared in different ways. One of the ways is 

the capital which influences the number of employees a firm can hire or accommodate. In 

this case we are going to look of how many manufacturing firm purposely embrace the use 

of E-business and hire fewer employees and how many firms prefer using the electronic 

business rather than hire more employees to do the same job. The information was collected 

thorough the interaction the researcher had with the interviewees from various firms and 

came up with the date tabulated in the table below. 

 

 

 

 

Table 4.3 Size of the firm 



25 
 

Size of the firm frequency Cumulative 

frequency 

Percentage 

20 and below 11 11 16.7 

21-40 employee 23 34 26.4 

41-60 employees 13 47 19 

61-80 employees 12 59 26.7 

81-100 employees 

TOTAL 

5 

64 

64 

64 

11.2 

100 

 

 It is critical to note in the table above that most of the organizations had a total of between 

21-40 employees and 41-60 years at 36.4% and 19.7% respectively. The least organizations 

had an approximate of between 81-100 and over 101 employees at 16.2% and 4.5% 

respectively. This is realized that the firms with the largest number of employees have not 

been using the E-business for a long time hence they still rely on their employees to do the 

job for them unlike the firms that have fewer employees an indication that they have been 

using e-business for a long time as shown in the table above. From the information 

tabulated above, it is very clear that there is need for more firms in the manufacturing 

industry to adopt the use of E-biasness in order to reduce the number of employees at the 

same time increase the production rate.  

4.3 The Application of Electronic Business in Manufacturing Firms in Kenya. 

This is the use of the electronic form to do business in the market. In this study views of 

respondents were collected on their level of agreement on the the application of e-business 

applications in manufacturing firms in Kenya. These are applications that are task for 

business purposes. They enable the customer to interact with the firms in the search for 

their products. The main purpose of this application is to find out how the applications of 

E-business make it easier to do business electronically. The main themes of analysis of 

benefits were categorized under e-inventory management, e-sourcing, e-payment and e-

marketing application systems. 

4.3.1 E-inventory Management Application systems 

E-inventory is an application system that is used by many firms to supervise the flow of 

goods from one point to the next. It’s a combined technology that majorly deals with the 

monitoring and maintenance of products and the same time is used in tracking of inventory, 
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orders, deliveries and the sales of various firms that has adopted the use of the e-business. 

Through the use of E-inventory, there will be some flow and order in the in the manner of 

which the workload is done. The table below shows us some of the techniques used in the 

process of E-inventory management application from reordering, stock taking, labeling to 

tracking of the goods in the firms. 

 

Table 4.4 E-inventory Management Application systems 

E-Inventory Frequency Cumulative 

frequency 

Percentage 

Reordering 50 50 48.5 

Stock taking 44 94 40.8 

Labeling  36 130   6.7 

Tracking 23 153 4.0 

TOTAL 153 153 100 

 

The information provide in the table above indicates that  48.5% agreed that reordering 

application system was used  a lot, while only 4%  agreed that in tracking was used in e-

inventory. The above information shows that there is need to need to put more emphasis in 

the form of tracking in the process of doing business at the same time 

4.3.2 E-sourcing application system 

E sourcing is an internet enabled application and decision support tools that facilitates the 

interactions between buyers and supplier through negotiation online or the process of 

bidding for the best price online. E-sourcing helps in reduction of prices by maximizing 

supplier completion and creation of the repository for sourcing.  When using this 

application, the risk is mitigated and each party that is the customer and the firm tend to 

comply with the rules of the business. There are various tools used in the process of E-

sourcing as selection, tendering, ordering and evaluation as shown in the table below. 

 

 

Table 4.5 E-sourcing application system 

E-Sourcing  Frequency Cumulative 

frequency  

Percentage 

Selection 52 52 32.6 

Tendering 25 77 28.8 
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Ordering 27 104 31.1 

Evaluation 21 125 7.5 

TOTAL 125 125 100 

 

 A majority of 32.6% felt e-selection was adapted to a large extent, E-ordering was also 

recorded that the e application system was adopted at 31.1%. E-evaluation system was 

adapted to a moderate extent by 7.5%. From the above data, there is need for push on 

evaluation to be adopted as well. 

4.3.3 E-payment Application Systems 

E-payments are transactional exchange that takes place online. The purpose of E-payments 

is to make sure that the other party gets paid in the shortest and safe means possible. There 

are various common channels through which e-payments can be done as shown in the table 

below. 

