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[bookmark: _Toc49500897]ABSTRACT
Women empowerment is a critical topic in gender and feminist studies aimed at ensuring gender equality across all domains of human development. Mobile phone technology and mobile money have emerged as tools in which women entrepreneurs can attain their empowerment. This study is aimed at investigating the impact of mobile phone technology on women entrepreneurs in Nairobi, Kenya. Using a qualitative research design, the study targeted women entrepreneurs to identify the mobile phone types and mobile phone-based money services utilized by the women entrepreneurs and the challenges faced in the use of these technologies. The survey, which purposively targeted a small group of five women entrepreneurs, employed semi-structured interviews in collection of qualitative data.
The findings showed that women entrepreneurs use different brands of phones such as LG, Samsung, Innjoo LTE, and Nokia. They are subscribed to Safaricom, Airtel, or Equitel network and are used for business or personal uses. The women entrepreneurs either have M-PESA or Equitel, both mobile phone-based money transfer services, as well as Till Numbers assigned to their mobile phones to proceed with business-related transactions. It was also established that mobile phone-based money has led to the growth of small and medium enterprises (SMEs) because of its efficiency and reliability. Lastly, it was found out that challenges faced by women in the utilization of mobile phone technology and mobile phone-based money services include high cost of the transaction, human error, power blackouts, and lack of internet access.
The study concludes that the majority of female entrepreneurs have adopted mobile phone technology and mobile phone-based money services with a beneficial impact of empowering them. In the context of women entrepreneurship, high accessibility to mobile phones, and mobile phone-based money services have increased daily business transactions. It can also be concluded that women entrepreneurs who have adopted mobile phone technology have benefitted from ease of paying bills and purchase of goods and services.
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[bookmark: _Toc38718358][bookmark: _Toc43214526][bookmark: _Toc49500898]BACKGROUND OF THE STUDY
[bookmark: _Toc38718359][bookmark: _Toc43214527][bookmark: _Toc49500899]1.1. Introduction
The mobile phone is one of the most crucial tools of communication in contemporary society used by both individuals and businesses. The importance of mobile phones can be seen in the rate of adoption or ownership across the globe. According to Silver (2019), over five billion people around the world own mobile devices, with more than 50% of these phones being smartphones (Silver, 2019). However, there is inequality in mobile phone penetration across and within countries. Individuals in developed countries have a higher likelihood of owning smartphones, utilizing the internet, and use social media than those of developing nations (Silver, 2019).
Driven by the huge penetration of mobile phones, entrepreneurs have used mobile phones to expand their businesses in various ways. In one of the recent studies, Elephant and Maphela (2018) established that small businesses owner use mobile phones for emailing and calling.  Specifically, these entrepreneurs call and email their prospective clients, suppliers, and customers using their mobile phones. Additionally, the business people reported that they used their mobile phone’s calendar app to schedule appoints, meetings and set reminders. Moreover, they use WhatsApp as a means of communicating with clients and suppliers (Elephant & Maphela, 2018).
Apart from communication, entrepreneurs have also reported using mobile phones for marketing reasons (Elephant and Maphela, 2018). Most of the small business owners use social media on their phones to advertise their products to potential customers. Additionally, they use social media to understand customers’ reviews of the products and address any complaints that may arise, thus increasing customer loyalty. Many business owners use Facebook for marketing activities. Preference for Facebook instead of other social media platforms is attributable to its wider reach— most individuals are found on the platform (Elephant and Maphela, 2018).
Mobile phones have also transformed the way entrepreneurs’ access to credit for starting and expanding their businesses enterprise. Specifically, women empowerment has been enhanced through improved access to financial resources via mobile phones which will be explored later in this study (Addai, 2017). Another crucial aspect of women’s access to financial resources needed for their empowerment is mobile phone money or loans. According to Singh (2018), mobile money in countries like Kenya have enabled ease of transfer of cash and empower women in various ways. For instance, Safaricom (a network carrier in Kenya) has a mobile platform dubbed M-PESA which can be used by subscribers to save and borrow money as well as build relationships with banks. The M-PESA platform has led to proliferation of a cash-literate society in Kenya. Women have more M-PESA accounts than bank accounts (Kusimba et al., 2015). One of the reasons why many Safaricom customers are attracted to M-Pesa is that it allows for ease of transfer of small amounts of money (Kusimba et al., 2015).
According to Mukoya (2016), Kenya’s M-PESA mobile money platform has catalyzed women empowerment because of increased opportunities for their participation in the formal market economy. This has been attributed to increased access to digital financial services. Specifically, Mukoya (2016) reported that it has enabled nearly 200,000 Kenyan families escape abject poverty. Women are majority of those who have benefitted from the beneficial influence of mobile money on their economic livings.  Specifically, because of the M-PESA platform, 185,000 women moved from subsistence farming into trade and small-scale enterprise (Mukoya, 2016). It is worth noting that M-PESA is a simplified mobile money service that enables subscribers to save, transmit, and accept money using a similar approach for sending and receiving SMSs. Despite its simplicity, it has been life-changing for women who were relying on cash before (Mukoya, 2016). The capacity to save enables women to cushion themselves financially (Mukoya, 2016).
In a related study, Barasa and Lugo (2015) sought to investigate if the mobile bank leads to financial inclusion and women’s monetary empowerment in Kenya. The findings revealed that women had increased access to mobile loans since the inception of M-PESA in 2007. Because of this, there has been improved women empowerment as manifested through increased growth of women’s business and entrepreneurial skills.
Simonsson and Walin (2015) have also reported interesting findings related to the usage of mobile phone-based money in Kenya and its influence on women empowerment. In this study, Simonsson and Walin (2015) established that payment of bills and M-PESA transactions affect women's empowerment via improved freedom from servitude. Specifically, women who pay their bills using the M-PESA platform have more companies to choose from than those who have not embraced M-PESA. The presence of diverse company options leads to decreased costs of goods or services since the woman entrepreneur has the capacity to go for cheaper suppliers. Additionally, women empowerment in M-PESA platforms is attributable to the fact that by transacting money through the platform, women are less controlled by their husbands on how they use their money (Simonsson & Walin, 2015).
[bookmark: _Toc38718360][bookmark: _Toc43214528][bookmark: _Toc49500900]1.2. Problem Statement
In the current world, characterized by technological advances, mobile phones are one of the widely adopted technologies across the globe. Small and medium enterprises (SMEs) and large corporations, have utilized mobile phone technology to grow their business (Langat & Rono, 2018). SMEs have benefitted from mobile technology and mobile money as they rely on phones for the marketing of their products and gathering of information. Mobile technology has also empowered SME owners through enhanced savings and decreased operational costs (Isaac, 2014).
Even though mobile phones have an overall positive influence on entrepreneurial activities, there are gender differences in the adoption of technology (Li et al., 2008). For example, in Brazil, more men (43%) own smartphones compared to women at 38% (Silver, 2019). In Kenya, the prevalence of weekly mobile phone usage is higher in women (69%) than men at 61% (Odhiambo, 2019). Even though gender differences in mobile phone ownership has been established, there are limited studies related to the prevalence of mobile phone use by women for entrepreneurship purposes and the impact of consequent empowerment. Because of this knowledge gap, the current study sought to determine the impact of mobile phone technology on women businesspersons in Nairobi, Kenya. The following questions were addressed in this study:
1. What is the prevalence of mobile phone technology and mobile money by women entrepreneurs in Nairobi?
2. What is the impact of mobile phone technology and mobile money on business and social empowerment of women entrepreneurs in Nairobi?
3. What are the challenges encountered by women entrepreneurs in Nairobi using mobile technology and mobile money?
[bookmark: _Toc38718361][bookmark: _Toc43214529][bookmark: _Toc49500901]1.3. Objectives of the Study
[bookmark: _Toc38718362][bookmark: _Toc43214530][bookmark: _Toc49500902]1.3.1. Overall Objective of the Study
The overall objective of the study was to determine the impact of mobile technology on women entrepreneurs in Nairobi, Kenya.
[bookmark: _Toc38718363][bookmark: _Toc43214531][bookmark: _Toc49500903]1.3.2. Specific Objectives of the Study
The overall objective of the study was guided by the following specific objectives:
1. To establish the prevalence of mobile technology and mobile money by women entrepreneurs in Kenya.
2. To establish the impact of mobile technology and mobile money on business and social empowerment of women entrepreneurs in Kenya.
3. To determine the challenges encountered by women entrepreneurs in Kenya using mobile technology and mobile money.
[bookmark: _Toc43214532][bookmark: _Toc49500904][bookmark: _Toc38718364]1.4. Justification 
The current study helps to clarify the role played by mobile phone technology and mobile money in empowering women entrepreneurs and the growth of their businesses. Because women are the largest users of mobile phone technology in Kenya, there is a high likelihood that they use their mobile phones to their entrepreneurial benefits. Therefore, a study of the influence of mobile phone ownership on women-led entrepreneurship and, in turn, empowerment may help to gain insight regarding effective strategies aimed at growing women-related businesses. The study will also help to understand the challenges encountered by women entrepreneurs in the use of mobile phone-based money in their businesses. An in-depth understanding of these challenges will lend to the recommendation of pragmatic ways to address such challenges, and in turn strengthen women-led enterprises.
[bookmark: _Toc38718365][bookmark: _Toc43214533][bookmark: _Toc49500905]1.5. Scope and Limitations
The study only focused on the issues specified in the objectives, which include the impact of mobile technology on women entrepreneurs and challenges related to its adoption in Nairobi Kenya. The study also focused on women entrepreneurs only and did not examine the experiences of their male-counterparts. The study was also limited to mobile phone-based technology and mobile phone-based money. Due to the narrow scope of the study, it may have limited generalizability.
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[bookmark: _Toc38718367][bookmark: _Toc43214535][bookmark: _Toc49500907]2.1. Introduction
Chapter 2 examines past empirical studies on the definition of women empowerment, women entrepreneurs, mobile phone technology, and the prevalence of mobile phone technology in Nairobi- Kenya. The literature review helps to provide insight that informed and shaped the study through the development of relevant themes.
[bookmark: _Toc38718368][bookmark: _Toc43214536][bookmark: _Toc49500908]2.2. Women Empowerment
The concept of women empowerment is traceable back to half a decade ago and attributed to the process of social change across the world (Cornwall, 2016). The first usage of the term is attributable to the rise of feminist consciousness and their shared efforts towards spreading feminism across the globe in the 1970s.  In the 1980s and the 1990s, the concept of women empowerment achieved further articulation as a fundamental tool aimed at attaining transformed power relations in support of women's rights and realization of equality across gender. During these times, empowerment was regarded as gradual changes in consciousness and collective power. It was insisted that empowerment was not something that could be bequeathed by others, but about realizing that there is inequality of power across gender. Therefore, women empowerment was conceptualized as the right for women to be conferred upon rights and focused efforts aimed at ensuring that there are structural changes aimed at achieving equality (Cornwall, 2016).
In the mid-1990s, some scholars and women empowerment champions, such as Srilatha Batliwala, noted that the concept and efforts towards women empowerment risked being lost because there was a lack of clarity regarding the difference between ‘power’ and ‘empowerment’ (Cornwall, 2016).Consequently, she went ahead and clarified the two terms. Power was defined as the capacity to control material assets, intelligence-based resources, and ideology (Cornwall, 2016). On the other hand, she described empowerment as a challenge to the current power relations between men and women to achieve better control over power sources (Kumari, 2017). Another scholar who was in the frontline in championing for women empowerment in the 1990s was Batliwala who insisted that the campaign needs to move from the grassroots participation to a large-scale political activity capable of achieving the much-needed transformation, in what she described as ‘empowerment spiral’ (Edwards & Cornwall, 2014).
According to Batliwala (2015), various essential elements characterizes women empowerment. First, Batliwala (2015) noted that empowerment is both a process and the outcome of the process. Specifically, the author emphasized that the results of empowerment need to be depicted through redistributed power between genders, individuals, or groups. In this case, empowerment implies the transformation of subordinate structures via an overhaul of organizations keen to preserve male dominancy.
Second, Batliwala (2015) noted that the process of empowerment needs to bring everyone on board because of the need to ensure that all the structures of power are addressed. Because of this, empowerment cannot be realized by one structure or system via changes within itself. For example, powerlessness and inequality cannot be addressed only through economic reforms. Third, the author maintained that the process of women empowerment originates from the mind through efforts to change women’s consciousness. This implies that women's empowerment efforts need to be primarily focused on improving women’s beliefs regarding themselves and their rights, capability, and potential. It also includes making women understand how gender, political, social, and economic factors affect them, thus freeing them from the inferiority complex that has been part of their lives since childhood. Through this, women recognize that they have the skills, knowledge, and intellect required to accomplish their desired goals. This implies that women empowerment can be achieved through supporting women to know their innate right to autonomy, dignity, and justice and to realize that those who hold power cannot willingly give out.
Furthermore, it has been noted that education is a crucial element of empowering women since the process of raising consciousness is primarily the process of education (Batliwala, 2015). In the process of women empowerment, education is crucial, it provides them with new ideas and transforms their thoughts— thus triggering the demand for change. It is also worth emphasizing that the process of women empowerment needs to be a collective effort. That is when women are demanding change, the power of being in an organized group is stronger than the power of one individual trying to demand change alone.
Batliwala (2015) further noted that the process of women empowerment is characterized by access and control over resources. Additionally, women empowerment involves challenging the position and the condition of women in society. Therefore, for women empowerment to be achieved as a goal, it needs to be a political force capable of transforming the society at large. 
For the purpose of this study, Batliwala’s definition of empowerment will be used to determine whether mobile technology has made a positive impact on women-led entrepreneurship.
[bookmark: _Toc38718369][bookmark: _Toc43214537][bookmark: _Toc49500909]2.3. Women Entrepreneurs in Kenya
Female entrepreneurship in Sub-Saharan Africa has been reported to be the highest in the world (Chiu, 2019). Specifically, it has been reported that 25% of adult women have established some form of entrepreneurial activities in their nascent stages (Chiu, 2019). Despite this major milestone, female entrepreneurs face diverse challenges in their entrepreneurial spirit. The most affected group are those found in low-income communities, especially the slums. In Nairobi, the Kenyan capital city, about 60% of the residents are live in slums (Chiu, 2019). Although businesses thrive in the slum because of innovative practices, there are various challenges faced by women slum inhabitants in their quest to succeed entrepreneurially. The key challenge faced by this group of women is inaccessibility to finance or the capital required to kickstart or expand their businesses. This is attributed to the fact that in Kenya, 51% of females own bank accounts compared to 75% ownership in men (Chiu, 2019). Additionally, more women spend their time working for free, and this is especially true for the 60% of women who are single mothers (Chiu, 2019).
In support of Chiu’s (2019) findings, Omwenga et al. (2013) argued that accessibility to finance remains the biggest difficulty facing women businesspersons in Kenya. The issue of financing has bedeviled businesswomen in Kenya for the past many decades. Limited access to capital for start-ups has been attributed to female entrepreneurs’ preference for an internal source of financing rather than external ones. Additionally, Kenyan women have been reported to be less likely to utilize supplier credit, bank loans, and overdrafts. Even though fewer women are likely to use bank loans to finance their start-ups, those who use them have been found to outperform their counterparts who used alternative funding sources. One of the reasons why women do not get the same access to bank loans as their male colleagues is because they face gender-based discrimination from banking and financial institutions (Omwenga et al., 2013).
Despite the challenges faced by female entrepreneurs in Kenya, some organizations have stepped up efforts aimed at addressing the challenges. One of the ways through which the challenge has been addressed is by supporting the whole community to work together and grow entrepreneurially rather than supporting individuals (Chiu, 2019). This has been accomplished by encouraging women to join groups and persuading them to embrace the culture of saving. Through this approach, women entrepreneurs in the slums have been able to grow savings to up to $800 in two years. It is important to note that the savings can also be given out as credit or micro-loans to group members at a small interest, thus further supporting the growth of small businesses (Chiu, 2019). In support of these findings, Omwenga et al. (2013) reported that networks lead to improved performance of women entrepreneurs. One of the vital networks available to Kenyan women entrepreneurs is family. Family networks provide them with emotional support and unpaid family work. The strongest support for women comes from the closest family members such as relatives, friends, parents, and spouses. However, the most important emotional support is attributed to their husbands than other close family members
When establishing networking relationships, women are motivated by affective needs rather than instrumental needs, as observed in men (Omwenga et al., 2013). Additionally, when faced with business-related challenges, women entrepreneurs are more likely to seek help from their family members first. Women entrepreneurs’ overreliance on family members for support in their businesses is a manifestation that they lack peer support networks compared to their male counterparts. This implies that they do not get enough workshops, seminars, and training crucial for their entrepreneurial growth.
Support for women’s business activities has also been accomplished through education. It has been established that when women are equipped with basic business knowledge and skills, there is an increased likelihood that they will develop viable business ideas. Support for women’s entrepreneurial activities has also been attained through innovative tools such as apps used to track cash flows, profits, and losses (Chiu, 2019). Even though there are training opportunities for both the male and the female entrepreneurs, Kenyan women entrepreneurs are less likely to access such important training and workshops that could help improve their businesses because of various reasons. First, the majority of them cannot travel for long distances for training because, apart from being businesspeople, they also have family-related responsibilities to run (Omwenga et al., 2013). Additionally, some training cannot help women to prosper because they are too general in scope. Therefore, a lack of training and skills is a major reason why women-led enterprises have failed to pick up at a faster rate compared to those run by men. That is, the reliance of women on their family members for business-related support, knowledge, and skills is not sufficient (Omwenga et al., 2013).
[bookmark: _Toc38718370][bookmark: _Toc43214538][bookmark: _Toc49500910]2.4. Approaches to Women Empowerment
There are various ways through which women empowerment has been driven. One of the ways in which women empowerment can be accomplished is through skill-building. It has been noted that skill-building needs to be all-inclusive (i.e., include women) to ensure sustainability and promote entrepreneurship (Priti et al., 2020). When women are imparted with new skills, they become more employable and can be used as development agents. Additionally, skilled women gain self-confidence and attain economic and social independence (Priti et al., 2020).
Women empowerment can be achieved by addressing various dimensions that affect them. First, women can be empowered by focusing on the economic dimension. This includes increased employment opportunities, supporting incoming generating activities, provision of financial aid, championing asset ownership, and improving their access to trade and market (Priti et al., 2020). Second, empowerment can be accomplished through increased political participation of women. This can be achieved through increased representation in government, improved knowledge and use of their voting rights, and enhanced political knowledge. Socio-culturally, women empowerment can be achieved through an end to child marriage, encouraging late marriages, acceptance of divorce, increased freedom of expression, and equal education of boys and girls (Priti et al., 2020). Psychologically, women empowerment can be achieved through improved self-esteem, self-confidence, encouraging group membership, and support for mental well-being and happiness. Lastly, women empowerment can be attained through legal dimensions such as improved knowledge of legal rights related to property and marriage (Priti et al., 2020).