Table 4.6 E-payment Application Systems 

E-Payments Frequency Cumulative 
frequency 

Percentage 

Electronic Funds Transfers 18  18  37.25 

Invoicing 17 35 18.9 

Receipt 18 53 26.5 

Use of pay pal 12 65 17.35 

TOTAL 65 65 100 

The data in the table above indicates that many manufacturing firms have adopted the use 

of Electronic funds transfers at 37.25% and 26.5 % use the receipt method of payment. 

There has been the use of PayPal method in the manufacturing firms at 17.35%. This is an 

indication that the manufacturing firms are receptive of the E-payment methods since its 

safe and save time 

4.3.4 E-marketing Application Systems 

E marketing is the process of planning, and execution of the initial stage of business, the 

distribution, promotion and prices of goods and services by the use of electronic platform.  

The main function of E-marketing is to reduce cost through the automation and use of 
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electronic media as well as also enable the user to get more information on the products 

before purchasing. 

Table 4.7 E-marketing Application Systems 

E-Marketing  Frequency Cumulative 
frequency  

Percentage 

catalogue 27 27 40.15 

Promotion 18 45 28 

Price list 21 66 21 

Online marketing 18 84 10.85 

TOTAL 84 84 100 

The data presented in the table above indicates that a large number of manufacturing firms 

still use the catalogue to market at 40.15% while a smaller part of the firms use the online 

marketing as a way of crating awareness and doing business. Only 28% use the promotion 

way to market their business. 

Table 4.8 Results on Benefits of E-business 

 

Benefits RATING  CF % 

Cost reduction 4 4 4.6 

Ability to reach more customers 4 8 4.9 

Regional and global market access 3 11 3.4 

Potential to operate with less inventory 3 14 2.9 

Easier and faster to serve customers 5 19 6.1 

Customer access 24/7 5 24 4.9 

Lower communication costs (phone and paper work 4 28 2.6 

Better prices to your customers 3 31 2.9 

Enhanced collection of customer data 4 35 6.5 

Reduced cost of marketing and advertising 4 39 9 

Increased visibility of your business via marketing 3 42 10 

Higher quality customer service 3 45 5.4 

Offers convenience to customers 

Reduced information search costs 

4 

3 

49 

52 

22 

5.9 

Ease of packaging and distributing information 3 54 8.9 

TOTAL 55 55 100 

target groups 

 3 

 

4 

 

3 

 

 

3 

5.4 63 

 

22.2 85.2 

 

5.9 85.7 

 

 

8.9 91.9 

 

 

    

It was note that E-business offers convenience to their customers hence the growth of 22% 

was seen while it has reduced the paper and pen workload to 2.6% in the manufacturing 
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firms. It was also noted that a large number of firms 10% grow their business through 

search on information which has been made easy thanks to the use of E business at the 

same time we have not seen a major change on the pricing change, this is an indication that 

not much of the pricing can be changed by it but rather the full information on the internet 

is key to productivity. 

4.5 The Relationship between the Application of E-business and Performance in 

Manufacturing Firms in Kenya. 

In order to test the relationship between the dependent and independent variable for this study, 

the researcher subjected the data to liner regression and the coefficient of correlations was 

obtained as shown in the table 4.5. The model of regression was as follows: 

Y= β0+β1X1 

Y= 3.327+ 0.164X1    

Where; 

Y =f(X1+X2+X2…. 

X1 = E-b 

Where Y=performance (independent variable) 

X=E-business application (dependent variable) 

β0 = Constant term 

μ = Error term 

Firstly, results of the regression analysis, it was found out that at 95% confidence level, 

There is a significant relationship between the independent variables (Y) and  all the 

dependent variables (X1) based on the  p-value (p ≤ 0.003) of the coefficients of the 

dependent variables.  From the above model, it is clear that there exist a positive relationship 

between Y (performance) and adoption of e-business (X), based on the positive coefficient 

of the variable β1 =0.164. This shows that when e-business is embraced by one unit 

https://en.wikipedia.org/wiki/P-value
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percentage, performance of the business grows by 16.4%. 

Table 4.10 Coefficients (Y against X1) 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 95.0% 

Confidence 

Interval for β 

β Std. 