Women's empowerment can also be accomplished through inclusive democracy. According to Shahid et al. (2018), the process of empowerment cannot be fully attained if women are not empowered politically through equal participation in the running of governments. When women are part and parcel of politics, they make decisions that empower fellow women. Sharmin et al. (2016) reported that women empowerment could be realized by supporting women’s income-related activities. That is, when female entrepreneurs are educated, trained, and their attitudes towards income-generating activities improved; there is an increased likelihood that they will become empowered.
[bookmark: _Toc38718371][bookmark: _Toc43214539][bookmark: _Toc49500911]2.5. Mobile Phone Money and Women Empowerment
[bookmark: _Toc38718372][bookmark: _Toc43214540][bookmark: _Toc49500912]2.5.1. M-Shwari and Equity Bank Eazzy Loan
Among the mobile money platforms at the forefront in Kenya is M-Shwari. This platform is offered jointly by the CBA group and Safaricom Limited via the M-PESA platform. It enables M-PESA customers to open and operate paperless bank accounts via their mobile phones. M-Shwari has attractive features. First, the subscribers have the option of moving their cash from M-PESA account to the M-Shwari savings account without being charged (Safaricom, 2020). Similarly, customers can move their cash from their M-Shwari accounts to M-PESA for free. Second, users can make small savings that attract an interest of 6.65% per annum (Safaricom, 2020).  Additionally, it enables users to access loans at an interest as low as 7.5% (Safaricom, 2020). The loan is credited to the client’s M-PESA account.
M-Shwari loans have led to financial inclusion among micro and small enterprises (MSEs) in Kenya. One of the reasons why MSEs are attracted to M-Shwari credit is its affordability. Okoyo (2011) noted that compared to bank loans, the cost of M-Shwari credit more affordable. Accessibility of M-Shari credit is another factor associated with the high uptake of the M-Shwari by SMEs. According to Okoyo (2011), access to credit via M-Shwari is easier and less bureaucratic than banks because there is no paperwork.
According to Kiiti and Hennink (2016), increased use of M-Shwari services is attributed to ease of use. SME entrepreneurs have noted that unlike traditional banks, M-Shwari is easy to register, use, and access as all the services can be done via mobile phones. Therefore, unlike banks, the process of acquiring a loan is easy and faster (Kiiti & Hennick, 2016). Entrepreneurs are also attracted to M-Shwari loans because they help them increase their stock, save for emergencies, and earn interest. Additionally, users like the M-Shwari facility because of its security (Kiiti & Hennink, 2016). SMEs consider M-Shwari a safe way of saving their money while also providing a platform for privacy in a transaction. Confidentiality of M-Shwari credit is attributed to the ability to save and borrow loans without the knowledge of others.
Eazzy loan is a product of Equity Bank that can also be accessed through the mobile phone. It offers one of the most competitive interest rates in the market of 14.5% and the repayment of the loan is also easy because it can be done through the phone (Equitel, n.d.). The Eazzy loan limit varies from one person to the next based on loan facilities owed to other lenders, credit history, and the customer’s banking activity (Money & Markets, 2017). When a customer channels all their money through Equity Bank, their credit limit is increased. Additionally, punctual repayment of loans increases the customers’ credit limit, while late payments decrease the limits (Money & Markets, 2017). Eazzy loan has been dubbed as a loan for small businesses in Kenya as it allows upcoming entrepreneurs to easily access small credit needed for starting or expanding theory existing enterprises (Gakuru, 2011).
[bookmark: _Toc38718373][bookmark: _Toc43214541][bookmark: _Toc49500913]2.5.2. M-PESA and KCB M-PESA
KCB M-PESA is a phone-based banking platform that enables customers to save and borrow money from the comfort of their phones (KCB, 2020). There are many benefits associated with the possession of KCB M-PESA accounts. First, users can access loans from as low as KES 100 (approximately $1) anytime and anywhere (KCB, 2020). Second, the platform allows customers to save their money for a certain period (months or a year) and earn an interest of 6% per annum (KCB, 2020).
KCB M-PESA has been praised for contributing to the expansion of SMEs in Kenya. According to Mararo (2018), 16.7% of SMEs in Nakuru, Kenya, access their credit facilities via KCB M-PESA. Loans accessed through this platform is used by entrepreneurs to pay suppliers and send money to their business colleagues. The businesspeople prefer KCB M-PESA because of its efficiency. The SMEs use the loan from this platform to grow their businesses, save money from their business proceeds, and quickly address clients’ needs. Moreover, through KCB M-PESA credits, entrepreneurs have accessed capital to start their businesses, increased profitability, and expanded their business through the establishment of branches.
Mintz-Roth (2020) reported that women value the empowerment and increased opportunities associated with the use of M-PESA. This was attributed to increased independence because they did not experience restrictions from men when using their money. Specifically, women residing in Nairobi’s Kibera and Kawangware estates reported that M-PESA had enabled them to remit money to friends, relatives, and family members. Women empowerment in M-PESA is further manifested through strengthened networks of support and help towards each other, usually in sidestepping fathers and husbands. In support of these findings, Suri and Jack (2016) reported that increased accessibility to M-PESA has enhanced average consumption per household and liberated about 200,000 households from poverty. The majority of those who have been lifted out of poverty are female-led households because of improved savings and financial resilience.
Regarding the beneficial impact of the M-PESA platform on poverty reduction, CNBC Africa (2017) reported that this benefit is attributed to improved financial behavior manifested through increased ease and safety of savings and diversification of the economic activities of its users. Mobile phone-based money platforms offer security for users’ funds because of the ability to store money virtually. Security is linked to password protection. Through the ability to save money in M-PESA, women have established and expanded their small businesses. It has been established that in areas with high accessibility to M-PESA, most residents are highly likely to be enrolled in businesses and sales instead of subsistence farming.
World Bank (2018) recently reported that in its 10th anniversary, M-PESA had thirty million subscribers spread across ten countries. In 2018, 96% of Kenyan families outside Kenya’s capital city had M-PESA accounts (World Bank, 2018). Economic empowerment in households with M-PESA accounts was attributed to the ability to tolerate a sudden decline in income because, through the platform, users can receive remittances and save money (World Bank, 2018). In women, financial empowerment is attributed to better control of their money, making them graduate from agriculture to more productive jobs. In Kenyan Capital City, Nairobi, there has been tremendous growth in the startup scene. In 2017 alone, Kenyan startups raised US$32.8 million from M-PESA—the third highest funding ever witnessed in the African continent.
Empowerment attributed to M-PESA is attributable to the fact that since the inception of the mobile money platform, the transfer of money has become more cheap, secure, and fast (Logan, 2017). The transaction can also be carried out over longer distances than before, further leading to reduced transaction costs for economically deprived and rural households. For instance, the distance from the M-PESA user to the agent (where the customer deposit or withdraws money) has decreased since the start of M-PESA. Specifically, when M-PESA was rolled out in 2007, the distance from the user to the nearest branch was 9.2 kilometers (Logan, 2017). In 2015, the distance between M-PESA customers to the nearest agent was reported to be 1.4 kilometers (Logan, 2017). Because of the increased uptake of M-PESA in the Kenyan economy, more efficient investment decisions have been realized because of enhanced savings (Aron, 2017).
In the M-PESA platform, financial empowerment is also attributable to the availability of mobile-based loans e.g., M-SHARI in Kenya (Bharadwaj et al., 2019). Because users are capable of accessing saving and crediting facilities through their mobile phones, they are cushioned from economic shocks. This is because they can save money that could be used when they run out of funds. The ability to save and access credit has also improved users’ ability to engage in productive investments. M-PESA-based loans have been found to be important or small firms because they ease financial constraints and enable businesspeople to expand their businesses (Bharadwaj et al., 2019).
In support of these findings, Corkin (2016) reported that mobile money services had a beneficial influence on financial empowerment in rural communities, especially in women. This is attributable to increased access to M-PESA as a platform for saving money has expanded women’s capacity to store money alternatively from cash form. Formerly, women were more likely to spend their time and money traveling for longer distances to make deposits and savings. It is also worth emphasizing that M-PESA has enabled women to avoid unnecessary expenditures and use of their money by their husbands. Consequently, M-PESA had increased women’s financial independence and privacy because, before the inception of this platform, they relied on their male relatives to access money.
Innovations for Poverty Action (2016) reported that both poverty in general and abject poverty have reduced in female-led households because of increased accessibility to M-PESA in Kenya. In female-led households, places that saw an increase in M-PESA agents from zero to six saw 22% reduction in extreme poverty (Innovations for Poverty Action, 2016). Similarly, in female-led households, it was established that increased accessibility to M-PESA agents resulted in a 13% decrease in individuals living below $2/day (Innovations for Poverty Action, 2016). However, in households led by men, there was no decrease in either poverty or extreme poverty following increased access to M-PESA shops. It was further established that in female-led households, there was a 22% increase in monetary savings in places that saw increased M-PESA agents from zero to six (Innovations for Poverty Action, 2016). Additionally, women changed their careers from farming to business and retail sales (Innovations for Poverty Action, 2016).
Mobile phone-based money services have had a huge impact on Kenya’s economy in general and beneficial impact on women as manifested through improved livelihoods. An ethnographic study carried out to determine the influence of ‘‘transformational’’ mobile-based financial services in Nairobi and Western Kenya revealed interesting findings (Morawczynski, 2009). One of the results of this study is that M-PESA is useful during times of crisis. For instance, in Kenya’s post-election violence of 2007, financial services were disrupted. This was attributed to the closure of banks and microfinance institutions because of insecurity. Many Kenyans suffered because they could not access their cash via banks. This period was also characterized by a high demand for cash as those affected by the clashes wanted to escape from high-risk areas while others wanted to purchase basic needs such as food and water.
Noteworthy, when banks and microfinance institutions were closed due to insecurity, the M-PESA agents were open and remained operational despite the insecurity. The urban agents realized a surge in demand for services. The demand for mobile money services increased two-fold to three-fold. Therefore, it can be concluded that M-PESA services are useful during a crisis. M-PESA services were the only way through which people could access their money during this difficult moment (Morawczynski, 2009).
Mobile money services are also in high demand in Kenya during the harvest and planting season, and when the food reserves from the previous seasons have been depleted (Morawczynski, 2009).  During planting seasons, farmers use M-PESA to solicit funds. This is because M-PESA enables them to access potential lenders, such as friends and relatives. Women M-PESA users in Kibera, Nairobi, have also reported that they use the platform to store their “secret savings” (Morawczynski, 2009). They further reiterated that M-PESA savings are useful during times of emergencies such as during illnesses, payment of school fees, and buying household items.
The women further asserted that M-PESA enabled them to hide their money away from their husbands, and their preference for the platform was attributable to accessibility. Unlike banks, M-PESA users do not travel for long distances to obtain cash or make deposits. They also preferred mobile money because they could access their account balances at home with privacy. The secret savings made by women is a manifestation of financial empowerment because they are capable of making financial-related decisions without the consent of their husbands (Morawczynski, 2009).
The M-PESA services increased rapidly following its inception in 2007. For instance, two years after it was launched, 60% of households had access to mobile money (Kikulwe et al., 2014). In 2010, three years after M-PESA was started, the prevalence increased to 86%. During the same period, there was increased access to mobile phones. Specifically, in 2009, 86% of the households had at least one smartphone, while in 2010, the prevalence of smartphone usage increased to 93% (Kikulwe et al., 2014). It is also worth emphasizing that during the same time, there was an increased number of M-PESA agents as manifested through the decreased distance to the nearest M-PESA shop.
A survey conducted in 2010 revealed that 60% of families use M-PESA services to withdraw cash from remittances to pay for goods, and to withdraw their savings (Kikulwe et al., 2014). Conversely, 40% of them use their mobile money accounts to save money. Moreover, it was established that 50% of the households used M-PESA to send money to their relatives and networks (Kikulwe et al., 2014). In the same survey, 35% of the respondent revealed that used their mobile money accounts to remit money to business partners while 32% of them reported that they used M-PESA to pay bills e.g., electricity and water (Kikulwe et al., 2014). Additionally, it was established that 40% of the families used M-PESA to buy airtime for their phones (Kikulwe et al., 2014). Moreover, 27% of the M-PESA customers used it to transmit money to their banks (Kikulwe et al., 2014).
Kikulwe et al. (2014) further established that increased uptake of M-PESA has led to enhanced business opportunities, sales, and profitability. For instance, regarding the impact of mobile money on businesses, it was established that M-PESA led to increased banana sales and profits. Specifically, it was established that the uptake of M-PESA resulted in a 10.4% increase in banana sales (Kikulwe et al., 2014). Concerning the influence of M-PESA on banana profits, research found out that M-PESA usage is linked to increased profits of up to $365 per acre, a 35% increased profitability compare to non-M-PESA users (Kikulwe et al., 2014). This implies that mobile money services are associated with increased market transactions.
Wyche et al. (2016) have also established interesting findings regarding mobile usage in rural Kenya. In this study, the researchers found out that all the women respondents interviewed revealed that they are familiar with M-PESA services and had used M-PESA before. All of them said that they were delighted whenever their phones buzzed because it indicated that they had received money from their relatives in the capital city of Nairobi. This implies that the participants considered M-PESA as an important platform for receiving cash when there were emergencies. Moreover, the study revealed that most of the participants rarely sent money via their mobile phones. This is in contrast to the previous studies which had established that women use their M-PESA platforms for sending money (e.g., Morawczynski 2009).
In rural Western Kenya, one of the primary reasons for having the M-PESA account is for sending money to relatives. However, unlike the urban areas, rural households transfer small amounts of money to each other. According to Kusimba et al. (2016), the purpose of the remittances of about $20 per person per month was for the purchase of medicines, food, and payment of fees. In other instances, money was sent to relatives for funerals and transport emergencies. This is in agreement with previous studies that reported that the M-PESA platform helps families to deal with emergencies.
Like in Wyche et al.’s (2016) study, it was revealed that money was sent by those in the urban centers to their relatives or friends in the countryside. However, for relatives in rural areas, the senders were also receivers. This implies that there is a higher likelihood that people found in the rural areas send and receive money from each other, a two-way pathway rather than a one-way pathway witnessed between rural and urban people.
There are also gender differences regarding the utilization of mobile phone-based money services. In Kusimba et al.’s (2016) study, men were more likely to be senders, while women were highly likely to be receivers of the mobile phone money. Families have also reported that M-PESA services have enabled them to share risks (Jack & Suri, 2014). The sharing of risks has been attributed to the decrease in transaction costs. Specifically, it was established that families who did not use M-PESA suffered a 7% decrease in consumption whenever there was a negative shock but those who used remained untouched (Jack & Suri, 2014). This is further supported by the fact that for households with access to M-PESA services, there was a high likelihood that when faced with a crisis, they were more likely to receive help or remittances (money) than those who had no access to mobile phone money accounts. Additionally, families with M-PESA were more likely to receive more money when there were emergencies than those without.
[bookmark: _Toc38718374][bookmark: _Toc43214542][bookmark: _Toc49500914]2.6. Mobile Phone Ownership in Nairobi, Kenya
Kenya’s mobile phone penetration is among the highest in the region and in Africa. According to a survey conducted by the Communication Authority of Kenya in 2017, Kenya’s mobile subscriptions stood at about 39 million users (Kuo, 2017). This implies that in the third quarter of 2017, 87% of Kenyans had access to phones and were registered to at least one mobile service provider (Kuo, 2017). The population of mobile users has grown over time. The most recent statistics released in 2020 revealed that as of September 2019, the number of mobile users stood at 53 million (Sunday, 2020). The report further showed that Nairobi County leads in mobile phone ownership at four million (Sunday, 2020).
Studies have also shown that there are gender differences in mobile phone ownership. A recent study by the GSMA showed that Kenya is one of the nations with a huge gender gap in mobile possession and regular use (Odhiambo, 2019). In Kenya, the prevalence of weekly mobile phone usage is higher in women (69%) than men at 61% (Odhiambo, 2019). It was further established women had 29% higher monthly expenditure on mobile services than men (Business Today Reporter, 2019).
[bookmark: _Toc38718375][bookmark: _Toc43214543][bookmark: _Toc49500915]2.7. Challenges Associated with Mobile Phone Technology and Mobile Phone-Based Money
Despite the importance of M-PESA in their daily lives, the female participants revealed that they sometimes had challenges using the phone-based platform. This was attributed to the fact that most of them kept forgetting the procedures needed to withdraw money on their phones. The challenge was linked to the presence of diverse interfaces across different mobile phone models, which were found to be non-intuitive (Wyche et al., 2016).
The women further reported that they had challenges using the PIN-based authentication to access their money or sent (Wyche et al., 2016). This was linked to the fact that whenever they entered the digits corresponding to their PIN, the numbers changed to “stars.” Another challenge when using M-PESA is that women in rural areas are more likely to forget their M-PESA pins. When this happens, they delayed from accessing and/or sending their money . Forgetting of the PIN may be attributed to infrequent use, hence lost in the memory. Whenever the female participants forgot their PIN, they reported having had to waste a lot of time retrieving it. This is because resetting of the PIN could only be done in Safaricom shops (Wyche et al., 2016).
[bookmark: _Toc38718376][bookmark: _Toc43214544][bookmark: _Toc49500916]2.8. Theoretical Framework (TAM)
The model this study is anchored on the Technology Acceptance Model (TAM), which was developed by David (1986) and anchored on the Theory of Reasoned Action to predict the acceptability of an information technology. The TAM predicts the extent to which a person accepts a communication tool and identifies changes that can be made to technology to increase acceptability by users. The model posits that acceptance of an information technology tool is affected by factors such as perceived ease of use and perceived usefulness.
Perceived ease of use is the extent to which an individual perceives that adoption of the technology is effortless. For instance, it has been established that women are more likely to avoid technology if they perceive it to be difficult to understand and require learned skills (Mutisya & Ndati, 2016). Among all the contemporary technologies, mobile phone technology is regarded as the easiest to use because it requires limited skill (Mutisya & Ndati, 2016). Due to this finding, in the current study, it is expected that women entrepreneurs utilize technology for increased sales, profitability, and overall growth of their business.
Perceived usefulness is the degree to which a person believes that the use of technology will enhance their performance. In the current study, it is posited that women entrepreneurs’ use of mobile phone technology and mobile money is associated with usefulness, such as increased savings, accessibility, and access to credit facilities.
[bookmark: _Toc38718378][bookmark: _Toc43214546][bookmark: _Toc49500917]2.9. Conceptual Framework
A review of past empirical studies led to the development of a conceptual framework outlining a series of propositions and showing the connection between mobile phone technology and empowerment of women entrepreneurs. The various constructs associated with this model are shown in Figure 1 below. The figure below further shows the relationship between the factors related to the study. According to the reviewed literature, Figure 1 suggests that there is a positive association between utilization of mobile phone technology and mobile money and women empowerment. The relationship between the independent and dependent variables is moderated by entrepreneurial skills. Therefore, the model suggests that the utilization of mobile phone technology and mobile money by women entrepreneurs empowers them through improved performance of their enterprises.