Error 

β Lower 

Bound 

Upper 

Bound 

1 Y 3.327 .409  8.134 .000 2.510 4.144 

X .164 .106 .189 1.541 .003 -.049 .376 

a. Dependent Variable: Performance 

4.5.1 Model Summary of Y against X1 

The coefficient of determination (R
2

) is by definition the proportion of total variation in 

the dependent variable (Y) explained by the regression of Y on X1 (Koutsoyiannis), 1993). 

As indicated in table 4.6 R2 was found to be 0.36. Thus, it can be deduced that the 

regression of Y on X1 explains 36% of the variations in the dependent variable.  This means 

that performance of business is explained by 36% of the adoption of e-business. 

4.5.2 Model Summary of Y against X1 

Model Summary 

Model R R2 Adjusted 

R2 

Std. 

Error of 

the 

Estimate 

Change Statistics Durbin-

Watson 
R F 

Change 

df1 df2 Sig. F 

Change 

1 0.189a 0.36 0.021 0.322 0.036 2.374 1 64 0.003 1.221 

a. Predictors: (Constant), E-business 

b. Dependent Variable: Performance 

 

4.6 Discussion of Overall Findings 

 According to (Caldeira and Ward, 2003), the idea of costly-to-copy attributes of the firm 

as sources of business returns and as a means to achieve superior performance and 

competitive advantage it argues that sustained competitive advantage is generated by the  
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selection and qualification while Bogaschewsky, Electronic applications systems in 

manufacturing firms in Kenya were also one of the key areas that the researcher looked 

into. These are applications that are task for business purposes. They enable the customer 

to interact with the firms in the search for their products. The main purpose of this 

application is to find out how the applications of E-business make it easier to do business 

electronically. Some of these applications are E-inventory which is used by many firms 

used to supervise the flow of business through monitoring and maintenance from one point 

to the next level so the work load is less because of this application. 

E-sourcing was another application that was found out that many firms used and it helps in 

reduction of prices by maximizing supplier completion and creation of the repository for 

sourcing and the risk is mitigated and each party that is the customer and the firm tend to 

comply with the rules of the business’-sourcing, E-payment and E-marketing application 

systems were among the applications that were found out that most manufacturing firms 

use in the process of their business operations. Among these applications made it easier for 

many firms to make payments to their suppliers or receive payments from their customers 

through the electronic transfers and invoicing and some even use PayPal though only a few 

firms used it as a mode of payments.  It was found out that 37.25% used the EFT as channel 

for payments. At the same time e-sourcing enabled application and decision support tools 

that facilitates the interactions between buyers and supplier through negotiation online or 

the process of bidding for the best price online while E-marketing is to reduce cost through 

the automation and use of electronic media as well as also enable the user to get more 

information on the products before purchasing. 

The data collected indicated that the advertisements of products improved performance of 

organizations. It was founded out that a majority of the interviewees from the 

manufacturing firms agreed that adoption of promotions indeed improved the firm’s 

performance it is a fact that there is a significant relationship between performance and the 

application of e-business. The performance of any the firms depend on the application of 

the e-business which in turn improves the profitability of the organizations. This was 

argued by Kotler (2007) who states that firms can run the same promotion and advertising 

campaigns used in the home market or alter them for every local market in communication 
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adaptation. The study adopted a descriptive cross-sectional design, which is used when a 

certain problem has been specially described and when the researcher is explained for the 

problem by the respondents. The study found that information identification, information 

acquisition, sharing and application significantly affected the performance of firms. 

The size of the manufacturing firms was also tackled, and in this case the researcher looked at 

how many manufacturing firm purposely embrace the use of E-business and hire fewer 

employees and how many firms prefer using the electronic business rather than hire more 

employees to do the same job. The firms that were used carry out the study were those with 

employees between 20-100 employees and how the bigger the number played a major role 

in comparing the information. It was noted that the firms with the higher number of 

employees had not embraced the use of e-business and thus they still depended on the 

employees to do the manual work for the firm while the firms with the lowest number of 

employees indicated that was use of the e-business in their business operations. This is a 

clear indication yes many firms have adopted the use of E-business but other firms still 

prefer the old technique of doing business rather than adopt the e-platform. 