[bookmark: _Hlk49419230]Figures 1: The relationship between mobile phone technology, mobile money and women entrepreneurs 

Independent Variables						Dependent Variables
Utilization of mobile phone-based technology and mobile phone-based money:
a) The prevalence of mobile phones and mobile-based money among women entrepreneurs.
b) Access to mobile money by women entrepreneurs.
c) Uses of mobile money by women entrepreneurs.








Women empowerment:
a) Expansion of business enterprises.
b) Increased sales.
c) Improved profitability of businesses.







M
Entrepreneurial skills:
a) Training opportunities.
b) Knowledge and skills related to mobile phone technology and mobile money.
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[bookmark: _Toc38718379][bookmark: _Toc43214547][bookmark: _Toc49500918]METHODOLOGY
[bookmark: _Toc38718380][bookmark: _Toc43214548][bookmark: _Toc49500919]3.1. Introduction
Chapter 3 intends to discuss the research design, the population of interest, sample and sampling strategy, data gathering techniques, and approaches to analysis of data. This section culminates in the discussion of ethical issues related to the study.
[bookmark: _Toc38718381][bookmark: _Toc43214549][bookmark: _Toc49500920]3.2. Research Design
The study used a qualitative research approach. In this approach, the researcher conducts a systematic inquiry into a social issue or a research problem in natural settings (Teherani et al., 2015). In this approach, the researcher is the primary means of collecting data tasked with investigating the phenomenon of interest in the study. These include why events take place, what occurs, and the meaning of the events to the respondents. Qualitative research shared different paradigms and set of beliefs from quantitative studies.
Quantitative studies are anchored on positivism that a single reality exists that can be revealed via experimental approaches. However, qualitative research is anchored on post-positivist beliefs (O’Cathain, 2018; Waller et al., 2015). In post-positivism, the environmental and personal differences such as cultural diversity influence reality. Unlike positivism, constructivism is anchored on the belief that single reality does not exist, but that the investigator prompts respondents’ understandings of reality.
There are various reasons why qualitative research was chosen for this study. First, is because of its capacity to provide a detailed account of the research subjects’ experiences, opinions, and feelings (Rahman, 2016). Second, the qualitative research paradigm leads to a holistic understanding of human experience.
There are various types of qualitative research designs. The current study utilized a phenomenological research design to understand participants’ experiences. Phenomenology is focused on understanding the commonality of a lived experience within a specific group of individuals. It is primarily aimed at describing the nature of a particular phenomenon.
 In this research design, interviews are carried out with a group of people who have first-hand knowledge of a specific experience, situation, or event. The interviews are aimed at addressing two key questions. First, it seeks to understand what the respondents have experienced regarding the phenomenon. Second, it seeks to address the situations or contexts that have influenced participants’ experiences of the phenomenon. The interviews were conducted by a research assistant. 
Phenomenological research is based on the assumption that an essence exists and can be understood, the same way ethnography believes that culture exists. The essence is the cornerstone of phenomenology, and, in its absence, phenomenology cannot exist. In phenomenology, a subjective phenomenon is investigated in the belief that essential truths regarding reality are anchored in interviewees’ lived experiences.
Phenomenology is the most appropriate qualitative research design when a phenomenon of interest to a study has not been fully explored or conceptualized. Phenomenological researchers believe that lived experiences is linked to each individual’s perception of a specific phenomenon. Therefore, the primary aim of phenomenology is to gain an in-depth knowledge of human lived experiences and their related perceptions.
In phenomenological research, data is collected through in-depth conversations between the researchers or their assistants and the respondents as co-participants. Through detailed conversations, researchers do their best to explore the interviewees’ world, to have full access to their lived experiences. Lastly, phenomenological research involves a small sample of less than ten.
[bookmark: _Toc38718382][bookmark: _Toc43214550][bookmark: _Toc49500921]3.3. Study Site
Nairobi County is geographically located in South-Central Kenya, 140 kilometers to the southern side of the Equator, and has an area of 696 km2. The population of Nairobi County is 4.397 million based on the recent population census conducted in 2019. It is a metropolitan county comprised of seventeen sub-counties, including Westlands, Starehe, Ruaraka, Roysambu, Mathare, Makadara, Langata, Kibra, Kasarani, Kamukunji, South, and Dagoretti North, among others.
The seventeen sub-counties are further sub-divided into 85 electoral wards. Apart from being a county, Nairobi doubles up as the Capital City of Kenya. Being Kenya’s capital, it is served by international airlines and regional roads that link East African states. Nairobi is also the largest city situated on the shores of the Indian Ocean (Nairobi City County, 2019).
[bookmark: _Toc38718383][bookmark: _Toc43214551][bookmark: _Toc49500922]3.4. Study Population and Sample
Population can be understood as elements with some shared attributes that are defined by a sampling criterion that is established by the researcher. The population is further classified as either a target population or an accessible population. The former refers to the entire group of people to which an investigator would like to make a generalization for the findings of their study. These individuals have all the attributes that the researcher wants to explore. Conversely, an accessible population is the sub-set of the population that the researcher has access to and is usually a sub-set of the target population. A “sample” is a small part of the population, individuals or objects selected to participate in a study. The unit of analysis focused on individual women entrepreneurs located in Nairobi County.
[bookmark: _Toc38718384][bookmark: _Toc43214552][bookmark: _Toc49500923]3.5. Sample Size and Sampling Procedure
Sampling is the process of drawing a small group of individuals from the target population. Sampling is generally categorized as either probability or non-probability. In probability sampling, every element in the target population has similar chances of being represented in the final sample or participating in a study. On the other hand, in a non-probability sampling approach, potential subjects do not have equal chances of being found in the final list of participants.
The choice of random or non-random sampling technique depends on the research design. Because the current study utilized a qualitative research approach, a non-probability sampling technique was the most suitable to address the phenomenon of interest in the study. This sampling approach does not require random sampling selection of the individuals and thus does not yield a representative sample capable of generating generalizable findings.
There are various non-random sampling approaches— convenience, snowball, purposive, and theoretical sampling (Schmidt & Brown, 2017). In the current study, the purposive sampling method was used to identify participants capable of providing data capable of addressing the research problem. When using purposive sampling, the researcher identifies a participant who meets the study criteria. This sampling technique is useful in identifying individuals with the attributes capable of addressing the purpose of the study. It is worth noting that in phenomenological studies, the purposive sampling technique is recommended (Patrick, 2019)
There are various benefits attributable to the use of purposive sampling. First, this sampling approach requires fewer research assistants compared to other sampling approaches. The process is also cost-effective and requires a shorter time to obtain the final sample. Using a purposive sampling approach, five research participants were identified and recruited to the study. By choosing individuals with characteristics capable of addressing the phenomenon of interest to the study, the researcher understands participants’ lived experiences.  Therefore, it can be concluded that a purposive sample can be representative of individuals who are currently living the experience or those who have lived it before.
A small sample of five individuals was appropriate for the study because of three main reasons. First, in qualitative research designs, it is recommended that the researcher use a small sample. Specifically, when a researcher is using a phenomenological research design, a sample size comprising of three to ten participants is recommended (Baumgartner et al., 2019). The small sample size is used in qualitative research to support an in-depth investigation of the phenomenon of interest. By choosing a few participants, research to obtain richly-textured information, appropriate to the research problem being investigated (Vasileiou et al., 2018). As the main aim of qualitative studies is not generalization of the findings of the study to a larger population. Therefore, there is no requirement for a larger sample size. It has been suggested that sample size is used phenomenological studies to enable an in-depth examination of the issue of concern to the study (Steen & Roberts, 2011).
[bookmark: _Toc38718385][bookmark: _Toc43214553][bookmark: _Toc49500924]3.6. Data Collection and Analysis Methods
[bookmark: _Toc38718386][bookmark: _Toc43214554][bookmark: _Toc49500925]3.6.1 Survey
Data collection was carried out using semi-structured interviews. The interview was conducted by a Nairobi-based research assistant. Semi-structured in-depth interviews are among the most common methods employed in qualitative research approaches. In this data collection technique, the researcher and the respondent are engaged in a dialogue based on a flexible interview protocol and accompanied by follow-up questions meant to clarify some issues and carry out further probe (DeJonckheere & Vaughn, 2019). The semi-structured interview enables the researcher to gather open-ended data, understand participants’ opinions, and get insight into interviewees’ beliefs and feelings.
A semi-structured interview can also be described as a social activity comprised of two or more individuals engaged in embodied conversation (Hackfort et al., 2019). As the interview and the interview engages in a conversation around the topic of interest to the study, they construct knowledge about themselves and the social world through many senses. The semi-structured interview consists of a pre-planned interview guide that asks the respondent open-ended questions associated with the phenomenon of interest to the study. Consequently, when conducting the interview, the researcher does not strictly stick to the guide as manifested by asking of the predetermined questions in the same order. Rather, in this interviewing technique, the researcher utilizes the pre-planned interview guided flexibly to guide interaction while giving the interviewees a chance to express their own feelings, behaviors, and thoughts (Hackfort et al., 2019).
There are various reasons why a semi-structured interview was chosen for the current study. First, interviews are crucial for research because people are conversational, and through conversations, people understand others (Williams et al., 2018). Therefore, interviews are crucial in obtaining in-depth and new knowledge regarding personal and social phenomena. Second, interviews are considered the primary method of gathering data in phenomenological studies because it provides a situation where the respondents’ description of the phenomenon can be gently probed, illuminated, and explored (Keenan, 2017).
Three sets of semi-structured interview questions were used to address the phenomenon of interest in the study. The first questions addressed the prevalence of mobile phones and mobile money in Nairobi. Two open-ended questions sought to address the prevalence of mobile phones and mobile money. First, the interviewees were asked whether they possessed mobile phones and to describe their mobile phone-related experiences and history through a description of the brand they were using or had used and their preferred network. To further understand whether they used mobile money, participants were asked if they had registered for mobile money services and whether they use them in daily business transactions. Second, the participants were required to state their experience regarding the use of mobile money, especially in various ways in which they used mobile money besides business. Additionally, they were asked to state the benefits and limitations associated with mobile money.
The second set of questions sought to address the influence of mobile money technologies on women entrepreneurs. First, the participants were required to state their experiences regarding the impact of mobile money on businesses. Specifically, the first question sought to probe participants’ current awareness and uptake of diverse mobile phone-based money services and whether the endorsement of mobile phone-based money services had a significant impact on SMEs. Second, the respondents were asked to describe their experience about the impact of mobile phone-based money on women entrepreneurs— especially whether mobile phone-based money has increased their savings and other personal benefits. The third set of questions were aimed at exploring the challenges faced by women in handling and using mobile money.
[bookmark: _Toc38718387][bookmark: _Toc43214555][bookmark: _Toc49500926]3.6.2. Data Processing and Analysis
A qualitative data analysis approach was used to analyze the interview data. Specifically, thematic analysis was utilized to explore the themes related to the interviews. Thematic analysis can be described as a process that culminates in the documentation of themes in qualitative data (Castleberry & Nolen, 2018). The thematic analysis is comprised of six steps. The first step involves familiarization with the data. The researchers familiarize themselves with the data through a thorough reading of all transcripts. To familiarize myself with the data collected through the interviews, I read and re-read the transcripts. To understand the interviews, the researcher is needed to make notes related to early impressions developed by going through the transcript (Maguire & Delahunt, 2017).
[bookmark: _Hlk38394716]The second step involves the generation of the initial codes. In this phase, the researcher organizes the data systematically and meaningfully. Coding is aimed at reducing large chunks of data into small parts. There many approaches to coding of data. However, in the current study, open coding was used to develop codes. In open coding, the researcher identifies, categorizes, and describes phenomena within the text. Using this approach, each paragraph, sentence, and line of the transcript is ready to address the following questions: What is being referenced here? What is it about?
The third phase involves a search for themes. A theme refers to a pattern that captures something interesting about the interview transcript. A theme is identified by its significance. Themes were developed through a combination of related codes. In the current study, the organization of related codes into broader themes were done descriptively. The fourth phase involves review of themes. This was accomplished through a reading of data associated with each theme and evaluating if the data support it. Additionally, each theme was examined whether it works in the context of the entire data set.
The fifth phase involves the definition of the identified themes. This is aimed at identifying the essence of what each of the themes is about. In this case, it is crucial to understand what each of the themes is saying, how they related to each other, and how sub-themes interact and relate to developing the main theme. The last step of thematic analysis is writing-up.
[bookmark: _Toc38718388][bookmark: _Toc43214556][bookmark: _Toc49500927]3.7. Ethical Considerations
Before carrying out the study, permission was sought from the University’s Institution Review Board (IRB). The IRB is tasked with protecting the rights and welfare of individuals selected to participate in a research study (Oregon State University, n.d.).
After approval of the research proposal by the IRB, the researcher sought informed consent from the participants. Informed consent is when a researcher explains all the aspects of the study to a research participant to make them decide to participate in the study or not (Ary et al., 2018; Gravetter & Forzano, 2018). The process of informed consent includes the research subject’s capacity to make a decision, the researcher’s explanation of the information required to make the decision, participants’ understanding of the research, and their voluntary decision to participate in the study. All aspects of the study were explained to the potential participants, including the risks and benefits. After the respondents understood the study, they were given informed consent forms to say if they want to participate in the study. Those who signed the forms were enrolled in the study.
Another ethical aspect of the study that was voluntariness (Fernie, 2016; Nijsingh et al., 2017). Voluntariness implies that potential research participants are not forced or coerced to participate in the study. Because of this, the research subjects were told that they were free to enroll in the study or not. Additionally, they were told that they were free to drop out of the research at any stage without being penalized.
Third, confidentiality and anonymity were assured in the study. The two ethical practices are aimed at protecting the privacy of human participants in the process of data collection, analysis, and reporting (Allen, 2017). The term confidentiality refers to the separation and modification of any personal and identifying data given by the respondents from the data (Oriyano, 2017; Reid et al., 2017). In the majority of research studies involving human research subjects, one of the requirements is the signing of a consent agreement. This implies that the researchers know the research subjects’ identity. Because of this, it is crucial to maintain confidentiality as a way of ensuring that private information is protected. In the current study, confidentiality was maintained by keeping the participants’ identities confidential. For instance, rather than using the real name of the first interviewee when reporting the findings, the term “first respondent” was used. On the other hand, participants’ anonymity was assured through using codes rather than the participant's names when storing the data on the computer.


[bookmark: _Toc43214557][bookmark: _Toc49500928]DATA ANALYSIS AND DISCUSSION
[bookmark: _Toc43214558][bookmark: _Toc49500929]4.1. Introduction

The purpose of the study was to investigate the impact of mobile technology and mobile money on women entrepreneurs in Nairobi. Therefore, the findings will be organized in line with the objectives of the study as follows:
· To establish the prevalence of mobile technology and mobile money among women entrepreneurs in Kenya.
· To establish the impact of mobile technology and mobile money on business and social empowerment of women entrepreneurs in Kenya.
· To find out challenges encountered by women entrepreneurs in Kenya who use mobile technology and mobile money.
First, the chapter will evaluate the demographic characteristics of the respondents.
[bookmark: _Toc43214559][bookmark: _Toc49500930]4.2. Demographic Characteristics of the Respondents
This study involved interviewing 5 women living in Nairobi. The general goal of the interviews was to establish how women in Nairobi use mobile technology and mobile pay to conduct their small businesses. However, the specific line of questions was on the use of mobile money to transact and the impact that it has had on their particular businesses. As such, it was necessary to understand the business model of each respondent, how they transact, and their thoughts on how mobile money impacts their businesses in general. The following is the socio-demographic analysis of the respondents.
[bookmark: _Toc43214560][bookmark: _Toc49500931]4.2.1 Gender and Occupation of the Respondents
The respondents were female; the study focused on women entrepreneurs within Nairobi County. Table 4.1 presents the demographic characteristics of the respondents. The respondents came from different socio-economic backgrounds and their businesses included different turnovers. All of them at least had completed secondary education with one respondent having a university degree. Three were single and two were married. and the respondents were between 26 and 45 years old. All the respondents conducted their businesses themselves with only one having an employee. 
[bookmark: _Hlk49418415]Table 4.1 Demographic Characteristics of the Respondents


  Interview     Activity      	               Age         Marital Status       Education

  1                  Cosmetics distribution      26-35      Single                   Tertiary
  2                  Clothes                             36-45      Single                   University
  3                  Food                                 26-35      Married                Tertiary
  4                  Cosmetics, Beauty            26-35      Single                   Secondary
  5                  Clothes, Shoes,               26-35      Married                Tertiary  
	    	          Accessories


	
[bookmark: _Toc43214561][bookmark: _Toc49500932]4.3 Research Findings by Study Objectives
[bookmark: _Toc43214562][bookmark: _Toc49500933]4.3.1 Prevalence of Mobile Phones and Mobile Money in Nairobi
[bookmark: _Toc43214563]a. Mobile Phones
Some studies done in Nairobi- Kenya show that many women entrepreneurs use phones and mobile money for business transactions. Smith, Spence & Rashid (2011) conducted a study on mobile phones and expanding capabilities and state that mobile phones form the basis of one of the most significant developments of social skills acknowledged in history, and in an extraordinarily short timeframe. This is in line with what the first respondent (cosmetics business) said: 
She has one phone, a Huawei Y6 which she bought in 2018, after previously owning a Samsung, Nokia and a Tecno. She is subscribed to Safaricom network[footnoteRef:1]. She has M-PESA[footnoteRef:2] from Safaricom and CBA Loop[footnoteRef:3] to make business and personal transactions. She uses her phone to market her products [cosmetics], take orders from clients and stock up on products from suppliers. [1:  Safaricom is a listed Kenyan mobile network operator headquartered at Safaricom House in Nairobi, Kenya. It is the largest telecommunications provider in Kenya  ]  [2:  M-pesa (M for mobile, pesa is Swahili for money) is a mobile phone-based money transfer, financing and microfinancing service, launched in 2007 by Vodafone for Safaricom and Vodacom, the largest mobile network operators in Kenya and Tanzania.]  [3:  CBA Loop is a proprietary banking app of the Commercial Bank of Africa (CBA) for managing accounts and transactions online (usually phone-based). ] 

The first respondent felt that using a mobile phone and mobile money had made her business dealings easier. Her client base has also increased as her transactions are online and it is easier to communicate. She has been able to cut down on time spent waiting in queues to pay utility bills and other purchases. She uses an online platform Jumia, similar to Amazon to put up her products online. She also conducts her business meetings online.
The expansion of mobile money is anticipated to continue rapidly and, more possibly, accelerate in the coming years. Smith, Spence and Rashid’s article applies Amartya Sen's capability approaches (1999), which highlight expansions of freedoms in areas such as governance and social networks that inspire us to think beyond economic measures of development. The paper advances with two aspects. It begins by hypothetically linking mobile phones and the growth of human experiences. It then displays proof that mobiles have been the podium for an outstandingly massive and multidimensional augmentation of abilities in developing countries. Following this, the research reflects on some policy matters and repercussions concerning regulatory reform, universal access, and the uses of mobile communication in growing non-economic competencies and independence.
Ukpere & Andre (2014) explore the rising trend of social media in changing how business is conducted. This study seeks to analyze the social media platforms and their impact on unlocking the economic success of the women entrepreneurs globally. With traditional marketing strategies facing significant changes, the new generation of women owned businesses are digitally driven using technology [including the use of mobile money services], a sentiment that aligns with the responses from the second (clothing business) and third respondent (food business):
The second respondent who owns a beauty and cosmetics shop says that she uses social media to keep updating herself on current market trends. She also says that social media helps her to stock her shop with products that are currently in fashion and demand. She feels that through this she has a pulse on what her clients need.
The third respondent owns an Innjoo LTE smartphone, which she had purchased from an online store in 2016. She has installed both a Safaricom and an Airtel line in the phone [i.e. it is a dual-SIM phone]. She had previously owned a Samsung and a Nokia phone. She also used M-PESA and Equitel accounts for conducting her transactions. She uses WhatsApp to market her products to clients and discuss business with her employees.
This type of development through which women adapt and utilize mobile apps and social media platforms promotes the creation of a new revolution in modern digital entrepreneurial culture. Both formal and informal women-owned ventures have been observed to adopt mobile applications such as WhatsApp, online markets, and social media platforms to grow their businesses. They also use it as a medium for keeping in touch with clients and employees, getting feedback on products, or services and businesses from current and future potential clients.
Amine & Staub’s paper (2009) also discusses the prevalence of mobile phone and mobile money usage. This research takes an international marketing approach to the study of women entrepreneurs in sub-Saharan Africa by examining factors surrounding the environments in which women do business operations. The goal is to better recognize how environmental barriers of diverse types impacted the efforts of entrepreneurs. Findings from a broad scope of literature were incorporated, with distinctive attention to issues such as social acceptability of women as entrepreneurs. The results of this study demonstrated that women entrepreneurs in sub-Saharan Africa faced an intimidating array of challenges arising from the socio-cultural, economic, legal, political, and technological environments in which they lived.
Donner & Escobari (2010) in their review of evidence on mobile phone use by SMEs in developing countries offer an orderly evaluation of studies in the use of mobile phones by micro and small enterprises (MSEs) in the emerging economies. The details of the findings on changes to enterprises' internal processes and external connections and mobile phone usage suggested that there was more proof for the benefits of mobile use accruing, especially to existing MSE in ways that magnify the existing material and informational flows. The review presents a complete picture of mobile use by MSEs than was previously available and identified priorities for future study, including evaluations on the impact of mobile users across subsectors of MSEs and extends beyond studies of existing enterprises.
[bookmark: _Toc43214564]b. Mobile Money Among Businesswomen
Gichukia, Mutuku (2018) conducted a study on the determinants of awareness and adoption of mobile money technology. Their study sought to explain how the spread of mobile technology is assumed to ease transaction costs and endorse market integration. Over the last decade, mobile phone-based money services have continued to grow in most of the developing countries. The research paper focused on women entrepreneurs’ embrace of mobile money services in Kenya. The outcomes put forward that women's affiliation with table banking[footnoteRef:4] groups would quickly impact awareness and consequently increase the adoption of mobile payments services, a concern that aligns with the comments by the fourth respondent (Cosmetics & beauty business): [4:  Table banking is a group-based funding system where members of a group make weekly or monthly monetary contributions to form a kitty from which members can borrow.] 

She says that besides business, she uses mobile money to pay rent, chama[footnoteRef:5], water, electricity, lending money to friends and family, and shopping. She further adds that she pays rent, water, and electricity on regular months and pays for some other expenses such as restaurant, supermarkets and Chama at least once a week. Additionally, using mobile money has a positive impact on the way that she makes money-related decisions. Additionally, she perceives that in spite of the benefits of using mobile money, there were some risks related to cybercrimes. However, she confesses to not having been a victim of cybercrimes. [5:  Chama is an informal cooperative society, usually for pooling and investing savings using a table banking model, organized between people (most often women) who already have strong social ties to each other.] 