The period of existences ever since the adoption of e-business was also keenly looked into and the 

information gathered indicated that the performance of many firms was also affected by the use of 

the e-business. The data recorded that only few firms have been using the electronic way of doing 

business with only 4.5% having operated with e-business for over sixteen years with a good number 

having operated between 1-10 years (45.5 % and 43.9%). From the report, it is very evident that as 

the world become global, many manufacturing firms are adopting the use of electronic platform in 

their operations which makes their work easier. 
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With regards to E-sourcing application system, a majority of 65.2% felt e-selection was 

adapted to a large extent. On e-tendering, it was also recorded that the e application system 

was adapted to a large extent by 51.5% with e-ordering adapted to large extent by 57.6%. 

Lastly; e-evaluation system was adapted to a moderate extent by 36.4%. 

With reference to E-payment application systems, a majority indicated that electronic funds 

transfer was adopted by 51.5% to a very large extent, Besides, a majority of 39.4% agreed 

that e-invoicing was used to a moderate extent .In addition, the adoption of e-receipting 

was majorly rated at 50% large extent and Last in this theme, the rating on use of PayPal 

was high at 33.3% ‘ 

Lastly, concerning e-marketing application systems, it was noted that e-catalogue was 

adapted to a large extent by 72.7% as opposed to small extent and not at all at both 7.6%. 

E-promotion system was adopted to a very large extent by 51.5% with use of e-price list, 

a majority agreed that it was adopted to a large extent by 59.1% .Lastly, online marketing 

was majorly adopted to a large extent by 40.9% as opposed to least by 3% both at ‘not at 

all’ and ‘small extent’. 

5.2.2 Benefits of E-Business Applications in Large Scale Manufacturing Firms in 

Kenya 

On the benefits of the applications majority of 59.1% felt that costs had reduced to a large 

extent while a minority of 6.1% feeing that costs had reduced to a moderate extent. Besides, 

many respondents (51.5%) felt that the business reached more potential customers. On 

access to regional and/or global markets, a majority of 72.7% agreed with 42.4% agreeing 

that the business is able to operate with less inventory after the adoption. In addition, 59.1% 

felt the business was easily and quickly serving customers with customers being able to 

access services on a 24/7 basis to a large extent 74.2% as opposed to 3% who felt ‘not at 

all’. Furthermore, most of the respondents (53%) felt that the business was achieving low 

communication costs as opposed to 6.1% who felt it was not so. Concerning pricing, many 

respondents (51.5%) felt the business was selling its products and services to customers at 

a better price. 

Concerning sales and profitability, most respondents (56.1%) felt they had improved as 
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opposed to 6.1%. In addition, 75.8% felt e-business had enhanced collection of customer 

data to a large extent. Besides, a majority (63.6%) felt that costs of marketing and 

advertising had reduced to a very large extent while 36.4% felt the costs had reduced to a 

large extent. Concerning increased visibility of business through search engine marketing, 

a majority of 65.2% rated it at very large extent. Besides, a greater percentage of 83.3% 

felt the business was offering convenient service to a large extent, contrary to a minority 

of 1.5% small extent. 

Concerning cost of information search a majority of 57.6% felt the costs had reduced to a 

large extent as opposed to a minority of 1.5% while on ease of packaging and distributing 

information to specific target groups, most respondents (57.6%) felt it had improved to a 

large extent as opposed to 19.7% who felt the effect to a moderate extent 

5.2.3 Applications of E-Business Platforms and Performance of the Large-Scale 

Manufacturing Firms in Kenya 

Generally, it was observed that a majority of 75.8% rated that it was true that adoption of 

e-business platforms improved performance of organizations with the least being 

undecided (6.1%). In addition, a majority of 74.2% indicated that it was true that 

procurement integrity and transparency was improved by 74.2%. Concerning performance 

of benchmarks, it was found true that e-business had improved benchmark by a majority 

of 42.4%. In addition, improved planning was rated at a tie of 34.8% true and neither. 

Those who disagreed were 9.1%. on improved production of quality products, 66.7% 

agreed. Lastly, it was agreed at 57.6% that adherence to power processes and procedures 

improved as opposed to 3% who felt otherwise. 

5.3 Discussions of the Findings 

The study sought to explore the influence of the applications of E-business platforms on 

organizational performance of manufacturing firms Kenya in global practice. The purpose 

of discussion is to look at the findings of the study, compare the findings with what has 

been found out by other researchers and presented arguments for the findings based on 

what was discovered during literature review. 
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