The research established that the decision-making methods and their approaches of enterprise were influenced by mobile money technologies. The respondent used mobile money to make chama payments, signifying that there were a number of other women in her social circles who adopted this technology to make similar payments. Her varied use of mobile money suggests that she was aware of other places where she could make digital payments instead of using cash. Although the transaction costs are seen as being high, the respondents prefer mobile money transactions for its role in ease of business and the ready availability of money.
[bookmark: _Toc43214565][bookmark: _Toc49500934]4.3.2 Impact of mobile money technologies on women entrepreneurs
[bookmark: _Toc43214566]a. Impact of mobile money on businesses 
Mobile money has impacted SME development in Kenya. A study was conducted by Nyaga (2013) about the impact of mobile money services on the performance of small and medium enterprises in urban areas. The objectives of the study were to probe current awareness and uptake of various mobile money services, to understand if the mobile money services endorsement had any significant effect on SMEs growth through increased sales, savings and loan accessibility. It also aimed to enquire if mobile money service qualities such as low costing, ease and availability resulted in increased SMEs performance and establish if mobile money services were ranked as effective and consistent by SMEs in Naivasha Town. The study found that mobile money had made a significant impact on the SME sector. Most of the traders relied on it as opposed to the formal banking sector for their day to day businesses. It was also apparent that all the respondents in this research had a clear understanding of the primary functions of mobile money services and the positive and direct impacts it had on sales.
For example, the second respondent (clothing business) states that:
The reason why she has to engage customers online is because she only does preorders. This means that she sources items, shares photos in the WhatsApp groups, then customers choose the items they want, they place an order and pay. After about a week, she collects the group orders and places her order and pays her supplier. While engaging customers online, she also follows up with suppliers on placed orders, to track manufacturing, packaging and delivery details. One day a week, she makes payments, on those days she spends a lot of time online with suppliers confirming that the orders she has reserved the week before are actually available and accurate in sizes, colors, quantity, fabric, finishing, grade/ class/ quality.
Efficiency and reliability also contributed more to mobile money utility and SMEs growth (Nyaga,2013) as the fifth respondent (clothes, shoes and accessories business) expressed it: 
Mobile money has benefited her business in the sense that clients can still buy her products even when they are far. They simply send money and she send the clothes. Before, she had to wait for walk in customers only, who might be limited by time and distance.
However, there were some problems associated with the functionality such as service being delayed or unavailable, which were a significant concern for the respondents, but only a few people had experienced it. 
In addition to that, Mararo (2018) sought to scrutinize the impact of mobile money services on the development of SMEs ability to utilize mobile phone technology for both banking and remittance in the Nakuru town of Kenya. The investigations were aimed at examining the effect of mobile finance, mobile banking and mobile payments on the growth of SMEs in Nakuru. The exploratory survey research design was used in the study and the target group encompassed all the SMEs in Nakuru. The purposive sampling technique used to pick out the SMEs employed simple random sampling. The analysis was done in the form of exploratory and inferential statistics. The study recognized that mobile payments, mobile finance, and mobile banking had constructive weighty relationships with the growth of SMEs. Further regression analysis proved that the variables had a significant influence on the development of SMEs in Nakuru. The study concluded that mobile money services had a significant influence on the growth of SMEs in Nakuru town, Kenya.
[bookmark: _Toc43214567]b. Impact of mobile money on women entrepreneurs
This research has shown that the impact of mobile-money technology among women in Nairobi includes increased capacity to save money, electronically record transactions, participate in table banking (chama), and increase the ease of doing business. The impacts identified in the interviews align to the impact of mobile technology on women in business found in literature. The study by Komunte (2015) indicated that mobile phones are used both in increasing productivity and in enterprise transformation. The study was motivated by the fact that despite 80% of the population having access to mobile services, very little was known about phone habits among women entrepreneurs in developing countries. Based on Habermas' critical social theory, the emancipation theory was used to understand the usage of mobile phones among women entrepreneurs in Uganda's urban and rural settings. The findings showed that most of the women were micro-entrepreneurs who benefited most in mainstream operations like information inflow, customer service delivery, sales, and marketing, which led to increased productivity and enterprise transformation. The study concluded that mobile phones were an economic tool that empowered women entrepreneurs with knowledge and liberated them from poverty.
Two years later, Gitahi (2017) conducted a study showing empowerment of women entrepreneurs in Isinya, Kajiado county of Kenya. The primary aim of the study was to ascertain the empowerment of women entrepreneurs through mobile phones and mobile technology in Isinya. The study used quantitative than qualitative data with cross-sectional designs and mixed methods to identify the mobile phone services and applications the target group used, how they benefited from them, and what challenges they faced. The results acknowledged that women entrepreneurs used a variety of mobile phone services and applications like M-PESA, M-farm, Icow, and WhatsApp. The use of these mobile services and applications improved women’s entrepreneurial skills through networking, market information, cost reduction, advertising platforms, as well as ease of communication.
Nugroho & Chowdhury (2015) go even further, in a study whose main objective was to find technology solutions for women entrepreneurs who, despite having a positive influence on the household economy and the sustainable economic development, in general, were limited due to mobility, particularly in Muslim countries. They faced the challenge of conducting their business activities outside the home as they were concerned with taking care of their children, and the restrictive customs which were embraced by the local community. Results showed that mobile banking offered access to different financial services to women entrepreneurs. Education for women was also discovered to be a critical factor in improving the knowledge and skill to use technology, including mobile money and mobile banking services. The more aware the women were about the benefits of mobile money, the more places they used it. The results are in line with the fourth respondent’s (cosmetics and beauty business) comment:
 “Saving is much easier for me because I can transact money to my bank account or chama and table banking accounts without having to make special arrangements to go to a bank physically. I am also able to contact and be contacted for emergency financial help in times of a crisis.”
However, the socio-cultural gaps, power relations and technical training and risks, sometimes, are barriers to the use of these services by women entrepreneurs. Despite these challenges, the study mentions that mobile phones and technologies are an essential stake in empowering women in business. As the fifth respondent (clothes, shoes and accessories business) says,
“There are problems with mobile money when people lie about making payments or having produce ready for the payment received. This means I make a trip to the market in vain or am forced to remind customers to pay for the product.  However, in spite of these problems, business has become easier as I am now assured of getting the produce I want from the market and customers who don’t carry cash are still able to pay me. I am also able to keep track of my bill payments.”
[bookmark: _Toc43214568][bookmark: _Toc49500935][bookmark: _Toc38718389]4.3.3 Challenges Women face in handling and using mobile money

The challenges identified from the interviews include inadequate float[footnoteRef:6], possibility of sending money to the wrong number/account, and costly transaction costs. The findings are in line with the results from available literature. Thutupalli, Medovarski, Chattopadhyay (2013) conducted research on women entrepreneurs in the informal sector, which brought to light that the business sustainability of women entrepreneurs in the informal economy was dependent on their engagements or business actions and partnerships with other women and women-focused intermediaries. More than validation in the formal sector, women entrepreneurs needed forums for dialogue with other parties in business to learn and build their capabilities. The outcomes were formulated through the compiling and analysis of the existing works and the study of specific cases of women entrepreneurs from developing countries and authenticated by extensive interviews. [6:  Mobile money can be withdrawn as cash from all manner of private operators countrywide, but the cash on hand (“float”) at a given operator depend previous transactions paid in or out (which can vary significantly by time of month or geographic location) and may constrain how much money a woman could withdraw from her account.   ] 

Davis (2012) did a study about the global training deficit in the development opportunities for women entrepreneurs. The motive of this study was to discuss the global shortage of training opportunities that support women entrepreneurs and to forward a set of recommendations to better the skills’ needs of women who owned their businesses. The research provided a thorough literature review on the topic, which examines the learning and training experiences of female business class in a wide range of distinct societies. The outcomes clearly showed the absence of learning, training, and professional development opportunities for women in business as an almost universal occurrence. In the few examples where learning had been planned and was successfully delivered, the results had been very significant. Furthermore, women and their businesses were underprivileged by the unavailability of training.
Komunte, Rwashana & Nabukenya (2012) focused on the mobile phone usage among women entrepreneurs. The study explored the usage of mobile phones among women entrepreneurs in developing countries that had been on the rise. The scholarly research of the social-economic effects was minimal as studies were restricted to individual countries, districts, or organizations with a limited focus.  The study used activity and gender theories to show how various activities conducted by Kenyan and Ugandan women entrepreneurs used mobile phones as an intervening tool to achieve the desired outcomes. The results pointed out that the women in both countries owned micro and small businesses that were part of the informal sector and that the mobile phone services and money services also influenced performance through operational, transactional and interactional benefits. However, the challenges included ownership of mobile phones, network limitations, and failures, buying of airtime, content control by their spouses, and lack of awareness, which is likened to what all the respondents expressed as challenges:
First respondent (cosmetics business):
“I am worried about the fraudsters who can use my account to solicit payments or empty out all my savings. The other problems I face include the network being down, making me unable to make or receive payments from my clients. I am also worried that if someone got my PIN, I would lose all my money.”
Second respondent (clothing business):
“Sometimes, I don’t have enough float to serve my customers. A customer may come wanting to make an M-PESA deposit of Ksh. 70,000 and I may not have that money available (in float, that is, mobile balance), and that becomes a problem because I lose that commission. Also, another scenario is where a customer comes to buy phone airtime, worth say, Ksh. 100 and I, while recharging for them, mistakenly add an extra zero making it Ksh. 1,000 and don’t realize it. I lost Ksh. 900 in that transaction. Another challenge I encounter is when we lose power supply and I can’t charge my phone. That usually means that I am unable to transact. Also, when the Safaricom network is down, we lose clients because people cannot transact.”
Third respondent (food business):
“Firstly, because mobile money operates from your phone, it is very inconvenient when the phone battery runs out. Another challenge is with how clients pay. Some don’t include the transaction fee when paying through mobile money. This means that you have to bear the transaction cost, which is a loss to the business. The transaction cost for big payments is quite steep.”
Fourth respondent (cosmetics and beauty business):
“The biggest challenge is that using mobile money is quite expensive because the transaction fees are high. In addition, should you mistakenly send money to a wrong number, Safaricom is not very helpful in recovery of that money.”
Fifth respondent (clothing, shoes and accessories business)
“The use of mobile pay promotes lying among clients and the vendors from whom I source my supplies. They either tell me they have forgotten to make a payment to lie to me that they have a product that I paid for but do not have.”
In summary, the possibility of sending or receiving money from a wrong number was a common problem faced by the second, third, and the fourth respondents. The inability to conduct CBA loop transactions because of internet unavailability was shared by the first. Fraud and high transaction costs were mentioned by the third respondent (food business). The fifth respondent was also wary of online frauds. Although each respondent had specific problems with mobile money based on their respective businesses, they were all worried about online fraud which might cause them to lose all their money.
In conclusion, this research has established through the interviewees that mobile money and technology has helped women entrepreneurs a great deal. A study by Geoffrey & Freddier (2013) was aimed at establishing the positive effects of using mobile technology on the growth of microenterprises. The interviews conducted with the five women entrepreneurs suggest that the use of mobile payments and technology has indeed contributed to their business development. The respondents acknowledged that the use of mobile money led to an increase in business income, profitability, and customer base. The study concluded that, if all other growth factors were held constant, the use of mobile-money technology had a significant positive effect on the growth of microenterprises and on the women entrepreneurs.
[bookmark: _Toc43214569][bookmark: _Toc49500936]: SUMMARY OF FINDINGS, CONCLUSION, AND RECOMMENDATIONS

[bookmark: _Toc38718390][bookmark: _Toc43214570][bookmark: _Toc49500937]5.1. Introduction
This chapter outlines the summary of the study results based on three objectives. The first objective of this study was to establish the prevalence of mobile technology and mobile money by women entrepreneurs in Kenya. Second, the study sought to establish the impact of mobile technology and mobile money on business and social empowerment of women entrepreneurs in Kenya. Lastly, the study was aimed at finding out challenges encountered by women entrepreneurs in Kenya using mobile technology and mobile money. This chapter further presents the study’s conclusion, the recommendations, and areas of further research.
[bookmark: _Toc38718391][bookmark: _Toc43214571][bookmark: _Toc49500938]5.2. Summary of Findings
The study results indicated that regarding the prevalence of mobile phones and mobile money in Nairobi, women entrepreneurs have embraced mobile phones and mobile money in the daily running of their business enterprises. This is manifested through mobile phone ownership and use of mobile loan platforms such as M-PESA and Equitel. The mobile phone technology has enabled women, entrepreneurs, to grow their small businesses through easy and quick access to mobile phone loans. Concerning the challenges faced by women entrepreneurs in the use of mobile technology and mobile money, high transaction cost and network issues were mentioned.
[bookmark: _Toc38718392][bookmark: _Toc43214572][bookmark: _Toc49500939]5.2.1. Prevalence of Mobile Phones and Mobile Money in Nairobi
The study findings show that women entrepreneurs in Nairobi have high access to mobile phones. In this regard, the women entrepreneurs have used different brands of phones such as LG, Samsung, Innjoo LTE, and Nokia. They reported that they were either subscribed to Safaricom, Airtel, or Equitel network and used them for business or personal uses. Specifically, the women entrepreneurs reported that they either have M-PESA or Equitel and a corresponding Till Number in their mobile phones.
The mobile money platforms were used in their daily business transactions. Additionally, the women entrepreneurs noted that mobile money assisted them in paying bills (e.g., electricity and water) and doing shopping in supermarkets and restaurants. Despite these benefits, the entrepreneurs noted that there are challenges in using mobile money platforms such as cybercrime-related risks and trust issues with clients or suppliers.
[bookmark: _Toc38718393][bookmark: _Toc43214573][bookmark: _Toc49500940]5.2.2. Impact of Mobile Money Technologies on Women Entrepreneurs
The adoption of mobile money technologies has had a beneficial impact on women entrepreneurs and their businesses. Specifically, it was noted that mobile money has led to the expansion of SMEs because of its efficiency and reliability. The growth of SMEs was linked to increased sales since the use of mobile money services. Other benefits attributed to the use of mobile money services among women entrepreneurs include increased capacity to save money, to electronically record their transactions, to participate in table banking (Chama), and to enhance a saving culture.
Increased savings were attributed to ease of transacting money from the mobile money platforms to bank accounts, Chama, and table banking accounts without the need to physically present oneself to a bank. In addition, mobile money is crucial for the daily running of businesses because, in times of crisis, women entrepreneurs can get emergency financial help.
[bookmark: _Toc38718394][bookmark: _Toc43214574][bookmark: _Toc49500941]5.2.3. Challenges Women Face in Handling and Using Mobile Money
Women entrepreneurs may face the challenges of inadequate float, the likelihood of sending money to the wrong recipient, and high transaction costs. The study found out that when there is inadequate float, women entrepreneurs cannot serve their customers and end up losing commission. The study established that the high cost of transferring mobile money from one person to another is a hindrance to the frequent use of the service. In addition, women entrepreneurs also noted that their mobile money network’s system is sometimes offline or has poor connectivity. At such times, they are inconvenienced since they cannot pay their suppliers and may end up running out of stock. However, it was noted that this challenge is not frequently experienced.  Moreover, women entrepreneurs noted that they sometimes make human errors when serving their customers. For example, when recharging their customer’s airtime, they may lose money by adding an extra zero to a figure like KES 100 ($1) unknowingly.
The use of mobile money services is further hindered by a lack of a steady supply of power. When there is a blackout, the women entrepreneurs cannot charge their phones. Because of this, they cannot serve their customers, thus end up losing their commissions linked to mobile money withdrawals and deposits. Lastly, internet access was found to one of the biggest challenges faced by women entrepreneurs when their bank-related mobile money accounts.
[bookmark: _Toc38718395][bookmark: _Toc43214575][bookmark: _Toc49500942]5.3. Conclusions

The conclusions are drawn from the study to address the importance of using mobile technology and mobile phone money by women entrepreneurs. The study concludes that the majority of female entrepreneurs have used mobile phone technology and money services with the beneficial impact of empowering them. In the context of women entrepreneurship, high access to mobile phones and mobile money has increased daily business transactions. It can also be concluded that women entrepreneurs who have adopted mobile phone technology have benefitted from ease of paying bills and purchase of goods and services.
There is an emerging positive relationship between the use of mobile money and women empowerment. The study concludes gender equality in entrepreneurship can be achieved through the adoption of mobile phone technology. This is attributable to the beneficial impact of mobile phone technology on women entrepreneurs as manifested through increased sales, increase capacity to save money, record their transactions, to participate in table banking, and save money.
Lastly, it can be concluded that the positive impact of mobile phone technology can be further enhanced by addressing the challenges women face when using mobile money. Specifically, there is a need for mobile money companies to lower transaction costs. This will help increase the transactions (deposits and withdrawals) and increase the commissions received by the women entrepreneurs. An increased transaction can also be attained through improved mobile network coverage, which increases access to mobile money.
[bookmark: _Toc38718396][bookmark: _Toc43214576][bookmark: _Toc49500943]5.4. Recommendations

1. Women empowerment programs need to incorporate mobile phone technology as one of the strategies for attaining gender equality in entrepreneurship. For women empowerment to be accomplished, gender advocates and stakeholders need to support efforts towards improving women’s access and use of mobile phones and mobile technology.
2. Sustainable empowerment of women entrepreneurs can be enhanced through mobile phone companies’ improvement of their network coverage and lowering of mobile money transaction costs.
[bookmark: _Toc38718397][bookmark: _Toc43214577][bookmark: _Toc49500944]5.5. Areas of Further Research

Even though the current study established that mobile phone technology and mobile money are positively associated with women empowerment, the study identified challenges faced by women entrepreneurs in the use of mobile money services. Future studies can investigate the extent to which these challenges affect women empowerment.
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Appendix: Interview Guide
Impact of Mobile Technology on women entrepreneurs in Nairobi-Kenya
Interview Questionnaire Guide
This document presents an interview questionnaire guide aimed at collecting data on the whether and how mobile technology, especially M-pesa has empowered women entrepreneurs in Nairobi-Kenya or changed the way that they do business. The questions will mainly collect data in three areas.
1. Socio- demographics
The first part comprises questions designed to gather the respondent's demographic data. This section should also help create a rapport between the participant and the interviewer (Miller, 2017).
1. 	What is your name (optional)?
2.  What is your age (optional)?
· 18-25
· 26-35
· 36-45
· 46-55
· 56 and above
3. 	Marital Status?
· Single
· Married
· Widowed
· Divorced

4.  The highest level of education 
· Primary school
· Secondary school
· Tertiary
· University
5. 	What kind of business do you own/ do?
6. 	How long have you been into the business?

II. Use of Mobile technology and mobile money applications in their businesses
The second set of questions will gather data on the respondent’s use of mobile phone and mobile money.
1. Do you have your own mobile phone(s)?
· If yes, what make and model?  When did you acquire it and how (e.g. who bought it)?  What phone network(s) are you on?  What previous phones have you owned?  Who else uses the phone(s)?
· If no, whose phone(s) do you use? How long have you been using this phone?  
2. Do you have your own mobile money account (e.g. list from M-pesa, Airtel money, Equitel, Mobile pay, T-kash)?
· If yes, for how long have you had the account(s)? Who else uses your account(s)? For what?
            or in addition to your own – do you use anyone else’s account? Whose? On what service? How? 
3. Can you tell me about a typical day of business?
4. [If she hasn’t already addressed it] Do you use mobile money for your business?
      If yes, how often do you use it and for what purpose(s)?
5. [If she hasn’t already addressed it] Besides mobile money, do you use mobile phone(s) for your business?
· If yes, how often and for what purpose(s)?
            If not, why not? 	
6.   Have you benefited from using mobile money in your business?
· If yes, how did using mobile money benefit your business? (e.g. probe to see what types of things mobile money has allowed her to do that was not possible before) 
· If not, why do you think is not helping? (e.g. probe to see if the key problems in her business are ones for which mobile money has minimal influence)
7. In what ways do you think that using mobile money has changed the power and control you have in your business (for good or ill)?
8. What have been the challenges or limitations of using mobile money in your business? (probe to see if are there problems that mobile money brings in terms of, for example, costs, ability of her or her clients / partners to do business, privacy or control of resources, etc.) 


III. Use of mobile money for other family or social activities/ transactions (not business related)
The third set of questions will zero-in on the respondent's experiences with the use of Mobile money and its perceived influence. Here, the interview will examine the impacts of using Mobile money in their everyday activities in general.
 
1.  Apart from your business, do you use mobile money for other activities/ transactions. (chama, sending school fees, payments, etc)
· If yes, what types of activities do you use it for?
2. How often do you use mobile money for those activities/transactions?
3.  How would you describe your experience of using mobile money for those activities/ transactions?
4. Would you say that using mobile money has an impact on the way you make money related decisions in general? 
· If yes, in which ways (positive and negative)?
· If not, why?
5.  What are your perceived risks of using mobile money for such activities.

Summary Questions
According to your experience as a mobile money user, has it given you more ability to make decisions on your business or has it just made the normal transactions easier?
And how about in your other activities that we discussed?

In conclusion, this interview questionnaire guide should offer direction to the interviewer and interviewees during the data collection exercise. Here, the administrator needs to maintain a logical flow of questions in order to collect high-quality information. 

